
  

Abstract 
According to the report by NCC (National Communication Commission of 

Taiwan), the number of mobile subscribers in Taiwan had reached 23.24 million at the 

end of 2006, and the amount of PHS and 3G subscribers was 4.62 million, which 

reached more than 51% of the total mobile internet users (9.147 million). As 39.34% 

mobile subscribers use mobile internet services, only 5~10% revenue of mobile 

operators came from mobile value-added services. Compared with NTT DoCoMo’s 

mobile service (which had) contributed 29% of the revenue in 2006, there is still a lot 

of room for mobile operators in Taiwan to improve their value-added services. 

Former researches in mobile value-added industry were mostly focused on the 

market and customer facets, and fewer on service innovation and value network from 

operator’s view. This research attempts to study service innovation model and value 

network of mobile value-added services industry, and tries to provide suggestions of 

industry strategy for telecom operators. 

In recent years, much research has been focused on customer demand of mobile 

value-added services industry; few have majored in service innovation and value 

network from operator’s view. Therefore this research attempts to study service 

innovation model and value network of mobile value-added services industry, and 

tries to provide suggestions of industry strategy for telecom operators. 

The focus of this study is to answer the following research questions: 

1. Are there any innovation models in mobile value-added services industry? 

What patterns of service innovation are there? 

2. What actors are there in those innovation patterns? And how about their 

roles in the innovation processes? 

3. Are there any value networks of industry in the mobile value-added 



  

services innovation patterns? What categories of values being exchanged 

are there in the value network? And how do they be exchanged? 

4. From the above results, Could telecom operator find out new strategies of 

services innovation and virtuous circle for mobile value-added services 

industry, which from results of above researches? 

The results are concluded as followings:  

1. There are positive correlations between innovation degree of the four 

dimension model and service innovation results. The higher innovation 

degree of the four dimension model is, the better the service innovation 

results. The more innovative the four dimension model is, the better the 

service innovation results. 

2. Coordination of organization development, distribution installation and 

marketing events serves for service innovation. 

3. Innovation actors of mobile value-added services, who play different roles 

in innovation processes cause different innovation patterns. 

4. Roles of the value network in mobile value-added services industry include 

telecom operators and their competitors, mobile users, telecom vendors, 

content providers, cellular phone distributors and cellular phone 

manufacturers, etc. 

5. These are virtuous circles in the value network of mobile value-added 

services industry. 

6. Exchange items in the value network of mobile value-added services are 

including economical value, integrated value and intangible value. The 

exchanges in the value network of mobile value-added services include 



  

economical value, integrated value and intangible value. 

Some further suggestions on strategies are proposed for telecom operator: 

1. Telecom operator and mobile users. 

2. Telecom operator and content providers. 

3. Telecom operator and complementors. 

4. Telecom operator and other telecom operators. 

5. For telecom operator itself. 
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