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ABSTRACT

The paper deals with mobile TV services in Finlawtiere commercial TV services for handhelds
will come into use in early 2007. The first phonedals for mobile TV were launched on the market
already in 2006 and specialized TV transmissiorns Handheld devices are also under way. A
nationwide commercial launch has been stalled duot instance, licence allocation and copy right
issues as well as building of the mobile TV diattibn network.

The paper focuses on the focal actors forming getive net with a purpose of establishing a
business area for mobile TV services. The studyoegp how this net of actors has emerged from the
very beginning to its current state during the gerAugust 2001 — April 2007, in order to draw a
picture of an emerging new business area, mobile The literature of the industrial network
approach (INA) will be applied in order to creabedretical understanding of the process of mobile
TV net emergence and formation. Also, literatudatea to the concepts of role and position will be
used as a base in order to describe how the mbWileet emerges and develops.

The study applies a qualitative research approadtifae aim is to develop a deep case description of
the small business net in focus. The focal netsehdor this study, involves seven actors related t
the mobile TV business area in Finland. The prinsanpirical data was gathered through 30 personal
theme interviews during 2005 and 2006. Intervieweese employees involved in designing and
developing mobile TV services, such as chief exeeutfficers, business development managers and
technology development managers. In addition toitterviews, secondary sources, such as notes
from seminars on mobile TV were also used.
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INTRODUCTION

For the last two decades, the conversion from g&do digital television transmission technology
has been under way. Digital television (DTV) is ragideveloped simultaneously over three
distribution platforms; satellite, cable and tetrie$ that makes also “portable TV sets” possilseg(
e.g. Brown, 2005; Harrie, 2003). Many mobile phonedels already feature a camera and an FM
radio receiver, but TV has been the electronic medissing from the latest smart phones up till
recently. Mobile TV that worked in the traditioredalogue TV network was introduced on the market
a while ago, but the quality of the image was ndtigently good for mobile use. What was needed
was digital TV technology that takes into accouln& special requirements of a small wireless device.
Therefore, new applications have been developeddwimte. There are currently three major
standards developed; ISDB-T (Terrestrial Integreé®edvices Digital Broadcasting) in Japan, DNB
(Digital Multimedia Broadcast) and its variations $outh Korea and DVB-H (Digital Multimedia
Broadcast for Handhelds) in Europe and the UnitedeS. In the US non-standardised applications,
like Qualcomm’s MediaFLO, are also available. (fshnMobile TV, 13.9.2006.) In Europe, DVB-H
is gaining a very strong position, and for instaNwia is lobbying for making DVB-H the standard
for mobile TV transmissions.

Mobile TV has been launched as pilots in many coesitbut a real commercial market for the service
is yet to be developed. In Finland, a commerciabitecTV pilot was launched during 2005. The pilot
showed that 41% of the 500 user participants wetenpial buyers of a mobile TV service (Maki,
2005). The first experiences revealed that peopthvmobile TV while using public transport, at
home and in the workplace. Users are particularigrested in the independence of location offered
by mobile TV. Peak viewing times are during rushuisoand in the early evening. News, weather
forecasts, sports, current affairs programmes anibws light entertainment serials have proved
especially popular. The possibility to receive coenoal mobile TV on the user’'s mobile phone in
Finland is not far off. The first phone models fioobile TV were launched on the market during 2006,
and more extensive commercial mobile TV servicdsogime into use in 2007. (Finnish Mobile TV,
13.9.2006.) Specialized TV transmissions for hafditievices are also under way.

The mobile TV service based on DVB-H has been comialéy launched mainly as trials in the major
cities in Finland. A nationwide commercial launchshbeen stalled due to, for instance, licence
allocation and copy right issues as well as bugdifithe mobile TV distribution network. A business
net composed of the engaged actors has, furtheymotget found its final composition. New actors
will be joining in and the business net evolvingtlaes development of the mobile TV technology and
the distribution network proceeds. In this emergingbile TV net actors seem to be “preparing”
themselves in various ways for forthcoming chalesx@nd opportunities. Hence, the roles and
positions of the parties involved are evolving at®leloping while the actors concurrently seek
lucrative roles and suitable positions for themselin this new business area. Every one of them is
fighting for a part of the possible revenue strefaom viewers and advertisers by inventing new
business models and reshaping the old ones. Thwbination creates a fruitful research field
especially from the business networks’ point ofwie

This paper focuses on the actors in the new busiaes forming a cooperative heith a purpose to
establish mobile TV services. In order to drawaye of an emerging new business area, mobile TV,
the paper studies how this net of actors has dpedltrom the very beginning to its current statey h
the actors prepare for a new business and whadheireperceptions of network roles and positions in
relation to other members of the initiative. Thenaf the paper is therefore tescribe how the new
business area of mobile TV has developed in ordesréate understanding of its emergence and
formationthrough interaction between focal actors.

! A net is defined as a local concentration withimeawork (Easton, 1992).



An explorative case study was conducted to invasighe issue. The emerging mobile TV net was
studied in Finland in the field of telecommunicago Ideas and literature of industrial network
approach (INA) was used to build up a theoreticalarstanding of the phenomenon. The study makes
a contribution to the INA research especially oa thsearch of net emergence and development (e.qg.
Lundgren 1995 and Moller & Svahn 2003). This araa heen in research focus and a considerable
amount of studies has been contributed on thid figrticularly by using the concepts of role and
position. However, the media and telecommunicatierid has not been widely studied from the INA
perspective, and the field’s characteristics asigea to technological development and competitor
strategies can offer new insights into the thearyposiness net emergence and formation.

The paper is organised as follows. We first offededailed discussion of the characteristics and
challenges involved in emerging business nets,cantinue by explicating the net formation through
the concepts of role and position. We then desailberesearch strategy and the case study. We
conclude the article with a discussion of our rssof the case analysis.

NET EMERGENCE AND DEVELOPMENT

Even though many researchers use the concept “agmork” it has been argued that there is no such
thing as a new network. A new actor or a newly tiyed relationship does not create a new network
(Ford & Redwood, 2005). When a company emergesds ¢o into an existing network. A new actor
will, according to Ford and Hakansson (2006), vanehave but a rather limited effect on the exggtin
network. It must be kept in mind that new actord elationships always emerge from something that
pre-exist them. An actor or relationship is alwagkated to others that already exist. INA literatur
(e.g. Ford & McDowell, 1999; Hakansson & Ford, 2p@@ntend further that the complex and
interconnected nature of industrial networks males creation and management of intentional
networks practically impossible. According to Mélland Svahn (2003) there is accumulating
evidence, however, that firms are not only tryiagnfluence emerging networks but also deliberately
constructing what have been called value nets @tegfic nets to pursue their goals (see e.g.
Hinterhuber, 2002; Hung, 2002; Jarillo, 1993; Raipll999; Spencer, 2003). In this paper we focus
on an establishment of a new mobile TV businesa dheough cooperative nets, which are
intentionally formed and developed to pursue ai@adr aim.

Net formation

Anders Lundgren (1995) studied digital image pretgsin Sweden during the time period of 1975
and 1989. Lundgren (1995) came to the conclusiahribw technology - and business nets - emerge
in three stages, which are linked to each otheneha (1) genesis - identification, (2) coalescence
legitimation and (3) dissemination - adaptation.thie first stage the necessary changes are taken
inside the net in order to develop new technolddys usually takes place through research projects,
executed either independently or together with neaigt in the netThe changes are evident in
equipment, processes and in knowledge possesskith Wie firms. This stage is led by the need to
understand the technology and the possibilitiedférs, mostly by research institutes and companies
The second stage begins when the pioneers of theaohnology have identified each other and been
able to mobilize cooperative relationships withtpars who are needed in developing different
applications. This may lead to several developmetd and the stage is characterized by cooperation.
In this stage competence is built and a deeperrstafeling for the technology is created. Moller,
Rajala and Svahn (2004) note that the developmexeqis at this stage may raise interest in the
public and among financers. The legitimacy of tbe/musiness area thus grows stronger. In the third
and final stage, the development network is expantte include components necessary for
commercializing the technologies, products, ses/imeapplications that have been developed. What
Lundgren’s research shows is that the developmiimtnovative technologies occurs through a net
process (cf. Mdller et al., 2004; Miettinen, LeharikHasu & Hyvonen, 1999). Also Miettinen et al.
(1999) propose that business nets are a preregjd@itcreating and developing innovations. The



nature and the cooperation patterns of the net, \uibwever, change during the development
processes.

Mdller and Svahn (2003) explain the emergence @f hasiness nets, partly based on the research
conducted by Lundgren (1995), by three phases fsgare 1), namely (1) exploring for future
business which is characterized by competition betwthe actors and collaboration in the exploration
and making sense of the application potential foerging technologies. The phase is explorative and
coloured by the search of ideas, understandingraiadoretation of signals. Net relationships can be
of assistance, as they may increase the amounieatiand partners may help interpret signals. The
phase is completed when a specific application ideabeen developed to such a degree that it offers
a direction for further work on development. Phasge, (2) mobilization for applications concerns
actors competing and collaborating in constructilmgninant designs and applications. Actors are
competing on who gets to start e.g. a strategicimethich the focused idea is developed into ane o
several commercial applications. This phase is afaracterized by technical cooperation. In phase
three, (3) mobilization for dissemination covergoes competing and collaborating in scaling up
production and distribution nets in the competititm create markets. This phase is all about
developing markets and actors are building prodactiets and distribution channels to serve their
customers. The increasing size of the ellipsesctflthe expanding nets required to transform ea id
to an innovation, and turn an innovation into ebléabusiness.

Environment Characteristics

Complexity Novelty Embeddedness Dynamics

- Types of - Share of new resources - Level of - Pace of change
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Figure 1: Stages of birth for new business nets (adapted Mather and Svahn 2003, p. 10)

Moller and Svahn (2003) also suggest that the @egfecomplexity, novelty, embeddedness and
dynamics, shown on the top of the framework in Fégl influence the execution of the meta tasks
which constitute the phases of new business areagemce. The degree of complexity is determined
by how many different resources, capabilities anttora are needed in developing and
commercializing an innovation. The larger this camakion is, the more difficult it is to realize.
Novelty is determined by how many new capabiliteesd know-how is needed to develop an
innovation and to translate it into a business rhdtlalso involves the degree of unique applicasio
offered to customers compared to existing prodacts services. Embeddedness describes which
actors, on which level and how many, are neededdfareloping a new business model. The



connection to local know-how is of importance. Hinadynamics involves the development speed of
capabilities and information as well as the speeth which new actors replace old value creation
models with new ones.

Position and role

A net position is considered to be a relative cph@s no two parties’ positions are alike (Hakansso
& Snehota, 1989). Each company in a net has a amgsition in relation to the other actors, but the
position of a company is perceived differently ke tvarious actors in the net (Gadde, Huemer &
Hakansson, 2003). Easton (1992) notes that posiiomides a language to talk about changes as
positions in nets are primarily concerned with tiaure of net connections. Thorelli (1986) defines
position as a location of power to create and/Buémce nets. According to Mattsson and Johanson
(1992), position describes how the individual agtior the net are related to each other in an dveral
network structure. The concept offers a tool torabirize network structure and distance between
actors. Johanson and Mattsson (1997) continugotistions are the result of investments in exchange
relationships and that a position characterizesther’s links to the environment. A limited defion

of position refers purely to the net level while ettended definition of position refers also to it
level but in addition to the role the actors hawveahie production system (ibid). In addition, pasiti
has been argued to form a framework for actionsifdes, 1992). This means that firm’s actions are
dependent on position. A firm acts according t@dsition, i.e. the framework for action. This de=sa

a view that actions, for example, might be circuriexl by position. Henders (1992) points out that
an actor cannot get in position. Rather, an aasrehconstantly changing position and tries totioosi
itself better with respect to the net. Hertz (1986jes that establishment of new relationships and
changes in old ones affect a company’s position.

The notion of role is widely referred to in the INiRerature, but a clear definition of it is haafind.

It can be seen as the dynamic or processual aspeosition and describes what actors intend to do
and how they construct meaning from their posifiitid). As Andersoret al. (1998) propose; role
and position are combined in order to understarhgh in the net. Andersat al. (2000) state that
position is an important measure for the strucaira net and that it is possible to describe chdiyge
comparing an actor’s position at timeand time £ The role dimension on the other hand, represents
the “subjective and creative character of the a¢tbid, p. 4), meaning that an actor has a positiat
acts in a role (see also Hakansson (1987) for dasidiscussion). Role is therefore seen as a qince
for describing what the actors intend, how theystatt meaning in their situation and how they want
to change it. Andersoet al. (1998) also explain it as position being the ditgbilimension and role
being the change dimension.

METHODOLOGY

The case-study approach

The formation of an emerging net in mobile TV besis area is investigated in the empirical part of
the study. The case study research strategy iseohdecause it is preferred as the most suitable,
“when the researcher has little control over evemid the focus is on a contemporary phenomenon
within real-life context” (Yin, 2003, p. 1). In adidn, the aim of the study is to develop a deep

description of the small business net in focus, tredefore the case study research strategy provide
an appropriate tool (Halinen & Térnroos, 2005). Buedy could be described as an explorative case
study (Yin, 1989). An information-rich case waseséd in order to reveal the process of an emerging
new business net and the way it was formatted.

Case research on business networks can be chaedtas process research (Halinen & Toérnroos,
2005). According to Van de Ven (1992) the meanifgrocess is defined in the literature as (1) a



logic used to explain a causal relationship in @avece theory, as (2) a category of concepts #fat r

to actions of individuals or organisations, and@sa sequence of events or activities that describ
how things change over time. In this study the ssthpefinition is the latter, which takes a higtati
developmental perspective and focuses on the segsi@f incidents, activities, and stages that anfol
over time in a certain context. Pettigrew points that the aim of a processual analysis is not to
produce a case history but a case study. Basdukedndic that the legacy of the past constantlypeba
the emerging future (cf. Pettigrew, 1997; Sztompk&91), Pettigrew (1990) states that any
theoretically solid and practically useful procedstesearch should explore the context, content and
process of change and dynamics together with thmé@rconnections through time. Cycles of
deduction and induction best characterize the pooesearch (Pettigrew, 1997).

Data collection and analysis

The primary empirical data was gathered througlqgreal theme interviews. Data collection included
30 individual interviews conducted during 2005 &D6. In addition to the interviews, secondary
sources such as notes from seminars on mobile Té ®also used. The paper focuses on the state of
the mobile TV businesduring spring 2007 and offers a snapshot view eflibsiness netmergence
and formation during August 2001 — April 2007.

The discussion on mobile TV during the interview®geeded around the themes that covered
relationships and cooperation patterns betweenrsaaatwolved in mobile TV, their perceptions of
roles and positions, as well as the historic antdréudevelopment of mobile TV. The choice of
informants was based on the principle accordingvitdch the information is best gained through
people involved in the phenomenon under studynt@eees were employees involved in designing
and developing mobile TV services, such as chietative officers, business development managers
and technology development managers. Interviewiagple in different roles adds the richness
needed in studying a multi-layered phenomenon arging business nets. All of the interviews were
audio-taped and transcribed. The research mateaislanalysed with the help of content coding and
theme-based categorising. It was agreed with alcttmpanies that the names of the informants would
remain confidential.

Focal net

The focal net, chosen for this study involves totis related to a mobile TV pilot in Finland. Naki
was the driver and initiator of the pilot and otlaetors were gathered to participate, namely mobile
operators Elisa Communications and TeliaSoneraakthl TV broadcasters MTV3, YLE (Finnish
Broadcasting Company) and Channel Four Finlandwknas Nelonen) and the distributor of radio
and television services, Digita, who during Spr2@96 was awarded a licence to build and operate the
DVB-H network in Finland. Some actors in the Fitmitelecommunications field chose not to
participate in developing mobile TV from the vergdinning. For instance, mobile operator DNA
Finland chose not to participate in the mobile Tiltpdue to its investments in IPTVbut has later
decided to eventually join the development throaghore neutral partner such as Digita. The seven
actors constituting the focal net are briefly ddsent in the following:

Digita is a part of the international TDF group and iEianish distributor of radio and television
services. Digita further develops data communicatietworks and network infrastructure. Digita’s
customers include television and radio broadcastimgpanies, as well as mobile and broadband
operators.

2 Internet Protocol Television means that digitdewision is delivered using Internet Protocol eoger a
broadband network infrastructure.



Elisa Communications formerly known as Radiolinja, was the first compan the world to open a
GSM network in 1991. The company’s main marketnig=inland, but Elisa also has international
operations in Estonia. Elisa focuses on providirgd and mobile services (main focus areas) as well
as Internet services. Elisa serves over 2.4 miltimbile customers (Elisa annual report 2005). Elisa
offers their own mobile TV service in 3G and GPRSworks and viewers can access YLE's latest
news, Urheilukanava (Sport channel), MTV3 Extraldden, The Voice, BBC World and CNBC for
the price of 1,90€/24h. For an additional 1,49€/246 games of Finnish ice hockey league are
accessible. Other programs are available for tlee @f data transmission, e.g. Finnish Idol. Thiada
transmission fee is 4€/month (25 Mb, within natidmarders).

MTV Oy is a part of the Alma Media Corporation and manag@smercial television and radio
broadcasting. MTV is responsible for the natiorf@rnels MTV3 and Subtv. MTV reaches around 3
million Finnish viewers every day (MTV3, 12.2.2007)

Nelonen(Channel Four Finland) is a part of SanomaWSOYéctEonic Media Company, Swelcom.
Nelonen reaches 2.1 million viewers every day (Z0%e viewers live in urban areas) and is ranked
third among the most attractive advertising mediumsFinland (Nelonen, 12.2.2007). Nelonen
specifically focuses on reaching viewers througHhtiple channels and complements terrestrial and
digital TV transmission with transmissions over tikernet and to mobile devices and the value
added services available through these latter mediu

Nokia is the world leader in market share concerning ileaiommunications handset sak@sd is
actively lobbying for making its DVB-H the standdiat TV transmissions to mobile devices. Other
handset manufacturers have joined Nokia behind DN&-H technology for mobile television
transmissions, e.g. Motorola and Lucent. Sonybmitskas signed an agreement with Nokia for
interoperability between mobile TV transmissiorhiemlogies.

TeliaSonera Finland is the Finnish profit centre of TeliaSonera (Swegdand offers products and
services under the Sonera brand umbrella. Teliaddaghe leading telecommunications company in
the Nordic and Baltic regions. TeliaSonera offéxed and mobile communications services as well as
broadband services. TeliaSonera’s mobile subseriberFinland currently amount to around 2.5
million (TeliaSonera annual report 2005). TeliaSaneffers its own mobile TV in its 3G network.
The service is also available in the GPRS and ED@&vorks. Mobile TV costs 1,90 €/24h or
9,90€/month and is available for 19 different melghone models by Nokia. Sonera’s mobile TV
features live streaming of Nelonen, JIM, The VoiBBC World and TV7 as well as the latest news
cast from YLE and the financial newspaper Kauppalgyart of Alma Media). Among additional
services can be found sports events, music viceogie trailers and news e.g. for hearing impaired.

YLE, the Finnish Broadcasting company is Finland’'s jgubkrvice broadcaster. YLE is a major
player in the production of content for TV and mdransmissions and is obliged to provide
comprehensive broadcasting services to all citizemder equal conditions. YLE is financed by
television fees paid by the viewers and operaticgnke fees paid by commercial TV companies. In
2005 YLE's share of daily television viewing was3% (YLE, 12.2.2007).

In addition several other organisations are reltdetthe mobile TV business area in Finland. Most of
them joined in later on in 2006, after Forum Virimmas established during autumn 206%rum
Virium is a cooperation cluster, originated by Digitajs&l Nokia, TeliaSonera, Finnish Road
Enterprise Destfa TietoEnatot, Veikkaus, WM-datd, YIT-Group’ and Finnish Broadcasting

® Finnish Road Enterprise Destia’s business area is the civil engineering sectomauily the planning,
construction, upkeep and maintenance of trafficeswand the traffic environment, as well as relgemtiucts
and services. Destia offers solutions and provedegices to the Finnish Road Administration, oth@rernment
agencies, industry, commercial enterprises, muaiitips and cities.

* TietoEnator is consulting, developing and hosting its cust@hdigital businesses focusing mostly on areas
as banking, telecom, healthcare and forest.



Company YLE. It is focusing on the development awncustomer-driven digital services and
contents. Its partners on the public sector are&Cibheof Helsinki, SITRA (The Finnish National Fund
for Research and Development), TEKES (National fetdgy Agency of Finland) and VTT
(Technical Research Centre of Finland). Forum Wirairole is to act as the neutral matchmaker
between the partners and to organise developménitias with a view to promoting innovation and
creating new business through interaction betwaésrgrises.

Other associations that collect ICT players in &l are calle®imesandRTT. Dimes calls for joint
effort to utilize the results of R&D work for theepgloyment of new services benefiting the national
economy. Companies can become members in the assncby paying a membership fee. Dimes
Association cooperates with the Finnish innovatiwganizations forming an effectively operating
network which can represent the Finnish nationdbracin activities towards European Union
technology opportunities. The Association offersogportunity for mutual beneficial collaboration
within the Finnish ICT cluster and challenges ICtBkeholders to intensified innovation. The
association was established in 2004. The first neemlattending were e.g. Nokia, TeliaSonera,
Teleste, Yle, Finnet and Elisa. In 2006 the assiocishad already over 40 member-companies and
several ongoing projects. One of them is “Rich Me8ervices” including for instance a project that
experiments mobile distribution systems with DVBeHannel and content billing support (Dimes,
22.3.2007). RTT is a non-profit organization thantributes to the research and development of new
radio and television technologies in Finland. Tlagtipipants are Digita, Elisa, MTV Media, Nokia,
TeliaSonera, Swelcom, Teleste and YLE (RTT, 22@3720In relation to mobile TV, RTT has a
“subjective mobile audio-visual quality testingregect in the DVB-H environment, which started in
2004. The research questions for the first projeat related to the selection of audio and videteso
and the optimal bit rates for audio and video ti#gams. During the second project year the targest w
to study the subjective acceptability and qualityaadio-visual content degraded by transmission
errors and the impact of different error control tinoels for the acceptability thresholds and
satisfaction scores. In addition, evaluations ef shbjective quality were done in real usage casitex
and those results were compared to the resultsnebitan laboratory environment. The target of the
third project year is to discover the relative imipaf coding and transmission errors to subjective
audio-visual quality (RTT, 22.3.2007).

CASE DESCRIBTION OF FINNISH MOBILE TV

The context — Finnish mobile communications

The enthusiasms of the Finns adapting to the mqgibitne has been explained by the technology-
oriented nature of the people and the global breakgh of Nokia (cf. Paija, 2001). During the 1990s
Finland has been one of the leading countries ibilm@enetration and today it has reached more than
100% penetration rate. The number of users iniogldab population has been one of the highesten th
world since the breakthrough of mobile phones. Thés been due to progressive legislation,
familiarity with mobile phones already in the N®&ra, a mood favourable to modern technology and
competition waged from the very start of GSM, whalBo has kept call process down. The Finns
have traditionally been keen on developing andrtggechnology, but recent years have taught actors
on the market that e.g. events such as 9/11, tmedring amount of competitors both from within and
outside the traditional telecommunications induysanyd national competition in the form of price war

® Veikkaus is a Finnish lottery for Finnish players. Theyasfjaming entertainment producing each day over
EUR 1 million of lottery revenue.

® WM-data is a part of the LogicaCMG Group and offers |Tvimes and solutions.

" YIT-Group offers technical infrastructure investment and aggk services for the property and construction
sector, industry and telecommunications. Their nmaémket areas are the Nordic countries, the BSkiates and
Russia.

8 Nordisk Mobiltelefon, a first generation mobilehmology standard jointly developed by Nordic indemts
during the 1970s and 1980s.



hamper investments. During the beginning of th& @intury, several operators have been forced to
exit the market for mobile communications (e.g.€PelACN Communications) and consolidation has
taken place both within mobile communications a#l a&the media sector (the TeliaSonera merger;
Swedish Bonnier recently acquired MTV3). Concernthg mobile terminals, several versions of
DVB-H enabled mobile handsets by different equiphtraanufacturers exist on the market, but for
instance Carlsson, Hyvonen, Repo and Waldén (208¢&) that even though technologically advanced
handsets are available apéer seshould encourage users to try out new mobile sesyithe adoption
rate of mobile services has not progressed as ®ge®easons for the Finnish consumers’
unwillingness to use mobile services are the siartosts and the costs of using the services, which
are regarded too high (Carlsson, Carlsson, Puhakainwaldén, 2006). The long price war that took
place between 2003 (when number portability wasothiced) until the end of 2006 has forced
operators to focus on mostly voice and SMS servitbere is thus a need for the Finnish mobile
service market to develop in terms of range of heoférvices and usage patterns. Generally mobile
TV is seen as the needed boost. For instance,lttgpmjects presented below are direct resutisfr
the willingness and need to develop and boost #gen for innovative mobile services and indirectly
regain Finland’s position as the leading countrinobvativeness in mobile communications.

The emergence of the mobile TV business net

Nokia unofficially tested TV in mobile devices ady in 1998 and started developing the DVB-H
technology in 2000 as a technology project, acogrtlh respondent X1 at Nokia. According to Falck
(2004) mobile TV was initially driven by Nokia's tierest in bringing television transmissions into
mobile devices, which was at the time the only medmissing from the terminals. The DVB-H

technology was formally adopted as an ETSI staridartNovember 2004. A number of trials were
commenced in a number of countries, e.g. the UKm@ay and Finland.

Pilot | (2001 — 2003)

The first mobile TV pilot in Finland was executegtiween I August 2001 and*1July 2003, in which
the studied area was how terminals, content andcssr were suited to various user situations
(Sodergard, 2003). The pilot was initiated throagbonsortium consisting of content providers Alma
Media/MTV3 and Sanoma WSOY/Swelcom, mobile opemfbeliaSonera and Elisa (at that time
Radiolinja), telecommunications operator Malibuélieim and terminal manufacturer Nokia as well as
Digita. 81 users had the opportunity to test theise between October 2002 and February 2003 in
hotspot areas in the citentre of Tampere. The aim was to define what kinidterface, content and
service is suited for mobile television and whatdsé of business models are possible. The main
funding besides the seven participating companasecfrom TEKES and VTT. The project was
named “mobile television in fourth-generation netka3 and carried out by VTT Information
Technology and the University of Tampere. The fipilot was however based on WLAN
technology, but important for the evolution of nlebl'V in the sense that it proved the existenca of
demand for such services. Nokia was participatintdpé project merely as an observer and equipment
provider, but was at the same time conducting matlestudies on IPDC, which eventually would lead
to DVB-H based mobile TV.

Pilot Il (2003-2005)

On December 1% 2003, a number of actors joined forces again sigded an agreement of
cooperation in order to test “IP Datacasting” (IPP@hich is a mobile broadcasting technology used
to bring TV-like services to mobile terminals. IP@Gnforms to the DVB-H technology developed by

° The European Telecommunications Standards Inst{&TSI) is officially responsible for standardipat of
information and communication technologies withimr@pe.
%\vireless Local Area Network; also referred to asfiV



Nokia. Actors joining the test were Nokia, Digitmedia companies MTV, Nelonen and YLE and
mobile operators TeliaSonera and Elisa (at thae tiRadiolinja). The agreement covered testing
commercial broadcast services to mobile devicespitot project, with the aim of learning aboutédte
end-user acceptance for mobile broadcasting setvi€#her goals of the pilot project were also to
“support ongoing standardisation work” and to “hant clarify the regulative and spectrum issues for
the planned 4 digital multipleXx* in Finland” (FinnishMobileTV, 15.12.2003). Basilalthe pilot
project aimed at studying the market demand foril@edbBVv services and to clarify the requirements
concerning regulatory and standardization issuesin® spring 2005 (8.3.-20.6.2005), a three-month
mobile TV pilot was implemented in Helsinki, withree main transmitters providing coverage for an
area between the Keha | and Keha Il ring roadseims of device equipment, the Nokia 7710 phones
were equipped with TV receivers and distributed®@ pilot users, half of whom were Elisa’s and
half TeliaSonera’s mobile customers. The pilot deadl the national TV channels and foreign theme
channels, including BBC World, CNN, Euronews, FashTV and VIVA Plus. A small number of
tailored mobile TV services were also developedferpilot. (FinnishMobileTV, 15.12.2003).

The actors involved in mobile TV all viewed the jed as an opportunity that expands their business
activities, rather than a competition between gvalccording to respondent X1 at Nokia, cooperation
has been promoted in Finland to such a degreeathattors see the value in cooperation patterns
across industry borders and among direct and ictdoempetitors. According to respondent X2 at
Nokia the main aim of the cooperation was to eithld new business area, mobile TV. It is thus in
the best interest of every member of the networkotaperate. Cooperation was also a prerequisite for
initiating the project. Related to tH&ilot 11 (2003-2005) announcements on the pilot project were
articulated in the following way “Elisa and Sonear@ responsible for customer service, invoicing and
connections to the new interactive supplementaryics. Digita has designed and built the digital
TV network needed for the distribution of mobile Bdrvices and will manage the network, while
Nokia will develop the mobile TV service managemandl smart phones that can receive mobile TV
broadcasts.” (Nokia, 8.3.2005).

Pilot 11l (Autumn 20062): The Finnish Mobile TV project

The Finnish Mobile TV (FIMTV) project is the thiglot project and organized within Forum Virium
since autumn 2006. According to respondent X3 BaEthe previous pilots and technical projects at
RTT gave Nokia confirmation that mobile TV was ieed a lucrative business area. At this stage
Nokia's focus became global as their pilot studiesarious countries all showed the same results.
Nokia could not invest in the national cooperatmn mobile TV. Thus, Elisa took the initiative to
carry on the project around mobile TV alongsideuRoVirium. A reason for Elisa’s activity was the
fact that since mobile TV would take several yearsme to be established as a functioning market,
the actors involved in previous pilots could caory the cooperation and develop the project further
until e.g. a commercial market is established, iteamrange supporting DVB-H broadened and
copyright issues resolved. Elisa is currently timdy d=innish mobile operator that is investing in
research on mobile services; respondent X3 at Ebsaludes that DNA Finland does not have the
financial resources to carry out research on theit and TeliaSonera’s research currently takeseplac
in Sweden. Sonera acts more or less in the roles#ller of TeliaSonera services. However, all
mobile operators are involved in such organizatiassDimes and Forum Virium, under which
research takes place in cooperation with univessiind institutes with the aim of contributing he t
Finnish ICT cluster. Respondent X3 (Elisa) furtbtes that Forum Virium basically has taken over
the role that Nokia initially had as an initiatandadriver in the cooperation net. Forum Virium is
currently the driving force for the continuing deament of mobile TV. The goal of the project at th
moment is to promote the creation of innovative eateractive services for mobile TV in cooperation
with both national and international developer® (Bigure 2). It should also be noted that the neobil
business net has had clear boundaries duringrtevio pilot phases and the net boundaries arggbei
opened up only in this third pilot, where contenbyiders are invited to contribute to creating the
mobile TV service business area.

1 Multiplex indicates a digital television terresirnetwork.



Forum Virium is referred to as a cooperative bussneetwork that aims at supporting the emergence
and development of new innovative services throzmgperation among members. The members pay
a fee to engage to the net. The cooperation isoofcommercial nature. Each member of the net
decides in time when a service or product is readge commercialised and on which terms. The
commercialization is referred to as the “secondestan the Forum Virium mobile TV initiative and
was started on January, 2007. The first stage included non-commercialpepation among actors
who are members in Forum Virium. All members of érarVirium have the right to use the DVB-H
test network and the year 2006 was labelled asirttesto try and develop infrastructure, solutions a
tests for end-users (Blomberg, 2006a). According.tp Blomberg (2006b) the commercial stage of
mobile TV occurs during 2007 (see Figure 2 belomben several smaller projects will take place,
aiming at creating new concepts for interactivevises. In this stage it is vital that mobile TV g&/a
picture of being more than just a technology. Tineia also to develop mobile TV in general, i.et no
only mobile TV based on the DVB-H technology busaalon 3G technology. For instance,
interactivity and Web26 are features typical for mobile TV. A closer coggi®n with e.g. Dimes
Rich Media Services is planned and VTT has buld\éB-H test network where different technical
applications will be tested during the next fivasse(Blomberg 2006b).
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Figure 2: Development of the Finnish Mobile TV from builditige infrastructure and planning the services to
selling terminals and providing commercial serviteend-users. (Adapted from Blomberg, 2006a)

Actor involvement within the mobile TV business ara

DVB-H technology and terminal development

Nokia started lobbying for the DVB-H technology thg the century shift and managed to get a
number of other handset manufacturers and deveddpehind the technology. After a number of
players were involved on a global level Nokia conéd the development by initiating tests and trials
on national levels. In order to test the technologyts terminals a number of Finnish players were
contacted in 2003 (see Figure 3). These were nattladelecommunications actors and Digita. Nokia
thus initiated relationships with actors who possii® technical resources, i.e. telecommunications
service providers Elisa and TeliaSonera, and acidie possess content resources, i.e. media
companies YLE, MTV3 and Nelonen. Digita, on theesthand, was awarded a license to operate the
DVB-H network and was therefore an important parfoe Nokia in distributing radio and television
services and developing data communications nesaamkl distribution network infrastructure. When
asked when other actors started participating iki&dN® mobile TV pilots, respondent X1 (Nokia)
answered that they came along when Nokia needega#wes, but stressed that the regulator and the
Ministry of Transport and Communications playedyéaroles in defining the environment for acting.

12 Refers to a perceived second generation of Webebasrvices that emphasize online collaboration and
sharing among users.
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Respondent X1 (Nokia) does not consider the ottkarsi roles as “that important”. It must be kept i
mind that Nokia strives at making DVB-H a globathaology standard. The concerns of Finnish
mobile TV are relatively small in Nokia’'s globakategies. The piloting of services in Finland take
place in a very small market and the business dppities can be found, at least according to
Blomberg (2006b), on the global markets.

Mobile operators’ roles in mobile TV are twofold &rhit comes to providing services. Firstly, there
will be free services such as TV transmissions,re/iee role of the operator is questioned, as We T
transmissions are accessible by end-users, witaomiobile operator collecting e.g. service fees.
Secondly, a content or service developer may qffeéd services, such as a package of content, for
example 4.99€/month, which the end-user pays vi& SMobile operators thus cash a percentage of
that fee and the content creator receives theoféle fee. Revenue sharing gives the mobile opeyat

a role as a bank (Respondent X2 at Nokia). Telegpeanators have a natural role for this since they
have the billing connections, needed informatioth tae mechanism is already built.

Mobile TV content and services

Attractive and high quality content is a preregeidior a successful mobile TV service and good
content providers are hard to find. YLE, MTV3 andldhen are the three Finnish content providers
that are considered the most important actors wilenning an attractive commercial mobile TV
service from the end-user perspective (ResponddnatXMTV3), since they are the most popular
channels in traditional TV. Media companies thus gemselves as natural members of the mobile
TV initiative. For instance, MTV3 has expressed ihathe beginning of mobile TV the company is
comfortable with the idea of the mobile operataisrig care of billing and interactive servicesthe
long run MTV3 wishes that end-customers would tbelmselves as customers of MTV3 and that
services and specific channel packages can badevwgnloaded directly from MTV3’'s home page.
MTV3 stresses that in this model the mobile opesatio not alone “own” the end-users. Respondent
X3 (Elisa) states that the goal of all actors imeol in mobile TV is to “own the end-customer” and
that it is very likely that the media companies, icontent providers, will try to circumscribe the
mobile operators in order to reach the end-custsraed establish direct contact. For instance MTV3,
which is a commercial channel, is currently a pB@B actor and has little contact with end-
customers. MTV3 could take a role as a B2C actbegrevit would offer mobile TV content directly to
end-customers (e.g. end-customers download andfeh@se content from the MTV3's Internet site)
and possibly ignore revenue sharing relationshigh mobile operators. However, such a strategy
would become expensive if MTV3 were to bill the engstomers directly, since MTV3 does not have
the required billing mechanisms and end-customirrmation. Building such systems is mentioned
by most respondents to be very expensive and tonstening.Mobile TV is an extension of current
TV channels and MTV3 aims at reaching 30% of mobNMeviewers (Lehto, 2005). It seems like the
users of mobile TV prefer domestic brandgot Il (2003—2005)showed that 75% of audience shares
were dedicated to domestic brands. Sports chaneetéved a 10%, news channels 7% and other 8%
audience share (Kronlund, 2007). According to regpat X3 (Elisa) there is no business for mobile
TV unless the media companies are involved in offecontent; these content providers are thus
considered vital for the success of mobile TV.

Also other actors such as telecom operators ha@ sarempts to develop content formats for mobile
TV, but they gave up after facing problems wittetion licences and content rights (e.g. Elisd). A
the moment the actors are not themselves annouraiggnew mobile TV services and content
developers are scarce. Rather, Forum Virium hdgtied an extended cooperation with research
groups and institutes in Finnish universities aalygechnics/universities of applied science in ortde
create innovative ideas and concepts for mobile R¥spondent X5 at TeliaSonera notes that the
current business net setup means that as long lgstt@nbig media companies MTV3, YLE and
Nelonen are taking part in the planning of mobil¢ The customers will have to wait for innovative
services. The actors simply do not know who wikate new content, such as interactive services.
“Now when we are pushing out standard TV programmeiains that only the old players have sat
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around a table and Nokia has driven this andiit the equipment provider’s interest that the teahi
sells” states Respondent X5 at TeliaSonera.

DVB-H network operation license

The roles of the actors were fixed at tlsm-commercial stage of the mobile TV project, hoit at the
commercial stage (Respondent X6, formerly deplatefimaMedia, MTV3).In terms of role taking
and role giving, respondent X7 at Swelcom mentitias none of the seven actors involvedpitot 1|
(2003 — 2005Nad deliberately tried to alter the value chaid #wus the roles of the actors have not
changed dramatically, which also explains why tbeperation runs so smoothly. At the commercial
stage of the mobile TV project the actors are \dgsly seeking roles which are currently uncleais “A
long as the roles in the commercial stage havéeen articulated, all actors are forced to coop&rat
states respondent X8 at Digita. Digita, as the CWBetwork operator, has a clear commercial role
and acts based on that position. This encouradpes attors to seek new types of roles such asmonte
providers or content packagers (respondent X8 gitd)i

However, the competition over power and contrd i&ct since several actors within the mobile TV
project applied for the licence to build and opertlie DVB-H network. In March 2006, Digita
obtained the DVB-H network licence from the FinniSbvernment. Digita thus became a network
operator responsible for the broadcasting netwndkeadministration of channels. According to Digita,
their role is “to be the network operator and offapacity and services of the network to all servic
providers under equal, fair, and transparent terfNgkia, 12.5.2006). Telemast Nordic, TeliaSonera
and Elisa also applied for the licence. In May 2@gita announced that they had signed a contract
with Nokia to use its DVB-H platform for the sergicThe network was scheduled to be launched on
the ' December 2006. Initially the network covered 25¢4h® population with a coverage area
consisting of Helsinki, Oulu and Turku. Commerciarvices started in the beginning of 2007; the
only service available was Voice TV and Kiss digitadio offered by SBS Finland Oy. The first
content provider in the DVB-H network in Finland svaigned November™7 2006, when SBS
Finland Oy agreed to become the first media compganyent provider for the commercial mobile TV
network.

If TeliaSonera or Elisa would have received thense to build and operate the DVB-H network,
there would have been a significant risk that amyise provider that would want to offer mobile TV
services in a mobile operator's DVB-H network woulalve to do so under e.g. TeliaSonera’s brand.
Thus the service provider's own brand might be ilefthe shadow. The Ministry of Transport and
Communications chose a neutral actor for deployivegDVB-H network for a reason; it wanted to
prevent mobile operators from becoming too powedftibrs in the mobile TV business area. Digita
offers the network capacity and aims at being arakpartner attracting a large number of service
providers that sell their services under their dwands (see Figure 3.). Digita has thus takenlka ris
since it has to invest millions of euros in builgithe DVB-H network. Respondent X3 (Elisa)
speculates that if a mobile operator would haventseearded the licence, it would have been likely
that Digita would have still been the one buildthg network due to the fact that Digita possedses t
competence, resources and knowledge to do so. Howevsuch a case Digita would have acted in
the role of subcontractor to the mobile operatdding the license. The mobile operator would irs thi
case have shared the risk of investment with Digita

Figure 3 illustrates the relationships betweendattors in the Finnish mobile TV business area. The
seven main actors participating in test pilots walso included to the initiators of Forum Virium,
which in turn has contacts with partnership orgatons VTT, TEKES, SITRA and City of Helsinki.
Dimes and RTT are the other two test forums for ikeobV in Finland. The types of the relationships
are divided into buyer-seller, R&D and revenue sigarelationships. These seemed to be the most
important ones according to the interviewees. Thstmommon roles of the actors in the emergence
and development of the mobile TV business areaillusirated with colors. The same actor can
possess a number of different roles, but these ther@nes recognized as the most common among
the main actors from the mobile TV net emergenckdavelopment point of view.
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Figure 3: The focal actors’ roles in mobile TV

CASE ANALYSIS:

Establishing roles and positions in a new emergingusiness area

According to Moller and Svahn (2003) networks eredfgough three phases, (1) exploring for future
business, (2) mobilization for applications and f®bilization for dissemination. These phases all
have their specific characteristics. The phasesirdaezlocked and overlapping in nature, which is
symbolized by the over-arching ellipses in Figur&dBe mobile TV business net has developed and
emerged similarly to the stage model developed Iijéviand Svahn (2003). However, Moller and
Svahn (2003) do not discuss change dynamics instefmole and position and how they affect the
emergence of business networks. In the early ptiessearch of new business opportunities led to
Nokia’'s need to link resources, competences aratsatt the development of the DVB-H technology.
A business net was formed in order to develop reobif as an application and a mobile service. On a
global level Nokia leads now the struggle concegrstandardization, while the other net actors are
coping with e.g. interactive service developmemtrfmbile TV, not to mention unsolved copy rights
and licence agreements. The business net is aboenter the third stage, where markets are
developed and a number of separate nets are beiated, mostly in connection to research institutes
at universities and polytechnics.
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Figure 4: Development of Finnish mobile TV business area.

First phase

The emergence and development of the businessaieptace on the initiative of Nokia. Nokia was
the one who started the development of the DVB+4titelogy, on which mobile TV in Finland lies.
According to Moller and Svahn (2003) it is usudilyns that are carrying out their existing busiresss
through well-established networks that make upethdy emergence landscape. Most of these early
actors are also engaged in incremental, local tdog development activity aimed at improvement
of their products and business processes. In dodétokia to further develop and test the technglog
a network of competence had to be built. In terfmf@cognizing possible partners Nokia did not seall
have many choices: mobile operators which own theiwork infrastructure amount to three in
Finland and media companies are fixed in three sarfpe selection process did in other words not
take place on a national level, but might have bten case on a global level from Nokia's
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perspective. Competences in the field of mobile moimications were thus found with the mobile
network operators TeliaSonera and Elisa. Nokiadwagperated with the mobile operators in Finland
since the beginning of mobile communications. DNAl&d was, as mentioned earlier, not interested
in mobile TV since its parent company Finnet isviiganvesting in IPTV. Other actors involved in
various pilots, such as VTT played a role as fedirs, as they, for instance, set up a test n&tevod
were able to conduct initial consumer tests. Dimeted in the role of a “competence pool”. Various
actors are connected to Dimes and when opportuisgs and one needs special resources or
competencies, Dimes has the resources to actietati@onships or link actors to each other.

Mobile TV was initiated at Nokia as a technologyntuee with the aim of studying technical
feasibility and determining whether mobile TV ixancept that actually works. The first pilot (see
Figure 4),Pilot | (2001-2003) was therefore technical in its nature. This psdetved as a sense
making process, where the actors involved weradry® form an understanding of mobile TV and the
opportunities it offers in terms of business. Thiscess is always influenced by the fact that each
actor has a specific view of the emerging oppotiesiwhich are based on their own specialization
and technology base and a position in the ememgtgork (Mdller & Svahn, 2003).

Second phase

The second pilotPilot 11 (2003-2005) was of non-commercial nature; however, with tima af
investigating whether there is a demand and a rhddkemobile TV services. When entering the
second phase in Figure 4 by Mdller and Svahn (2088)aim was to find out if the concept was
financially viable. According to Méller and Svah2003) the core issue in the mid-emergence phase is
how to turn a vision in an articulated technologaancept into a realized business. The RTT’s neobil
TV project (2004-20073hows the continuum of technical investigations tuad it is still at this phase

in the interest of all actors involved that thehtealogy development functions smoothly. Issues
resolved in this stage concerned e.g. sound andgreiquality.

In the initial stages of business activity it hasbe decided how things will be done. Successful
Mobile TV business requires terminals, network aadtent, which is vital to function for any service
or product. Moller and Svahn (2003, p. 19) statat tthis demands “[...] several interlinked
networking capabilities. Actors who will have impanmt roles in the emerging network must first be
identified and then these actors must be convinédde liability and earning potential offered ket
new business, and finally, an architecture andriasgdion for network collaboration must be credted.

In March 2006, Digita obtained the DVB-H networkdnce from the Finnish Government. Digita
became therefore a neutral partner and DVB-H liedmslder, with whom Nokia now has a buyer-
seller relationship in the mobile TV business mdtthis time the technical part of the mobile TV
business was almost complete. During the same earm Virium’'s Finnish Mobile TV project
(2006~>) was started in order to resolve mobile TV cont@antent, in the field of media, was found
with YLE, MTV3 and Nelonen. The mobile operatorsrav@ware of the fact that without the media
companies there would be no mobile TV, since erslezuers demand the type of content the media
companies can provide. Thus, external forces, sicltustomer demand, determine in a way the
composition of the business net: as long as nonaltiwe content providers exist, the current media
companies which are net members are vital for theness net and the development of mobile TV
service markets.

Third phase

TheFinnish Mobile TV projecf2006>) continues and a number of new relationships stabéished

and activated, as the development of the mobileblisiness area is now entering the third phase (see
Figure 4), where both technical and financial fiowwhg is tested. At this phase, also, the
development of the content side continues, i.ea@thg content developers, providers and packagers
According to Moller and Svahn (2003) this phaseesents the transition to market competition from
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a situation of pre-market competition. The emphéasisn the creation of a highly-effective demand-
supply value system by exploiting the specialigtatalities of a variety of component and service
suppliers and distribution channel members. Siheeetmphasis has so far been on co-development
activities, but assembly and distribution actiatieequire capacity derived from strong coordination
capabilities, this may require reorganization @f tiet.

After Nokia came to the conclusion that the techgglfunctions properly, their focus has been laid
on global markets. As it became apparent that doperative business net established in Finland was
not in the direct interest of Nokia to develop fant, Elisa took the initiative to organize further
development projects and pilots within the Forumiufi cooperative business network. Elisa will be
the driver of the mobile TV as long as the comnarsiage has not been fully reached. Nokia is still
part of the development, but in a lesser role. fBoe that Nokia sees the cooperation around mobile
TV in Finland as temporal is worth noting. For arste, Ahola (2003) proposes that temporary inter-
organizational networks exist only for the duratioha project at hand and names this a project
network. He (ibid.) further states that projectwmrks are short termed. The relationships are not
completely terminated, but are rather left “dormaarid activated again when needed. In addition,
Hadjikhani (1996) mentions “sleeping relationshipg’hich are labels for such relationships which
suffer from discontinuity in e.g. selling. This especially true for project marketing or project
networks. Dimes, as an association, is also a gaathple of dormant or sleeping relationships which
can be activated when the need for specific reggumr competencies arises. Similarly, Skaates
(2000) discusses discontinuous relationships; ich ssituations where business activity has been
terminated social elements may remain (Havila & RMBon, 1997). Structural and economic
elements of the relationship are not present inahg-term in such situations.

In a study conducted by Sodergard (2003, p. 88¢mxpterviews revealed e.g. that all the actors in
the business net will try to make “their piece loé take” bigger compared to their current size and
broaden their field of expertise to include norditianal core functions. Sodergard thus draws the
conclusion that the actors in the business net make on other actors’ roles. He (ibid.) also fdun
that if there are to be conflicts between the actotthe mobile TV business net, they will mosehk
concern frequencies and distribution networkshindurrent business net set-up it is quite evitteait
TeliaSonera and Elisa are direct competitors ontaral, and the three media companies or content
providers MTV3, Nelonen and YLE are competing wihch other on the other hand. What is
interesting in this context is the fact that a gyle for the end-customers exists between the mobil
operators and the media companies/content providéss role of the media companies as content
providers has been established through the pildlies, which show that the consumers want to watch
the content provided by exactly these media congzariihe mobile operators, on the other hand, are
in a position where they control the contact ireteef to end-customers and are equally important for
the media companies if they wish to broadcast oblanihrough alternative media. The only neutral
partner is Digita, with a return on investmentrfrastructure in mind. If one takes a look at mebil
TV transmitted via the 3G mobile network, the it is different: mobile operators own the 3G
mobile networks and media companies own the conkéabile operators produce no or little content
themselves and are thus dependent on the mediaaciasgin order to provide mobile TV services in
the 3G mobile network. The media companies neeedsado the 3G mobile network. This means that
mobile operators and media companies have agreeexdmanging resources and establishing a
mutually beneficial relationship leading to a witnvgituation for both parties. Concerning the DVB-
H network the mobile operators and media compastigsd in a direct buyer-seller relationship or,
possibly, revenue sharing relationship.

Henders (1992) notes that a position cannot exist i1 is created through the interaction of astor
and their resources in networks. The mobile TV mess net in Finland illustrates the search forsrole
and positions in order to create a new businesg; dveth the business net and the market are
emerging. Through this process the roles and positare being established. Even though roles were
more or less predetermined based on the core cenyext that each actor possessed, they are far from
being fixed. The real competition is still going,are. the competition for the contacts to end-
customers. According to Bengtsson and Kock (1988pmpetitive relationships indicate that power

16



and dependence is equally distributed among thepetitars (actors) based on their positions in the
business network. The goals of the actors arevsliéo be similar and can only be achieved through
business (acquiring resources) with the same blry¢his case, both mobile operators (if they wish
offer their own mobile TV services) and the medinpanies have to do business with Digita. The
roles might be somewhat clear at this phase iml¢évelopment process, but the positions in the reet a
not yet fully established. Positions are viewedcassequences of prior activities (cf. Johanson &
Mattsson, 1985). Positions also reflect the cunudanature of networks (cf. Forsgren, Héagg,
Hakansson, Johanson & Mattsson, 1995) and balateeebn past and future (Easton, 1992). Future
actors, such as new content developers, may chaegset-up of the net and affect the positions of
existing net members.

DISCUSSION AND CONCLUSIONS

The aim of the study was to describe how the nesinegs area of mobile TV has developed in order
to create understanding of its emergence and fawm#trough interaction between focal actors. The
case offers an interesting perspective on the metrgence process including both cooperation and
competition. In this case, net formation provided apportunity for the focal net actors to create
understanding of a concurrently emerging markethew business area, mobile TV. As the net
emerges, actors in the net are seeking the mosttive positions and roles to act in when a
commercial mobile TV service market is establishétie fact that media companies see an
opportunity to bypass mobile operators as the cotaend-customers indicates a fight over power
and control. All the focal net actors have a gaal‘dwn” the end-customers in the mobile TV
business. The competition is at its most fiercevbenh media companies and mobile operators.
Several respondents speculate about the fact itheg the actors originate from different industry
areas, they might have difficulties in finding avomon language. They thus also have different views
on the future positions within mobile TV businessaa The fact that mobile operators are now driving
the developmental work on mobile TV under the led&orum Virium and encouraging service and
content development may tell us that the mobileratpes are establishing their position as the end-
customer contact interface further by becoming tegsendent on the media houses, which currently
are the only content providers in mobile TV. Thewpo of YLE, Nelonen and MTV3 will be
diminished if alternative content providers appaad manage to offer services that align with thi en
customers’ preferences. The position in the nétus coloured by a struggle over power and control
over the actors and their resources. In the wor&kates (2000, pp. 9-10), “Within a given fieletth

are power struggles, due to actors’ desire to erdmtinction. Actors struggle to possess as large
portion of the qualities that other actors in theddf view as desirable as possible”. However, the
struggle is not necessary of evil; Gaddeal (2003) point out that the more the actors trinftuence
one another, the greater is the potential for dgprakbnt. The fact that actors try to influence and
control each other constitutes the driving forcerfet development and this may become beneficial
for the market/business area creation processrnierge Henders (1992) also notes that positions are
constantly changing, which indicates that the essmet developed around mobile TV is constantly
changing and evolving — at least until its dispmrsi

Nokia is not the only actor that is deliberatelyniig to exit the cooperative mobile TV business net
when a functioning business area is established; aher net members see the net cooperation as
temporary or on a project basis, where everybody itheir own as soon as a commercial market is up
and running. The pre-commercial stage in the dewedémt of mobile TV is characterized by
cooperative development projects and net formatibareas the commercial stage involves each actor
offering their own services under their own branéllso, after mobile TV is commercialized each
actor may not have the resources to carry on tlsparative development within the net, since it
becomes evident that resources need to be reatboatproducing and delivering competitive mobile
TV services. Halinen and Tahtinen (1999) mentiomieal relationships, where both actors prefer to
operate independently or with someone else, butnateable to do so. Thus, dissolution of the
relationship is desired and wanted. Duck (19813l#isthes the notion of episodic relationships. They
are created for a certain purpose and/or time gaaimd thus dissolve when they have served their
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purpose or the time period has elapsed. The rakitips in the case net may be based on previous
exchange relationships, but were established wihotution possibility in mind. Only Digita has
achieved a clear position where it can establigiebgeller relationships with net members. However,
even though the case has characteristics of progetorks and discontinuous relationships, it does
not imply that the relationships and links betwaehmembers will dissolve after the business asea f
mobile TV services has been created. The nature mationship may change or the relationship
might become dormant only to be activated laters lalso possible that the cooperation activity is
shifted to another level, but our data does natgass to draw conclusions on what happens afer th
commercial mobile TV services are launched.

Net emergence is a process and in the case dabdnilibis paper, it has a goal to establish a new
business area, mobile TV. Network cooperation &dfore required in order to create mobile TV
business. The fact that mobile operators have takethe role as drivers of mobile TV development
gives them a position from where they are abledtemhine or at least guide the direction of the
business area expansion. In this case, the mgbdmtors are leading the net towards the birtheaf n
content providers and service developers. This rscpartly because only Elisa is able to invest in
research and development of mobile TV at the mojreerd partly because of the wish to diminish
their dependence of media companies YLE, MTV3 aatbhén.

Thus, by taking the industrial network perspectimeemerging networks and analysing the case study
of Finnish mobile TV, we arrive at a number of Kidings:

« The INA literature has not traditionally been comesl with establishment of a new business
area, but the case indicates that it is possilstutih acting in and forming cooperative nets.
As Modller and Svahn (2003) points out, this is esuly true in technology dependent
industries, where service development often steam idvances in technology.

« An actor in the role of an initiator in cooperatiradationship and business net formation, as
Nokia in our case, is required to determine whiompetencies, resources and actors are
required in order to form an economically lucrativesiness model and cooperative nets,
bearing the business development in mind. Thisonas comparable to description of the pre-
commercial phase of business net development sigghleg Moller and Svahn (2003).

* Modller and Svahn (2003, p. 12) points out that eaddior has a specific view of the emerging
opportunities which is based on his own specidbnaand technology base and a position in
the network. The net position where an actor hawrdrol over the contacts to the end-
customers seems to be the most sought one in jpigvidobile TV services. For example
MTV3, as a commercial content provider, would ligesecure its revenues with end-customer
contacts, since the income from advertising in rieoBV is still a question mark. MTV3 is
currently relying heavily on B2B revenues in thenfoof advertisement. The lack of end-
customer information and billing addresses and msisims, however, makes this goal
difficult and expensive to reach for a content jmlev.

* Modller and Svahn (2003) do not consider the surdowm context in their model of emerging
networks. The mobile TV case shows that exterr@bfa influence the formation process and
composition of the net. Firstly, issues related¢dapyright threaten to dissolve the mobile TV
business net unless agreements are reached. Secthvedhet actors have to a large extent
been determined by end-customer preferences. Tindgray of media companies as content
providers cannot be neglected by other net membbesroles of media companies as content
providers are required in order for the net to teXisr example if a popular content such as
MTV3's is not shown in mobile TV, end-users havevéo interest to start using mobile TV
services. Thirdly, the context is determined by the curremtucure of the mobile
communications market in Finland, which is chanazgel by low investments, a narrow range
as well as low usage of existing mobile serviced #ne incapability to carry out R&D in-
house and independently from other actors. Thues sthrounding context puts pressure on
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actors to produce innovative services and boostribieile communications market, but none
of the actors are capable of reaching results ein twn. Cooperative patterns are therefore
required and nets/networks are established on parfdf. discussion on strategic nets by
Moller and Svahn (2003)).

e Modller and Svahn (2003) do not discuss internaldygiamics in terms of change in role and
position as an influencing factor for net formatidime mobile TV case shows a struggle over
roles and positions which link the actors closetht® end-customers. Actors are seeking their
roles and position in relation to their existingahilities as well as future capabilities (such as
e.g. MTV3 being a B2C actor in the future, or melmperators becoming content producers),
a process which is not given deeper thought in Ntidler and Svahn (2003) model of
emerging networks.

* The mobile TV business net in Finland can be chearaed as a “project net” (see e.g. Ahola
(2005), short-termed and with the purpose of beiisgolved, according to our interviewees,
when a commercialized mobile TV business area bas Ibeached. This view is opposite to
prevailing research on business nets and netweithish emphasize long-term commitment.
Cooperative relationships in project networks astaldished and maintained as long as the
project has not reached a fully commercialized estag@. a market for mobile TV has been
established. Dissolution does not necessary mearin@ion of a relationship, but the nature
of the relationship may change or the relationshight become dormant only to be activated
later. Actors do not have resources for researath @evelopment, while focusing on
production and distribution. As Méller and Svah®@3) conclude, they have to be able to
shift their emphasis from R&D to the creation of efficient dissemination net. They must,
however simultaneously maintain their R&D capapiind be prepared to start new research
projects. In our case, Forum Virium, Dimes and RiFd interest groups for technology R&D,
which can be activated when resources for new relsgaojects are needed. All of the actors
in the mobile TV net are members in these groups thns pool their R&D resources
together. Moller and Svahn (2003) do not take kimsl of interest groups and project bound
activities in consideration in their study, but ocase clearly shows that they have a
considerable impact on new business net emergarntéoamation. Thus, the importance of
other business nets for a focal net as well agdlaion between them should be discussed
and included in the network emergence model preddnt Moller and Svahn

Limitations of the study and suggestions for furthe research

There are a number of research limitations in shusly that give rise to future research opportesiti

As the study is context-bound, the analytical geliwations are likely to prevail only in the spécif
context of mobile TV business. The study was cotatliin Finland, where commercial mobile TV
services are a relevant issue at the moment. Ttheméde commercial mobile TV services will be
launched during 2007. Future research could welisoon emerging networks and changing roles and
positions in the other technology-oriented busirfedds, with a view to identify the challenges and
driving forces that are typical for other conteXtarther research is needed, in particular, to lerthle
effects of various inter-organisational alliances @ooperation on the process of an emerging net to
be assessed. Future studies could investigate htmssaearlier cooperative interactions support the
net formation and affect on emerging roles andtjpmsin a new business area. Relationships between
actors in Finnish mobile communications busineds aee characterized as dormant and activated
only when need arises. Also, according to the meoliV case, relationships are said to be
disseminated when mobile TV reaches a commer@gkestwvhich raises questions on the nature of the
relationships between mobile communications act®tse importance of social relationships in
emerging networks thus deserves more attentionallifzingiven the challenge inherent in new
technology emergence, it would be interesting tosaer how organisational structures support or
hinder the actors in seeking lucrative and suitgblkgtions in the future business area.
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