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ABSTRACT  

This paper is part of a larger report which proposes a methodology to measure the efficiency of 
games on mobile devices in order to produce a strategy proposal for TV2 Interaktiv, a 
company in the portal provisioning sector. To facilitate this, the foundation of this proposal, an 
industry analysis was conducted in order to take advantage of the different companies in the 
industry. The industry analysis is divided into two: (i) a description of the players in the 
industry, their mutual interactions, and the added value they present, and (ii) an analysis of the 
competitive environment of the portal provisioning sector of the industry. Finally it is 
concluded whether the industry is a preferable industry to do business in, and what should be 
done to achieve the best possible strategic position in the industry.  

1 INTRODUCTION 

This paper emerged out of a desire to discover what lies behind the need to play, and how the 
digital gaming industry will possibly be able to make use of this knowledge in order to develop 
gaming further. 
 
The computer gaming industry has faced a striking development in recent years, and the 
industry has grown from being insignificant to becoming a mastodon in line with the 
development of gaming devices: 
 

“By 2003 gaming will generate $17.5 billion in annual revenues worldwide” 
- Leavitt (2003) 

 
Furthermore, digital entertainment faces immensely positive prospects. Leavitt (2003) in fact 
claims that “80 % of all mobile users in the US and Western Europe will play mobile games at 
least occasionally”. This will make the mobile gaming industry the new flagship of digital 
gaming. However, some industry observers argue that, “the lack of a proven business model, 
as well as mobile devices’ resource and technical limitations, may prevent wireless games 
from attaining widespread popularity.” (Leavitt 2003) 
 
For this reason, the feasibility of trading with mobile games also has an importance in the 
rationale for engaging in the mobile gaming industry. Therefore this paper provides an 
overview of the mobile gaming industry in Denmark. This is done in order to present some of 
the opportunities which can be taken advantage of as a player in the industry.  
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2 INDUSTRY ANALYSIS 

In this chapter mobile game production is surveyed from the origin of the game idea to 
marketing the game. The involved actors are described and assessed on basis of the value they 
contribute to the process. The industry analysis will reveal the aspect of competition in the 
industry and show how companies can make a feasible use of the actors in the industry. 

2.1 Methodology 

The industry chart introduced by Hussey and Jenster (Hussey et al. 2000) will be the backbone 
for this analysis, because the model gives a broad, general overview of the industry which is 
what is needed to provide an empiric basis for the rest of this thesis. The model shows all the 
players in the market on one figure, giving a visual picture of the industry. This gives the 
opportunity of overviewing complex situations on just a few pages (Hussey et al. 2000). A way 
to enhance the general view presented by the industry chart is to write key information in the 
boxes representing the different companies. 
 
The high information level can make it slightly confusing, and the mutual interactions between 
the companies in the industry can make the diagram look complex. To compensate for this, I 
have connected the industry chart with a value chain in order to show the flow through the 
industry chart. This results in a less confusing chart because of the obvious flow shown by the 
value chain. 
 
The model cannot stand for itself; it has to be accompanied by additional explanations or 
appendixes (Hussey et al. 2000). To comply with this requirement, each of the stages in the 
value chain is explained on the basis of the industry chart. 
 
Considering the advantages and disadvantages of the industry chart presented by Hussey et al. 
(2000), it is concluded to be a valid framework when employing the compensations mentioned. 
Therefore the industry chart is used in the following industry analysis. 

The Value Chain 

Choosing the right value chain for the industry analysis is not easy. From the first value chain 
introduced by Porter (1985) many new models have been invented.  
 
I shall use the value chain presented by Booz Allen Hamilton (2003) showing the value added 
in the mobile entertainment industry, because no value chain covering the mobile gaming 
industry has yet appeared. Since mobile games are subordinate to mobile entertainment1, the 
value chain by Booz Allen Hamilton (2003) has been found to be the most appropriate of the 
ones considered. The value chain is shown below. 
 

                                                      
1 Mobile entertainment covers games, jokes, horoscopes, films, cartoons, chat and other amusing 
services for the mobile device. 



 

Page 3 of 17 

Content
Origination

Billing & Collection
Customer Care

User Interactivity
Provisioning

Mobile
Delivery

Portal
Provisioning

Wireless
Application Service

Provisioning

Publishing /
Aggregation

Application
Development

 
Figure 1, Value Chain of the Mobile Entertainment Industry 

The following contains a brief description of the stages in the value chain above, based on the 
whitepaper presented by Booz Allen Hamilton (2003). 
 
Content Origination is where the original content is created. This could be brands, themes or 
characters used in mobile games. Firms who inspire to new games are placed in this category 
and include firms like Disney and Hollywood. These firms inspire programmers to develop 
new game applications containing special characters or themes inspired by films or comic 
strips. 
 
The Application Development is produced by programmers with expertise in creating games 
for mobile devices. This technological expertise could be specialised firms or technical 
departments in larger firms.  
 
Publishing and Aggregation applies to the group of companies who gather different gaming 
services for mobile devices into groups of games and then sell these packages of games to the 
Portal Provisioning companies. 
 
Wireless Application Service Provisioning applies to the firms operating the platforms of 
mobile gaming. These would be firms who maintain the portals for downloading or playing 
mobile games.  
 
The companies in Portal Provisioning provide the interface where customers can purchase 
games for their mobile device. Companies who offer this kind of service have a site, where the 
customer can download or play mobile games.  
 
Mobile Delivery companies are responsible for making data transmissions possible. In 
Denmark all major telephone companies have their own mobile transmitters supporting this 
data communication. The mobile delivery sector also includes companies who facilitate the 
processes dealing with delivery of the mobile services. 
 
User Interactivity Provisioning companies are where the mobile devices are designed and 
produced. These companies are responsible for the hardware and operating systems in the 
mobile devices.  
 
Billing & Collection Customer Care are the companies responsible for customer care and 
billing. In Denmark this task is carried out by the mobile network operators. 
 
According to Porter (1985) the classic value chain analysis takes one product and analyses it 
from beginning to end through the value chain. In each step, the value added is analysed and 
aimed at deploying a competitive advantage. In this industry analysis, several product chains 
will be analysed simultaneously. This is due to the combination of value chain and industry 
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chart. Therefore added value will be analysed for each firm, and not for each step in the value 
chain. The only exception from this is the Portal Provisioning part of the value chain. Here the 
value added is seen as a total for that part of the industry (Porter 1985). This is because of the 
lack of differentiation among the players in this part of the market. 

2.2 The Industry Chart 

One way to describe an interorganisational network is by characterising its members. This is 
done by using the industry chart presented by Hussey et al. (1999). In Figure 2 the industry 
chart for the mobile gaming industry is shown. Each of the groups in the value chain is 
described in the following parts. 
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Figure 2, Industry Chart for Mobile Gaming in Denmark 



 

Page 6 of 17 

Content Origination 

Content origination could, as earlier stated, be companies such as 
Hollywood or Disney, who give inspiration to mobile game 
developers. Inspiration is not just limited to one geographical area, 
since films, cartoons, books, and other original content are traded 
across borders all over the world. A wide range of firms can thus be 
pointed out as “Content Originators”, since inspiration can come 
from everywhere. Hollywood and Disney can be pointed out as some 
of the large content originators, even though they find their 

inspiration in legends, fairytales, historic narratives etc. A more detailed list of content originators 
could be: 

- Disney 
- Hollywood 
- Sports 
- Authors 
- Old-fashioned analogue games 
- News channels 
- Everyday life 
- Minorities 

Application Development 

As shown in the industry chart, six companies are mainly responsible 
for the application development of mobile games in Denmark. These 
companies are Cellpoint, SMS A/S, Certus, Responsfabrikken, 
Realtime.dk and Sandager Small Games. Even though they are all 
application developers, four of the companies prefer to buy their 
mobile games from freelance programmers either in or outside 
Denmark. These companies are Cellpoint, SMS A/S, 
Responsfabrikken and Realtime.dk (Appendix B). Often the games 

are developed in cheaper parts of the world, such as the Far East. 
 
Besides the six companies mentioned above, there are several international developers who 
provide applications to the Danish aggregators. One of these development companies is the 
English company Macrospace. The Norwegian company Telitas also develops applications and 
sends them to the Danish subsidiary of Telitas (Appendix B). 
 
The companies in the application development sector add different value. Certus, a smaller firm 
placed in Odense, Denmark, produces a unique gaming platform for multiplayer games. The 
special factor about this platform is that it can be reached from different technology platforms 
through different interfaces. So a player playing from his mobile device could play against a 
person sitting at his computer accessing the same game through the Internet. 
 
The value added by SMS a/s is that they use a good deal of resources to know what the users 
want, and then deliver it through ordinary channels such as SMS. SMS a/s has specialised in ring 
tones, screensavers and single-player games.  
 
Sandager Small Games is a small firm which develops Java games for mobile devices. The 
developers at Sandager Small Games have a long-time experience in developing games, since 
they started programming games for the Atari platform. This gives Sandager Small Games an 
advantage in experience, because they know which game elements work. 
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Realtime is a company in the TDC group. They develop and buy games with community spirit. 
Fulfilling the community mentality, the games are character based, and can be played 
individually or in connection with tournaments. 
 
Cellpoint is a company which has merged together with MobileFX. While MobileFX developed 
Java games, Cellpoint was into location based services, such as personal alarms and surveillance 
on the mobile phone. Combining efforts they can develop games with location based elements. 
 
Responsfabrikken states that they have the most attractive games for mobile users, which makes 
their products stand out. Responsfabrikken develops games for special commercial purposes for 
their customers and have games for SonyEricsson mobile phones as sole provider. Usually they 
buy games from developers outside Denmark and bundle these before selling them. This leads us 
to the next step in the value chain: “Publishing and Aggregation”.  

Value Added 
In Table 1 the value added by the different application development companies are shown. 
 

Company Benefits 
SMS A/S - Develops services to meet customers’ present 

needs 
Sandager Small Games - Long standing experience in game developing 

for different platforms 
Cellpoint - Specialised in location based services 

- Special concepts in entertainment and games for 
the mobile platform (e.g. Phone Star Karaoke 
and Jukebox) 

Certus - Has a unique multiplayer gaming platform for 
casual games. 

Responsfabrikken - Develops services to meet customers’ present 
needs 

- Develops games for SonyEricsson mobile 
phones 

Realtime - Develops games with community based content. 

Table 1, Benefits in the Application Development Sector 

Publishing and Aggregation 

Certus bundles its games to its gaming platform, making sure that 
only their games can be played. In this way other competitors are 
kept away as Certus makes its own standard. 
 
SMS a/s sells mobile games as mentioned before. The company 
bundles its product in one large interface, which the portal 
provisioning companies can use. This is seen on the Internet, where 
companies who buy the service from SMS a/s all have the same 

webpage when dealing with mobile games, ring tones, screensavers from SMS a/s. 
 
Responsfabrikken is a similar company bundling games and selling these on to firms who offer 
the services to their customers. As shown in the diagram, Responsfabrikken sells its bundle to 
mobil.tv2.dk. 
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Sandager Small Games is also in publishing and aggregation since it aggregates games from 
smaller Danish development firms and collects them in larger product portfolios. In this part of 
the value chain, Sandager Small Games has the advantage of a large distribution network. They 
also have a sales unit which is preferable for the smaller development houses. 
 
Telitas is the Danish division of the larger Norwegian company with the same name. Telitas has 
specialised in digital mobile services, which could be Java games or even Java applications. The 
games are delivered from the parent company in Norway or from Sandager Small Games. 
 
Also Cellpoint and Realtime are part of the publishing and aggregating sector, contributing with 
their own developed games; games similar to those from Telitas and Responsfabrikken. 

Value Added 
The value added offered by the different publishing and aggregating companies is shown in Table 
2. 
 
Company Benefits 
SMS A/S - Has a large distribution net, distributing the same 

games to many portals. 
Sandager Small Games - Knows which gaming concepts work based on 

experience. 
Cellpoint - Special concepts in entertainment and games for 

the mobile platform (e.g. Phone Star Karaoke and 
Jukebox). 

- Specialised in location based services. 
Certus - Specialised in casual gaming on the mobile and 

Internet platform. 
Responsfabrikken - Supports games for SonyEricsson mobile phones. 
Realtime2 - Offers games with community based content. 
Telitas - Standard product, but good service. 

Table 2, Benefits from the Publishing and Aggregation Companies 

Wireless Application Service Provisioning 

Certus covers this sector of the industry with their especially 
designed platform, this product is unique because of its ability to 
control users from different platforms playing against each other. 
 
SMS a/s, Responsfabrikken, Telitas, Cellpoint, Sandager Small 
Games, and Realtime are capable of providing the hosting service for 
their mobile games. In this way, users are able to download games 
from these companies. This is done through the portal provisioning 

firms’ interfaces. 
 
Tele Group Europe supports games and applications bought from other companies, e.g. Sandager 
Small Games. Tele Group Europe then sends the information on to their own portal sms1919.dk. 

                                                      
2 Based upon Realtimes webpage www.realtime.dk 2003-11-05 18:38 
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Value Added 
The value added shown in Table 3 are all contributed by the wireless application service 
provisioning firms. These firms are responsible for the technical platform from which the games 
are delivered or played. 
 
Company Benefits 
SMS A/S - Specialised in supporting ringtones, logos and Java 

games. 
Sandager Small Games - Support a wide range of Java games. 
Cellpoint - Experienced with location based services. 
Certus - Unique multiplayer gaming platform, where 

players can use mobile devices or computers to 
access the games. 

Responsfabrikken - Many platform opportunities; WAP, SMS, MMS 
and web. 

Realtime3 - Supports games with community based content. 
Telitas - A number of foreign departments opens the 

possibility for offering services abroad. 
Tele Group Europe - Good at supplying advanced mobile solutions such 

as “mobile intranet”. 

Table 3, Benefits from the Wireless Application Service Provisioning Companies 

Portal Provisioning 

The number of companies in the portal provisioning sector is a lot 
higher than the fifteen shown in the industry chart. The reason for 
choosing these firms is that their primary products are mobile games 
and services. The companies which are not covered in the industry 
chart are newspapers like “Ekstra Bladet” and “BT” or TV-stations 
like “TVDanmark” or “Kanal København”.  
 
A main reason for the high number of portal provisioning companies 

is the low entry barriers. The low entry barriers are the result of there being no need for special 
technical skills for entering the sector. The only important issue for companies is their relation to 
other firms in the value chain. Good relations with the “Publishing and Aggregation” and 
“Wireless Application Service Provisioning” companies are needed to provide the game services 
to the customers. The portal company also has to rely on the companies in the “Mobile Delivery” 
to be able to deliver the services to the customers. The only real thing which is required is an 
efficient webpage or marketing campaign, so the users is aware of the products. The primary 
products from the companies in the portal provisioning sector are web pages where the customer 
can purchase mobile games.  
 
The firms “smsbutikken.dk”, “123sms.dk”, “smspost.dk”, “mobil-spil.dk”, “arto.dk”, “spil-mobil-
spil.dk”, “coolgame.dk” and “ahot.dk/mobil” are all in the Portal Provisioning category feeding 
of SMS a/s. A quick look at their websites shows that they all have the same supplier of mobile 
services, and therefore do not differentiate a great deal from one another.  
 
SMS a/s has its own webpage, where it offer the same mobile services as those mentioned above. 
 

                                                      
3 Based upon Realtimes webpage www.realtime.dk 2003-11-05 18:38  
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Mobil.tv2.dk gets its games from Responsfabrikken. All gaming services are delivered on 
demand from the user, who sends an SMS to get the game delivered. 
 
Mobilsjov.dk and Dingelink.dk are two portals owned by TDC. The content is delivered by 
Realtime.dk which is also a TDC company. 
 
The portals Biip.dk, SMS1919.dk and Games2go.dk are all portals of Wireless Application 
Service Provisioning firms, as shown in the industry chart, Figure 2. These portals are the result 
of wireless application service provisioning companies, entering the sector in order to get a better 
position in the value chain. They can do this because of the low entry barriers. 

Mobile Delivery 

The firms responsible for the mobile delivery of the mobile gaming 
services are SMS a/s, TDC, Ideationhouse, Tele Group Europe, and 
Unwire. They are responsible for the delivery of the mobile service 
from the portal to the mobile device. Often these firms control the 
gateway to the network, since they are responsible for the traffic 
here. 
 
SMS a/s is capable of delivering the mobile services to the end user. 

The company offer this service to the portal provisioning firms presenting content from SMS a/s 
and other companies who want to offer mobile services.  
 
TDC also has the capability of delivering the mobile services to the user. Unfortunately they are 
mostly interested in their own customers, and primarily deliver services to them only. 
 
Ideationhouse is a consultancy house which primarily helps companies to convert their business 
to new technologies. Ideationhouse also help companies with the technical aspects of delivering 
mobile services to the customers4. 
 
Unwire is also capable of delivering mobile services to the end user. Their speciality is their 
module-built systems. In this way the customer can choose whichever technology they want, 
which of course adds value to the product. 

Added Value 
When the game has to be delivered to the end user, the mobile delivery companies are in charge. 
They contribute to the industry with different value, both for the end user, and for the portal 
provisioning companies. These benefits are shown below in Table 4. 
 

                                                      
4 www.ideationhouse.com 2003-11-06 00:11 
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Company Benefits 
SMS A/S - Supports all mobile operators. 
TDC - Once the user has paid he can download the same 

game six times within six months enabling the 
possibility for the user to switch between several 
games (because of the lack of memory in the 
mobile devices). 

Unwire - Supports all mobile operators. 
- Offers a wide range of technical solutions; SMS, 

MMS, and WAP.  
- “Complexity made simple”. 

Ideationhouse - Focuses on the whole business process. 
- Supports SMS, MMS, Java and Streaming. 

Table 4, Benefits from the Mobile Delivery Companies 

User Interactivity Provisioning 

As mentioned earlier the firms in this sector of the value chain are 
responsible for the mobile devices used by the customer. As shown 
in the industry chart, the firms are “Nokia”, “SonyEricsson”, 
“Motorola”, “Siemens”, “Microsoft”, “Samsung” and “Palm”. These 
large telephone producing companies make mobile gaming possible 
for the consumer, through the mobile devices they produce. A more 
thorough description of the technologies put into these devices is 
mentioned in the paper presented by Mountfield (2003). 

 
Since user interactivity provisioning companies have different types of devices and operating 
systems, it is important for the developers and portals to support the full range of mobile devices 
to avoid the loss of customers. 

Billing & Collection Customer Care 

The companies in Denmark responsible for billing and customer care 
are telephone companies. These companies send the bill to the end 
user of the mobile gaming service based on data from companies in 
the portal provisioning sector. ”TDC”, “Orange”, “Sonofon”, 
“Telia”, “Telmore”, “CBB”, “Tele2”, “3”, and “Debitel” are all 
capable of billing the end user.  
 
The different sectors of the industry have now been analysed based 

upon the value chain presented by Booz Allen Hamilton (2003), and the industry chart by Hussey 
et al. (1999) as framework. The findings in this part of the industry analysis will be used in the 
following to investigate the different firms as partners in future business opportunities. 
Furthermore, the portal provisioning sector will be investigated in order to see if it is a suitable 
industry for companies to run a business in. 

3 THE COMPETITIVE ENVIRONMENT 

The method presented by Hussey and Jenster (Hussey et al. 1999) provides a good framework for 
an analysis of the industry. Using the industry chart displayed in Figure 2, a description of the 
players on the mobile gaming market in Denmark has been presented. To examine if the Portal 
Provisioning sector, Porters Five Forces will be introduced (Porter 1985). 
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Michael Porter provides a framework that models an industry as being influenced by five forces. 
The Five Forces can help to develop an edge over rival firms by increased understanding of the 
industry context in which the firms operate (Porter 1985). Porter describes the competitive 
environment as subject to five economic forces as shown in Figure 3. The different economic 
forces are described and analysed in the following. 
 

Rivalry in
the Industry

Threat of Entry

Supplier
Power

Threat of
Substitutes

Buyer
Power

 
Figure 3, Porter’s Five Forces 

The usage of Porters Five Forces will be applied to the Portal Provisioning industry in the Danish 
market. The Five Forces are described below. 

3.1 Rivalry in the Industry 

Companies strive for a competitive advantage over their rivals. The intensity of rivalry among 
companies varies across industries. I shall characterise the rivalry of the portal provisioning firms 
followingly. 
 

- Large Number of Companies 
The large number of competing companies in the portal provisioning industry indicates 
that rivalry in the industry is high.  

 
- Low Switching Costs 

The low switching costs for the buyers in the industry increases rivalry among the 
competing companies.  
 

- Low Levels of Product Differentiation 
The low level of product differentiation indicates an industry with high rivalry, because 
the products sold to the customers are very much alike.  
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- Diversity of Rivals 
The diversity of rivals in the industry based on different cultures, histories and 
philosophies makes an industry unstable (Porter 1980). The players in the portal 
provisioning industry all have different backgrounds (e.g. website, TV-station, game 
developer and mobile delivery). These different backgrounds support a greater risk of 
misjudging the rivals’ moves, and of intensifying the rivalry. 

 
- High Market Growth 

The high market growth makes it possible for the companies to improve their revenues 
simply because of the expanding market. 

 
The above characteristics indicate an industry with great rivalry among the players. It is only the 
high market growth that indicates the opposite. 

3.2 Buyer Power 

The buyers are in this case the users of the mobile gaming services. They influence the industry 
through their demands. To gain a better insight into the buyers and their influence, I have found 
the following factors to influence the industry. 
 

- Many portals 
In the portal provisioning industry, there are a lot of companies rivalling for consumers. 
This rivalry between companies results in them wanting to please the buyers, which then 
enables power to the buyers.  
 

- Low switching costs 
The low switching cost between the different portal provisioning companies results in 
higher bargaining power for the customers (Porter 2001).  
 

- Buyers are fragmented 
In the market of mobile gaming, offered by the portal provisioning companies, the buyers 
are fragmented. Each buyer has his own needs for mobile gaming which must be 
satisfied, as mentioned in the Mountfield (2003). 

 
The buyer power in this industry can be characterised as predominantly high, because of the low 
switching costs and the many portals in the industry. The fragmented buyers are not a strong 
enough reason to counterbalance the two other reasons. A way to get fragmented buyers to matter 
more, would be to differentiate the products covering the range of customer segments better. 

3.3 Threat of Entry 

The threat of entry exists when the barriers for entering an industry are low. When industry 
profits increase, additional companies enter the industry to take advantage of the high profit 
levels. Over time this will drive down the profit levels, which could result in companies exiting 
the industry. At some point the market will reach its equilibrium.  
 
From a strategic perspective, barriers can be created or exploited to enhance a company’s 
competitive advantages. How the barriers can be shaped will not be looked at here. In the 
following the factors which influence the threat of entry will be considered. 
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- Low technical skills needed 
There are no special technical skills needed for starting a new company in the portal 
provisioning industry. The only thing needed is a webpage where customers can buy the 
mobile games. The games on the webpage can be bought from the publishing and 
aggregating companies, and hosted at the wireless application service provisioning 
companies. To deliver the game to the user, the company needs to buy the transportation 
service from the mobile delivery companies. This is probably the reason why existing 
internet portals expand in this industry by adding more mobile games to their variety of 
content. 
 

- Easy access to distribution channels 
The easy access to distribution channels predicts low entry barriers. This is due to the fact 
that the company only needs a webpage to be able to distribute the product. 
 

- Little brand franchise 
Consumers do not show preference for any special brands, which is why the entry 
barriers can be categorised as low.  

 
I have looked into the entry barriers of the industry, which can be categorised as low. The low 
entry barriers will influence other companies to enter the industry. The following description 
shows some of the possible new entrants in the portal provisioning industry.  
 

- Large Computer Game Developers 
A threat, which has been mentioned by many of the companies interviewed, is that of the 
large computer game developers entering the market of mobile gaming, e.g. Electronic 
Art, Blizzard, Microsoft or Infogrames. They would, however, have the advantage of 
being well-known among the consumers. Their products could be linked to ordinary 
computer games, which the user could play at home. Another advantage is their ability to 
invest larger amounts of capital in the games.  
 

- Game consoles 
Another threat mentioned by the interviewed companies is that of gaming consoles 
penetrating the mobile gaming market. This could be Sony’s Playstation, Microsoft’s X-
box or Nintendo’s Gamecube. They would, however, have some of the same advantages 
of the game developers, because they are well-known and have a large capital to invest. 

3.4 Threat of Substitutes 

The threat of substitutes refers to products in other industries that might substitute mobile games. 
Since the industry analysis is limited to mobile gaming in Denmark, I have narrowed the threat 
down to four types of substitutes which could threaten the industry. These four types are: 
 

- Mobile entertainment 
Mobile entertainment can be seen as a substitute to mobile gaming, especially when the 
user has a need for diversion from MicroBoredom. The mobile entertainment industry 
delivers horoscopes, news services, chat services and streaming video for their users. 
 

- Mobile games outside Denmark 
Since the industry analysis is limited to Denmark, substitutes from outside this 
geographical area can be recognised as substitutes. These products will be similar to 
those of the Danish industry, but the consumer has to download the games from 
international sites instead. 
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- Electronic games 
Other electronic games can be seen as substitutes to mobile gaming, since they support 
the users’ need for playing games, only on another platform. Examples of electronic 
games can be found on the Internet (MSN gaming and Yahoo gaming), on the users 
computer (CounterStrike and Hitman) or on other portable devices such as the GameBoy. 
 

- Classic games 
Classic games can also be seen as a substitute for mobile gaming. The classical games 
support the user’s need for playing games, just unplugged. Examples of classic games 
could be manufactured games (Trivial Pursuit and Monopoly) or “home-made” games 
(Tic Tac Toe or “I spy with my little eye”).  

  
According to Mountfield (2003), the users will play mobile games according to five satisfactory 
needs. To give an idea of the variety of substitutes existing in the four categories above, the 
categories are crossed with the five satisfactory needs. This is done in Table 5 below. Not all of 
the squares are filled with game examples, since the table is by no means exhaustive. 
 

 Mobile 
entertainment 

Mobile games 
outside Denmark 

Electronic 
games 

Classic 
games 

Intellectual 
stimulation News service  Trivial 

Pursuit 
Instinctual 
stimulation  CounterStrike  

Aspirational 
stimulation  Spil.tv2.dk Monopoly 

Competition 
stimulation Karaoke CounterStrike  

Utilisation of 
idle time Horoscopes 

Mobile Java games 

Game of 
patience Tic Tac Toe 

Table 5, Threat of Substitutes According To Satisfactory Needs 

As Table 5 shows, there are plenty of substitutes to mobile gaming spread throughout the five 
satisfactory needs presented by Mountfield (2003). 

3.5 Supplier Power 

A producing industry requires raw materials, labour and other supplies. This results in a buyer-
supplier relationship between the industry and the companies that provide the raw materials. In 
the case of the portal provisioning companies, the raw materials can be seen as the mobile games. 
Some of the factors that influence the industry through the suppliers’ power are as follows. 
 

- Low switching cost 
For the portal provisioning firms, the switching costs between the different suppliers are 
fairly low, since the application developers are paid for each time the game is 
downloaded and not on a contractual basis. Therefore the suppliers’ power can be 
characterised as low in this case.  
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- High Buyers Power 
Since the buyers’ power is high, as earlier stated, the supplier’s power is correspondingly 
high. High buyer power is equal to customers knowing what they want. This means that 
the portals in the industry have to deliver services the customers want, without there 
being any need for negotiating with the suppliers. 
 

- Many competitive suppliers 
In the application development sector of the mobile gaming industry, there are many 
competing suppliers to the portal provisioning companies. These competing suppliers can 
either be national or international. Due to the Internet, it is easier to purchase products 
abroad. This indicates that the suppliers’ power is low. 

 
- Concentrated purchases 

Many of the portal provisioning companies make concentrated purchases either through 
bundled game packages or by requiring all games from one supplier. The concentration 
of purchases weakens the suppliers’ power. 
 

According to the arguments above, the suppliers’ power can be characterised as low. 

4 CONCLUSION 

The above industry analysis has given an understanding of the mobile gaming industry in 
Denmark, described through the industry chart and Porters Five Forces. The industry analysis is 
not presented as a final answer as to how companies should position itself in the industry, but 
rather as an objective description of the mobile gaming industry. 
 
To describe the industry, the value chain presented by Booz Allen Hamilton (2003) has been used 
in combination with the industry chart presented by Hussey et al. (1999). This combined industry 
chart shows the players in the mobile gaming industry, and their positions. Each of the sectors of 
the value chain has been examined, and the value added has been described for each company.  
 
The competitive environment of the portal provisioning sector of the mobile gaming industry has 
been looked upon: 
 

- High rivalry in the industry 
Rivalry in the industry is concluded as being high, due to the many competing 
companies, low switching costs, low level of product differentiation, diversity of rivals 
and high market growth. 
 

- Low entry barriers 
Barriers for entry in the portal provisioning industry are low due to the low technical 
skills needed to start a company. The easy access to distribution channels and little brand 
franchise also support this. 
 

- High threat of substitutes  
The threat of substitutes has been characterised as high, due to the many products 
competing for the customers’ spare time. These products could both be on the mobile 
device or classical board games. 
 

- High buyers power 
The buyer power has been characterised as high due to the many competing companies 
and low switching costs. Only in the case of fragmented buyers is this contradicted. 
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- Low supplier power 
The supplier power is characterised as low due to low switching costs, the many 
competing suppliers and the concentrated purchases from the portal provisioning firms.  
 

This shows that the mobile gaming industry is not an attractive industry due to high rivalry, low 
entry barriers, high threat of substitutes and high buyer power. Only the low supplier power is an 
advantage in the industry. Therefore, if a company wants to stay in this industry, it should focus 
on differentiating its products or service, thus making it easier to keep customers. By offering a 
unique product, the customers have an incentive to stay with the company and not switch to one 
of the many other undifferentiated products of the competitors. 
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