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Introduction 
 

This is a very exciting and promising time for the mobile industry - next generation networks 
are finally being launched, new handsets are being introduced, and mobile data services are 
creating significant opportunities for revenue growth. 
 
In spite of the buzz and hype, the mobile industry is still faced with the old problems of 
providing more value to customers to reduce churn and increase subscriber loyalty and ARPU 
(Average Revenue Per User).  Mobile carriers are increasingly called upon to offer personalized 
services that recognize the unique needs of their users.   
 
While it is tempting to focus on new and glitzy mobile applications, the best ROI often comes 
from enhancements of existing mass-market features. For instance, by providing “push” 
capability, RIM revolutionized mobile email, by providing predictive text Tegic’s T9 made 
tapping keypads less painful, and by making good old voicemail visual and browsing simpler, 
Apple’s iPhone scored a home run.  
 
Service providers who implement a user-centric vision will deliver sustainable competitive 
advantage – both now and in the future. While operators should continue to focus on long-
term roadmaps and new applications and services, they shouldn’t just wait for a new market to 
take shape for such applications (e.g. Mobile TV) and ignore the opportunity that exists in 
enhancing the most commonly used mobile device features such as address book, user 
interface, text input, dialing and receiving calls.  
 
Such enhancements require lower marketing budgets and less user training since these service 
improvements complement existing user behavior.  Operators would do well to be asking 
themselves not just “what will my subscribers want next?” – but “what are my subscribers 
doing NOW and how can I improve their current experience.”. 
 
We need to remember that the principal motivation to buy is not the technology, but the 
service that the customer is willing to accept and pay for. As such, all in the value chain need to 
focus on the single most important aspect of any service - simplicity, utility, and convenience. 
Meaningful revenue doesn’t come from revolutionary applications that only a few subscribers 
use, but from ideas that touch the most consumers, and add value to the most user 
transactions. 
 
In this paper we present the results of a user survey conducted by Chetan Sharma Consulting of 
a simple but compelling mobile feature called City ID, developed by Cequint, and discuss the 
lessons drawn from user opinions. 
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City ID 
 
City ID is a calling feature developed by Cequint, Inc that enables mobile caller ID to display the 
city and state of incoming calls, uniquely identifying over 20,000 cities and towns in North 
America. Essentially, it is an extension of the caller ID user experience that we have been 
accustomed to over landline phones for years. Some mobile operators do provide state 
information of the incoming call, but narrowing it down to a city or a suburb provides a much 
higher level of granularity, giving added benefits as users in our survey indicated. That 
additional information helps mobile phone subscribers identify an incoming caller and quickly 
determine if they want to take the call or let it go to voice mail.  
 

 
Figure 1 
 
There are several lessons to be learned beyond the confines of the City ID calling feature that 
are relevant to the mobile applications value chain. 
 

Survey Methodology 
 
We conducted an online survey in January 2008 of 165 active users (randomly chosen from a 
pool of over 2000 City ID subscribers) in the US wireless market. These users were distributed 
evenly amongst the top four carriers in the country and they were predominantly smart phone 
users. 
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Utility, Simplicity, and Convenience - hallmarks of successful 
applications 
 

It was no surprise that the functionality City ID provides is immediately obvious to mobile 
subscribers. There is hardly any learning curve, the feature is pretty straight forward and easy 
to use and understand. City ID got high marks from users in three major categories - Utility, 
Simplicity and Convenience.  
 
Almost 94% of the users understood the utility within a matter of few calls with 62% indicating 
that they got it (meaning there was literally no learning curve) with the first call (Figure 2).  
 
 

 
Figure 2 
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Over 78% of the users (Figure 3) felt they got their money’s worth right away - a rarity for new 
features and services. 
 

 
Figure 3 

 
 
Almost 88% of the users indicated that they regularly benefit from City ID (Figure 4). 
 

 
Figure 4 
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Usage and decision criterion 
 

Though most features and applications are broadly classified under consumer/personal or 
enterprise/business use, the best products are those which find a use case scenario across both 
business and personal categories -- like address book, email, voice mail, search, mobile 
browser, and others. City ID and the utility of call screening have a similar horizontal appeal.  
 
As Figure 5 indicates, over 78% of the users use City ID for both business and personal 
purposes. 
 

 
Figure 5 
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When we asked users if they would prefer to go with an operator offering City ID when making 
their next phone purchase, over 73% indicated that it will be a consideration, with 36% of the 
users expressing strong desire for the service (Figure 6).   
 
 

 
Figure 6 

 
 
In terms of pricing, the overwhelming majority indicated that they prefer a onetime fee model 
or having the feature bundled with their device or data services plan (Figure 7). 
 

 
Figure 7 
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User satisfaction 
 

Best-in-class products/features are those that demonstrate a viral effect, meaning people who 
like the feature or service recommend it to their friends. This significantly lowers the cost of 
distribution for the service provider. When we asked users if they would recommend City ID to 
their friends and colleagues, a strong 89% of City ID subscribers indicated that they will 
definitely talk to their peers about it (Figure 8). Survey write-in comments consistently 
expressed the opinion that City ID helps users manage their calls and their time - especially for 
mobile subscribers broadly defined as “road-warriors.” 
 
 

 
Figure 8 
 
In terms of additional features for the product evolution of City ID, 45% indicated their desire 
for caller ID location information for international calls and 63% wanted City ID to also show the 
time zone of the calling party. 
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Conclusions 
 

Next generation products and services are seductive – speculating on the next true “killer app” 
and the vendors and operators who will shape the future of mobility is an ongoing practice that 
will reward those in the wireless ecosystem who place the right bet.  But participating in future 
opportunities and maximizing current revenues don’t have to be mutually exclusive.  As the 
results of this user survey indicate, mobile subscribers like applications and services TODAY 
which are simple to understand and easy to learn and use. It is a powerful statement that the 
majority of subscribers surveyed indicated they are willing to switch phones and their service 
providers to keep a basic calling feature that simply helps them screen incoming calls. City ID is 
a good case study of an application feature that is useful and sticky and has a loyal following 
thus creating a win-win for the customer, vendor, and the service provider. 
 
iPod’s elegance in simplicity reinvented the music industry, the convenience of TXT messaging 
still accounts for the biggest portion of the mobile data revenues, and the utility of Google’s 
search changed the way consumers navigate the Internet. While comparing City ID to these 
market dominating brands may seem to be a stretch – there is a lesson to be learned here: 
Consumers value convenience, simplicity and incremental improvements to their existing 
behavior.  Applications, services, and features that are easily discoverable, are designed for 
usability, and, require little to no learning curve have the clearest path to profitability.  
 
 
 
 
 
 
 
 
 



MOBILE CALLER ID: LESSONS IN SIMPLICTIY, UTILITY, AND CONVENIENCE Mar, 2008 

 

11 Conclusions | © Copyright 2008 

 

About Chetan Sharma Consulting 
 
Chetan Sharma Consulting is a leading consulting and advisory firm focused on the mobile 
communications sector with services in product management, technical due diligence, scenario 
planning, market and competitive research, patent & IP strategy, technology and business strategy. 
Our clients range from small startups with disruptive ideas to multinational conglomerates looking 
for an edge. Some of leading global players are our clients, such as NTT DoCoMo, China Mobile, 
KDDI, Disney, Sony, KTF, Samsung, Virgin Mobile, Sprint Nextel, AT&T, Reuters, Qualcomm, SAP, 
Merrill Lynch, American Express, Alcatel-Lucent, and HP.  
 
More information at http://www.chetansharma.com 
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