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Summary

   This report uses the rapid growth in the Japanese mobile Internet market to make recommendations concerning the appropriate contents/applications and business models in the mobile Internet for US and European firms. There were more than 17 million mobile Internet subscribers in Japan at the end of August and the number is growing at a pace of about 1.5 million per month or about 10% a month. Of these 17 million, NTT DoCoMo had 10.8 million or 64% of the total mobile Internet subscribers. NTT DoCoMo’s additional income from I-mode is about 2000 Yen ($18.20) a month per subscriber of which the majority of this is increased air time charges in the form of packet income. The success of NTT DoCoMo is due to its early introduction of a packet communication system, the appropriate handsets, a clearinghouse to collect fees for the content providers, and the appropriate contents.

    The biggest lesson for US and European firms concerns the type of contents and applications that are most appropriate for the mobile Internet. While many US and European firms are attempting to move the fixed-line Internets onto the small screens of mobile phones, NTT DoCoMo and the other Japanese service providers have emphasized simple contents that are easy to access by people who spend a large amount of time outdoors. And the people who spend the greatest time outside of their offices or homes are people under 30 years old including high-school and college students. These people place a much larger emphasis on mobile Internet e-mail and simple entertainment than older people. This why currently simple entertainment represents more than 50% of the traffic followed by e-mail and simple news. Most of the more sophisticated applications and contents being discussed in the US and Europe represent a very small percentage of the current traffic.
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