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Reviews of m-Profits:

‘‘Just like the book Services for UMTS, this book offers a very interesting perspective on the dynamics of

mobile money making. It is particularly interesting because it attempts to deal with the wireless industry at

the moment of the sector’s global recession and retreat. I am sure the book will be a good read not only for

academics but also for industry professionals, operators, bankers and analysts.’’

Voytek K. Siewierski, Executive Director
Global Business Department, NTT DoCoMo Inc.

‘‘This is the first book I have seen to discuss the money side of the 3G opportunity, with very thorough

coverage from the angles of the major players. This book gives practical guidance on creating win-win

opportunities to bring content and satisfied users to 3G.’’

Steve Jones, Founder
the3Gportal.com

‘‘m-Profits is one of very few books on 3G services and the only one to give a comprehensive view of the

issues of marketing and revenue. It is a useful tool for 3G professionals and amateurs alike.’’

Sophie Ghnassia, GPRS & UMTS Project Director
France Telecom

‘‘In this book Tomi Ahonen illustrates a solid understanding of how money will be made in 3G with

corporate solutions, m-commerce and mobile advertising.’’

Paul May, Principal Consultant and Founder
Verista; Author of Mobile Commerce

and The Business of E-Commerce

‘‘m-Profits is a detailed, down to earth book and a great guide to the ABC of making money in mobile

services.’’

João Baptista, Vice President
Mercer Management Consulting

‘‘In this book, Tomi Ahonen has made complex theories easy to understand, using practical examples from

the leading innovative countries in the world, which can be applied in telecom markets in Europe, Asia and

North and South America.’’

Mark S. Weisleder, Director Channel Development
Bell Distribution Inc., Canada
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Foreword

I was deep in thought as I returned from Japan this June. I had been introduced

to NTT DoCoMo’s third generation Foma services that have been available

for close to a year now as well as to the Sha-Mail picture messaging offered
by J-PHONE/Vodafone. I was considering the difficult contradiction

surrounding the global telecommunications industry. Already functioning

in Japan, and being introduced elsewhere, the advanced world of third genera-
tion wireless services is a fascinating and imaginative challenge limited in its

opportunities only by our abilities to conceive.

However, at this moment consumers seem to have an unwillingness to use,
or even a difficulty to use all of the new mobile services and advanced

terminals being offered by the industry and the operators.

To describe the market with one word that fits people’s lives, that word for
the ICT markets today is pain. The foremost reason for the pain seems to be

how the industry has become blind to the technology-led way of building the

market. The opportunities created by technology in itself have driven to fast,
badly timed and, when considered by their magnitudes, perhaps even too

massive investments. The day-to-day behaviour and communcation of people

and the significance of real needs have been left unseen.
We live in a time of paradox. I do not see any signs around the world of an




