Department of Social Systems and Management

Discussion Paper Series

No. 1247

Impact of Mobile Access to the Internet on
Information Search Completion Time and
Conversion Rate

by

Sumita Ushio and Zuo Jinshui

October 2009

UNIVERSITY OF TSUKUBA

Tsukuba, Ibaraki 305-8573
JAPAN



Impact of Mobile Access to the Internet on Information
Search Completion Time and Conversion Rate

Ushio Sumita , Jinshui Zuo

Graduate School of Systems and Information Engineering, University of Tsukuba,
1-1-1, Tenoudai, T'sukuba, Ibaraki, 305-8573, Japan
(E-mail address: sumita@sk.tsukuba.ac.jp;ksa@sk.tsukuba.ac.jp)

Abstract

One of the advantages of the mobile access to the Internet can be found
in that it allows one to conduct information search in a ubiquitous manner.
Accordingly, the time for net surfing required to gain necessary information
through the Internet would be reduced when the mobile access is combined
with the ordinary PC access appropriately. As the mobile devices continue
to advance rapidly, it then becomes quite important to find a way to assess
the impact of the mobile access to the Internet on the performance of e-
commerce. Among such performance indicators, of particular interest would
be the conversion rate, where the conversion means that a customer takes
a firm action at the website desired by the management of the e-commerce,
e.g. to become a member, to place an order and the like. The purpose of
this paper is to develop and analyze a mathematical model for describing the
information search process through the Internet with or without the mobile
access. The analytical framework enables one to assess the impact of the
mobile access on the information search completion time and the conversion

rate. Numerical examples are given, demonstrating the effectiveness of the
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computational procedures developed in this paper.
Key words: PC access, Mobile access, Information search completion time,

Conversion rate

1. Introduction

Independent studies have shown that the mobile access to the Internet
has been evolving quite rapidly. Accoroding to Juniper Research [4], the
number of mobile Internet users would grow from 577 million in 2008 to
1700 million in 2013 in the world. In [5], iSuppli reports that the number of
mobile phone users would reach 4 billion in the world by 2010. The mobile
phone access to the Internet has been already widely spread in Japan and
Korea, while PDA is mostly used in the United States for the mobile access to
the Internet, see Roto [14]. Khan, Weishaar and Polinsky[6] point out that,
although the mobile phone penetration in the United States is high with
84% of Americans using mobile phones, the mobile search market is in the
early adoption stage. However, according to Neilsen[10] and Osterman[12],
this industry is expected to grow drastically and would become important
for marketing as well as enhancement of workforce productivity.

Table 1.1 below compares the characteristic features of the mobile access

to the Internet with those of the PC access.



Table 1.1

Mobile Access | PC Access
Screen  Size Small Large
Nonumber of Windows Single Multiple
Navigation Slow Fast
Speed Low High
Size of Message Small Big
Mobility Yes No

As can be seen from Table 1.1, the capability of the mobile access to the
Internet is still rather limited. However, the strong advantage of the mo-
bile access over the PC access can be found in that it allows one to conduct
information search in a ubiquitous manner. Accordingly, the time for net
surfing required to gain necessary information would be reduced when the
mobile access to the Internet is combined with the ordinary PC access to the
Internet appropriately.

The impact of the mobile access to the Internet on e-businesses has been
addressed by many researchers including Roto [14], Kim [9] and Chae and
Kim [2] to name only a few. In addition, Barwise [1] and Hammond [3] discuss
the emerging trend of m-commerce in the foreseeable future. Wu and Hisa
[22] propose a hypercube model for analyzing e-commerce innovation and im-
pact including m-commerce. Siau, Sheng and Nah [16], and Park and Fader
[13] analyze m-commerce from the perspective of consumers, while Thomp-
son and Garbacz [21] discuss the effects of e-commerce and m-commerce on

global productive efficiency. Concerning the mobile access vs. the PC ac-
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cess to the Internet, Roto[15] discusses how information search on a mobile
phone differs from information search through the PC access. Okazaki and
Hirose[11] examine the media displacement-reinforcement among traditional
media, PC Internet and mobile Internet. These works are mostly empirical,
qualitative or static in their analytic nature. To the best knowledge of the
authors, no mathematical models exist in the literature for analyzing how
the mobile access would facilitate the information search process through
the Internet.

In e-commerce, one of the key performance indicators would be the con-
version rate, where the conversion means that a customer takes a firm action
at the website desired by the management of the e-commerce, e.g. to become
a member, to place an order and the like. Before deciding whether or not to
make a conversion, individual customers would gather information through
the Internet. In order to analyze the conversion rate along the time axis, it
is then necessary to understand how long it would take for a customer to
complete information search. The purpose of this paper is to develop and
analyze a mathematical model for understanding the impact of the mobile
access to the Internet on the information search completion time. This in
turn enables one to assess how the mobile access to the Internet would en-
hance the conversion rate.

More specifically, we consider a website for e-commerce, where it is as-
sumed that individual customers would search certain information through
net surfing inside as well as outside the website within the Internet before
deciding whether or not to make a conversion. This information search would

be completed when the cumulative amount of information gathered through



net surfing exceeds a prespecified level z. Upon completion of information
search, each customer decides to make a conversion with probability p and
not to make a conversion with probability 1 — p. Given N customers at
time 0, of interest then would be how many of them would finish information
search and make a conversion by time t.

The structure of the paper is as follows. In Section 2, a mathematical
model is formally introduced for describing the information search process
through the Internet with or without the mobile access. Section 3 is devoted
to analysis of the information search completion time Tpc., with only the
PC access, Tys., with only the mobile access and Tg., with both the mobile
access and the PC access, deriving the double Laplace transforms of their
probability density functions with respect to the threshold level z and the
information search completion time ¢. The means and variances are also ob-
tained explicitly. In Section 4, the double transforms are inverted into the
real domain under the assumption of exponential information gathering and
deterministic search time. Section 5 presents numerical examples, demon-
strating the effectiveness of the computational procedures developed in this
paper for assessing the impact of the mobile access on the information search
completion time and the conversion rate. Some concluding remarks are given

in Section 6.

2. Model Description

In this section, we develop a mathematical model for describing the net
surfing process of individual customers without or with the mobile access

to the Internet. The model enables one to assess the impact of the mobile



access to the Internet on information search completion time, which in turn
provides a basis for evaluating how the conversion rate would be improved
via the mobile access.

Let Y; be the random duration available for net surfing by a customer on
the j-th day, j = 1,2,---, where Y, are assumed to be independently and
identically distributed (i.i.d.). We call Y; the j-th search period. In what fol-
lows, we suppress non-search time along the time axis, i.e. “at time ¢t” means
“at the point in time” at which the cumulative search time has reached ¢.

A customer is of Type PC if the customer has only the PC access to the
Internet. Let X;(j) be the amount of information gained by the customer
through the PC access to the Internet during the j-th search period. Nat-
urally, the amount of information that can be gathered through net surfing
would depend on the time that can be spent for net surfing. However, net
surfing over different search periods may be done independently. Accordingly,
throughout the paper, we assume that X;(j) and Y; are correlated for each
J, but the vectors [X;(j),Y;] are i.i.d. with respect to j. The information
search is completed whenever the cumulative amount of information gained

through net surfing exceeds a prespecified level z. More specifically, let N ()

be the renewal process associated with (Y};)52,, and define

N(t)

def .
Sec(t) S Y X0() (2.1)
j=1
The information search completion time 7', for a Type PC customer given

the threshold level z is then obtained as

def .

Ty, = inf{t:S,.(t) >z} . (2.2)



A customer is of Type M if the customer has only the mobile access to
the Internet. Let X3(j) be the amount of information gained by the Type
M customer through the mobile access to the Internet during the j-th search
period. The cumulative amount of information gained by a Type M customer
through net surfing by time ¢ is then given by

N()

w@@Z&m. (2.3)

The information search completion time 7)., for a Type M customer given

the threshold level z is obtained as
Tore & inf{t : Sy(t) > 2} . (2.4)

Tpye B customers are those who utilize the Internet through both the
PC access and the mobile access. Let Xi(j) and X5(j) be the amount of
information gathered by a Type B customer via the PC access and the mobile
access respectively during the j-th search period Y;. As before, it is assumed
that X (j) = [X1(j), X2(j)] and Y; are correlated for each j, but the vectors
(X (j),Y;] are i.i.d. with respect to j. Let Sp(t) be the cumulative amount
of information gathered through net surfing by a Type B customer by time
t, ie.

N(t)

&wﬁzymﬁ; Zs(j) = X1(j) + Xa(j) (2.5)

The search completion time Tg., for a type B customer given a threshold

level z is then given by

def .

Tp., = inf{t:Sp(t) >z} . (2.6)
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Of interest are the distributions of T’

vewes L. and T'p.., which enables one

to assess the impact of the mobile access to the Internet on the information
search completion time. This in turn provides a basis for evaluating how the
conversion rate would be improved via the mobile access. In the next section,
the Laplace transforms of the probability density functions (p.d.f’s) of T},
T, and T'g., are derived explicitly and the respective means and variances

are evaluated.

3. Analysis of Information Search Completion Time

The information search completion times 7, . and T}, for Type PC and
Type M customers have a structure of the cumulative shock model associated
with a renewal sequence discussed by Sumita and Shanthikumar [20]. For
Type B customers, however, the model in [20] should be modified so as to
accomodate a sequence of bivariate shocks X (j) associated with a renewal
sequence Y;. The purpose of this section is to derive the Laplace transform
of the p.d.f of Tg., along with its mean and variance. We confirm that the

counterparts for 7, and Ty, originally given in [20] would be obtained as

iz
a special case.

Let Fx y(x1,22,y) be the joint distribution function of the vector process

X(j) = [X1(j), X2(j)] and Y} defined by
Fxy(z1,22,y) = P[X1(j) < 21, Xa(j) < 22,Y; < 9] . (3.1)

It is assumed that Fx y(z1,22,y) is absolutely continuous with joint p.d.f

fX,Y (Q:l, 'T27 y) Satlsfylng

T2 pTL [y
FLY(%,IEz,y) :/ / / fLY@laxzay)d?/ dridry . (3.2)
0 0 0
9



From (2.5), the joint distribution function of Z5(j) and Y; denoted by Gz, v (2, y)

can be obtained as

Guyy(zy) & PlZs(j) < 2,Y; <y] = P[X1(j) + X2(j) < 2,Y; <]

_ /Oy{/oz{/o'z,fx’y(z/—x,x,y/)dx}dz/}dy/ . (33)

Let g, (2,y) be the joint p.d.f of Zp(j) and Y;. One then has

o 07 ?
ng,y(Za y) def 828yGZB’Y(Z7y) = /0 Jxy(z—z,2,y)dr . (3.4)

Throughout the paper, Laplace transforms with respect to ¢, z or both are
denoted by a circumflex or a double circumflex. The Laplace transform of

9z, v (2,y) is denoted accordingly by

A def [T s
ng,Y(w75>:/ / e ™ gZB,Y(Z7y)dZdy . (35>
0 0

For notational convenience, the following functions are also introduced.

[ (z) = /0 N /0 N Frv (1,22, y)daady (3.6)
fry(22) = /OOO/OOOfX,y(xwz,y)dxldy (3.7)
B0 = [ [ fe o, (38)
[y v(@1y) = /O‘oofx’y(xl,l’g,y)d(fz (3.9)
frpy (T2,y) = /Ooofx’y(xl,xg,y)dxl . (3.10)
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Py, (W) def / e fy (x)dy (3.11)
0

by (w) / eV (25)ds (3.12)
0
. def [T g
Gy(s) = e[y (y)dy (3.13)
0
éxl,y(w,s) &t / / e~ WTTSY ley(xl,y)dxldy (3.14)
o Jo
A det [T ras
Py (W, 8) = / / e Y fiyy (T2, y)daady (3.15)
o Jo

Let the distribution functions of Sg(t) and Tg., be defined by
Vie(z,t) = P[Sp(t) < z| ; Wg(zt)=PlTs., <t (3.16)

respectively. Absolute continuity of Fx y (z1,z2,y) assures that Tp., has the

probability density function given by

0
wB(z,t)zawB(z,t) : (3.17)
We define
Va(w, s) = / / e~ VIV (4 ) dedt (3.18)
0 0

zf;B(w,s):/ / e T g (2, ¢ ) dzdt . (3.19)
o Jo

One easily sees that there exists a dual relationship between Sp(t) and Tg.,

specified by
Vp(z,t) = P[Sp(t) < z] = P[Tg.. > t] = Wp(z,t) (3.20)

where W(2,t) = 1 —Wp(2,t) is the survival function of Ts... The following
theorem then holds.
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Theorem 3.1.

Vi(w, s) = L= ov(s) , Re(s)>0

ws{l - ng,y (wv 5)}

Proof. Since Vp(z,t) is the probability that the cumulative amount of Zg(j)
has not exceeded the level z for 0 < j < N(t¢), by conditioning on the first
renewal time Y; and using the regenerative property of the paired process

(X (7),Y;] at Y3, one sees that

Vp(z,t) = Fy(t) + /0 /OZ 9rpv (@ Y)VE(z — 2t —y)dady . (3.21)

By taking the Laplace transform of both sides of (3.21) with respect to z and

t, it can be seen that

A 1—0y(s A 2
Ve(w,s) = ;5:( ) +34, ,(w,s)Vs(w,s)
This equation can be solved for VB(Z, s), completing the proof. O

The information search completion time T'z., has the dual relationship
with Sp(t) given in (3.20). The Laplace transform wg(w, s) = E[e~*75=] is

then easily found from Theorem 3.1.

Theorem 3.2.

o @Y(S> - ng,Y (w7 S)

W w,s) = -
B( ) w{l - ng,Y(w75)}

, Re(s) >0

Proof. From (3.20), one finds that Vz(w, s) = w, so that wg(w, s) =

1

w

sVg(w, s). The theorem now follows from Theorem 3.1. O

By differentiating @B(w, s) with respect to s once or twice at s = 0 and

taking the inverse with respect to w, the mean and the variance of Tg., can
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be obtained as given in the following corollary. Proof is mechanical and is
omitted here.

Corollary 3.2.1. Letn, andn,, denote the mean and the second moment of
Y;, and let Hg(z) be the renewal functwn associated with Zg, i.e. Hp(z) o
Yo G(")( ), where G =I5 G ZB (2)dGz,(z) for n > 2 starting with

G(ZB( ) =Ggz,(2) = GZB(z, oo). One then finds that

a) BT =n {1+ Hp(2)}
b) Va’r[TB:z] = nYQ{]‘ + HB(Z)} + 27])//0 G(Zn)(z - I) [Y|Z = l’]dGZB(ZL‘)
—n2 {1+ Hp(z)}*.

The counterpart of Theorem 3.2 for the search completion time 7', . for
Type PC customers or T, for Type M customers can be obtained by setting
X2(j) = 0 or X;(j) = 0 respectively. More specifically, let the distribution
function and the probability density function of 7, and T., be defined by

W,oo(z,t) = PlT,.. <t ; Wn(z,t)=P[Ta.. <t (3.22)
and
0 0
wPC(Z7t) = EWPC(ZJ) ; wM(Z’t) = aWM(zat) ) (323)

with the correspoding Laplace transforms with respect to t and z given by
brotws) = [ [Tt e aat . @2y
o Jo
W, (w,s) = / / ety (2, )dzdt (3.25)
o Jo

From (3.14) and (3.15), the following theorem holds by replacing észy(w, s)
in Theorem 3.2 by géxlvy(w, s) and géx%y(w, s), respectively.
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Theorem 3.3.
_ @Y(S) - Séxl,y(wws)
w{l o @Xl,y (w’ 3)}
. Py (s) — ¢ w, s
b) IZJM(QU,S) _ QDY( ) 290)(2,3/( )
w{l - SDXQ,Y(U)?S)}

a) W (w, s)

, Re(s) >0

By differentiating . (w, s) and 1, (w, s) with respect to s once or twice
at s = 0 and then inverting the results with respect to w, the next corollary

follows as before.

Corollary 3.3.1. Let n, and n,, be as in Corollary 3.2.1, and let Hpc(z)
and Hy(z) be the renewal functions associated with X, and Xy respectively.

One then finds that

a) E[T,..]=n{1+ Hpc(2)}

b) E[Tw.:] =n, {1+ Hu(z)}

) VarlTye.] =, {1+ Hro(@)) + 20, | PG = 0)BY|Z = alary, @

—n {1+ Hpe(2)}
d) Var(Tyss] = n,, {1+ Hur(2)} + 20, / R~ 0)BIYIZ = )Py, (2
—ny {1+ Hu(2)}*
We note that Theorem 3.3 and Corollary 3.3.1 coincide with Theorem 1.A2
and Corollary 1.A3 of [20].

In principle, Wg(z,t), Wpe(z,t) and Wy (z,t) can be evaluated by invert-
ing wg(w, s)/s, W, (w,s)/s and wy(w, s)/s with respect to both w and s
based on Theorems 3.2 and 3.3. Given the numbers of customers in Type B,
Type PC and Type M, denoted by Ng, Npc and N, respectively, it then be-

comes possible to find the distribution of the number of customers who have
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made a conversion by time t. More specifically, for Var € {B, PC, M}, let
Ky, (t) be the number of Type Var customers who have made a conversion
by time ¢ and define

Pro(k,t) ¥ PlKye() =k ,k=0,1, - Nyo . (3.26)

It can be seen that the following theorem holds. Proof is trivial and omitted.

Theorem 3.4. For Var € {B,PC,M} and k =0,1,--- Nyg., one has

Pyar(k,t) = (NZm) {p . WVM(Z,t)}k . {1 —p- W, ( t)}NBVar_

Considering that a website manager may be interested in the time needed

k

to achieve a desired level of conversion rate, we introduce the minimal time
needed to have K customers with conversion by time ¢. Formally, we define

Tu(K) inflt: Ky 2 K} (3.27)

and the associated survival function is denoted by

EVGJ‘(K’ t) = P[TVH.T(K) > t] . (328)

The following theorem is then immediate from Theorem 3.4.

Theorem 3.5. For Var € {B,PC, M} and 0 < K < Ny, one has
K-1
DVa'r (K7 t) = Z Pvar(k7 t)
k=0

In general, the double inversion of 1w, (w,s) is laborious and cumber-
some. In the next section, we overcome this difficulty by assuming that the
time period available for net surfing in a day is deterministic, i.e. Y; =T for
all j, and the amount of information gathered through net surfing consists
of two parts: a part which is proportional to 7" and another part which is

exponentially distributed and independent of T'.
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4. Inversion of Double Laplace Transforms for Exponential Infor-

mation Gathering and Deterministic Search Time

In this section, we evaluate the distribution function of the information
search completion time for Type B, Type PC and Type M customers explic-
itly based on the results of Section 3. This in turn would provide a compu-
tational vehicle for assessing the impact of the mobile access to the Internet
on the conversion rate, to be addressed in Section 5. For this purpose, we
assume that both X;(j) and X5(j) consist of two parts: a part independent
of Y; and another part proportional to Y;. The former parts for X;(j) and
Xs(j) are denoted by X, (j) and X, (7) respectively. More formally, we define

Xi() = X +anY; 5 Xo()=Xe() +a,Y; , (41
where X;(j), X5(j) and Y; are independent of each other, but X;(j) and
X5(j) are not independent because of sharing Y.

It is natural to consider that the amount of information gathered via the
PC access would be stochastically larger than that via the mobile access.
This is so because the mobile access to the Internet is often limited in time
in comparison with the PC access. Furthermore, the screen size and the
memory capacity of mobile devices would be also less than those of PCs.

Accordingly, we assume that

~

X1(j) =t Xg(j) and o, > o, (4.2)

where, for nonnegative random variables V and W, V >, W means that
PV > z] > P[W > z| for all z > 0. Although this assumption is not

essential theoretically, we adopt it from an application point of view.
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Let the distribution functions of X; and X, be denoted by F %, (z) and
Fg, () respectively, and let Fx y (1, 72,y) be the joint distribution function

of X and Y. From (4.1), by conditioning on Y, one finds that

FX,Y(J‘,M'T%y) = P[Xl S $1,X2 S x27Y S y]

1

min{y, 2,2}
:t/‘ PN B () — ) Py, (12 — g, 7) fy (7)dr (4.3)
0

From (3.2), it then follows that

fK,Y(xlvx%y) = le (5131 - O‘Pcy>ff(2<x2 - aMy)fY<y>
X 1{0§y§mm{ i 5_;4}} (4.4)

OCPC

where I{ST} =1 if statement ST is true and I{ST} = 0 otherwise.
In order to facilitate the double conversion of w,, (w,s) for numerical
tractability, we assume that X;(j) and X,(j) are exponentially distributed

with respective probability density functions given by
fX1 (i"l) = )\Pce—Apcil ; fX2 (@2) - )\MG—AMM ) (45)

In addition, it is assumed that the available search time for each customer
in each day is deterministic so that Y; = T for all j. This is equivalent to
saying that the generalized probability density function of Y is given by the
delta function, that is f, (y) = 0(y — T'), where the delta function is defined
as the unit operator for convolution, i.e. u(z) = [;~ u(7)é(x — 7)dr for any

integrable function u(x). Equation (4.4) can then be rewritten as

fi,y(l’l’m%y) — )\PcefAPc(xlfaPcy)I{xl > &Pcy}

x A e @y >0 yls(y—T) . (4.6)
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Under these assumptions, we are now in a position to derive ﬁ)‘/ar(w, s)/s
for Var € {B, PC, M}. For notational convenience, the following functions
are defined.

>\PC . >\M
w4+ A, wHA,

¢ (w) def —a,Tw , where a, = a,, +a,, ;

A

PC def _o Tw
[N N w = € M
w + )\Pc ’ CM( )

vy

def o, Tw
w) = e PC
CPC( ) w + )\]M

From Theorems 3.2 and 3.3 together with Equations (4.1) through (4.6),
one has the following theorem. Proof demands careful implementation of
integrals involving the delta function, but it is rather mechanical and is

omitted here.

Theorem 4.1. For Var € {B,PC, M}, let ¢, (w) be as in (4.7). Then

W, (w,s)/s is given by

Wy, (0, s) _ i {1 . 67(k+1)Ts}{ 1— QVM(UJ)CVM (w)k}

S w

As discussed in Section 3, of central interest to this paper is the distribu-

tion function W,,, (z,t) of the search completion time. In order to evaluate

4%

Var w, s)/s with respect to

(z,t) numerically, it is necessary to invert w,,, (

both w and s based on Theorem 4.1. For doing so, we first obtain b, (z) by
inverting ¢, (w) in (4.7). For Var € {B, PC, M}, let h,.. (z) be defined by

Var

of [° AN
) = /o Ape MrelIN e T = (RS (et — )
M PC
hPC(Z> d:ef)‘Pce_)\PcZ ) hM(Z) d:ef )\MG_AMZ . (48)



It should be noted that the Laplace transform of h,,, (%) corresponds to the
portion of ¢, (w) without the exponential function. Since the real domain
form of the function exp{—«,,, Tw} is given as 6(z — a,, T), one can find
b,...(2) by convolving it with h,_ (z), yielding

Var
bVar<z) = hVn.'r (Z - aVarT)I{z > ava} : (49)

We also note that the Laplace transform {1—(,,, (w)}/w corresponds to the

survival function B, (z) given by

BVar <Z) = / bVa'r <T>d7— = / hVar (T - aVarT)dT : (410>

mazx{z—ay,,, T,0}

We are now in a position to describe W, (z,t) by inverting .., (w,s)/s

based on Theorem 4.1. It can be seen that w,_ (w, s)/s is a separable func-

Var
tion of w and s. Since exp{—(k+1)T's}/s can be inverted as U(t — (k+1)T)
where U (t) is the step function defined by U(t) = I{t > 0}, the summation
for @, (w,s)/s based on Theorem 4.1 should be taken over k in the range
in which ¢ — (k + 1)T > 0.

For inverting the function of w in w,, (w,s)/s, we denote the k-fold con-
volution of a function r(z) with itself by r®(z) = [Fr*V(z — 7)r(7)dr
for k = 1,2,--- with 7(®(2) = §(z). For the convolution of two different
functions r(z) and ¢(z), we write r * ¢(z) = [; r(z — 7)q(r)dr. With this
notation, one finds from (4.7) and (4.9) that

o) (2) = h) (z — a, KT {z > o, KT} (4.11)

ar

whose Laplace transform is given by ¢,. (w)*. The inversion of o, (w,s)/s

with respect to w can then be accomplished by convolving b(vkgr(z) with
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B, (2) given in (4.10).
In summary, we have shown the following theorem. For notational conve-

nience, we define

k

2T E ) k) L,

= (4.12)

Var (

aVar

where |a| is the largest integer which is less than or equal to a.

Theorem 4.2. For Var € {B,PC, M}, let k,, (2,T) and k(t,T) be as in
(4.12). One then has

min{ky, . (z,1),kT)}

W, (z,t) = > B, «b® (2)

Var Va Var
k=0

In order to evaluate W, (z,t) in Theorem 4.2, it is necessary to compute
convolutions bEZ)T(z) and EVM * bg/ka)T (z) repeatedly. For this purpose, the La-
guerre transform is employed. The Laguerre transform, originally developed
by Keilson and Nunn[7], Keilson, Nunn and Sumita|[8], and further studied
by Sumita[17], maps a continuum function f(x) into a sequence (f#), thereby
providing an alogrithmic basis for computing a variety of continuum opera-
tions through lattice operations. For two such functions f(z) and g(z), for
example, the convolution f*g(z) can be mapped into the lattice convolution
(f*9)h =71 ffﬁkgg. The reader is referred to Sumita and Kijima[18,19]

for a succinct summary of theory and alogrithms of the Laguerre transform.

5. Numerical Examples

In this section, we illustrate how the mobile access to the Internet would
affect the information search completion time, and consequently the con-

version rate, through numerical examples. The basic set of the underlying
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parameter values for representing Type PC customers and Type M customers
are set as in Table 5.1. It should be noted that the assumption in (4.2) is
satisfied.

Table 5.1: Basic Set of Parameter Values
o | A z | T | N, K | p
value 1.0 [{1.5] 0.1 |0.15]{100|1.0| 500 |100]0.5

parametor | A Q «

M pPC M

For Type B customers, as an anonymous referee pointed out, the use of a
mobile device for information search through the Internet may replace the

use of a PC for the same purpose. In order to reflect this point, we define the

~

functional relationships among A, A,,, &, and &,, for Type B customers

pPC) M PC

as

< 1 . 1
)‘Pc = >\PC + = 1 Qpg = Qpg H—éé : (51>
M

M
Here, we consider a situation that an original Type PC customer with A,
and «,, becomes a Type B customer by starting to use a mobile device.
The degree of the use of the mobile device is characterized by 5\M > 0 and

A

&,, > 0, which results in degrading the use of PC where ;\PC is increased

M
from A, by adding 1/ S\M, and &, is decreased from «,, by multiplying
1/(1+a,,).

In Figure 5.1, the survival functions W, (z,t) of the search completion
time are plotted for Var € {By, B, PC, M}. Here, the right-most curve
W ,,(2,t) corresponds to Type M customers who employ the mobile access
exclusively. The next curve W, (z,t) describes the survival function of the

search completion time for Type PC customers who utilize the Internet only

through the PC access. The left-most curve WBO (z,t) represents Type B
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customers who use both the mobile access and the PC access without re-
placement effects at all between the two different accesses. The three curves
W .(2,t) in between correspond to Type B customers where the mobile ac-
cess replaces the PC access to some extent based on (5.1), and the effects
of this replacement is weakened from the right to the left. The stochastic
ordering among these search completion times is evident. For a user to com-
plete information search with probability 0.7 or more, for example, 16 hours
would be needed for a Type By customer. This number is increased from 16
to 18, 25, 34, 78 and 99 as the curve moves from the left to the right.
Similar curves are depicted in Figure 5.2 for the time required to have 100
or more customers with conversion with the total population of 1500. For
achieving the conversion rate of 1/15, with probability 0.7 or more, only 14
hours would be needed if all customers are of Type By. As before, this num-
ber is increased from 14 to 16, 21, 27, 55 and 78 as the curve moves from the

left to the right.

L 2
20/ 40 60 80 100 120 140

WBD Ez,t)

Figure 1: Survival Function of Information Search Completion Time
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Figure 2: Survival Function of Time to Reach Conversion Rate of 1/15

6. Concluding Remarks

As the mobile devices continue to advance rapidly, it becomes quite im-
portant to find a way to assess the impact of the mobile access to the Internet
on the performance of e-commerce. Among such performance indicators, of
particular interest would be the conversion rate, where the conversion means
that a customer takes a firm action at the website desired by the manage-
ment of the e-commerce, e.g. to become a member, to place an order and
the like. In this paper, a mathematical model is developed for describing the
information search process through the Internet with or without the mobile
access. The analytical framework enables one to assess the impact of the
mobile access on the information search completion time and the conversion
rate.

It is assumed that individual customers would search certain information
through net surfing inside as well as outside the website within the Internet

before deciding whether or not to make a conversion. This information search
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would be completed when the cumulative amount of information gathered
through net surfing exceeds a prespecified level z. The information search
completion time Tpc., with only the PC access, Ths., with only the mobile
access and Tg., with both the mobile access and the PC access are analyzed,
deriving the double Laplace transforms of their probability density functions
with respect to the threshold level z and the information search completion
time ¢. The means and variances are also obtained explicitly.

The double transforms are inverted into the real domain under the assump-
tion of exponential information gathering and deterministic search time. This
in turn enables one to compute the probability of how many of them would
finish information search and make a conversion by time ¢, assuming that
each customer decides to make a conversion with probability p and not to
make a conversion with probability 1 — p upon completion of information
search, and N customers are present at time ¢ = 0. Numerical examples
are given, demonstrating the effectiveness of the computational procedures
developed in this paper for assessing the impact of the mobile access on the
information search completion time and the conversion rate.

This type of analytical research for understanding the impact of the mo-
bile access to the Internet on the performance of e-commerce is still in its
infancy. The performance measures other than the conversion rate should
be addressed. Furthermore, such performance analyses ought to be tied with
economic analysis. It would be also necessary to establish a means to esti-
mate the underlying parameters from real data. Such studies are in progress

and will be reported elsewhere.
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