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CHAPTER 1.  INTRODUCTION 
 

1.1 THE 3G MOBILE SERVICES & BEYOND 
 

Many studies have investigated the factors for success and user acceptance of the 

Third Generation (3G) mobile network and its services. Traditional voice 

communication services have no potential for generating enough profit and bringing 

the expected return on investment on the 3G infrastructures. Operators’ role could not 

be confined anymore to transport information. Therefore, actors in the mobile 

marketplace should be able to deliver an integrated value proposition that fulfils their 

customers' needs and supports business processes efficiently. When designing the 

value proposition, the market potential has to be investigated first. Some past 

experiences with Wireless Application Protocol (WAP) have proven it is not possible 

to sell the technology alone without value-added services. It is useless to conceive and 

implement the nicest features if there is no demand for it. Instead, target groups have 

to be identified. Once the value proposition has been defined, investments should be 

considered as they impact directly the business model and the bottom-line. In this 

calculation the time to market must be assessed and compressed to a minimum until 

the release of a first internal prototype. This prototype should then be incrementally 

improved following a user driven approach. In this process it is essential to focus on 

the requirements of all the involved actors because ability to meet these requirements 

is the key for provisioning successful innovative services.  

 

Faced with uncertainty over the demand for new 3G services and a growing multitude 

of technology evolution paths, mobile operators must now commit to 3G network 

roll-outs and service launches. Rather than being driven by 3G licence requirements, 

competitor actions or short-term cost savings, operators must take control of their own 

destinies. Drawing on case studies of launched and planned 3G services from across 

the globe, 3G Launch Strategies: critical decisions on services and technology shows 

how an optimum set of 3G services can be defined and assesses the merits of 

alternative service strategies. It shows how to decide on the timing and pricing of new 

services, highlighting the need to take positive action without forcing services to 
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market too soon, and considers the best mix of voice telephony, small-screen services 

(including video-on-demand) and high-speed Internet/intranet services. 

 

Mobile operators need to make critical decisions about what will be required to 

support 3G services, including the choice of technology and the speed, depth and 

breadth of roll-out. By evaluating the diverse approaches being pursued worldwide, 

this study identifies the most appropriate technology choices for different service 

mixes. 3G was considered to emerge as an ultra-high speed broadband wireless 

network. This vision is not yet very precise and not standardized. The most immediate 

issue for the Sri Lankan telecommunications industry is the ongoing and imminent 

introduction of 3G telecommunications technologies and services. With enormous 

sums spent on licenses, research, and network infrastructure, 3G success is of crucial 

importance for the industry to recoup investments. 

 

The main challenge when exploring key success factors lies in the intersection of 

unknown future customers’ needs and wants and new technology that is not even 

available for many users. Therefore, it is suggested that service developers can only 

meet the needs and wants with a profound understanding of the mobile 

communication system, ranging from voice-centric services to multimedia centric 

services (Gerstheimer and Lupp, 2004). Furthermore, their study suggests that an 

interpretative-creative approach should be used when designing 3G services rather 

than taking linear or analytic problem solving approaches. Therefore designers should 

examine users’ needs and requirements, with concrete reference to situation-oriented 

and social-spatial contexts; concentrating on open parameters like ‘user’, ‘place’, 

‘process’, and ‘time’ (Figge, 2004; Gerstheimer and Lupp, 2004).  

 

1.2 KEY SUCCESS FACTORS FROM THE USERS PROSPECTIVE 
 

From the user perspective different key success factors will influence the acceptance 

and success of a service. The usability factor can make the critical difference between 

success and acceptance or rejection and frustration of a service. Usability of a service 

can be determined answering the following questions; will the service do what is 

needed functionally? Will the user actually make successful use of it and will the 
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users feel that it is suitable? This leads to a great difference between today’s services 

and future services. In the future the user will be interested in using a service, 

independent of the actual device he is using.  

 

Creating device independent services shall avoid fragmentation of services accessible 

with various kinds of devices, and make sure that users can access services 

everywhere they want, independent of the device they have access to. With the users 

possibilities to access services from many different locations and devices, there can be 

noticed a rising fear in privacy and security issues. In response, service providers 

must develop comprehensive, multilayered security structures that are constantly 

updated in response to new security threats, while educating their customers about 

security precautions in place. But device independency will not play a major role in 

the future. The services shall also be created to be barrier independent. The user 

should not take any notice when his device chooses a different barrier for service 

usage. This leads to the requirement for services to be interoperable among different 

networks. Pricing is a sensitive field; calculation of the wrong pricing system could 

lead in refusal of new services. To ensure the acceptance of a higher price for mobile 

services compared to regular services, the advantages for the user must be clarified 

and promoted.  

 

Especially when entering the market with newly developed services, their value has to 

be mediated in order to create acceptance for certain prices among the users. As most 

of the services will not be available freely, a certain quality of service (QOS) must be 

ensured; otherwise the users would get frustrated, paying for services that do not meet 

their expectations. While e-commerce services may offer ubiquitous, reachable and 

convenient functionalities, improved localization and personalization are the two main 

differentiating factors between Internet-based and mobile services. Knowing where a 

user is physically located at a particular moment is crucial for offering valued-added 

services that can drive users to increase their mobile-based transactions or activities.  

 

Similarly, personalization complements the functionalities provided through location 

as users will be able to “personalize” their mobile devices to carry out or access 

specific services according to where they are located. A user, for example, is a 

frequent visitor to a particular city. Consequently, he/she may set the mobile device to 
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updated automatically provide information and data when travelling through a 

specific area. These above mentioned characteristics rely on one major differentiating 

element from Internet-based commerce or services: instant connectivity. This refers to 

the capacity of users to access any kind of service by just simply turning on their 

devices.  

 

The immediate usability of any mobile data and information value added service 

would be the main factor differentiating between services provided through a mobile 

device and other vehicles. For example, if a user is not able to access a predetermined 

personalized and localized data at the moment of stepping out of plane, he or she may 

resort to other means, which may not generate revenues for the mobile operators and 

all the other components of the so-called “mobile service value chain”. In contrast to 

the more implicit and not directly perceivable success factors mentioned above, users’ 

advantages for using mobile services can be explicitly motivated. These benefits are 

described here. Convenience is a crucial characteristic to be embodied by any mobile 

service, tool or application. The term, nevertheless, involves different facets. 

Convenience can be assessed in financial terms, or according to a specific 

functionality. Mobility is about moving around.  

 

The mobile entities may communicate and access services ubiquitously or, in the 

contrary, services may be adapted to various characteristics of the mobility space such 

as the physical location. Thereby, spontaneity in all imaginable areas of life can be 

realized. Thus, users’ own availability/ubiquity and the possibility of always being 

able to reach others is a prerequisite. Ubiquity and availability are the two most 

evident benefits associated with a mobile device. Its functionalities, in fact, should 

allow users to access information and services irrespective of their location and time 

zone. Notwithstanding this common similarity, two characteristics differentiate in 

relation to the active role of the end user. Ubiquity refers to the fact that a user should 

be provided with a tool whose functionalities allow him to access or be accessed 

anytime and anywhere irrespective of its direct action. For example, a user might 

decide to set its mobile device to receive information irrespective of the identification 

of a sender or provider. 
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Availability sees a more direct involvement of the user. By calibrating the 

functionalities of his/her mobile device, the user should be able to decide the services 

he wishes to exploit at a particular time and/or in a specific location. It is, for 

example, possible to conceive of a situation in which an individual may decide that 

financial information should be delivered to his/her mobile device at a specific time of 

the day. His/her device, consequently, needs to be ubiquitous but also to allow 

him/her to set this preference. Efficiency in terms of time and/or money saving is 

another important advantage for using 3G beyond existing 3G services. Especially 

target groups who are chronically running out of time, as they are working in 

responsible positions (e.g. business managers), appreciate the strong benefit of being 

able to access bundled information that is up-to-date and totally personalized to the 

users interest. Consistent with the emerging trends of 3G mobile communication, a 

new business model has been developed. The boundaries between telecommunication 

and the applications of information technologies sectors are fast becoming indistinct. 

Market demand, handset availability and network interoperability were among the 

contributing factors cited. Many countries, especially developing countries, have yet 

to license or deploy 3G networks, which is very costly. But in Sri Lankan context it’s 

a different story. Three out of four of the major players have already launched the 3G 

networks and one is 3.5G network out of it. In hindsight, this could prove to be a 

blessing for the fourth player who is expecting to launch a 3G network this year. New 

operator has learned from the mistakes of others and can develop strategies that 

benefit their own context, economically and technologically. 

 

1.3 A TECHNICAL PROSPECTIVE ON 3G SERVICES 
 

Global System for Mobile (GSM) is the only wireless technology that can combine 

global reach, seamless international roaming with such a strong and versatile 

technology standard. Nine out of twelve of the worlds’ leading operator groups have 

chosen the Third Generation GSM (3GSM) route to next generation deployment. 

Because of the importance of differentiating its members' products from those of their 

competitors, the 3GSM initiative endeavours to correct misunderstandings and 

misinformation amongst commentators, the financial community and the mainstream 

media. 
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A central tenet of the 3GSM initiative is a campaign that promotes a common 

approach to the use of terminology. In all public and internal communications, the 

GSM will adopt the term "3GSM" to describe next generation GSM network and 

service offerings. The objective will be to distinguish the wideband 3GSM standard 

from other so-called 3G technologies. 

 

3GSM represents third generation services delivered on an evolved core GSM 

network. 3GSM services are delivered at a technical level on third generation 

standards developed by Third Generation Partnership Project (3GPP), which utilizes 

Wideband-Code Division Multiple Access (WCDMA) and, in some markets, 

Enhanced Data rates for GSM Evolution (EDGE) air interfaces. 

 

In the course of the year, the GSM will be continuing to communicate the strengths 

and differentiating characteristics of the 3GSM proposition for the industry, 

commentators and the media at large. It should be clear, of course, that this is not 

simply a question of terminology but a concerted effort to defend present and future 

investments of our membership and the very real market advantage represented by the 

GSM brand. 

 

Operators have invested in GSM not just for the technology, but because of the entire 

ecosystem that is the GSM community. This said, the 3GSM standard is significantly 

more powerful than any other wireless technology and that competitive advantage 

needs to be promoted collectively. No other standard offers the flexible combination 

of voice and data performance and capacity delivered by 3GSM underpinned by 

Wideband-CDMA. No other standard is as open as 3GSM. No other standard delivers 

the economies of scale and competitiveness for operators and vendors. 

 

1.4 BRIEF OF 3G SERVICES SITUATION IN SRI LANKA  
 

With the recent and future high growth of global 3G marketing, many countries are 

taking part in the line of 3G industries in succession. Highly innovative mobile 

communication market, Sri Lanka had begun to develop the 3G scheme since 2006, 



 7 

and several technology standards were tested which include TD-SCDMA (Time 

Division-Synchronous Code Division Multiple Access), WCDMA (Wide-Code 

Division Multiple Access), CDMA2000 (Code Division Multiple Access) and other 

technology testing, among these 3G technology standards.  

 

Two major mobile networks, Mobitel and Dialog GSM have gone into 3G with the 

latter carrying out expanding their 3G network. Dialog currently has a good 3G and 

3.5G coverage in Sri Lanka with 610 3G base stations with support for Video Calls, 

Mobile TV and Broadband internet. Mobitel operates a 3.5G network with 

HSDPA/HSUPA support and downlink speeds of up to 14.4 Mbit/s and uplink speed 

up to 1.38Mbit/s. Currently it has the second fastest internet speeds in Sri Lanka. It 

also serves customers with over 1500 GSM and 400, 3.5G base stations island wide. 

 

The major application of 3G at the moment is data broadband. Along with the 3G 

goes into service, many new data service can be provided to consumers, such as 

Multimedia Message Service (MMS), internet surfing, video calls, mobile television, 

Global Positioning System (GPS), high speed data service, etc. The introduction of 

3G and video calls was not met with the fanfare response that was expected by the 

industry. Though most share the notion that video will become mainstream and a 

major revenue source, Meanwhile, the development of 3G industry can also provide 

huge profits to every participant in this value chain, for instance, network provider, 

service provider, content provider, equipment provider, even the bank can depend on 

their service payment system to take part in this value chain. However, the premise to 

achieve these services and commercial values is that we must have both the support of 

technology and the acceptance of market. With regard to Sri Lanka, TD SCDMA 

standard has been already established for many years, the technology aspects are not 

barriers for Sri Lanka popularizing their 3G services.  

 

1.5 PROBLEM STATEMENT 
 

The Sri Lankan Telco market is extremely competitive. Three players have already 

launched 3G services and a fourth player is expecting to launch this year. Hence it is 

imperative it also boasts of their 3G product portfolio. But yet the 3G services are not 
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yet implemented in such a way that the customers get full benefits out of it. There are 

only few services come into the picture and lot of important services are hidden on the 

box. There is no such model to evaluate the robustness and viability of 3G service 

models and to assist future planning and development of business activities. Users 

need to be shown and delivered true benefits of what can be done with 3G and what 

advantages it has.  

 

3G operators have invested millions of rupees for 3G network infrastructure but not 

getting any return on investment. There are many useful services that have been 

implemented but idling without any customer demand. The biggest problem for the 

3G operators today is to find out a solution to cover up their investment. 

 

Using such a system, future risks of deciding participation in services and market can 

be minimized and past mistakes and enormous waste of money can be avoided.  

 

Therefore, the research problem for this thesis can be stated as: 

“How can 3G operators be successful in their service offering?” 

 

1.6 RESEARCH OBJECTIVE 
 

The research being presented in this thesis has two main objectives: 

 

1. To find out the key success factors of 3G service implementation relevant to 

Sri Lanka 

 

The research work was organized to first emphasize the importance of the 

antecedents of 3G’s success in a global context by outlining the underlying factors 

for such success, namely, Perceived Usefulness, Perceived Ease of Use, Perceived 

Playfulness, and Perceived Price Level. Thereafter, the research work focused on 

determining the success factors relevant to the local context. 

 

2. To create a model for portfolio management of 3G services to be used by 

operators in Sri Lanka 
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The research work studied user preferences and perceptions as part of a strategy to 

develop a model for portfolio management of main 3G services and the pricing 

factor which can affect the 3G service acceptance.  

 

1.7 DISSERTATION STRUCTURE 
 

The dissertation was structured based on the research objectives. The following is a 

brief overview of the dissertation structure. 

 

The first three chapters of the thesis introduces the research area, review the previous 

work and setup a theoretical framework for dealing with the research problem. 

Chapter 1 introduces the context of research problem and gives a brief situation of 

research field. The structure of this chapter is followed by introduction, problem 

statement and dissertation structure which is applied in this research. Chapter 2 

reviews numerous previous studies and theories related to this research topic and its 

questions, such as the key success Factors which affect the success of 3G service 

implementation, motivation for choosing mobile service, introduction of TAM model 

and the extended TAM model in mobile service acceptance. Chapter 3 describes the 

motivation for adopting deductive and quantitative approach as well as the method of 

investigation. And the questionnaire design as well as data collection and analysis 

also are introduced. In addition, an extended TAM model which applied in this 

research is proposed in this chapter. 

 

The last two chapters contain the analysis of data and a discussion on the results 

obtained through statistical study of collected data. Chapter 4 analyzes collected data 

followed by the questionnaire, such as the demographics information, Attitude 

Towards Using 3G Services, Perceived Usefulness, Perceived Ease of Use, Perceived 

Playfulness, Perceived Price Level and the 3G service portfolio management. Chapter 

5 discusses the result of data from chapter 4 and the discussions are also linked to the 

literature review and are combined with the research model in order to find out some 

new studies in this research field. This chapter presents the research conclusion which 

links with the research objectives and research problem in chapter 1. In addition, 
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some limitations and recommendations for future researches are presented in this 

chapter. The research questionnaire used for data collection is given in the appendix. 

 

1.8 SUMMARY 
 

This chapter introduced the context of research problem and gave a brief situation of 

the research field; some discussion related to research aims/objectives as well as the 

overviews of dissertation structure were also provided in this chapter. The next 

chapter moves on to review numerous literatures related to this research area.  


