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1 Executive Summary

The focus in Work Package 2  during 2006 was on the elaboration for WP2.1, according to the
distinguished subdivisions of

- case studies of existing local mobile services and respective platforms,

- analysis of market potential for identified market segments, and

- central scenarios for targeted LOMS-based services.

The following definitions specify these three subtask elements in WP 2.1:

1. A case study is the systematic and detailed description of an existing local mobile service:

- It covers not just a prototype or concept, but a truly implemented and used service.

- It has to offer added value by localisation. Localisation can happen in many different ways,
such as manual, GPS, triangulation, sensors, ...

- It has to offer added value by its mobile use. This mobile use can happen on one ore many
devices.

2. A market potential analysis is the systematic and detailed description of the business
chances of local mobile services in a distinct market segment.

- It describes main potential customers for LOMS-derived systems in this segment

- It presents existing solutions in this segment

- It indicates drivers and developments in this segment

3. A scenario is the systematic and detailed description of a potential local mobile service.

- It has a clear added value for the user and a clear business idea for the involved players.

- It clearly addresses the involved actors, necessary activities, as well as technical elements.

- It covers the design, implementation and usage periods.

- It can be the basis for demonstration and testing in the LOMS project.

On this basis, the WP2 partners were elaborating detailed descriptions for cases studies, market
potentials and scenarios that were discovered in June 2006, after the German project has started.

The case studies covered platforms and applications for local mobile services in the B2C as well
as in the B2B market. Two scenarios are currently being elaborated, one in the publishing sector
and the other in the maintenance sector. The market potential analyses had a detailed look at the
following market segments:

A. Maintenance and service
B. Publishing
C. Tourism
D. Health care and labs
E. Large operators
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2 Project Context

2.1 The Project

“LOMS” stands for “Local Mobile Services”, which are services available to mobile users in a
location- or context-aware way.  The LOMS project starts from the market consideration that on
one hand network operators lack the appropriate service portfolio today to bring sustained
revenues, and so they risk of becoming a commodity bit pipe. On the other hand mobile users are
demanding more convenient services for ad-hoc, contextual use, say “local mobile services”, and
small businesses would be willing to offer such services to the exact groups of end users they
target.

So, why are these many small companies not supported by platform operators to offer their
services to consumers (in a B2C case) or employees (in a B2B case)? The reason is that the
technology for setting up a controlled service environment in which, services can be offered by
SME service providers is not in place yet, especially not at a low operation cost.

In such an environment the platform operator can furthermore offer valueable services to these
service providers, either on his own or in cooperation with other network or service partners. Next
to connectivity via various access networks (2G/3G, WLAN, DSL, ...), Enabling Services have to
be integrated, such as Authentication and Identity Management, Presence Management,
Charging facilities, and many more, which can serve as building blocks in creating mobile user
services that than become more powerful and more consistent to the mobile user.

So, this is what LOMS is aiming at:

1. a service framework in which mixed IT-Telecom services can be governed and offered to
subscribing mobile users,

2. a service creation environment that allows non-expert service providers, like the grocery store
or the pub around the corner, to set up their own service, and

3. enhanced Enabling Services, like User Context Management instead of just Presence and
Location Management, and Rules-based Policy Control allowing for better privacy rules
expression and more flexible charging schemes.

2.2 The Work Package

Work package 2 examines the business situation for local mobile services. Ten partners are
directly involved in WP 2, with the overall coordination by Fraunhofer IAO. The subtasks of WP
2.1 were managed by Fraunhofer IAO (case studies), SBS (market potentials) and infoman
(scenarios). From these results, suggestions and requirements towards the other work packages
were derived.

Some existing industry specific platforms were used as case studies to derive the needs from
those that run and those that consume the services. We distinguished four segments: “Community
publishing”, and “Tourism”, which can be grouped to represent the B2C market segments for
LOMS, and “Maintenance servicing” and “Hospitals”, that can be seen as segments in a B2B
setting. The currently elaborated core scenarios for publishing and maintenance will also serve for
demonstration cases next year.

Generally we can already conclude that it is essential that the service platform should hide all the
complexity of building and executing the service from the service provider that creates the
service, as well as, obviously, from the mobile user. Additionally it has to be flexible enough to
add interfaces to internal business IT systems and to external context, content or service
providers.
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Based on these results and starting 2007, the next task in WP2 is WP 2.2. (business models), and
later also WP 2.3. (methodological guidelines) will be tackled.

2.3 Deliverable 2.1.

Fraunhofer IAO organised a specific WP 2 meeting on June 20, 2006 in Stuttgart, to arrange
activities and to present documentation templates, which enabled the team to end up with a
comparable elaboration of the case studies, market potentials, scenarios and requirements. At
this meeting, the relevant case studies, market potentials and scenarios have been identified via
inputs by Siemens, Fraunhofer IAO, Orga Systems, University of Rostock, SBS, Infoman, DAI-
Labor, Communology, ESI and Ibermatica.

The following table gives an overview of the involved LOMS partners in WP2 and their
participation to one of the subtasks in WP 2.1. Also the other LOMS and D-LOMS partner were
participation in the discussion about the scenarios.

WP2 partners Country Case studies Market segments Scenario input

Fraunhofer IAO GER 8 Tourism B/C

Infoman GER 3 Maintenance B

SBS GER 2 Health B

ORGA Systems GER Operators C

Rostock University GER 3 B

TU-Berlin, DAI-Lab GER 1 C

yellowmap GER C

concentra BEL Publishers C

Siemens BEL Operators C

ESI SPA B

Ibermatica SPA B

Table 1: Work distribution in Task WP 2.1

Interim documents in WP2 were presented at the LOMS documents server VKC, and discussed
during the general project meetings in Paderborn. Additionally, draft versions were mailed to WP2
partners and discussed during several phone conferences. The results of all WP2.1 activities
were reviewed and discussed during another WP2 specific meeting in Stuttgart at November
28/29. 2006.
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3 Role model

Essential for the understanding of the activities in LOMS is the description of the relevant roles
that are involved in the development, presentation and consumption of the local mobile services.

The following figure covers these roles:

Figure 1: LOMS roles

It has to be noted that in most real world scenarios the actual LOMS players will assume more
than one role. There are scenarios where a Mobile Network Operator will also take over the role
of a LOMS Platform Operator. For other scenarios, the role of the LOMS Platform Operator and
the LOMS Service Operator can be taken simultaneously (e.g., in a maintenance scenario for
maintaining machines within a manufacturing plant).

The roles can be described as follows:

1. LOMS Platform Supplier:
The LOMS Platform Supplier developed the LOMS platform and sells it to the LOSM Platform
Operator who operates it in the runtime. The platform manages the integration of context
information, contents, or services from internal systems and third party providers.

2. LOMS Platform Operator
A LOMS Platform Operator is an operator that provides a service creation environment (SCE)
in its ownership allowing the development and deployment of end user services by LOMS
Service Providers. The LOMS Platform Operator provides enabling services for the LOMS
Service Provider, either directly or with support of an LOMS Service Operator. The SCE server
component allows the integration of complex internal and external services.

3. LOMS Service Operator
The LOMS Service Operator takes the services that the LOMS Platform Operator provides and
specifies them to the demand of a specific target group of LOMS Service Providers. Therefore
he knows more about the LOMS Service Providers business than the LOMS platform operator
and has more technical knowledge than the LOMS Service Provider. He creates templates with
the SCE template component that are easy to use by the LOMS Service Provider.
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4. LOMS Service Provider
The LOMS Service Provider provides local mobile services for the Mobile User. The LOMS
Service Provider is usually an SME not experienced in IT development (e.g., a restaurant
owner) and therefore uses the SCE client component..

5. Third Party Provider
A Third Party Provider is a service provider that offers enabling services to LOMS Open
Service Providers – either directly or indirectly through the LOMS Platform. Third Party
Providers may offer, e.g., information services (news, weather forecast) or multimedia content.

6. Network Operator: 
A Network Operator is an operator that provides a communication network in its ownership or
for other reasons in its possession for the purposes of transmitting, distributing or providing
messages. The communication network technology is based on Cellular (2G, 3G), WiFi, DSL,
Bluetooth, ZigBee or others and combinations of these. Generally, the support of different
network operators is an important point within LOMS.

7. Mobile User
A Mobile User is a human person using basic services offered by a Network Operator. Within
LOMS, Mobile Users additionally make use of end user services offered by LOMS Service
Providers.

Marked in yellow is the LOMS platform, which is being developed within the project. It covers IT-
components of the Service Creation Environment for the three LOMS actors during the run-time of
the LOMS platform. These roles offer specific services to each other, with the intention to make
the whole system easy for the LOMS service provider and the mobile user (see next figure).

Figure 2: LOMS roles, services and components



ITEA
Project 04012

D2.1 - Collection, Analysis and Comparison
of Local Mobile Services

05.01.07

© LOMS Consortium Page 10

4 Case studies

4.1 Case Study Method

The LOMS project gathered and analysed 17 case studies that reflect the status of platforms for
local mobile services in practical applications. Each of the case studies is a systematic and
detailed description of an existing local mobile service. It covers not just a prototype or concept,
but a truly implemented and used service, which offers added value by localisation and by its
mobile use. Today these services are either already operated in form of a platform, or there is the
potential to do so.

A case study relies on a personal interview with the platform provider or service operator, based
on an interview guideline prepared by Fraunhofer IAO. The interview results were evaluated by
the responsible project partner with respect to the consequences for the LOMS project. The
interviewee always agreed that the results of the interview will be published,

Since all the case studies have been conducted by German project partners and with German
speaking interview partners, also the detailed elaboration was conducted in German. This
deliverable summarises the main results for each case study.

4.2 Case studies overview

Of all the 17 case studies, the following eight were done by Fraunhofer IAO:

- B2C Publishing and Tourism

1. MINDS, dpa, Hamburg

2. QuickScout, Yellowmap, Karlsruhe

3. Stuttgart mobil, Fraunhofer IAO, Stuttgart

- B2B Maintenance and Service

4. Fleetboard, DaimlerChrysler, Stuttgart

5. easyfleet, Euro Telematic, Ulm

6. m!-Series, Sycada, München

7. EM-SAT, Plassner+Theurer, Linz

8. Dashboard, Dimension Data, Oberursel

Two case studies were done by SBS, both in the B2C Publishing and Tourism sector:

9. Mobile Pader Kino, University Paderborn

10. Mobile Ticketing, SBS

Three case studies came from University of Rostock

- B2C Publishing and Tourism

11. Parking system, DAMBACH, Kiel
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- B2B Maintenance and Service

12. Bluetrack, University of Rostock

13. celisca, Rostock

One case study by DAI-Labor is in the B2C Publishing and Tourism area:

14. Smart Event Assistant, DAI-Lab

Three case studies by infoman are related to B2B Maintenance and Service:

15. Field Force Solution, Degen Communications, Heilbronn

16. mobile service, Pelikan, Zürich

17. mobile Facility Management, f+s software, Berlin

Altogether, 7 case studies deal with B2C Publishing and Tourism:

1. MINDS

2. QuickScout

3. Stuttgart mobil

4. Mobil Pader Kino

5. Mobil Ticketing

6. Smart Event Assistant

7. Electronic Parking

The other ten concentrate on B2B Maintenance and Service:

1. Fleetboard

2. easyfleet

3. m!-Series

4. EM-SAT

5. Field Force Solution

6. mobile service

7. mobile Facility Management

8. Dashboard

9. Bluetrack

10. celisca
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In the following paragraphs, each case study is sketched including conclusions for LOMS.

4.3 MINDS-platform, dpa-infocom, Hamburg

MINDS deals with daily regional newspapers that are enabled to offer interaction with mobile
newspaper readers to increase customer loyalty. It offers local news and community services by
regional media to newspaper readers with mobile devices.

The German news agency provides the platform for mobile functionalities and services, such as
AdAlert, MobileMMS, MobileSMS, MobileAudio and NewsAltert, but also games or photography
competitions.

Project lessons learnt are:

- Close relation to the mobile user (via daily newspaper) is crucial for acceptance

- Simplicity of technology and offered services leads to success

- ASP are able to run platform and services without contact with network operators

LOMS organisational requirements derived from that are:

- Standardisation should be within Europe, not only in Germany

- There is a demand to accelerate market maturity processes (not only technology)

- It is necessary to clearly define the roles for LOMS, e.g. platform provider, service provider,
ASP-operator, network operator (see LOMS Glossary)

LOMS technical requirements are:

- Newspapers want to know the city district where the mobile user is located

4.4 QuickScout, Yellowmap, Karlsruhe

QuickScout is a product by Yellowmap and belocal that aims at tourism, business travelling and
citizen information. The business idea is based on time, profile and location related editorially
proven information and visit suggestions. The user can be any person using a mobile phone or
PDA. QuickScout provides local information about anything in the persons vicinity: citymaps,
routing, company addresses, shopping guide, events, emergency services, etc.

The platform aspect is that many content providers can integrate their regional content. Even
more, event specific extensions are easily possible.

Project lessons learnt are:

- Close technical integration in Internet service (content, hardware, software) allows attractive
mobile business model

- Complicated cooperation with network operators: no clear service strategy, short-term
marketing activities, permanently changing contact persons

- Trust between content and service partners is necessary for quick implementation

LOMS organisational requirements are:
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- Simple revenue sharing models between content partners are necessary

LOMS technical requirements are:

- Duplicate management is important (content items, in different granularities)

- Localisation of content items is crucial (news, addresses, …)

- Semantic mobile web offers changes: structure the content and integrate different sources

4.5 Stuttgart mobil, Stadt Stuttgart

Stuttgart mobil offers tourists a multilingual online service, accessed from mobile sources. That
can be used by anyone using an internet-enabled mobile phone. The service provides tailor-made
information for mobile users based on a Internet Content Management System.

Project lessons learnt are:

- External event created political support (WM 2006)

- Reduce online content for mobile usage scenarios

- Concentrate on controlled content

LOMS organisational requirements are:

- Avoid specific content management effort

- Specify user demands and adapt content structure

LOMS technical requirements are:

- Support all mobile networks and devices automatically

- Offline version of content is useful to reduce mobile charges

- Offer feedback channel to citizens for content quality improvement

4.6 Mobile Pader Kino, Paderborn

The Mobile Pader Kino allows you to get information of the movies in Paderborn via mobile
devices: movie place, starting times and a short description are offered, based on the online
information (www.paderkino.de) with a transcoding service that creates WML documents. The end
user needs a standard mobile phone with a WAP browser.

4.7 Mobile Ticketing, Siemens Business Services, Pa derborn

Mobile Ticketing is a service that allows you to get tickets for a bus and/or train by using the
mobile phone. You can buy tickets for special zones, day tickets or tickets with start and end
point. You receive the ticket via SMS. It can be used by any travelling person with a mobile phone
that has a mobile ticketing application (J2ME), or alternatively use it at home via a web browser.
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The platform was developed by Siemens Business Service, and the service is provided by
different public transportation services in Germany. A lesson learned is that the integration of
positioning data is important.

4.8 Smart Event Assistant, Technical University Ber lin

The Smart Event Assistant provides visitors of cities with comprehensive, personalised and
location based information everywhere. It allows finding events such as movies, music, stages,
nightlife, restaurants, etc.. Additionally, a day-planner, city map, calendar, weather forecast, etc.
are available.

The Smart Event Assistant is a platform that can be used in different cities.

Project lessons learnt are:

- Use of technologies for user interfaces such as HTML/WML are insufficient

- Agent-oriented software engineering (AOSE) is still object of research

LOMS technical requirements are:

- Support relevant mobile networks and devices

- Support multi-provider and multi-platform scenarios based on different technologies

- A Service Creation Environment should offer a seamless integration of tools

4.9 Electronic parking system, Dambach, Kiel

DAMBACH offers a Traffic Management System that by the use of Electronic Control Systems
carries out traffic management, mobile motorway traffic jam warning, tunnel control and parking
control systems. The system can be used by all drivers on the observed streets and guides them
fast and jam free to the nearest parking lot.

4.10 Fleetboard, Stuttgart

Fleetboard offers fleet management for trucks in order to reduce consumption and wear of
vehicles, manage order schedules quickly and easily, view vehicle location and trip tracking at a
glance, and allow safe and comfortable navigation throughout Europe.

Users of the platform are truck owners, both with small and large fleets.

Project lessons learnt are:

- A close connection to Mercedes-Benz simplifies contact to clients in the marketing phase, but
sales support is still necessary

- The connection to the technical truck development also improves the solution development

- After a tested prototype, completely new organisational set up was necessary to introduce the
product

LOMS technical requirements are:
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- Standard for data exchange (content integration) form trucks to central overview is helpful

- Besides one central standard solution, more client-oriented flexibility would be good

4.11 easyfleet, Euro TelematiK, Ulm

easyfleet allows fleet management with industry specific adaptations. This enables efficient order
processing with a high degree of customer satisfaction due to business process integrated fleet
management. For example, company specific locations and context dependent mobile services
can be defined.

A platform is used by companies with small or large fleets, e.g. furniture industry, security service,
shipping company, silo transport. General functions are vehicle localisation and tracking,
evaluation of vehicle and related devices data, and also bidirectional integration with ERP and
other IT-Systems.

Project lessons learnt

- Clients need to see the added value of a technology for their business processes

- Client driven project specific development of new services is a key success factor

LOMS organisational requirements (methods)

- Simple business models (flat rate per vehicle) are crucial for acceptance

LOMS technical requirements (platform/tools)

- One Internet platform for many service providers is well accepted by SMEs

- Handling of many specific interfaces to external devices and IT-systems is necessary for deep
integration into processes

4.12 m!-Series, Sycada, Munich

Besides fleet management, Sycada offers customers measurable benefits from wireless
technology. This is applied to many industries with field staff, machines, vehicles, etc. e.g. car
rental, street cleaning, and airports.

The platform provides a middleware to handle mobile network challenges and on that base is able
to manage field staff, control machinery remotely, and track vehicle.

Project lessons learnt are:

- Test new mobile devices intensively before passing it to clients

- Develop new solutions with clients and specialised partners, not alone

LOMS organisational requirements are:

- Partner integration is important to cover all the small steps needed, e.g. device integration in
vehicles, sales cooperation, and financing.

LOMS technical requirements are:

- Clients (service providers) need a simple web access to the system
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- Support robust and callous devices in case of vibrations, dust, water, etc.

- A rule engine has to allow flexible adaptation to business processes

- Support easy integration of new interfaces to IT-systems

4.13 EM-SAT plus GPS, Plasser+Theurer, Linz

EM-SAT+GPS is a high output railroad construction measurement system that uses GPS
reference points and GPS´localisaton for better measurement quality. The users are railroad
construction companies, and specialised track measurement service providers for track geometry
survey when preparing for tamping of the track, or track relaying and rehabilitation sites,
acceptance of newly built tracks. Additionally it enables to establish a track geometry database
where this data is unknown.

Project lessons learnt are:

- Changing contact persons at the clients companies hinder implementation

- Outsourcing of technical services lead to know-how drain by client contact persons

- Cooperation with universities and research organisations is useful for technical improvement

LOMS organisational requirements are:

- Content providers should have standard data formats

LOMS technical requirements are:

- Support different satellite systems (GPS, Glonass, Gallileo) for exact positioning

4.14 Field Force Solution, Degen Communication, Hei lbronn

The Nokia Field Force Solution combines RFID and GSM Technology for data management
support e.g.: for field service companies to send relevant information to and from the field or
security people or logistics. The RFID technology based solution enables two-way interaction
between the local client software, a Local Interactions Server and the company's back-office
systems.

Project lessons learnt are:

- It takes time to start the program so it is not usable for mass registration

- You need to be very close to the RFID Tag

- Building an easy application takes 3-4 days

- Standardisation is a big issue (end device – application – server) and could change the
business model

- No real test cycles for the hardware are implemented anymore
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4.15 Mobile service, Pelikan, Zürich

Pelikan sales forces are supported with mobile access to the ERP system, which allows scanning
of products at the customer site. It allows portfolio search, price lists, appointment support,
product scanning, order printing (or fax), travel expenses booking and route planning.
Swiss1mobile implemented the access to the ERP system world wide with an easy to use web
interface.

Project lessons learnt:

- GPS takes too much power for some applications

- Savings of 10.000€ a year per person are possible due to process improvement

- 12-18 month for acquisition, 4 month to conduct implementation were necessary

- Poor market awareness was a problem during acquisition

- RFID get more and more important

- ASP is accepted for service, but not in sale support activities

- No transactions need to be taken into account at the very beginning (information and
communication is enough)

- The right hardware decision for mobile devices is important

- A deep and early integration of the later users is mandatory

4.16 mobile Facility Management, f+s software, Berl in

mFM is a PDA-based solution for a comprehensive treatment of tasks in the area of the facility
management. The system allows decentralised, barcode, RFID based management of different
activities. By interfacing to the central systems ERP and CAFM (computer aided facility
management) a row of treatment functions can be automated. Functions are for example track
position and work time, transmission of order information and work state, integrate information
from other applications, planning of work assignment, and work tour planning. The applications
are used in the security and facility management business.

Project lessons learnt are:

- GPRS bandwidth is too low for some functions

- The number of interfaces of mobile devices is declining

LOMS technical requirements are:

- Support all mobile networks and devices

- Support of sensor and barcode reader

- Better indoor localisation and navigation are necessary
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4.17 Patient and device dashboard, Dimension Data, Oberursel

The medical dashboard visualises the positions of medical devices in hospitals as well as status
information for patients and rooms. For example, the patient status including waiting time can be
displayed on a central anonymous dashboard. Additionally an event based alert system sends
alarm while considering staff roles and positions. Moreover, workflow support for operation
planning is possible, and inventory and overview of device positions for better usage are in place.

The common platform of functionalities can be adapted to specific demands of several hospital
stations, ambulance and operation areas, etc.

Project lessons learnt are:

- The central visualisation offers a common understanding of a complex and changing situation
that requires individual decentralised decisions

LOMS technical requirements are:

- Integration of (hospital) information systems and other sources allow detailed information
display for professionals

4.18 Celisca, Rostock

A Center for Live Science Automation implemented highly flexible automation solutions for the
Laboratory Automation via a web browser based connection between applications and laboratory
equipment. This supports science workers (chemists, biologists, pharmacologists and physicians)
in their daily work.

4.19 BlueTrack, Rostock

The University of Rostock implemented the collecting of personalised data and positioning
services to track persons with active Bluetooth Devices or Personal Area Network (PAN). That
allows analysing positions and time of users. In principle that can be extended with GPS and
generic interfaces.

Lessons learnt are:

- BlueTrack can be used as location service for the LOMS architecture

- Important factor for a universal application and user acceptance are technical maintenance
costs and time

LOMS technical requirements are:

- Data Connectivity with Bluetooth Devices

- SOA for Embedded Devices (e.g. DPWS, WS4D, UPnP)

- Real-Time application support
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4.20 Consequences and Requirements

Based on all the case studies, it is possible to summarise relevant requirements for LOMS that
need to be considered in the architecture, tools, services, devices, scenarios and business
models.

The case study evaluation can only offer input regarding the current state of platform technologies
and business models, and give suggestions for LOMS. Decisions for development priorities within
LOMS have to be made in the scenario descriptions and the architecture, also taking into account
the market potentials and the technological state-of-the art

Requirements towards Platforms:

- One platform provider should offer generic enabling services, many service providers should
offer mobile services for their specific contact groups like mobile users

- Individually developed new services should be available to all service providers as part of the
platform

- There are usage scenarios of just a few up to several thousands of parallel platform users
(mobile users, but also service providers)

- Important factors for user acceptance are technical maintenance costs and time

Requirements towards mobile devices:

- Some business scenarios need the support of robust and callous devices in case of vibrations,
dust, water, etc.

- Test new mobile devices intensively before passing it to clients, since unexpected problems
may arise

- Support relevant mobile networks and devices automatically (from the view of the service
provider)

- Use of technologies for user interfaces such as HTML/WML are insufficient

Requirements towards networks:

- A platform needs to be network operator independent to get in contact with all mobile users
that are interesting for a service provider (especially in B2C scenarios)

- The platform must handle mobile network challenges (interruption, roaming, …), so that the
service provider does not have to care about this

- The expectations of quick data transfer (from the service provider to the mobile user and the
other way around) differs from minutes to seconds of acceptable delay

Requirements towards IT-Interfaces:

- The platform needs to support easy integration of new interfaces to IT-systems (e.g. ERP), so
that the service provider can really support his business processes
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- The platform needs to offer standard interfaces to sensor and context networks (e.g. CAN-bus)
in order to allow context depending services.

Requirements towards positioning:

- Information about the position of a mobile device needs to be updated less frequently (e.g.
once a day) only in some scenarios (e.g. containers), but in others very frequently (e.g.
permanently in track measurement)

- The exactness expectation of position information is close to millimeters (e.g. track
measurement) or kilometers (e.g. news for city districts).

- Positioning providers can be e.g. GPS signal provider or bluetooth services.

Requirements towards Service Creation Environment (business rule engine):

- Service providers need a simple web access to the system

- Individual rule definition must be possible, e.g. “if geofence [NEW] is passed by object
[SELECT], send message [TEXT] to [user OR device]”

- Predefined rules (“service templates”) must exist to simplify service creation

- Service changes happen in some scenarios every few minutes (e.g. fleet management), in
others every few month (e.g. tourist information)

Requirements towards Content Management:

- Duplicate management is crucial for integrated content sources (content items often exist in
different granularities and accuracy)

- Positioning of content items (news, addresses, etc.) needs to be checked for location based
services

- Integration of different kinds and formats of maps must be possible (e.g. by cities or companies
with internal information)

- Take semantic mobile web into account, structure the content and integrate different sources

- Avoid specific content management effort, ideally build upon existing online services

- Offline version of content should be made available to reduce mobile charges (e.g. for tourist
services)

- External services can be integrated to improve and extend content (e.g. translation)

The following non-functional requirements have been discovered in the case studies:

- User friendly: It is assumed that the system will be used by non-experts, therefore, all the
interaction mechanisms and interfaces must be easy to use.
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- System availability: System must grant its full time availability. Potential users of this solution
are business managers and business customers. System failure implies enormous costs in
both sides.

- System robustness: The system must be able to answer properly to failures in order to
minimize unavailability periods and grant data coherence.

- Adaptable interface: The system will be accessible through different type of machines and
platforms, therefore its interface must have an adequate response for each types of access.

- Restricted Access: The system must provide some kind of authorization mechanism in order to
not allow the access to non-authorized users.

- Guarantee non-repudiation: The system must ensure that all the transactions and operations
are secure. This means that the parties are who they say they are (authentication), and that
the transaction/operation is verified as final. The system must guarantee that a party cannot
subsequently reject or repudiate an operation.

- Security in data transmissions: All the data sent by or received from defined actors must be
encrypted in order to grant privacy.

- Integrity of data: The system must provide mechanism that allows administrators to ensure
integrity of data and information gathered.

- Ubiquity: The system must be interoperable at everyplace where the platform is present. This
may suppose an integrated localization service to be able to acquire and provide users context
data.

- Multiplatform Ability: The system should be accessible through multiple platforms. For this
purpose the clients UI should be implemented in multiplatform or web standard compliant
languages.

The LOMS project distinguishes several roles involved in the use of the LOMS platform (see
chapter 3). Based on these distinctions, the necessity of a more detailed differentiation of
organisational roles of the service provider arose. This is on one hand important for the service
creation tool to assign rights and offer screen interfaces, and on the other hand for the business
model and methodical guideline elaborations:

- The main platform user is the SME „service provider“ who does ad-hoc configuration and
service creation, mainly with desktop computer via LAN/Internet.

- An administrator may exist at the service provider company that assigns new users or devices
or rules to the platform, normally with desktop computer via LAN/Internet. This task may as
well be performed by the service operator on behalf of the service provider.

- A decision maker exists at the service provider company who decides if the platform and local
mobile services are used at all, and how their usage is organised. This role may also be
interested in some reports on how the services are used.

- In B2B scenarios that aim to support employees, mobile users are also part of the service
providers company and use the services with their mobile or other devices.
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5 Market potentials

5.1 Procedure

The methodology chosen for the market analysis in LOMS was based on the idea, that several
market segments should be examined in detail, because LOMS is not limited to just one
application area, but can offer an added value in several fields of usage.

Definition Market Segment:

Market segmentation  is the process in marketing of grouping a market (i.e. customers) into
smaller subgroups. This is not something that is arbitrarily imposed on society: it is derived from
the recognition that the total market is often made up of submarkets (called 'segments'). These
segments are homogeneous within (i.e. people in the segment are similar to each other in their
attitudes about certain variables). Because of this intra-group similarity, they are likely to respond
somewhat similarly to a given marketing strategy.

All research projects have to deal with the problem, that the market potential must be analyzed for
a market, which does not already exist. In cases in which the technology is quite innovative, it is
very difficult for end-consumers to imagine how the technology would work and which potentials
and added values this technology could enable.

Therefore typical instruments which are normally used for market analyses like interviews with
end-users, questionnaires with consumers, panels etc. do not work in research projects.
Instruments of market analysis can be replaced by questionnaires with experts, focus groups with
technicians/ business developers/ market researchers and interviews. Of course, these methods
are more intensive as simple questionnaires. Therefore it is necessary to reduce the number of
market segments for which such interviews and focus groups will take place in a later phase of
the project.

Due to these specific requirements, the following five-step procedure has been chosen in order to
identify the most promising market segments in LOMS:

First step was the identification of potential  market segments. These potential market segments
have been discussed by the whole project team in quite an early phase of the project. The chosen
market segments are:  Local city services, health care, tourism, machine construction, trusted
environments, maintenance, media, regional newspapers, golf course and banking and insurance.

The next step was that each of these market segments has been shortly analyzed in order to find
out which of them are most promising. This analysis has been made by the usage of the following
aspects:

- Market segment

- Usage description

- Currently existing solutions

- Technical aspects

- Offering companies (to the end-user)

- Number of potential end-users (high, middle, low)

- Customer benefits/ added value

- Benefits of the offering company
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These items should answer the following questions and were set-up as a guideline in order to
create an instrument which makes a number of potential, quite different market segments
comparable to each other:

1. Currently existing solutions: Which solutions and procedures are used in the moment for
the problems/ application areas LOMS is dealing with in this market segment?

2. Technical aspects: Are there any technical requirements which have to be regarded by
using LOMS in this market segment?

3. Offering companies: Which companies could offer LOMS solution in this market segment?

4. Potential end-users: How can the potential end-user of LOMS be shortly described at this
segment?

5. Customer benefits: What are the main benefits of using LOMS for the end-user in this
market segment?

Based on the table, the market segments with the highest market potential  have been selected
and identified. Ranked by prioritized items, the following five market segments have been chosen
for a more detailed market analyzes for the potential of LOMS: Tourism, Maintenance, Large
Operators, Health Services and Publishing. Main items which have been in focus for the decision
were the number and the power of potential offering companies and the number as well as the
benefits of the potential end-users.

After the selection of the most promising market segments, a detailed analysis  for each segment
has taken place following these questions and structure:

- Main potential customers for LOMS in the segment

- Characterization of these customers (branch, size, market power, competition)

- benefits for these customers using LOMS/ added value

- Are these customers end-users for LOMS or distributors?

- Existing solutions at the segment

- Are there any comparable solutions to LOMS existing at the moment?

- How do people deal with the problem LOMS is focusing at the moment?

- What is the state of the art in that market segment?

- Drivers and Developments in the segment

- What are the main customer demands at these segments?

- Which social/cultural developments will influence the development of this segment in the
future?

- Are there any other technical developments which will have an impact on this segment?
(apart from LOMS)

- Potential of Loms in the segment
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Scenario and use case development took place in parallel. This means, that scenarios and use
cases have been mainly developed for those market segments, which have been identified as
those with the highest market potential.

5.2 Overview of LOMS’ Market Segments

5.2.1 Short analysis of different market segments

Before the detailed market analysis has been started, the most promising market segments for
LOMS have been identified by a short analysis of existing solutions, customers and target
markets and offering companies. The following table presents an overview about the identified
segments and offers a short analysis for each segment:
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LOMS No Name
of market segment

Usage
Description

Currently existing
solutions

Technical
Aspects

Offering
Companies (to
the end-user)

Number of
potential
end-users
(high,
middle,
low)

Customer
benefits/
added value

Benefits of
the offering
company

IAO Tourism etc.
SBS 1. Tourism Support

tourists by
doing
sightseeing

Maps, guided tours,
information boards

Adaptation of
content based
on context-
information
(context-
awareness)

Tourist
information,
hotel chains,

high Personalized
and context-
aware
information,
high
convenience

More
attractiveness
and
convenience,
for their
tourists,
innovative
presentation
of the city/
area

IAO 2. Travelling Mobile
traveller and
tourguide
environment

Connected to touristic
backend systems in
the destination
Platform for
communication and
information requests

Incoming tour
operators in the
destinations
(travel
agencies)

Travellers,
tourguides,
service
providers

High Quick
information
access
Integration
platform
Reduction of
paperwork for
tourguides

SIE 3. Smart City
Services

Tourist-info,
Public
Transport,
Museum, …

Current demo’s i-City SDP, IMS,
interworking of
presence and
chat services

City service
provider +
Local
government,
stores, pubs,
public
transporter, …

Medium Guidance,
trust,
autonomy,
social value

New market
(addressed
quicker by
city SP then
by operator)

IM Maintenance
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LOMS No Name
of market segment

Usage
Description

Currently existing
solutions

Technical
Aspects

Offering
Companies (to
the end-user)

Number of
potential
end-users
(high,
middle,
low)

Customer
benefits/
added value

Benefits of
the offering
company

SBS 4. Maintenance Support
workers by
repairing
aircrafts

The maintenance
workflow is handled by
papers (instruction
plan)

Adaptation of
context
information

Maintenance
(Lufthansa,
EADS, …)

middle Reduction of
working time,
detailed digital
workflow

Decrease of
repair time,
decrease of
paper
reworking
(maintenance
protocol)

IM 5. Machine-
construction

Support
engineering’s
by field
service

Mobile CRM Solution
(MS CRM / MySap)

Producer,
Service
provider

middle better
services with
customer, cost
savings
personalised
informations

Increase of
the repair
quality, high
transparency
of the
services

ORGA Player oriented
(large operators)

ORGA 6. Mobile
Telecommunication
(zone-based rating
& billing)

The actual
cost for
mobile
originated
voice call is
depending
on the
current
locations of
the user

Current offers of
german MNO’s

Localisation of
user can be
based on Cell-
ID or
coordinates
determined by
a GMLC with
an uncertainty
radius.

Mobile
Network
Operators
(MNO), Mobile
virtual network
operators
(MVNO),
Mobile virtual
network
enabler
(MVNE)

Customers
of MNO
with
subscription
for a
“homezone”
tariff

One entrance
barrier for using
a data service in
mobile networks
is the high and
non-transparent
pricing. Advice
of charge or a
“homezone”
concept can help
to overcome this
problem.

SIE 7. Converged Use mobile Current iDTV roll-outs SDP, IMS, Converged High Convenience, Ease of
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LOMS No Name
of market segment

Usage
Description

Currently existing
solutions

Technical
Aspects

Offering
Companies (to
the end-user)

Number of
potential
end-users
(high,
middle,
low)

Customer
benefits/
added value

Benefits of
the offering
company

Telecom/Media
Services
(IMS/IPTV)

device and
TV in
community
services

of Belgacom and
Telenet in Belgium
IMS-based services of
Vodafone, DT,
Swisscom, etc.

interworking of
presence and
chat services

(mobile+fixed)
operator

Entertainment,
Social value,
Unique one-
stop shop
package &
consistent
experience

operation,
market
expansion,
leverage of
3rd party
value/content

ORGA 8. IP Multimedia
Service (IMS) with
(Presence,
Location)

IMS service
like IM,
VoIP-PoC,
RTVS are
enriched by
presence
and location
information
of other
users, user
groups.

Current offers of
german MNO’s

Localisation of
user can be
based on Cell-
ID or
coordinates
determined by
a GMLC with
an uncertainty
radius.

Mobile
Network
Operators
(MNO), Mobile
virtual network
operators
(MVNO),
Mobile virtual
network
enabler
(MVNE)

Customers
of MNO
with
subscription
for
dedicated
IMS
services

The success
model in the
Internet world is
to offer a flat-
rate for the traffic
charges
(Network
Access) with
basic information
services.
Additional
charges may
apply for
premium and
personalized
information
service (Service
Access).

SBS Health services
IAO 9. eHealth Patient

monitoring,
electronic
health

RFID technologies,
ambient computing

Hospital Hospital staff,
patients

Medium Increase of
safety,
process
optimisation,
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LOMS No Name
of market segment

Usage
Description

Currently existing
solutions

Technical
Aspects

Offering
Companies (to
the end-user)

Number of
potential
end-users
(high,
middle,
low)

Customer
benefits/
added value

Benefits of
the offering
company

record,
tracking of
equipment,
devices,
people and
other items

increase of
security

SBS 10. Triage Patient
monitoring in
middle wide
areas
(football
stadion) after
big accidents
/ assaults

ribbons (black, red,
green , yellow, …) on
the wrist and patient
card

Patients are
equiped with
RFID tags

Hospitals,
ambulance,
red cross

middle Fast patient
collection,
evacuation,
medical
attendance

Publishing,
Advertsing

SIE 11. News publishing Personalized
and Context-
relevant
news (+
possibly
aggregation
personal
reporting)

Current Local News
offerings (e.g.
www.HasseltLocaal.be)

XML multi-
device
presentation
models, RSS-
feeds,
profile/presence
management

Media
companies
(newspapers,
media
conglomerates,
…)

High Convenience,
Social value,
social
engagement
(being a
reporter)

Compete to
internet-news
trend,
address
smaller
market
segments

Table 2: LOMS market segments: first estimations
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5.2.2 Short Description of each market segment

Tourism

IAO, YM, SIE

Tourism is the act of travel for primarily relaxation and leisure time. Transportation,
accommodation and furthermore the opportunity to meet new people and experience other
cultures on condition of services support this act. The tourism segment is one of the major
economical and social sectors and is growing continuously. Nowadays the use of technology
predominantly the Internet has become quite normal in this segment, e.g. for online booking and
as a source of travel information.

Due to the high potential of the tourism segment many service providers need to have an easier
access to create and develop new mobile services. LOMS gain the potential to offer support for
this.

Machinery Branch

Infoman, SBS

The market segment deals on the one hand with machines and on the other hand with services
that are necessary for the sales stuff.

The importance of the service sector in the machinery branch is rising in the near future. Hybrid
products – combining the end product with customer-relevant services – are one of the main
trends in this market segment. So the need for innovative service products and an increase in the
service efficiency in a worldwide service network gives LOMS the potential for being used in
almost the whole machinery branch.

Large operators

ORGA, SIE

This segment includes Mobile Network Operators (MNOs) and triple-play network operators
targeting the deployment of rich real-time multimedia services by putting the standardized IP
Multimedia Subsystem (IMS) into operation. New and innovative services based on LOMS which
present context-enriched information to the end-user are a possibility for operators and third
party provider - who has to set up close partnerships - to offer a real added value to the end-
user. Transparent pricing models have to be developed as well.  The several advantages of
LOMS platforms in this sector predict a vital potential. The real perceived added value of the end
user moreover the user-friendliness for service providers and also the new chance for network
operators to have a variety of third party providers are the main benefits.

Health Services

SBS, IAO

The improved healthcare and medical therapy changed the ageing structure and raised the
expectancy of life. Because of the excess ageing of the population in almost all countries in
Western Europe, reducing costs in the healthcare system will become one of the main challenges
over the next years. Self-management of patients will be one of the key factors in the future.

According to the high demand of time saving systems for the medical staff or for the better self-
management of patients the market potential for LOMS solutions can be considered as quite high
in the health care segment.
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Publishing

Traditionally, the term refers to the distribution of printed work such as books and newspapers.
With the advent of digital information systems and the Internet, the scope of publishing has
expanded to include electronic resources, such as the electronic versions of books and
periodicals, as well as websites, blogs, and the like.

Today the publishing markets in the different countries of Europe are quite similar, however there
exist also specific differences between the several countries. In general the revenues are gained
from two sources, readers and advertisers.

To be up to the market publishers want to strike a new path in distribution channels and
satisfaction of consumer needs. The customers want to have access to all information and
services at anytime and from everywhere which is resulting in mobile publishing. These
exigencies give LOMS the potential to be used in the new way of publishing.

In the next chapters a detailed description will take place for each market segment. All market
segments will be analyzed following the same structure.

5.3 Tourism

"Tourism is the act of travel for predominantly recreational or leisure purposes, and also refers to
the provision of services in support of this act."1

The growth of the tourist activity makes tourism one of the greatest economic and social
phenomenon’s of the past century. International arrivals increased from 25 million in 1950 to 763
million in 20042 (see also figure 1). Along with this impressive development, tourism was marked
during this period by a trend of visiting new destinations, which means an increasing competition
among destinations.

Travel & Tourism is also one industry that has adapted rapidly to the use of technology and
accounts for example for more business transacted on the Internet than any other industry.

Thus the use of Internet for online bookings and as information source on holidays has been
growing very fast in Europe, mainly to the benefit of European destinations. 27% of the total
outbound trips volume in the top ten markets surveyed involved online booking for at least part of
the trip.

Travel & Tourism’s development in IT was initially a transaction/channel-centric focus using
global distribution systems (GDS). With the inevitable development of technology and the
movement of the industry towards the Internet and consumer focused systems, the transaction-
based systems no longer serve the industry generically.

"As a service industry, tourism has numerous tangible and intangible elements. Major tangible
elements include transportation, accommodation, and other components of a hospitality industry.
Major intangible elements relate to the purpose or motivation for becoming a tourist, such as rest,
relaxation, the opportunity to meet new people and experience other cultures, or simply to do
something different and have an adventure.

Tourism is vital for many countries, due to the income generated by the consumption of goods
and services by tourists, the taxes levied on businesses in the tourism industry, and the
opportunity for employment and economic advancement by working in the industry. For these
reasons non-governmental organizations (NGOs) and government agencies may sometimes
promote a specific region as a tourist destination, and support the development of a tourism
industry in that area. The contemporary phenomenon of mass tourism may sometimes result in

                                                     
1 http://en.wikipedia.org/wiki/Tourism

2 http://www.world-tourism.org/facts/eng/pdf/indicators/Top25_ita.pdf
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overdevelopment; however alternative forms of tourism such as ecotourism seek to avoid such
outcomes by pursuing tourism in a sustainable way."3

Figure 3: World's Top Tourism Destinations (absolute numbers)

5.3.1 Potential Customers for Local Mobile Services

According to the World Tourism Organization, tourists are people who "travel to and stay in
places outside their usual environment for not more than one consecutive year for leisure,
business and other purposes not related to the exercise of an activity remunerated from within
the place visited."4

To be able to further characterise the tourist segment we need to establish different groups of

tourists:

- Individual tourists, travelling individually for the whole journey

                                                     
3 http://en.wikipedia.org/wiki/Tourism

4 http://en.wikipedia.org/wiki/Tourism
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- Package tourists, spending time within a group (having a tour guide for this part) but also
having some individual plans

- Mass package tourists, having only limited time at one destination and visiting everything in
the complete travel group, having a tour guide for the whole trip (e.g. Chinese tourists groups
travelling through Europe)

For LOMS the individual tourists would proof to have highest potential as customers since they
rely most on information and services through mobile and especially location and context based
services.

For the tourism segment languages and individual interests (culture, sports, etc.) are of great
importance. The more flexible service providers are, the better their economic situation.

Services in the tourism segment can be grouped as follows:

- Leisure activities (e.g. museum, sport, sight seeing, discotheque)

- Transport (e.g. car rental, public transportation, taxi)

- Accommodation (e.g. hotel, youth hostel, camp ground)

- Food and Drinks (e.g. restaurant, bar)

- etc.

Service providers for each of these groups have different benefits which can be achieved using
local mobile services. A restaurant owner can send the daily offers via SMS to a tourist, a shop
offering paragliding services can send information on the current weather to the tourist. A taxi
can be called by the tourist for individual transport.

Especially tour guides who provide personal care for tourists can offer additional location and
context based information for the tourist.

Each of these service providers can supply information and provide booking services and act as
distributors for local mobile services while tourists and also tour guides act as end-users of local
mobile services.

5.3.2 Relevant Research Projects

There are several research projects dealing with tourism and local mobile services which could
be interesting for LOMS:

Aladdinwww.aladdin-project.org
Mobile Destination Management for SMEs
The EU-funded project Aladdin aims to develop a mobile destination system that combines both
the provision of a mobile incoming tour operator workspace and a mobile content and service
management system for destinations. The Aladdin destination management system will provide
incoming tour operators with an optimised and cost-efficient mobile workspace that supports their
business processes and allows small companies to compete with larger incoming tour operators,
while also allowing SMEs at the destination, such as local service and commercial companies, to
offer their services and content in an attractive and easy accessible way to the potential
customers.

LoVEUS IST Project http://loveus.intranet.gr/
Location aware Visually Enhanced Ubiquitous Services
The aim of the  LoVEUS project is to provide European citizens with ubiquitous services for
personalised, tourism-oriented multimedia information related to the location and orientation
within cultural sites or urban settings, occasionally enriched with relevant advertisements.
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AMIGUIDE EU Project http://www.ibit.org/home/en/tourism.php#0
AMBient Intelligent GUIDE 
Development of real-time and geo-referenced services oriented to mobile devices with the
objective of providing customised information about local services and attractions to tourists at
their destination.

Servingo Project www.servingo.org
Servingo supports the user in navigation and organisation. It provides the user with pedestrian
routing, information on "points of interest", mobility-related localities, such as train
stations.

ArcheoGuide Project http://archeoguide.intranet.gr/
Augmented-reality based Cultural Heritage On-Site Guide
ARCHEOGUIDE builds a system providing new ways of information access at cultural heritage
sites in a compelling, user-friendly way through the use of advanced IT including augmented
reality, 3D-visualization, mobile computing, and multi-modal interaction.

ESTIA Project http://estia.sema.es
Efficient electronic Services for Tourist In Action
The ESTIA project aims to provide the means for mass adoption of Business-to-Consumer (B2C)
E-Commerce in the tourism sector. Its main objective is to exploit emerging infrastructures and
access devices, and develop advanced applications in order to provide innovative services to all
parties involved in the Tourism sector with emphasis on tourists and SME providers.

Furthermore the Digital Hiking Guide5 for Bertesgarden, Germany and the BugaButler6 (digital
guide for the "Bundesgarten Schau" - German Horticultural Show) can be listed in this context.

5.3.3 Existing solutions

Several solutions have already been brought to market in the last years, like:

- QuickScout www.quickscout.de

- Golocal www.golocal.de

- Nüvi Navigation www.garmin.com

- AvantGo www.ianywhere.com

- Pocket CityGuide www.corporate.wcities.com

- Mobil City Guide www.mobile-city.org

- SmartGuidewww.d-geo.com

- NodeExplorer www.nodeexplore.com

- WebPark Guider www.webparkservices.info/index.htm

- Smart Sam www.smartsam.de

Some relevant products are described in more detail in the following paragraphs.

                                                     
5 www.verivox.de/news/ArticleDetails.asp?aid=33789&pm=1

6 www.telefiles.de/download/BUGAbutler.pdf



ITEA
Project 04012

D2.1 - Collection, Analysis and Comparison
of Local Mobile Services

05.01.07

© LOMS Consortium Page 34

QuickScout (www.quickscout.de)

QuicksScout is an innovative travel guide developed by YellowMap AG and beLocal. This mobile
service joins touristic information for over 150 German cities and regions with routes calculation
and navigation. The user simply calls offered service and gets the choice of nearest sightseeing
via automatic localisation. The choice is adapted for user requirements and offers him different
categories as events, sport, fun, restaurants, gas stations, pharmacies, cash points with
corresponding images and texts.

The software can be used on mobile devices based on GPRS or UMTS technology. The product
usage is currently limited within Germany. Vodafone, Eplus and O2 are currently the mobile radio
operators offering this service.

Figure 4: QuickScout

Golocal (www.golocal.de)

golocal is the first download portal for mobile phone software for travel and vacation. m.volution
provides mobile applications and services for smartphones that are aimed at increasing people's
comfort while they travel. They provide a selection of Java J2ME and Symbian OS compatible
applications through the web portal www.golocal.de.

As a content provider, m.volution makes its download platform available to travel portals, so that
they can bring content to the market without having to build their own platform from scratch.
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golocal is a download portal for mobile phone application used for trips and holidays. Tour guides
applications can be downloaded with information about countries and cities as well as other
language guides and programs around a trip. Furthermore you can compare roaming prices and
find WLAN hot spots.

Figure 5: golocal

Nüvi Navigation (www.garmin.com)

The nüvi is a portable GPS navigator, traveller’s reference, and digital entertainment system, all
in one. Combined with detailed maps, the nüvi provides automatic routing, turn-by-turn voice
directions, and finger-touch screen control. The “text-to-speech” feature calls out turns by street
name.

The nüvi also offers a travel kit of useful travel tools, MP3 player, audio book player from
Audible.com, JPEG picture viewer, world travel clock with time zones, currency converter,
measurement converter, and calculator. In addition, optional software packages such as the
Language Guide and Travel Guide (sold separately on SD Data cards) can be added for
language and content support.
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The Garmin Travel Guide is loaded with information provided by Marco Polo. These guides put
travel information - such as reviews and recommendations for restaurants, tourist attractions, and
more - at the user’s fingertips.

Travellers can use the nüvi to navigate to an address or search points of interest (POIs) - places
like hotels, restaurants, shopping, and tourist attractions. The nüvi automatically calculates the
fastest route and provides voice-prompted turn-by-turn directions along the way.

Figure 6: nüvi

5.3.4 Drivers and Developments

The main customer demands in the tourism market segment can be summarised as follows. The
application / service needs to be

- easy to use - for everyone to use - without any prior knowledge except of using a mobile
phone,

- understandable,

- free of charge, or alternatively the cost needs to be transparent,

- available everywhere, or alternatively where expected,

- and secure.
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Local mobile services will influence the leisure activity community in the sense of having
information available everywhere, being online everywhere, being able to find the right service for
the relevant issue everywhere and anytime. Especially for target groups like disabled and elderly
people those services could widen their range of possible activities immensely. All customer
groups and service provider groups will benefit from LOMS.

5.3.5 Potential of LOMS in this segment

Once local mobile services have widely spread, their ubiquity will draw more attention to service
providers who then need easier access to create and develop new services. The project LOMS
will give support in this requirement by providing non-technical service providers (e.g. restaurant
owner) with possibilities to define their own mobile services. Service providers will be willing to
pay for such a support to attract tourists. This will lead to many different cost sharing models
which have their individual sense and focus.

5.4 Machinery Branch

5.4.1 Description of the market segment

One of the shortest descriptions of the market segment for industrial engineering is as follows:
“the branch of engineering that deals with the design and construction and operation of
machinery”. However, this description did probably fit in past much better than in the present. In
particular since the service sector of the machinery branch is winning more and more importance
as stated in market size chapter below.

So the market segment not only deals with machines in the narrower definition of the word, such
as thermal power machines, machine tools, processing machines, automatic machines, and
robots, for example, but also with vehicles of all kinds, with areas such as traffic engineering,
utilities engineering, process engineering (plant engineering), nuclear and reactor engineering,
with precision engineering products (electrical and electronic devices of all kinds) and
furthermore with services and hybrid products that are belonging or accompanied with the
machinery sales.

In all fields, automation of the production processes, service offers and the growing significance
of information technologies are playing an increasing role.

5.4.2 Competitiveness of Europe

The crucial advantage of the location Europe is the close network of innovative machine
manufacturers, their suppliers and the production locations of the operators. In addition, another
fundamental upcoming criterion is the finely woven global Service network. These networks can
contribute particularly in the capital-intensive production departments with high degree of
automation to clear advantages in the realizable unit cost prices, the efficiency and the flexibility.
The currently leading position of European capital-intensive productions on the world market
shows, that this so far succeeds. To stay in this leading position in the course of globalization,
large efforts are necessary, in order to increase the efficiency of assigned resources and assure
quality.

The costs, which arise during the life cycle of a technical plant, usually exceed the purchase
price by a multiple. These life cycle costs consist of costs in particular for maintenance, repair
and spare parts. Further important costs are losses of production, which are caused by machine
break downs.

These life cycle costs are usually not considered during the purchase decision so far. Only the
easily comparable investment sum serves the selection of the offers. Nevertheless, several
initiatives are already started for a more precise measurement of these costs. In addition large
operators are conscious to this risk on own experiences. They aim to transfer these risks to the
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manufacturer of the machines by guaranteed total cost of ownership value contracts. So in the
near future the decisive competition factor will be the total cost of ownership of the machines to
be sold.

European Mechanical Engineering is very export oriented. Mechanical manufacturers, even
SMEs, are global players in that market. All these aspects lead to the needs for:

- Quality assurance in a worldwide market

- High efficiency in conducting global service

- International service availability

- Innovative service offers

5.4.3 Market Size

The mechanical engineering industry is a large indu strial sector in the European Union.
Some 21,000 mechanical engineering enterprises produced in 2005 about € 400 billion worth of
machines and other mechanical equipment, directly employing 2.3 million people. The structure
of the mechanical engineering sector is characterised by the predominance of SMEs. The
average European mechanical engineering firm employs 107 employees and with a typical
turnover of € 17 million. Considering that SMEs with between 20 and 250 employees represent
about 51% of the total employees of the European machines manufacturing industry, the
percentage being even higher in the accession states where the rate is closer to 85%, the
potential impact of these developments on employment in the European Union is evident.

In Germany about 6000 companies with a total of about 862.000 employees are working in this
sector. [http://www.vdma.org/wps/wcm/resources/file/eb5916082cf46f6/MZuB_2006.pdf]. A
sustained growth of the export driven market can only be kept by increasing the service area of
the branch. The annual turnover of the machinery branch in Germany was about € 132 billion in
2004 [Statistisches Handbuch für den Maschinenbau 2004 – volkswirtschaftliche Daten]. By an
export quote of 67%, the turnover share of the service sector was about 18.8% (24.8 billion).
Furthermore in 2005 the turnover of the export was growing another 7.7 percent according to the
VDMA statistics.

Annual Turnover Machinery Branch in Germany*: 132 Mrd. €

Export Share*: 67 % (87 billion €)

Service turnover
share**: 

18,8 % (24,8 Mrd.)

*   Source: Statistisches Handbuch für den Maschinenbau 2004 – volkswirtschaftliche Daten.
**  Source: VDMA-Kennzahlen Kundendienst 2005!

Figure 7: Turnover of the machinery branch in Germany

Facing rising oil, energy and raw material prises service will become even more important in the
future. To compete in an international market the efficiency and mobility of service offers and
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products will be most important criteria. Away from the pure selling of spare parts other service
offers are winning more and more importance as shown in figure 2.

Source: VDMA (Hrsg.): Kennzahlen Kundendienst 2005

spare parts installation repair maintenance training consulting other

Share 2001 in percent

Share 2004 in percent

Figure 2: Service trends in Germany

Loms has brought potentials to support the trend for increasing the service portfolio of the
machinery branch. In particular the areas of maintenance, training, repair and installation support
will be addressed by the results of Loms.

5.4.4 Potential of LOMS in this segment

The need for innovative service products and increasing service efficiency in a worldwide service
network gives Loms the potential for being used in almost the whole machinery branch. The
possibility to realise these benefits with low efforts and reasonable IT knowledge will lead to a
good acceptance of the solution in the branch. Within a first step it makes sense to concentrate
on the maintenance sector, as these processes are regularly structured. Furthermore, the user of
the mobile application will experience a noticeable benefit in performing her/his daily
maintenance work. So the reservation of the acceptance will be reduced. By overcoming these
obstacles the dissemination for other service support like repair service can be easily conducted.

5.5 Large Operators

Mobile and Triple-play Network Operators targeting smart multimedia services

5.5.1 Description of the market segment

The original name for this market segment was “Player oriented (large operator)”. To be more
precise, we address Mobile Network Operators (MNOs) and triple-play network operators
targeting the deployment of rich real-time multimedia services by putting the standardized IP
Multimedia Subsystem (IMS) into operation [IMS-1]. Fixed or fixed-mobile converged operators
that want to offer such multimedia services on mobile devices as well as the home TV screen
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next to telephony and Internet access, hence called Triple-play NOs, potentially evolve to
operation of a IMS-derived ETSI Tispan architecture as the fixed-mobile converged standard.
MNOs are key players or partners in this evolution.

From a technical perspective, with an IMS (or Tispan) architecture, direct IP connectivity can be
established between mobile (as well as fixed) terminals and application servers using the
Session Initiation Protocol (SIP), over any packet switched (PS) mobile network, supporting a
multitude of different access network technologies. More than this, different application servers
are supported (CAMEL, OSA Parlay, SIP-AS) to drive the IT / Telecom convergence. This is the
first step towards lowering the entrance barrier for third party service developers from the Internet
community.

Typical IMS services currently defined and in some cases already deployed are:

- Instant Messaging / Multi-party Messaging (Chatroom)

- Real-time Video Sharing („RTVS – “see what I see“)

- Indication of Presence (availability) or Geo-Location („Find-Me.“)

- Push-to-Talk over Cellular (PoC)

- Voice over IP (VoIP) / Group Conference Call

- Rich, mobile Multi-Media Conferencing

- Content Sharing / Streaming (Audio, Video, Business Data)

- Interactive multi-party gaming

- Push to X (weather, news, web cam or other personalized, instant Information channels)

In addition to that, blended services can now be envisioned, by combining
(orchestrating/choreographing) different communication and data services. Many operators have
started looking into the Service Oriented Architecture (SOA) approach from the enterprise IT
world in order to get to the paradigm of Service Delivery Platorms (SDP) on top of IMS [GartSDP]
[LR-SDP]. The integrating of information about the user's context (e.g., presence, location) in the
service run-time process is a key aspect to attract and retain customers.

Moreover analysts believe that network operators should start playing the role of service
facilitator and community owner, attracting service creators with better facilities, rather than trying
to stay competitive with the minimal, purely technologically inspired set of classical (even IMS)
services.

According to Gartner [GartRole], operators should deploy a kit of tools that will allow
technologically competent members of established communities to create mobile portals and
services themselves. Examples include:

- Portal building tools

- Location-based services

- Member directories

- Content-sharing tools, such as blogs, podcasts and Wikis

- Devices for community members, such as low-cost devices, waterproof devices and rugged
zed devices

- Sophisticated tools that extract information and value from a community, such as real-time
voting and predictive markets
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- Community communication tools, such as instant messaging and location services

- Applications to access communities from a wide range of devices, including mobile handsets

- Broader availability of application programming interfaces (APIs), which allow community
developers to access user location and behaviour information to create more focused and
relevant communities

5.5.2 Customers

In general, therefore, there are two different types of customers from the network operators’
perspective:

1. End Users,  who use the communication and data services offered by the network
operators
In the LOMS project they are identified by the role Mobile Users , called this way in order to
ascertain that they are not confused with any users of the LOMS framework, which is more
associated to the next customer type.

2. Third Party Providers,  who use the network infrastructure and enabling services of the
network operators to offer services or content to the end users
In the special case of location-based services, they can e.g. provide destinations requested by
an end user (e.g. points of interest), in a request-response or subscribe-push usage manner.
(Note that providing location information of users themselves can also be a third party service,
either offered to the user directly, or via the operator, as a context acquisition element in an
enabling service offered to third parties by the operator.)
In the LOMS project, these players are typically considered to assume the role of Third Party
Providers , but possibly also accumulate the roles of LOMS Service Provider  and/or LOMS
Service Operator .

IMS shall on the one hand attract new end users with innovative data services and prevent the
churn of existing users. On the other hand it shall lower the entrance barrier for third party
service providers by offering standard interfaces for different types of application servers and
enabling services, eventually following an SDP paradigm to manage the service portfolio and to
establish policies for all interacting parties and services.

Customer Type 1: End Users

One can distinguish different types of end users for IMS-based services.

A first type that can be distinguished is the business nomad at which high value, high price
multimedia services are targeted, in order to support his/her business activities while being on
the move. Typical services are video conferencing or mobile TV enriched by other
communication services.

A second important type are young people at which low price community services like instant
messaging (IM), Chat rooms or Push to Talk over Cellular (PoC) are targeted, often in
combination with entertainment services on mobile phone, but also linked to TV and PC content.

Youngsters can be considered a particular group of interest among consumer end users. Other
types among these are families and elderly, each with their specific demands for easy to use,
economically priced comfort services and dedicated on-demand content.

Customer Type 2: Third Party Providers

Many examples of third party providers interested in offering context sensitive multimedia
services can be given:

- City or other regional service operators

- Publishing companies and traditional public TV stations



ITEA
Project 04012

D2.1 - Collection, Analysis and Comparison
of Local Mobile Services

05.01.07

© LOMS Consortium Page 42

- Traditional Internet players (like Google, MSN, Yahoo!, eBay, Flikr, …), the well known portal
brands as well as e.g. Internet-based Video-On-Demand (VOD) players (now even including
players like Apple)

But next to those larger players, there is clearly a large potential for many smaller or non-media,
non-Internet players, like small and large players from the primary sector, or ultimately individuals
or very small enterprises.

Operators could address these potential customers directly or indirectly through partners, as
soon as they have the right environment in place that will allow them to cope with this richness
and diversity of third party providers. As said, operators are currently looking into the SDP
paradigm to handle this complexity, which will also allow removing completely the remaining
barriers for these potential new customers to get active.

5.5.3 Market Size

A prerequisite for the end user to use IMS services is a subscription to packet switched mobile
data services (e.g., WAP/WEB over GPRS/W-CDMA). Figure 1 shows the evolution of subscriber
number for mobile data services in Germany. One can see that the large MNOs (T-Mobile,
Vodafone) have significantly increased the subscriber base for data services in the last two
years. The evolution is very similar in other countries in Western Europe [WCIS].
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Figure 8: Evolution of subscriber numbers for mobile data services in Germany

Nearly all MNOs in Western Europe offer subscription to mobile data services and are reporting
their subscriber numbers on a regular base. In total there have been 81,6 Mio subscribers to
mobile data services for the main West European countries at the end of 2005. The distribution
per country and network operator is shown in Figure 2.
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Figure 9: Subscribers to mobile data services in Western Europe 2005 (Mio.)

The number in brackets behind the country is the average population in millions for 2005
[WPDS]. The number in brackets behind the mobile operator is the number of subscribers to
mobile data service reported in millions for 2005 [WCIS]. A ranking of the absolute numbers of
subscribers shows the top 5 operators: Telefonica Moviles (ESP), O2 (UK), Vodafone (GER),
SFR (FRA) and Vodafone (ESP).

A comparison of the total number of subscribers reported per country to the population gives a
market penetration rate for mobile data services. A ranking show the top 5 countries, which are:
Denmark, Norway, Iceland, Austria and Finland.

It should be noted that this evaluation is just based on the reported subscriber number for mobile
data services. In some countries there are additional operators, which offer data service but do
not report dedicated subscriber numbers (i.e., Sweden: Tele2, Telenor Sverige; Netherlands:
Vodafone Libertel, T-Mobile, Orange; Austria: T-Mobile, Spain: Amena; UK: T-Mobile, Hutchinson
3G).

The average market penetration of mobile data services in Western Europe is around 20,5 % for
2005 and is continuously growing. In comparison, the average market penetration for mobile
voice services is around 98,2 %. Figure 3 shows the details per country.
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Figure 10: Market penetration of mobile services (Voice & Data) in Western Europe 2005

In some countries there are already high penetration rates for mobile data services above 50%,
which will grow soon in the other countries when there are more attractive offers of multimedia
services for mobile users.

Concerning actual IMS deployments, Gartner has concluded [GartIMS] that a growing number -
more than 45 - contracts for supplying IMS products are in effect, mostly for trials, and
representing only a fraction of the number of apparent trials of which no contracts are known.
Among the vendors chosen for trials, Lucent, Ericsson, Nokia and Siemens have the most deals.
Geographically, most of the activity is in Europe (48%, next to BT and France Telecom, in
particular also operators of mobile services: KPN, O2, Orange, Telia Sonera, Telecom Italia
Mobile, Telecomunicações Móveis Nacionais of Portugal and Vodafone). Asia/Pacific accounts
for 28%, North America 17% (all major carriers are involved: AT&T, BellSouth, Cingular, Sprint
and Verizon, and Canadian provider of mobile, cable and media services Rogers
Communications) and Latin America 7%. In general, still according to the Gartner survey, most
incumbent operators, wireless Internet service providers and alternative carriers are conducting
trials of IMS-based products. Their key objectives are either to test the capabilities of products or
to evaluate the mobility aspects of them. They are looking for capabilities such as voice over IP
(VoIP) and wireless interactive multimedia services. Some trials benchmark the delivery of new
applications over mobile, and proprietary and IMS-based products.

5.5.4 Market Power

Another indicator of the market size is the revenue percentage of non-voice data service to the
traditional mobile voice service. Figure 4 shows the evolution of revenue percentage of non-voice
service (SMS, MMS, Data) in Germany. It can be seen that the revenue percentage has
increased from 15 % to above 20 % for some operators in the last 2 years. This trend is similar in
other European countries.
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It should be noted that the term non-voice service is including SMS, MMS services which make
90 % percent of this revenue. Thus pure mobile data services are currently not the cash cow for
the operators. But the existing high number of subscribers gives a high potential to increase
revenues in the future.
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Figure 11: Revenue evolution of non-voice service (SMS, MMS, Data) in Germany (%)

Regarding content on mobile devices, revenues totalled around €2.5 billion in 2004 for the EU-15
(i.e., the EU before the eastward enlargement) and almost three-quarters of this came from
mobile ring tones. The next biggest categories were mobile information services (€376m) and
games (€254m). In the future, the worldwide market for mobile phone premium content, including
music, gaming and video, is expected to expand to more than USD 43 billion by 2010, rising at a
compound annual growth rate of 42.5 percent from USD 5.2 billion in 2004.(iSuppli Corp.
[ISU06], see Figure 12).

Figure 12: Worldwide Premium Mobile Content Market Revenue Forecast
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In 2005, the global revenue from mobile data services including SMS and MMS was 102.1 billion
USD according to figures from Informa Telecoms & Media [News-1]. The figure is equal to USD
52.9 per mobile subscription throughout the year or USD 4.4 per month. The Q1 2006 figure was
USD 28.4 billion, up 17 percent year-on-year. Currently the highest market shares are
established in Asia, especially in Japan and China.

Next to the revenues directly obtained from mobile data services, it has been shown in the past
that also an indirect effect on global service revenues can result from combining mobile data
services with voice services in usage scenarios. An notable example is the presence indication of
friends or business colleagues in the telephone buddy list. When a buddy shows up in an
appropriate state, in the appreciation of the viewer, this has shown to trigger communication,
often also voice calls, resulting in more (or at least less aggressive dropping) revenues overall
from commoditising services like voice communication.

With richer service scenarios created by service providers in cooperation with the network
operator, as envisioned in the LOMS project, end-users may be persuaded to use many more
(charged) sub-services then ever before.

5.5.5 Competition

It is the risk of the network operator to have a subscriber base that is not generating revenue or,
in other words, is not adequately using enough of the services offered. Moreover, these
subscribers are often the ones most likely to switch network operators (churn).

Network operators therefore need to differentiate by an adequate portfolio of services and
attractive tariff types and pricing. Since mobile voice, SMS and MMS are standard services today
offered by every MNO, advanced IMS data services are an important way for differentiation
between these MNOs as well as among network operators in general.

On top of that, partnerships with large and small service providers, allow for a rich and much
more extensive service portfolio at the quality level of the leading service providers, with the
connectivity, ubiquity and service-enabling IMS base services of the operator as key elements.

With a flexible service management framework on top of IMS, like envisioned by several
emerging SDP solutions, the network operator will be able to sufficiently leverage all enabling
services he is operating, and the cooperation with the best, as well as many small third party
service providers can give the network operator good chances of surviving as a “community
owner” in the end.

However, it is clear that also competing forces, e.g. from a pure Internet-oriented angle for
consumers or a B2B perspective for business users, are at work in the same market. Therefore it
is quite important that operators will be able to clearly show there value-add with their service
environment on offer, going beyond a bit-pipe-only role, with a competitive pricing scheme in
place, both towards third party providers and end users.

Tariff types - Transparent pricing

In a recent study different tariff types currently offered for prepaid mobile services have been
analysed [GMPS]. Prepaid mobile service is in this case an interesting subscriber segment
because these customers only want to pay for their service usage and avoid a fixed monthly
subscription fee.

In general it turns out that operators are seeking greater segmentation of tariffs to reach a finer
segmentation of customers (no more “one-size-fits-all” plans for prepaid customers). This
situation is on the other hand a paradox when consumers are seeking greater simplicity and
transparency.

Figure 11 shows the responses of the operators which kind of tariff types they are offering or
planning to deploy in the near future.
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Figure 13: Deployment of different tariff types for prepaid mobile service

Currently the most deployed tariff types are “flat rate”, where the rate for service usage is
independent on other parameters, and “off-peak“, where the rate can vary within time bands
during the day. For the latter there is a variant called “Do it Yourself (DIY)” where the customer
can choose several options for the time bands (on-peak, off-peak). “Data only” is a special tariff if
someone is not using voice services at all on his mobile device.

Besides these so called standard tariffs based on a flat or time-band based rating of mobile
services there are tariff types which address certain communities. “Family & Friends” is a tariff
type, which gives a lower rate when calling a predefined group member. “On-net” is a tariff type,
which offers lower rates when calling subscribers of the same network operator.

A third group of tariff types is based on context sensitive information related to a dedicated call or
data session established via the mobile network.

The “Hybrid” tariff is a special post-paid tariff offering a prepaid credit control function. Thus the
user can define a spending limit and if this is reached a session or call is terminated.

The “Length of Call” tariff defines the rate based on the call duration. Usually the rate decreases
for longer calls. “Volume Discount” is a tariff for a mobile data session where the rate is
depending on the transferred data volume. Usually if the use reaches a certain volume the user
gets a discount. “Home zone” is a tariff where the information on the current location of the user
is used to define the actual rate.

From Figure 11 one can see that more and more context sensitive tariff types will be deployed in
the future to attract new customers. This trend is accompanied by the additional focus on mobile
data services with special tariffs.

Currently one entrance barrier for using a mobile data service in mobile networks is the high and
non-transparent pricing. Advice of charge or a “home zone” tariff can help to overcome this
problem.
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5.5.6 Existing solutions

An example of the use of IMS for offering combined IPTV and mobile services is the Community
Services (“CoSe”) application currently demonstrated by Siemens for Belgian and other
Interactive Digital Television (iDTV) customers and as an application for IMS as being introduced
by the German mobile operators T-Mobile and Vodafone.
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Figure 14: Example IMS application: Community Services on TV and mobile handset

Figure 14 gives an impression. From the mobile phone as well as the TV screen, the buddy list
can be consulted for presence info including an indication of the TV-channel viewed for the
engaged communities. Chat can be initiated from the mobile phone or the TV remote and screen
among the established communities.

The service currently uses the following IMS enabling services and functions:

- Presence management service

- Group list management service

- Instant messaging and chat service

- iDTV Middleware

- Serving Call Session Control Function (S-CSCF)

- MSRP conference bridges

- Home Subscription Server (HSS)

One of the most advanced trials concerning SDP on IMS deployment for service creation is
probably the Gengis project conducted by Swisscom Mobile [Geng-1].

A first Gengis experiment used the IBM SDPE (one SDP solution) in combination with Nortel IMS
infrastructure and a jNetX JAIN SLEE platform [Geng-2], combining IT process-oriented
execution environments with event-oriented telecom execution environments, illustrated by some
rich voice services as example services.

In this experiment, the following IMS enabling services and functions were used:

- Presence management service

- Group list management service
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- Media server

- Media gateway

- Location server

- Address book

- Map and route server (third party)

Furthermore, the Service Capability Interaction Manager (SCIM) function has been identified in
this project as the cornerstone that needs further elaboration for making the SDP/IMS approach
evolve to a market success.

Many large vendors from the IT industry as well as some from the telecom industry have
announced SDP solutions, or have already launched parts of such solution, in combination with
IMS and legacy telecom networks. Some examples are: the SDP framework of Accenture
Communications Solutions, IBM’s Service Provider Delivery Environment (SPDE), Microsoft’s
Connected Services Framework (CSF), HP’s SDP module called “3rd Party Framework” (3PF),
Oracle’s Fusion Middleware for SDP/IMS, Alcatel’s Open Services Delivery Environment (OSDE),
Ericsson’s SDP (ESDP), etc.

A survey by Heavy Reading [HR-SDP] also discusses some of the SDP point-solution vendors
that provide one or more particular components that can be adopted in an SDP framework, like
BEA Systems (WebLogic Communication Platform), jNetX (JAIN-SLEE Application Server),
Ubiquity (SIP Application Server).

5.5.7 Drivers and Developments

A general demand of the end users of IMS services is that they only pay for the usage of the
service when they receive a comparable added value.

This is similar for the third party service providers. They are only willing to offer content or
services via the network operator if a fair and transparent revenue sharing based on the service
usage is established.

One major trend in the telecommunication business is the advent of dedicated community
services. Or simply spoken community services aim at bringing the people virtually closer
together which have a high need to communicate like, families, friends, business teams, and
people with the same interest or in the same situation.

A lot of community services (like Chat, Instant Messaging, Presence, Availability) are currently
available via the Internet. But the deployment of IMS is needed to create corresponding value in
a mobile environment. Context sensitive information like the location of the user can be the key
enabler for the success of mobile community services.

To further answer the alternatives from the Internet, operators want to offer to service and
content providers a better environment to launch more powerful services, also resulting in end
users having smarter, more comfortable, and a broader choice of services. The key is to make it
easy for service providers to leverage the operator’s assets, like enabling services, multi-access,
and subscriber base, in a way that is still controlled by the operator. They however also want to
do this in a manageable way that does not introduce complex provisioning burden for each
individual service. This is why operators are keen to organise there service plane in an SDP
fashion: easy creation and manageability of services that nevertheless use a common horizontal
base of enabling functions.

One specific society element that will also push the technical developments of the mobile
positioning technologies are the regulations on E112 services. “E112” refers to an emergency
communication service using a single pan-European emergency call number 112 which is
enhanced with location information of the calling user. In 2003, the EC has issued a first
recommendation of several features for E112 [E112] but currently neither a schedule for an
introduction nor any accuracy standard for the positioning is fixed.
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Most MNOs in Europe currently can deliver the Cell-ID. Some have already more precise and
advanced positioning methods implemented in their network infrastructure like Enhanced
observed Time difference (E-OTD) or Uplink Time Difference of Arrival (U-TdoA). For the future
also assisted GPS (A-GPS) is discussed when more and more mobile devices are equipped with
a GPS sensor.

It is assumed that as soon as there will be an obligation to deliver accurate position information
for E112, the MNOs will deploy this technology more rapidly in conjunction with new context
sensitive media services.

5.5.8 Potential of LOMS in this segment

The main benefit for the end user will be that multimedia services enriched by context information
(e.g., current location) gives him a real perceived added value. These services will be frequently
used and he is willing to pay for it. A reverse charging for data service can additionally lower the
entrance barrier for the end user when some third party offers discounts or free services
depending on the user's context.

For service providers, it is essential that they can create services easier as they could do on the
Internet, and that this can be done using the added value of the operator (enabling services,
multi-access, and subscriber base) in an attractive pricing model. One important barrier still, even
with IMS and SDP framework in place, is the complexity of the service creation process through
the eyes of non-technical service providers. A better toolkit to attract third parties, addressing
each domain specific service scope, is one of the major elements investigated in LOMS.

For the network operator a LOMS platform offers the chance to have a variety of third party
providers help to populate a rich service portfolio. The time-to-market for the development of a
new LOMS service can be decreased rapidly when new services are dynamically configured,
tested and deployed. For example, there may be LOMS service providers, which just offer
service for a dedicated event (Championship, Concert etc.).

Business can be realized dynamically with revenue sharing between network operators and
LOMS service provider depending on the service usage, the network traffic or dedicated service
level agreements, and according to the actual business model agreed upon at the time of an
initiative by the involved players.

In theory, SDP solutions on top of IMS are exactly up to this task. However, many technical,
architectural questions remain unsolved (e.g. the exact behaviour of a SCIM function, real-time
versus transactional behaviour, etc.). The LOMS architectural work can bring new insights in this.

LOMS can be either a high-end or low-level pricing solution for network operators. One key
success factor is that the pricing should always be in line with the value that the consumer
perceives.
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5.6 Health Services

The European Commission actually collect data and information on public health and health-
related behaviour in the EU in order to gain more knowledge of the major diseases, health risks
and the workings of the European healthcare systems. A main purpose is to be able to develop a
structure that can monitor health in Europe. Overall, there is constant research and reports made
up concerning public health in EU which compares the health states and systems in the different
member states. It is therefore possible to find information on the most common diseases,
disabilities, mortality rates, young people’s health, and lifestyle diseases etc.

When looking at the general public health in EU, citizens are living longer than ever. In 2020, the
fraction of very old people (80 years or more) in Europe (EU) will be more than doubled
compared to 1960. In 2020 the fraction will be approx. 5% of the total population (16 million),
whereas in 1960 it was about 2% (6.5 million). The relation between population ageing disability,
health and care has been gaining increasing attention, in the sense that will lead to an increase
in the proportion of the population with impairments, disabilities or chronic illnesses.

The life expectancy rate is increasing across Europe but this does not necessarily guarantee that
the quality of life is increasing. The fact is that some of the old health problems, mainly infectious
diseases, are still around or simply re-emerge together with new degenerative disorders and
social pathology. And although people can survive these diseases they most often result in some
form of permanent disablement. Generally, it can be said that because of an improvement in
health promotion strategies and medical therapy some diseases are postponed and thus affect
an older and older age group. In that sense, we both become older due to improved healthcare
and treatment, but the older age group still have serious health problems, often chronic
conditions, which lasts longer because they live longer, and these conditions must of course be
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managed and monitored and supported by the development of new and innovative healthcare
services based on new technologies.

For example, some numbers may illustrate the trend that risk of developing chronic diseases are
on the increase as we get older: The prevalence of dementia increases from 1 % at the age of 65
years to 30 % at age 85 years or older. And the prevalence of Parkinson’s disease increases
from 0.6 % at age 65 years to 3.5 % at age 85 years or older. The obsolescence of the
population will increase during the next decades in nearly all countries in Western Europe.

Therefore it will become one of the main challenges in the next years to reduce the costs of the
healthcare system. For example, the costs for outpatient care could be reduced by supporting the
nursing staff with electronic devices which are able to overtake some standard tasks such as the
check-up of blood pressure, temperature, sugar level etc. Other standard tasks will be overtaken
by the patient himself in the future. Self-management of patients will be one of the key factors in
the future in order to avoid health insurances and national health care systems will not collapse
in the near future.

5.6.1 Customers and Structure of the market

Structure of the market in general

The Healthcare branch and market in general consists of all institutions and persons who deal
with the provision, cognition and diagnosis, treatment and therapy as well as the aftercare of
diseases.

Customers of locale mobile services in the health care sector are hospitals, doctors, nurse
stations, ambulances, aid organizations, etc., which are using LOMS by themselves or hand
them over as part of a more complex monitoring and self-management system to their patients.
In general, the market can be divided into suppliers or care providers on the one side and the
carriers of the costs on the other side. Between these two acts the patient as the recipient of
care.

Figure 15: German Health Care System
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Numbers and players of the health care system in Germany – as an example for a national health
care market in Europe - are shown in the following picture:

Figure 16: Players in the German Health Care System

Source: Statistisches Bundesamt Deutschland, 2006

The costs for diseases on the other side are depending mostly on people’s age. The following
table presents an overview about the cost spending per inhabitant depending on people’s age:

Costs in 2004 per inhabitant in Germany

In the age of…..
Total

Less than 15 15 - 65 65 - 85 85 and older

Diseases (total) 2 730 1 110 1 980 5 950 14 750

Table 3: Disease costs per inhabitant in Germany 2004

Source: Statistisches Bundesamt Deutschland, 2006

The health care spending is an interesting indicator for the market power of the health sector.
According to the different players in the market, the following sums have been spent in Germany:
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Spending for Health Care in Total 227 875 233 593 233 983

Investitions 9 081 8 788 9 042

Running costs for healthcare 218 795 224 806 224 941

Ambulances 110 035 114 183 112 787

 Doctor’s Surgeries 32 757 33 928 34 576

  Dentists 15 662 16 170 16 286

   Other Surgeries 6 734 7 015 6 994

Pharmacies 32 066 33 104 31 809

Retail in the health sector 14 715 15 757 14 661

 Outpatient Care 6 575 6 652 6 857

Other institutions 1 526 1 557 1 604

  Nurse stations 82 496 83 670 85 389

  Hospitals 58 600 59 206 60 432

Rehab-Clinics 7 583 7 579 7 270

Stationery Care 16 313 16 884 17 686

Emergency Aid 2 272 2 378 2 386

      Administration 13 838 14 441 14 407

      Other institutions and private households 7 375 7 311 6 999

     Other countries 698 684 836

Table 4: Health care spending in Germany

Source: Statistisches Bundesamt Deutschland, 2006

Customers and LOMS

The market segment „Health“offers a great potential for locale mobile services. Because of the
structure of the market - many suppliers of different offerings in the health sector – the market
can be characterized by a high competition. On the other side, the costs for health solutions and
services have been increased quite a lot in the past and will rise up even more in the future.

So hospitals, doctors and nurse stations have to sort out new and innovative ways and methods
which help them to offer an added value to their clients and based on that to work out a
competitive edge against their competitors. On the other way, they have to identify new solutions
which allow them to work more efficiently and to make their processes more efficiently.

Locale mobile services can help doctors, emergency organizations and nurse stations especially
in the outpatient care to work quite more efficiently by reducing ways or by presenting them
information at the place where it is needed. This will help these organizations to save money. To
work more efficiently is one of the main demanding challenges of the health system in the future.
The obsolescence of the population will lead to high numbers of chronical diseases depending on
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the high age of the people. Health insurances have to deal with the very high costs for this care.
Locale mobile services are on the one side a possibility to fasten up services for the suppliers of
these services (e.g. doctors, nurse stations, ambulances etc.). On the other side, it will also
become a possible solution that locale mobile services will support the self-management of the
patient. The patient will have to overtake some tasks which are nowadays done by nurses or
doctors by himself (for example the measurement of blood pressure etc.) and will overtake more
responsibility to manage his diseases. This will cut down the costs for the outpatient care as well.
Locale mobile services will be one dimension of the self-management of patients.

So customers for LOMS will be hospitals, doctors, nurse stations, aid organizations, ambulances,
emergency aid etc. which will hand over new self-management systems (which contains also
LOMS-solutions) to their patients.

On the other side insurances are also customers for LOMS. They will hand over self-
management systems to their policy holders in order to reduce costs for the outpatient care and
in order to extend the time patients are able to live on their own in their used environment.

5.6.2 Existing solutions

Several solutions have been already developed in the last years in the health sector based on IC-
technologies. The aim of all these new developed solutions is to make processes in hospitals
more efficient and to strengthen the competence and the responsibility of the patient for his
disease (self-management).

However, most of these systems are just focused to detect emergencies (action from the user
mostly needed) or they try to monitor several vital constants and even environmental dangers but
often the degree of integration is not satisfactory.

In the area of self-management, most of the activities developed so far concern the development
of smart environments and advanced sensorial infrastructures to provide a suitable living ambient
for elderly. Some of the most common IC-technologies related with the homecare sector are:

- Emergency alarm systems

- Nomad monitoring systems and Telemedicine systems

- Smart Homes

- Patient characterization and intelligent agents

- Context awareness and pervasive computing

- Sensors

- Wireless communications

- User location

- Reasoning and Artificial Intelligence tools

- Knowledge management

- Expert service discovery

- Knowledge discovery

- Knowledge sharing

- Human Computer Interaction

- Multimodal input

- Multimodal output
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- Interaction management

- Affective computing

- Robots

The above mentioned technologies and other complementary ones contribute to the development
of applications to improve quality of life of elderly people.

Several ICT-solutions already exists in hospitals to make processes more efficient. Some of them
are based on RFID-technology, but most hospitals are using RFID just for logistical processes in
the moment.

But RFID also offers great potentials in the area of identification in the health sector.
Pharmaceuticals, blood tests, injections can be labeled by an RFID tag which contains all
relevant data concerning storing temperature, best before dates, or the name of the recipient
patient. But also patients can be equipped with an RFID wristband on which all relevant data of
the patient are available by every doctor and all care personnel which have an authentication and
an access to that. Since 2004, patients in New York's Jacobi Medical Center have been carrying
their medical history around with them on an RFID radio wristband, thus allowing medical staff to
take better care of them. Each patient has his unique patient number stored on his RFID tag.
Medical staff can read this number using PDAs or tablet PCs with an RFID reader. This allows
doctors and nursing staff to identify patients in a matter of seconds and to gain online access to a
protected database with details of their medical history and the appropriate medication.

The solution leads to improved patient care and security by enabling them to be identified faster
and more simply. Medication can be allocated more securely: the right patient gets the right
medicine at the right time in the right dosage and in the right form. In addition, both the entry and
the communication of patient data at the point of care are simpler, faster and more accurate.

More and more doctors are equipped with mobile devices as well. In the moment, they are mostly
in a more or less “traditional” way to have all needed information available at any place in the
hospital. But new and innovative mobile solutions are on the way for mobility in the health sector.
LOMS could be one of these innovative solutions.

VDC for example has made an analysis how the prognosed turnover of 23.2 billion Dollar for
mobility applications, devices and technologies can be allocated to different branches. 10 % will
come from the health care sector which means that till 2008 more than 2.3 billion Dollars will be
spend for mobility solutions in the health branch:
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Figure 17: Mobility Applications in different industries
1 White Paper: Enterprise Mobility Solutions: Vertical Market Analyses; Mobile and Wireless Practice; Venture
Development Corporation; von David Krebs; December 2004.

This means that there are no really comparable or competitive solutions to LOMS in the health
sector in the moment. But on the other side the market is quite well prepared for LOMS solutions.
Most hospitals have invested quite a lot in IT infrastructure during the last few years and are
willing to invest even more also in mobility technology in the future. Hospitals and other players
in the health domain have accepted that they have to be quite innovative and cost-efficient to
deal with the big challenge of the demographic development and exploding costs in the future.
So they are relatively open-minded against new IT solutions which can be shown by the
examples where they integrated RFID solutions into their clinical IT-infrastructures.

5.6.3 Drivers and Developments

Because the population in Europe is growing older they require more and more care – they are at
a high risk of developing chronic diseases, but also middle-aged and young people may develop
chronic diseases, due to increasing unhealthy lifestyles – for example due to obesity and lack of
exercise. They may get diabetes or they may survive a heart attack, which then require them to
change their lifestyle and be monitored afterwards to make sure it doesn’t happen again.
Therefore they require more care and closer monitoring to manage their condition. This younger
group will particularly have a need for mobile and/or home-based healthcare so they can live as
normally with their disease as possible. Mobile health care is not only about making patients
mobile but also about making healthcare providers mobile. From a healthcare perspective,
mobile, home-based or self-management healthcare is a priority, not only because it is cheaper
to provide but also because people generally expect and demand an effective and high quality
healthcare system, and some member states state directly in their healthcare policies that the
healthcare system must evolve around the patients’ needs, i.e. putting the patient first. Overall
the main clinical trends in the EU are therefore aimed at  increasing the quality of care for
patients but also at reducing the costs keeping in mind that the populations is growing older and
chronic diseases are on the increase.

Some of the trends that also point in this direction are the promotion of primary care, gate-
keeping systems, out-patient care, self-management, reduction of hospital beds and the length of
hospital stays in order to reduce the use and cost of secondary hospital care. Secondary hospital
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care is much more expensive than primary care, i.e. care at GP level and at local health clinics.
In the UK, for example, a whole new white paper, a policy, has been released which focused on
how to improve the self-management of chronic diseases and to make home-care and long-term
care more efficient. For example, local clinics can offer rehabilitation care to patients who then
save travel time to and from hospitals, and moving this type of care from the hospitals to the
community is also reducing costs. Another example is that in France, “hospitalisation at home”
has been introduced as an alternative to keeping some patients in hospitals when the care they
need can be provided for at home. These initiatives also aim to increase the management of
chronic diseases at home by primary care teams (community nurses, GPs and primary care
specialists), and the plan is that after discharge all care will be provided by these primary care
teams in the patient’s home.

Finally, another important trend, in line with EU focus on eHealth, is the introduction of more ICT
in healthcare and especially the rising of IT infrastructure in hospitals. For example, in the UK,
the government has increased investments significantly in healthcare with the aim of modernising
the healthcare system with the introduction of ICTs. This includes everything from electronic
patient records, electronic prescriptions, online booking of appointments with GPs, and picture
storing of digital images instead of traditional film-based x-rays and scans.

The following tables are based on an analysis from Intel and F.A.Z. Institute in Germany. They
show that nearly all hospitals in Germany are investing in new IT infrastructures and are planning
to restructure and optimize their processes based on new technologies:

 
Hospitals enlarge Electronic Patient File  

(bigge st c ha lle nge  for own hospita l until 2 0 0 8 ; 
a ll inte rvie we d hospita l de c ision ma ke rs 1) in %)
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Sources: Int el, F.A.Z. inst it ut e)
1) Multipel mention is possible

Figure 18: Hospitals enlarge Eletronic Patient File
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Hospitals restructure IT processes 
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Figure 19: Hospitals restructure IT processes

In this study it is also pointed out that there is no question about the potential and benefits of
using IT in hospitals. Using new IT systems helps medical staff by doing their administrative
work, so that they are able to spend more time to take care on their patients. So IT systems helps
hospitals in the moment mostly to save time – the effects on the costs are not that high in the
moment.

Next to time savings, flexibility is also one of the main drivers for IT systems in hospitals. Doctors
want to be quite flexible and want to be able to have a mobile access to any patient data at any
place and at any time.  In the moment, every fourth hospital in Germany is able to make all
patient data available electronically. Electronic patient file and electronic accounting are mainly
used.

Therefore 70 % of the hospitals in Germany regard a modern IT infrastructure as the main
challenge for the next three years. It can be pointed out, that private clinics are quite better
equipped with IT infrastructure in the moment than hospitals in public ownership.

The future use of RFID in hospitals is skeptically regarded by decision makers in German
hospitals. Less than one third expects that RFID will be of high relevance in the future. The main
area of application for which it is used will be in logistics.

So in order to summarize developments and drivers for LOMS,m the following statements can be
made:

- Patient Situation

- Higher awareness regarding health constraints

- Higher Demand for “Forever Young” – health services

- Higher demand for adequate services even at high age (demographic changing)

- Medical technology

- Further improvements in prevention, diagnosis, therapies and rehabilitation

- Fast and easy access to all necessary information is possible

- Structure and Situation

- Fragmented care
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- Problems of cost-efficiency in hospitals and surgeries

- Problems with multiple services

- Inefficient information networking

- Strong diversification between the different sectors

- Bounded competition between suppliers for health services

- Problems to guarantee the high level of services and their quality

- Economic Situation

- Low competition is followed by low  motivation to increase the quality of health services

- Intransparent processes between doctors, hospitals, insurances, etc.

- Low motivators for an optimization of processes and a reduction of costs

5.6.4 Potential of LOMS in this segment

LOMS can offer a quite new range of services in the health care sector. This can enhance and
improve existing IT solutions and infrastructures in this branch. Because of the socio-
demographic situation in Western Europe in the next years (see 3.4.3), there will be a quite high
demand for systems which allow to realize time savings for the medical staff or which allow a
better self-management by the patients itself.

Therefore the market potential for LOMS solutions can be regarded as quite high in the health
care sector and as long as time or cost savings can be realized by using LOMS, insurances,
hospitals etc. will introduce these systems in order to work more cost efficient.

The following table offers an overview about already existing IT solutions in the health care
sector and how they deal with the main aspects of LOMS (context-awareness, service-
orientation, mobility, distribution of content):

PDAs for
medical
stuff

RFID solutions at
hospitals (RFID
patient’s
wristband)

Electronic
patient file

Emergency alarm
systems (for self-
monitoring/ self-
management  at home)

Context-
awareness/
Location
awareness

x x

Service-
orientation

x x

Distribution of
content

x x

Mobility x

Table 5: IT-solutions in the health care sector

So existing solutions should be extended and enhanced by LOMS components. The component
“Location” for example enables that the services offered are related to the place where the
patient or doctor is at the moment. To regard the location of the user is mostly one of the main
requirements for a context-awareness of a service. The component “Mobility” makes existing
solutions more flexible and enhances the area of applications. Especially in emergency
situations, the mobility component is of quite high importance.
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Because of the high investments for IT infrastructure in the health care sector in the last few
years, the branch is well-prepared for the introduction and implementation of LOMS.

For more information, see also:

- http://www.eu-domain.eu.com/pn/index.php

- http://www.cio.de/index.cfm?pid=291

- http://www.destatis.de/themen/d/thm_gesundheit.php

5.7 Publishing, Advertising

5.7.1 The actual European situation

In General

Within the publishing market today almost everywhere in Europe the same ‘general’ business
model is used. According to e.g. the size of the newspaper, its financial and intellectual
resources, the existing competition on the market - or the lack of them - the importance of the
three hereafter defined elements of the business model will differ. To make it even more
complicated, there are severe differences between look-a-like newspaper, according to the
country they are published in, and due to the specific situation in that country.

(1) Revenues

Revenues are gained from two sources: readers and advertisers, although in some European
countries the state may be a (minor) third party by donating subsidies. Remarkable exceptions to
this two sources rule are the free newspapers: their only funding resource is advertising.

To make sure there is a continuity of revenues from the readers they divide their readers into
three categories:

- Readers willing to prepay for information by taking a subscription.

- Readers that daily have to be persuaded to buy the publishers newspaper. Many marketing
activities of the publishers aim at moving more of those readers to the first group.

- Digital readers that usually don’t pay for limited online services. But it can be expected that
when online-services are gaining importance, there will be a categorizing in subscribing and
single-copy purchasing readers.

Far out the most important source is the income of advertisements, both classified and display.
As mentioned already it even is the only source of revenues for free publications.

(2) Advertisement

In the current business model the advertiser pays for visibility in a publication both in print and in
on-line products. Sometimes extra services are offered. Examples of printed publications are
newspapers and magazines. If owned by the same publisher, a combination of visibility in both
publications is generally offered at strongly reduced prices. Joint ventures between publishers for
some printed products do exist.

Mainly there are two kinds of publicity: classified ads and display ads on text pages. More recent
publishers are offering a third way by inserting pre-printed papers in their own publications.

Looking at online services of the publisher in Belgium, we notice that most publishers are
reducing the possibilities to classified ads. Switching to a more interactive platform is rather rare.
However, on other markets, such as the Scandinavian and North American, classified, interactive
ads are gaining importance.

(3) Readers
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In the current print model, the reader becomes owner of the chosen publication, whether paying
for it or not. Readers, who pay for their newspaper or illustrated magazine, enjoy the advantage
of having the publication delivered to their homes. The others must go to a store to get the
product. Free products are also delivered to homes or to central dispatching points, such as train
stations and bus stops.

In most current online models in Belgium, the reader gets the same information as in printed
publications, but more summarized and – unexpected – not that often updated. Only when the
reader is willing to pay for it, extended information is made available. In other markets, online
information is offered for free and subsidized by banner advertising.

Publishers are also offering paying breaking news services via text messaging or free e-mail, and
newspaper companies are increasingly offering e-newspaper editions to their readers at a fee.

Markets in European countries

There are severe differences in the consumption pattern of printed newspapers as well as the
way the distribution is carried out in European countries. This has an immediate impact on the
business models and will most likely form the future consumption and hence the business models
for content providers and other players on the mobile news market.

In some countries the home distribution of the morning newspaper is dominating. Here the reader
has access to his newspaper while having breakfast and the newspaper companies have a fairly
good knowledge of the profile of their readers. In other countries the majority of the circulation is
distributed as single copies. People are buying their newspaper on their way to work, during
lunchtime, or when going home. To get information of these consumers, the newspaper
companies have to investigate in their reader profiles through different polls and studies.

In order to show how different markets look, examples from nine European countries regarding
aspects such as subscription vs. single copy purchase, distribution forms etc are listed below.
(Tidningsutgivarna, 2005 and WAN, 2004)

Belgium

Circulation:

Single copy: 50 percent

Subscribed: 50 percent

Newspaper reaches:

50.7 percent of the adult population

Distribution:

In Belgium, the distribution of single copies is coordinated in a distribution company co-
owned by the newspaper companies. A small part of the circulation is distributed by
different transportation companies. The Belgian Post carries out the home distribution of
the subscribed circulation.

Denmark

Circulation:

Single copy: 15 percent

Subscribed: 85 percent

Newspaper reaches:

79.7 percent of the adult population

Distribution:
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About 22 percent of the subscribed circulation is distributed as mail. Carriers hired by
newspapers companies or a national distribution company distribute the remaining 78
percent.

Finland

Circulation:

Single copy: 10 percent

Subscribed: 90 percent

Newspaper reaches:

87 percent of the adult population

Distribution:

Newspaper carriers distribute about 80 percent of the subscribed circulation to the
households in Finland in the morning. The remaining 20 percent of the subscribed
newspapers are delivered by ordinary mail. About half of the morning distribution is
carried out by newspaper-owned distribution companies and as big a part is delivered by
the Finish Post carriers. A small part of the subscribed newspapers are delivered by
privately owned distribution companies, sports clubs, taxi drivers etc.

France

Circulation:

Single copy: 75 percent

Subscribed: 25 percent

Newspaper reaches:

45.3 percent of the adult population

Distribution:

The French distribution market consists of local, regional and national distribution
companies. The dominating national distribution company delivers about 80 percent of
the single copy circulation. The distribution companies distributed the newspapers to 280
wholesalers, which in turn distribute the newspapers to some 33000 retailers.

Germany

Circulation:

Single copy: 30 percent

Subscribed: 70 percent

Newspaper reaches:

76.2 percent of the adult population

Distribution:

The German newspaper distribution is run by 18 distribution companies, but the largest
newspaper has a distribution organization of its own. The main problem for the
newspaper companies is that the distribution companies own the sales information and
that the information differs between the newspapers and the distribution companies.

Greece

Circulation:
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Single copy: 90 percent

Subscribed: 10 percent

Newspaper reaches:

54.6 percent of the adult population

Distribution:

Two distribution companies, around 1000 retailers and 300 other companies act on the
Greek market. Some retailers have newsstands of their own, but most of the circulation is
sold in stores. Most of the circulation is distributed as single copies, but some trade
newspapers are subscribed.

Ireland

Circulation:

Single copy: 97 percent

Subscribed: 3 percent

Newspaper reaches:

90.8 percent of the adult population

Distribution:

There are two major distribution companies distributing newspapers on the Irish market.
However, the two largest newspapers handle their own distribution. Outside of Dublin,
they cooperate. Due to Ireland’s low number of inhabitants and large sparsely populated
areas, newspaper distribution is very expensive.

Netherlands

Circulation:

Single copy: 10 percent

Subscribed: 90 percent

Newspaper reaches:

71.4 percent of the adult population

Distribution:

The three dominating media companies in Holland have their own distribution networks
that cover large parts of the nation. Their problem, however, is to find newspaper carriers
for the early-morning distribution.

Norway

Circulation:

Single copy: 20 percent

Subscribed: 80 percent

Newspaper reaches:

86 percent of the adult population

Distribution:
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Newspaper-owned distribution companies distribute around 77 percent of the Norwegian
subscribed newspapers to the households in the morning. The Norwegian Post delivers
the remaining 23 percent.

5.7.2 The potential of LOMS

The current newspaper business of Concentra Media is well for 66 percent of the total income.
About 1.2 million readers in Belgium consider one of the three Concentra newspapers as their
trusted source for information. Together with its magazines, online services and audiovisual
products Concentra Media has the channels to reach at least a third of the total population in
Flanders (CIM-2005).

To keep this market share, the company continuously invests in new initiatives as the
development of a new digital news format - aka iNews.

The iNews-format keeps the same look and feel as the printed newspaper has today and should
be not only as user-friendly, but also more personal regarding form and content. iNews makes it
possible to distribute an electronic newspaper on a 24/24 base, using all possible fixed or mobile
networks. The iNews-paper can be received on all kinds of devices, as e.g. pc. portable, tablet-
pc, ultra mobile pc., web tablet, game console, digital TV, iPod, PDA, smart phone, GSM, e
paper, mobile TV...

The first objective of the iNewsconcept is to provide the reader a lean back'-newspaper. At a
second stage it becomes a cross media product, enriched with audiovisual news, interaction etc.
At a third stage the medium consumer will receive his Concentra Media newspaper tailored
his/her personal preferences, profile and current users’ context.

The goal of Concentra is to reach 50 per cent of the current readers with the iNews-product
within a period of ten years. Moreover Concentra Media can offer several new services to
convince new readers.  The real time presentation of the news on a personal device can be
compared with e.g.  radio news, but will be more personally and detailed.

For the iNews-project Concentra deals with four others players in this project: advertisers,
subscribers, and the government and (network) operators. The evolution of the expected
revenues from each of these players is shown in the figure below

Figure 20: Publishing revenue forecast
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(1) Advertisers

Advertisers always were and still are a principal source of revenues for an editor. For iNews we
distinguish three potential advertisers: the retail (local) business, the wholesale business and the
service suppliers. Due to the fact that it’s necessary to reach a relevant amount of not only
advertisers but also consumers, we have to restrict our potential to city-located retail business in
14 cities in Flanders.

For these local businesses the benefit of iNews is that it can offer opportunities to reach a
potential customer not only when he’s in the neighborhood of the store, but also at a moment the
local business wants to communicate with him. This almost individual form of communication
between local business and consumer also can reinforce the link between both parties.

For the wholesale business the benefit of the iNews-project is that it not only informs potential
customers about e.g. last minute offers, but also creates a channel to use digital, personalized
couponing, based on the customer’s preferences. In this way advertising through the iNews-
channel can be an answer to the increasing amount of “not wanted printed advertisements”-
labels on mailboxes etc.

However, the most important group of potential advertisers for the iNews-project is the so called
service suppliers. Customers need them at an unexpected moment, but always very urgently:
taxi, transport, dinners at home, credit providers, etc. In iNews all those services can be
categorized and made available at the moment he has needs fort hem.

(2) Subscribers

Subscribing iNews means having (local) news and (local) services at your service at anytime, at
anyplace and anywhere. This combination must convince existing and new readers to pay –
although initial probably not as much as for a printed newspaper with less service – for their
subscription. Therefore iNews first of all not only has to be a part of a trusted brand, but also is
presented with an easy look and feel. Furthermore iNews not only can be read on a pda, smart
phone, etc, but it should also be possible to read it as a lean-back newspaper on a television,
with a simply, interactive navigation. Extra services are also offered: search, personalized news,
access to archives, interaction with the editor, etc.

Initial all those extra services especially will be very attractive for younger readers, but
Concentras target is also to convince existing readers to try out and switch over to the new
format.

Within a period of ten years it must be possible to reach 50 per cent of our current readers with
iNews. New services on the digital devices also can attract new readers, so it must be possible to
raise income with 20 per cent within same a period. Replacing printed newspapers with digital
ones also means a reduction of printing and distribution costs.

(3) Operators

Telecom-operators are in a constant search to add new values in their services. Concentra offers
the iNews-platform as such an added value. Thanks to the platform operators not only can offer
their clients a complete medium experience, they also don’t have to invest themselves in new
things as e.g. creating content, news desks, etc. Additional (shared) revenues can be generated
by offering news for a selected public, interactivity, etc…

(4) Government

Concentra Media has a wide range of local information that nowadays is published on different
channels (newspaper, TV, radio...). With the iNews-platform we want to deepen this local
information to the local markets, where we can go to the bottom level of districts and streets.
Thereby the citizen himself is asked to become part of the process.

This way we not only create a full community medium, but make sure that the medium is
moderated in a professional way. We are convinced that this is something the local governments
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are looking for. They always are in search of new possibilities to improve their communication
with the population. The local platform offers them a new channel, not only to spread their official
information, but also to get an overview of the main concerns of the population, which makes it
much easier to adapt a political pursue.

5.8 Conclusion

This analysis shows the potential of LOMS in different market segments according to the specific
demands, requirements and trends for LOMS in each segment.

In the tourism segment, many mobility solutions are already available on the market or in
development. However all solutions depend on the right technical equipment and are not able to
be used by all potential customers. Once local mobile services have widely spread, their ubiquity
will draw more attention to service providers who will need an easy access to create and develop
new services then. The project LOMS will help to fulfil this demand by providing non-technical
service providers (e.g. restaurant owners) with possibilities to define and create their own mobile
services. Service providers will be willing to pay for such a support to attract tourists.

The machine construction industry in Europe favours the close network of innovative machine
manufacturers and their service solutions. In order to be able to stay in this leading position and
to compete in an international market, the efficiency and mobility of service offerings will be one
of the most important criteria. The importance of service offerings is also confirmed by the
turnover share of service in this sector which was about 24 billions (18.8%). LOMS has a high
potential to strengthen the service portfolio of the machinery branch.

Large Operators also have the possibility to benefit from the usage of LOMS. Advanced IMS
services combined with a transparent pricing system are a chance to gain a competitive edge in
a market of strong competition. The end user must get the feeling that a multimedia service
enriched by context information gives him a real added value. Therefore large operators will set
up partnerships with large and small service providers acting as third party providers who will
offer new and innovative services to the end-user based on LOMS.

Moreover, there is a very important demand for efficient and time saving solutions in the
healthcare segment. The increasing costs of healthcare, contingent on the obsolescence of the
population, can be reduced by the integration of local mobile services. On the one hand LOMS
can help doctors, emergency organisations and nurse stations especially in the outpatient care to
work quite more efficiently by reducing ways or by presenting information at the location where it
is needed. And on the other hand LOMS is able to offer support for the self-management of the
patient.

The mobility trend is also arriving in the publishing segment. Nowadays exists many capabilities
to receive mobile information, but they are not very convenient. A relevant number of providers
are not able to offer these mobile informations because of the lack in the technical expertisevdc.
By offering convenient mobile services based on LOMS, a range of new mobile services is also
thinkable for the publishing segment.

All in all, mobility is one of the major trends of the future and there is a significant demand for
new mobile solutions in several market segments. The importance to be able to have access to
all relevant information from any place at any time is increasing. Also the need for low-end
solutions which can be used by everyone - the end user as well as the provider without high
technical know-how - is rising. By the usage of LOMS it will be able to set up a quite new range
of innovative and easy to use mobile services in different market segments.
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6 Two demonstration scenarios for LOMS

A scenario is the systematic and detailed description of a potential local mobile service. It has a
clear added value for the user and a clear business idea for the involved players. It clearly
addresses the involved actors, necessary activities, as well as technical elements. It covers the
design, implementation and usage periods. It can be the basis for demonstration and testing in
the LOMS project.

The scenario description covers, among other issues a textual description of the idea and a
process illustration of the usage. It describes different views for one solution:

- Mobile user consumption view

- Mobile user registration view

- Service provider template filling view

- Service operator template creation view

Two scenarios are currently being elaborated. One is for B2C (in the publishing sector,
coordinated by yellowmap) and the other for B2B (in the maintenance sector, coordinated by
infoman). They partly use the same enabeling services and can be operated on the same
plarform. Nevertheless, they differ quite dramatically in some respects, e.g. regarding the level of
control over the mobile users (networks, devices, interests, …) and the intensity of business
process integration (IT-Systems, activities, …).
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7 Consequences

In general, the results presented in deliverable D 2-1 illustrates that currently many activities are
visible that aim towards a platform as it is described by LOMS. The case studies also show that it
is possible to operate such platforms and services commercially in different industries. LOMS
especially has an added value in the intended easy way of service providing by a service creation
template, and in the platform character that allows flexible combination of services for different
application domains.

The market potential analysis discovered many segments that can be supported by LOMS. It also
indicates that the different industries and their core players not always have the same technical
infrastructure and technology usage level, and as such they might need specific solutions. This is
supported by the service operator attempt of LOMS, and at the same time the platform concept
could encourage economies of scale by the usage of identical enabeling services by many
service providers for a lower price.

The technical implications of work package 2.1 are tackeld in the other WPs now. WP 2 will
continue with scenario elaboration, and in 2007 concentrate on the definition of business models
for the scenarios and a general LOMS usage. Additionally, methodological guidelines will be
developed for the different LOMS roles of the service provider, the service operator and the
platform operator.
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