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Introduction 
 
In 
 the 
 past 
 augmented 
 reality 
 was 
 a 
 rather 
 looked 
 down 
 on 
 hobby 
 of 
 computer 
  geeks 
  and 
  science 
  fiction 
  fans, 
  however 
  it’s 
  now 
  becoming 
  a 
  widespread 
  phenomenon. 
  Applications 
  for 
  handheld 
  devices, 
  like 
  the 
  iPhone, 
  and 
  Android-​‐ based 
 phones 
 and 
 computers 
 with 
 a 
 webcam 
 overlay 
 circumstantial 
 geographic 
  and 
  directional 
  information 
  onto 
  these 
  devices 
  in 
  an 
  interactive 
  fashion. 
  Big 
  technology 
  companies 
  such 
  as 
  Intel, 
  Apple 
  and 
  HTC 
  are 
  developing 
  mobile-​‐ phone 
  software 
  and 
  services 
  for 
  the 
  use 
  of 
  augmented 
  reality 
  services, 
  and 
  big 
  retail 
  companies 
  use 
  it 
  for 
  their 
  marketing 
  campaigns. 
  
  Also 
  multiple 
  start-​‐ups 
  are 
 developing 
 interesting 
 applications 
 that 
 allow 
 anyone 
 to 
 create 
 tags 
 for 
 the 
  real 
  world. 
  These 
  days, 
  anyone 
  with 
  a 
  mobile 
  device 
  or 
  a 
  computer 
  can 
  tag 
  physical 
  structures 
  and 
  sites 
  around 
  the 
  globe 
  with 
  informatory 
  text, 
  or 
  multimedia 
  content 
  found 
  on 
  various 
  other 
  more 
  ‘traditional’ 
  web 
  pages. 
  
  One 
  could 
  for 
  example 
  point 
  their 
  phone 
  at 
  Dam 
  Square 
  Amsterdam, 
  and 
  see 
  information 
 pulled 
 up 
 from 
 Wikipedia, 
 photos 
 taken 
 there 
 by 
 users 
 from 
 Flickr, 
  news 
  related 
  items 
  or 
  just 
  find 
  out 
  what 
  friends 
  said 
  about 
  the 
  place 
  on 

  Facebook. 
  
 All 
 with 
 their 
 handheld 
 camera, 
 in 
 real 
 time, 
 instantly. 
  An 
  entrepreneurial 
  venue 
  that 
  provides 
  such 
  a 
  service 
  is 
  Amsterdam-​‐ based 
 Layar. 
 The 
 three 
 founders 
 created 
 an 
 application 
 that 
 places 
 a 
 layer 
 over 
  the 
  image 
  shown 
  from 
  the 
  digital 
  camera 
  on 
  a 
  mobile 
  device, 
  and 
  called 
  it 
  an 
  augmented 
  reality 
  browser 
  (see 
  exhibit 
  1). 
  By 
  moving 
  the 
  camera 
  around, 
  the 
  user 
 can 
 for 
 example 
 see 
 in 
 real 
 time 
 what 
 houses 
 are 
 for 
 sale, 
 which 
 bars 
 and 
  shops 
  are 
  popular, 
  available 
  jobs, 
  healthcare 
  providers 
  and 
  where 
  the 
  closest 
  ATM’s 
  are 
  located. 
  Having 
  recently 
  scored 
  $3.4M 
  in 
  funding 
  and 
  a 
  global 
  distribution 
  agreement 
  with 
  a 
  major 
  handset 
  manufacturer 
  (Wauters, 
  2009a), 
  the 
 future 
 for 
 Layar 
 seems 
 to 
 be 
 a 
 bright 
 one. 
  
  
  However 
  things 
  wouldn’t 
  be 
  as 
  they 
  are 
  today 
  without 
  the 
  choices 
  that 
  this 
 entrepreneurial 
 team 
 made, 
 setting 
 the 
 firm 
 on 
 a 
 distinct 
 ‘path’ 
 among 
 many 
  possible. 
  By 
  identifying 
  and 
  analyzing 
  historical 
  events 
  and 
  critical 
  decision 
  points 
  taken 
  by 
  these 
  entrepreneurs 
  during 
  the 
  development 
  of 
  Layar, 
  it’s 
  possible 
  to 
  identify 
  this 
  distinct 
  development 
  path, 
  its 
  business 
  model 
  and 
  the 
  business 
 strategy 
 leading 
 to 
 the 
 success 
 of 
 this 
 venture. 
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 To 
  do 
  so 
  this 
  case 
  study 
  will 
  follow 
  a 
  descriptive 
  approach 
  containing 
 

detailed 
 information 
 about 
 the 
 group 
 of 
 entrepreneurs 
 and 
 their 
 company 
 Layar, 
  including 
  the 
  accounts 
  of 
  the 
  subjects 
  themselves. 
  The 
  study 
  will 
  further 
  make 
  use 
 of 
 the 
 venture’s 
 web 
 site, 
 company 
 documents, 
 industry 
 web 
 sites 
 and 
 other 
  relevant 
  web-​‐sources. 
  First 
  a 
  description 
  of 
  the 
  founders 
  will 
  be 
  given, 
  including 
  their 
 backgrounds 
 and 
 how 
 they 
 came 
 together. 

 This 
 section 
 is 
 followed 
 by 
 how 
  they 
  came 
  up 
  with 
  the 
  service, 
  describing 
  the 
  path 
  and 
  decisions 
  they 
  took 
  to 
  create 
 a 
 unique 
 value 
 adding 
 service 
 for 
 its 
 end-​‐users. 
 The 
 third 
 section 
 will 
 take 
  a 
 business 
 viewpoint, 
 with 
 a 
 description 
 of 
 the 
 company’s 
 strategy, 
 its 
 business 
  model, 
  its 
  major 
  competitors 
  and 
  possible 
  future 
  developments. 
  The 
  next 
  chapter 
  will 
  analyze 
  and 
  describe 
  some 
  of 
  these 
  critical 
  events 
  by 
  using 
  relevant 
  entrepreneurial 
  literature. 
  
  Also 
  in 
  this 
  chapter 
  a 
  causal 
  relationship 
  will 
  try 
  to 
  be 
  established 
  between 
  critical 
  events 
  and 
  the 
  decisions 
  taken 
  by 
  the 
  entrepreneurs. 
  The 
  report 
  will 
  conclude 
  with 
  a 
  reflection 
  that 
  contains 
  new 
  insights 
 and 
 entrepreneurial 
 lessons 
 learned. 
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Background 
 

  
  
 It 
  al 
  started 
  in 
  early 
  2007 
  when 
  Maarten 
  Lens-​‐FitzGerald 
  and 
  Raimo 
  van 
  der 
  Klein 
 met 
 each 
 other 
 at 
 a 
 conference, 
 knowing 
 each 
 other 
 only 
 via 
 Twiter. 
 Raimo 
  had 
  already 
  worked 
  in 
  sales 
  and 
  marketing 
  at 
  Nokia 
  and 
  for 
  KPN 
  as 
  an 
  Innovation 
  Manager 
  in 
  mobile 
  consumer 
  social 
  networks 
  and 
  presence 
  messaging, 
  where 
  he 
  had 
  developed 
  a 
  clear 
  picture 
  of 
  the 
  converging 
  mobile 
  industry, 
 the 
 market 
 forces 
 and 
 how 
 the 
 mobile 
 ecosystem 
 is 
 built 
 up. 
  
 Maarten 
  on 
  the 
  other 
  hand 
  started 
  his 
  career 
  being 
  an 
  Internet 
  professional, 
  helping 
  national 
 and 
 international 
 companies 
 take 
 their 
 first 
 steps 
 online. 
 He 
 continued 
  his 
 career 
 at 
 Rapid 
 Sugar, 
 helping 
 companies 
 with 
 their 
 permission 
 based 
 email 
  strategy 
 and 
 campaign 
 concepts. 
  
 Between 
 the 
 both 
 of 
 them 
 they 
 decided, 
 “let’s 
  do 
  something 
  and 
  it 
  must 
  be 
  mobile”. 
  The 
  idea 
  turned 
  into 
  Mobile 
  Monday 
  (MoMo) 
  Amsterdam, 
  the 
  youngest 

  chapter 
  of 
  the 
  global 
  MoMo 
  movement: 
  a 
  channel 
  for 
  the 
  mobile 
  industry 
  to 
  present 
  best 
  practices 
  and 
  new 
  technology. 
  
  Here 
 Claire 
 Boonstra 
 also 
 decided 
 to 
 become 
 part 
 of 
 the 
 team, 
 she 
 proved 
 to 
 be 
  an 
  essential 
  part 
  with 
  her 
  experiences 
  from 
  being 
  part 
  of 
  the 
  KPN-​‐team 
  that 
  launched 
  i-​‐mode 
  into 
  Europe. 
  Having 
  also 
  worked 
  in 
  brand 
  development 
  for 
  Unilever 
  and 
  in 
  strategy 
  & 
  media 
  in 
  cross 
  media 
  
  & 
  mobile 
  for 
  Talpa, 
  she 
  sees 
  herself 
 as 
 being 
 ‘born 
 mobile’. 
  
  
  In 
  their 
  free 
  evenings 
  and 
  without 
  being 
  paid, 
  they 
  pushed 
  MoMo 
  Amsterdam 
  further, 
  becoming 
  the 
  most 
  active 
  of 
  all 
  chapters. 
  “All 
  done 
  purely 
  out 
 of 
 passion”, 
 according 
 to 
 the 
 founders. 
  
 Having 
 gathered 
 a 
 versatile 
 group 
 of 
  individuals, 
  all 
  with 
  prior 
  experience 
  in 
  mobile 
  and 
  communication 
  markets 
  
  and 
  having 
  affinity 
  with 
  media 
  and 
  marketing 
  they 
  decided 
  to 
  do 
  “something” 
  together. 
  
 After 
 a 
 brainstorm 
 session 
 early 
 2008 
 they 
 decided 
 to 
 join 
 up 
 and 
 start 
  a 
 business, 
 which 
 is 
 focused 
 on 
 the 
 mobile 
 market 
 and 
 its 
 future. 
 “Loaded 
 with 
  passion 
  we 
  started 
  SPRXMobile, 
  we 
  wanted 
  to 
  create 
  our 
  own 
  playground” 
  (C. 
  Boonstra 
 personal 
 communication, 
 February 
 25, 
 2010). 
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  “SPRXMobile 
  was 
  born 
  out 
  of 
  a 
  necessity”, 
  answered 
  Raimo 
  when 
  asked 
  in 
  an 
  interview 
  why 
  they 
  founded 
  SPRXMobile, 
  in 
  May 
  2008 
  (Broek, 
  2008). 
  “Companies 
  kept 
  asking 
  us 
  for 
  advice 
  on 
  where 
  they 
  should 
  go 
  with 
  their 
  mobile 
  strategies, 
  but 
  since 
  we 
  didn’t 
  have 
  a 
  commercial 
  platform 
  we 
  couldn’t 
  send 
  them 
  an 
  invoice”. 
  
  In 
  the 
  same 
  interview 
  Claire 
  said 
  of 
  SPRXMobile’s 

  activities, 
  
  “We 
  want 
  to 
  help 
  companies 
  go 
  mobile 
  by 
  creating 
  strategy, 
  develop 
  concepts 
  and 
 through 
 sharing 
 of 
 our 
 knowledge 
 in 
 workshops, 
 events, 
 think-​‐tanks 
 etc.” 
  
  
 

Layar 
 was 
 born 
 from 
 many 
 ideas, 
 passion 
 and 
 ambition 
 
Calling 
  themselves 
  ‘mobile 
  service 
  architects’, 
  the 
  team 
  sees 
  mobile 
  devices 
  as 
  vehicles 
  to 
  maintain 
  the 
  relationship 
  between 
  companies 
  and 
  consumers. 
  They 
  perceive 
  mobile 
  gadgets 
  as 
  being 
  more 
  suitable 
  for 
  a 
  pull 
  rather 
  than 
  a 
  push-​‐ based 
  marketing 
  approach 
  (SPRXMobile, 
  2010). 
  SPRXMobile 
  places 
  the 
  end-​‐user 
  in 
  the 
  centre 
  rather 
  than 
  at 
  the 
  end 
  of 
  their 
  services. 
  
  It’s 
  this 
  end-​‐user 
  that 
  decides 
  when 
  the 
  situation 
  arrives 
  that 
  the 
  service 
  of 
  a 
  company 
  is 
  needed, 
  “being 
  there 
  at 
  the 
  right 
  moment, 
  time, 
  place 
  and 
  situation 
  is 
  crucial 
  for 
  success” 
  (SPRXMobile, 
  2010). 
  And 
  it’s 
  here 
  that 
  SPRXMobile 
  creates 
  its 
  value; 
  by 
  using 
  their 
  experiences, 
  specific 
  knowledge 
  and 
  networks, 
  they 
  make 
  the 
  correct 
  decisions 
 in 
 a 
 complex 
 mobile 
 ecosystem 
 about 
 when 
 and 
 what 
 mobile 
 services 
  are 
 relevant 
 in 
 the 
 context 
 of 
 the 
 end-​‐user. 
 Hereby 
 not 
 just 
 taking 
 the 
 behavior 
 in 
  the 
  virtual 
  space 
  into 
  account, 
  but 
  also 
  the 
  behavior 
  in 
  the 
  physical 
  space 
  (SPRXMobile, 
 2010). 
  In 
 the 
 reminder 
 of 
 2008 
 next 
 to 
 the 
 development 
 of 
 successful 
 concepts, 
  the 
 team 
 also 
 had 
 a 
 set-​‐back, 
 as 
 one 
 of 
 the 
 founders, 
 Maarten, 
 found 
 out 
 he 
 had 
  cancer. 
 Blogging 
 about 
 his 
 journey 
 he 
 becomes 
 ‘Patient 
 2.0’ 
 and 
 after 
 six 
  
 months 
  of 
  chemotherapy 
  and 
  recovery 
  his 
  latest 
  CT 
  scans 
  are 
  clean 
  (Lens-​‐FitzGerald, 
  2010). 
  Having 
  SPRXMobile 
  moved 
  to 
  the 
  Science 
  Park 
  Amsterdam, 
  in 
  October 
  2008 
 the 
 G1 
 sees 
 it 
 release 
 in 

 the 
 United 
 States 
 by 
 T-​‐mobile 
  (Biggs, 
 2008). 
 This 
  mobile 
 device 
 by 
 HTC 
 runs 
 Android, 
 which 
 is 
 an 
 open 
 source 
 operating 
 system 
  based 
 on 
 Linux, 
 first 
 developed 
 by 
 Google 
 (Encyclopedia 
 Britannica, 
 2010). 
 Other 
  important 
  features 
  include 
  GPS, 
  a 
  camera, 
  high 
  speed 
  Internet 
  and 
  most 
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importantly 
 the 
 G1 
 is 
 world’s 
 first 
 phone 
 that 
 had 
 a 
 compass, 
 a 
 crucial 
 property 
  for 
 the 
 development 
 of 
 Layar. 
  
  
  In 
  January 
  2009 
  SPRXMobile 
  got 
  invited 
  by 
  T-​‐Mobile 
  to 
  organize 
  the 
  launch 
  of 
  Android 
  in 
  the 
  Netherlands. 
  At 
  this 
  launch 
  a 
  company 
  called 
  Mobilizy 
  talked 
  about 
  their 
  product 
  Wikitude, 
  one 
  of 
  the 
  first 
  functional 
  augmented 
  reality 
  browsers 
  for 
  Smartphones, 
  being 
  able 
  tag 
  physical 
  structures 
  with 
  digital 
  content 
  (Mobilizy, 
  2010). 
  ING, 
  a 
  multinational 
  financial 
  firm, 
  was 
  interested 
  in 
  doing 
  a 
  project 
  with 
  SPRXMobile, 
  so 
  together 
  with 
  Mobilizy 
  they 
  created 
  ING 
  ATM 
  Finder, 
  an 
  application 
  that 
  shows 
  where 
  the 
  nearest 
  ATMs 
  are 
  situated 
  (exhibit 
  2). 
  SPRXMobile 
  sees 
  commercial 
  use 
  in 
  developing 
  a 
  multi-​‐layer 
  commercial 
  augmented 
  reality 
  browser, 
  however 
  Mobilizy 
  is 
  not 
  willing 
  to 
  cooperate 
  (C. 
 Boonstra 
 personal 
 communication, 
 February 
 25, 
 2010). 
 Having 
 to 
  find 
 necessary 
 financial 
 resources, 
 Claire, 
 who 
 recently 
 gave 
 birth 
 to 
 a 
 baby 
 boy, 
  talked 
  with 
  potential 
  (Angel) 
  investors, 
  presenting 
  five 
  ideas 
  including 
  Layar. 
  
  Claire 
 had 
 to 
 pick 
 one 
 and 
 it 
 became 
 Layar. 
 That 
 year 
 five 
 Dutch 
 parties 
 express 
  their 
  interest 
  in 
  having 
  their 
  own 
  ‘layer’ 
  in 
  Layar 
  and 
  were 
  willing 
  to 
  spend 
  marketing 
  budget 
  to 
  have 
  a 
  layer 
  developed 
  (C. 
  Boonstra 
  personal 
  communication, 
 February 
 25, 
 2010). 
  On 
 June 
 16th 
 , 
 2010 
 the 
 Layar 
 application 

 got 
 launched 
 in 
 the 
 Netherland 
  with 
  it’s 
  5 
  first 
  layers. 
  It 
  included 
  a 
  real 
  estate 
  agency, 
  a 
  bank 
  who 
  wanted 
  to 
  show 
 ATMs, 
 a 
 temp 
 agency 
 who 
 wanted 
 to 
 show 
 local 
 jobs 
 and 
 a 
 social 
 network 
 – 
  the 
  Facebook 
  of 
  the 
  Netherlands. 
  
  Asked 
  about 
  the 
  value 
  proposition 
  of 
  Layar, 
  Claire 
 said 
 that 
 in 
 the 
 long 
 term 
 it 
 is 
 very 
 important 
 for 
 companies 
 to 
 be 
 where 
  the 
 consumer 
 is, 
 “literally 
 out 
 there 
 in 
 the 
 real 
 world”. 
 “You 
 can 
 be 
 present 
 on 
 the 
  internet 
  but 
  if 
  the 
  consumer 
  is 
  somewhere 
  in 
  the 
  street 
  looking 
  for 
  a 
  movie, 
  a 
  pizza, 
  a 
  game, 
  an 
  ATM, 
  you 
  have 
  to 
  have 
  a 
  presence 
  in 
  reality 
  so 
  that 
  the 
  consumer 
  can 
  locate 
  you” 
  (Robles, 
  2009). 
  She 
  continues 
  saying 
  that 
  this 
  differs 
  from 
  how 
  mobile 
  marketing 
  is 
  these 
  days 
  and 
  links 
  back 
  to 
  SPRXMobile 
  principles 
 by 
 saying 
 that 
 it 
 is 
 import 
 to 
 know 
 in 
 what 
 context 
 your 
 customers 
 use 
  the 
  service. 
  “This 
  opens 
  up 
  a 
  completely 
  new 
  contextual 
  mobile 
  marketing 
  opportunity 
 which 
 is 
 going 
 to 
 be 
 very 
 important 
 for 
 companies” 
 (Robles, 
 2009). 
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In 
  mid 
  July 
  2009 
  the 
  company 
  Layar 
  BV 
  was 
  founded 
  and 
  all 
  SPRXMobile 
  activities 
  were 
  put 
  on 
  hold 
  to 
  concentrate 
  fully 
  on 
  the 
  development 
  of 
  Layar. 
  They 
 received 
 another 
 € 
 250.000 
 funding 
 from 
 a 
 group 
 of 
 10 
 informal 
 investors 
  and 
  decided 
  to 
  open 
  up 
  Layar 
  as 
  a 
  global 
  platform 
  upon 
  which 
  developers 
  can 
  build 
  their 
  own 
  content 
  (C. 
  Boonstra 
  personal 
  communication, 
  February 
  25, 
  2010). 
 Layar 
 sees 
 it 
 release 
 in 
 both 
 Apple’s 
 App-​‐store 
 and 
 the 
 Android 
 app-​‐store, 
  ensuring 
 global 
 accessibility 
 by 
 end-​‐users. 
 However 
 only 
 two 
 months 
 after 
 initial 
  launch, 
 Layar 
 was 
 pulled 
 from 
 the 

 Apple 
 App-​‐store, 
 "After 
 a 
 flood 
 of 
 complaints 
  that 
 the 
 app 
 crashes 
 for 
 many 
 users, 
 we've 
 decided 
 to 
 remove 
 the 
 app 
 from 
 the 
  store. 
  
 Sorry, 
 sorry, 
 sorry," 
 said 
 the 
 CTO 
 of 
 Layar 
 (Layar, 
 2010). 
 In 
 the 
 remainder 
  of 
  that 
  that 
  year 
  up 
  until 
  the 
  present 
  time, 
  Layar 
  wins 
  various 
  prizes 
  and 
  get’s 
  two 
  European 
  investors 
  (Sunstone 
  Capital 
  and 
  Prime 
  Technology 
  Ventures) 
  to 
  step 
 forward 
 and 
 inject 
 €2.5 
 million 
 ($3.4 
 million) 
 of 
 capital 
 into 
 the 
 venture. 
 It 
  also 
 sees 
 its 
 re-​‐release 
 in 
 the 
 Apple’s 
 App-​‐store 
 and 
 a 
 3D-​‐function 
 gets 
 added 
 to 
  the 
 service. 
 Furthermore 
 the 
 founders 
 reached 
 a 
 distribution 
 agreement 
 with 
 a 
  global 
  handset 
  manufacturer, 
  hereby 
  creating 
  the 
  possibility 
  to 
  increase 
  the 
  reach 
 of 
 their 
 services 
 (Wauters, 
 2009a). 
 

Expending 
 and 
 growing 
  
  
 
From 
 ‘gradual 
 roll 
 out’ 
 strategy 
 to 
 open 
 platform 
 strategy 
  The 
 wish 
 of 
 the 
 team 
 behind 
 Layar 
 is 
 to 
 have 
 its 
 application 
 on 
 every 
 phone, 
 on 
  the 
 home 
 screen, 
 next 
 to 
 the 
 browser 
 (exhibit 
 3). 
 To 
 accomplish 
 this 
 in 
 the 
 first 
  instance 
  the 
  Layar 
  team 
  decided 
  upon 
  a 
  ‘gradual 
  roll 
  out’ 
  strategy 
  as 
  the 
  basis 
  of 
  the 
  development 
  of 
  layers 
  (C. 
  Boonstra 
  personal 
  communication, 
  February 
  25, 
  2010). 
  However 
  to 
  realize 
  mainstream 
  adoption 
  and 
  thereby 
  convince 
  companies 
  to 
  pay 
  for 
  the 
  development 
  of 
  layers, 
  a 
  large 
  user 
  and 
  layer 
  base 
  is 
  required. 
  If 
  these 
  layers 
  had 
  to 
  be 
  developed 
  within 
  Layar 
  a 
  lot 
  of 
  extra 
  developers 
 would 
 have 
 to 
 be 
 attracted. 
 “We 
 immediately 
 realized 
 that 
 this 
 would 
  not 
  be 
  a 
  sustainable 
  business 
  model 
  because 
  we 
  are 
  a 
  small 
  company 
  and 
  would 
  like 
  to 
  keep 
  it 
  that 
  way”, 
  according 
  to 
  Claire 
  (Robles, 
  2009). 
  That’s 
  why 
  three 
  weeks 

  after 
  the 
  launch 
  Layar 
  chose 
  to 
  open 
  up 
  the 
  platform 
  for 
  free 
  for 
  third 
  party 
  developers 
  by 
  means 
  of 
  an 
  application-​‐programming 
  interface 
  also 
  know 
  as 
 API. 
 This 
 enabled 
 developers 
 to 
 create 
 their 
 own 
 content 
 on 
 top 
 of 
 the 
 Layar 
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system 
  and 
  Layar 
  become 
  a 
  global 
  platform 
  for 
  anybody 
  with 
  a 
  location 
  database. 
  “We 
  provide 
  our 
  API 
  for 
  free. 
  Right 
  now 
  having 
  as 
  many 
  layers 
  as 
  possible 
  is 
  the 
  biggest 
  value 
  creator 
  for 
  us” 
  (Robles, 
  2009) 
  “Another 
  thing 
  you 
  can 
 do 
 to 
 get 
 content 
 parties 
 interested 
 is 
 have 
 the 
 press 
 write 
 a 
 lot 
 about 
 you”, 
  according 
  to 
  Raimo, 
  he 
  continues 
  saying 
  that 
  Layar 
  tries 
  to 
  accomplish 
  this 
  by 
  having 
  a 
  country-​‐by-​‐country 
  launch 
  of 
  the 
  application. 
  He 
  also 
  sees 
  these 
  as 
  specific 
  moments 
  for 
  brands 
  to 
  participate 
  and 
  launch 
  their 
  own 
  layer 
  (Wauters, 
  2009b) 
  Business 
 model 
  When 
 asked 
 about 
 their 
 business 
 model 
 Claire 
 said 
 that 
 for 
 now 
 the 
 application 
  itself 
 is 
 free. 
  
 “We 
 earn 
 money 
 by 
 developing 
 layers 
 for 
 content 
 parties, 
 they 
 pay 
  us 
  a 
  fee 
  for 
  bringing 
  out 
  their 
  layers 
  comparable 
  to 
  a 
  domain 
  name 
  administration 
  fee” 
  (Robles, 
  2009). 
  An 
  example 
  of 
  this 
  is 
  the 
  development 
  of 
  premium 
  layers 
  for 
  specific 
  cities 
  (Keswiel, 
  2009), 
  for 
  example 
  a 
  Lonely 
  Planet 
  layer 
 including 
 all 
 points 
 of 
 interest, 
 or 
 a 
 guided 
 tour 
 that 
 takes 
 you 
 from 
 point 
 to 
  point 
  in 
  a 
  specific 
  city. 
  Other 
  properties 
  of 
  the 
  business 
  model 
  are 
  the 
  possibility 
  for 
  content 
  providers 
  to 
  pay 
  for 
  prominence 
  in 
  the 
  Layer 
  Library, 
  whereby 
  content 
 parties 
 can 
 pay 
 a 
 fee 
 for 
 making 
 their 
 layer 
 a 
 featured 
 one 
 (see 
 exhibit 
 4) 
  and 
  a 
  so-​‐called 
  ‘white 
  label’ 
 

alternative. 
  Content 
  parties 
  or 
  phone 
  brands 
  can 
  have 
  their 
  own 
  branded 
  version 
  of 
  Layar 
  developed, 
  with 
  exclusive 
  preloaded 
  sets 
 of 
 layers 
 and 
 access 
 to 
 content 
 on 
 the 
 Layar 
 platform 
 (C. 
 Boonstra 
 personal 
  communication, 
 February 
 25, 
 2010). 
  
  
  As 
  of 
  mid 
  March 
  2010, 
  all 
  Layar 
  producers 
  and 
  publishers 
  will 
  be 
  able 
  to 
  use 
  the 
  system 
 to 
 publish 
 their 
 layers 
 and 
 generate 
 return 
 from 
 their 
 investment. 
 Layar 
  will 
  promote 
  the 
  use 
  of 
  global 
  mobile 
  payment 
  processing 
  and 
  distribution 
  in 
  all 
  currencies. 
 This 
 way 
 producers 
 can 
 focus 
 on 
 creating 
 content, 
 without 
 having 
 to 
  worry 
  about 
  mass-​‐market 
  distribution, 
  developing 
  for 
  multiple 
  mobile 
  platforms, 
 or 
 financial 
 administration 
 (Wauter, 
 2009a) 
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Looking 
  at 
  mobile 
  augmented 
  reality 
  platforms 
  other 
  than 
  Layar, 
  we 
  can 
  distinguish 
 two 
 companies 
 that 
 are 
 more 
 or 
 less 
 in 
 the 
 same 
 segment. 
 Mobilizy 
  and 
  Tonchidot. 
  
  Mobilizy 
  is 
  an 
  Austrian 
  based 
  privately 
  funded 
  startup, 
  known 
  for 
 their 
 Wikitude 
 World 
 Browser 
 and 
 recently 
 launched 
 Augmented 
 Navigation. 
  This 
  is 
  the 
  same 
  company 
  Layar 
  initially 
  worked 
  together 
  with 
  on 
  creating 
  an 
  ATM 
  Finder, 
  however 
  they 
  weren’t 
  willing 
  to 
  cooperate 
  on 
  a 
  commercial 
  platform. 
 Their 
 business 
 model 
 is 
 primarily 
 based 
 on 
 advertising, 
 although 
 in 
 the 
  future 
  they 
  can 
  license 
  their 
  augmented 
  navigation 
  to 
  GPS 
  providers 
  (Mobilzy, 
  2010). 
 Tonchidot, 
 a 
 Japanese-​‐based 
 startup, 
 has 
 developed 
 SeakiCamera, 
 a 
 social 
  tagging 
  application. 
  They 
  make 
  money 
  from 
  advertising, 
  promotions, 
  premium 
  services 
  and 
  in-​‐app-​‐purchase 
  of 
  gaming 
  items, 
  among 
  other 
  things. 
  However 
  they 
  are 
  still 
  in 
  very 
  early 
  stages 
  of 
  the 
  industry 
  as 
  they 
  are 
  still 
  working 
  on 
  developing 

  a 
  user-​‐base 
  and 
  promote 
  adoption 
  by 
  as 
  many 
  as 
  possible 
  (Tonchidot, 
 2010). 
  And 
  then 
  there’s 
  Google, 
  who 
  also 
  recently 
  launched 
  an 
  android-​‐based 
  application: 
  Goggles. 
  Although 
  this 
  application 
  is 
  still 
  in 
  early 
  stages 
  of 
  development, 
  it 
  recognizes 
  physical 
  structures 
  and 
  items 
  by 
  comparing 
  the 
  image 
  seen 
  through 
  a 
  mobile 
  device’s 
  camera 
  and 
  comparing 
  it 
  to 
  Google’s 
  database 
 (Google, 
 2010). 
  Future 
 developments 
  In 
  a 
  recent 
  interview, 
  Google 
  Europe 
  sales 
  chief 
  John 
  Herlihy 
  said 
  that 
  Google 
  believes 
 that 
 in 
 three 
 years 
 or 
 so 
 desktops 
 will 
 give 
 way 
 to 
 mobile 
 as 
 the 
 primary 
  screen 
  from 
  which 
  most 
  people 
  will 
  consume 
  information 
  and 
  entertainment 
  (Kennedy 
  2010). 
  Mobile 
  makes 
  the 
  world’s 
  information 
  universally 
  accessible. 
  Because 
  there’s 
  more 
  information 
  and 
  because 
  it 
  will 
  be 
  hard 
  to 
  sift 
  through 
  it 
  all, 
  search 
  will 
  become 
  more 
  and 
  more 
  important. 
  This 
  will 
  offer 
  new 
  opportunities 
 for 
 entrepreneurs 
 to 
 create 
 a 
 new 
 business 
 model, 
 “ubiquity 
 first, 
  revenue 
  later”, 
  according 
  to 
  Google’s 
  European 
  boss. 
  This 
  growing 
  trend 
  of 
  trading 
  in 
  desktop 
  interfaces 
  for 
  mobile 
  ones 
  might 
  explain 
  the 
  predictions 
  research 
  companies 
  made 
  for 
  the 
  future 
  development 
  of 
  the 
  augmented 
  reality 
  market. 
  Juniper 
  Research 
  (2010) 
  for 
  example 
  concluded 
  that 
  the 
  market 
  for 
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augmented 
 reality 
 could 
 grow 
 up 
 to 
 $732 
 million 
 in 
 the 
 next 
 five 
 years, 
 from 
 just 
  under 
  $2 
  million 
  next 
  year 
  (exhibit 
  5). 
  ABI 
  Research 
  (2010) 
  however 
  is 
  a 
  bit 
  more 
 reserved 
 in 
 its 
 prediction 
 as 
 it 
 estimates 
 market 
 revenues 
 of 
 $350 
 million 
  annually 
  by 
  2014. 
  Both 
  companies 
  based 
  these 
  revenue 
  predations 
  on 
  three 
  aspects 
  of 
  business 
  models 

  as 
  described 
  before 
  as 
  being 
  used 
  by 
  Layar 
  and 
  it’s 
  mayor 
  competitors: 
  upfront 
  application 
  purchases, 
  subscription 
  fees 
  or 
  paid 
  premium 
  versions, 
  and 
  advertising. 
  
  Another 
  upcoming 
  part 
  of 
  this 
  business 
  model 
 could 
 be 
 that 
 of 
 mobile 
 augmented 
 reality 
 gaming, 
 where 
 players 
 have 
 to 
  visit 
  certain 
  points 
  of 
  interest, 
  for 
  example 
  in 
  a 
  city 
  or 
  a 
  museum 
  to 
  earn 
  collectibles 
 or 
 to 
 unlock 
 the 
 next 
 part 
 of 
 their 
 gaming 
 experience. 
  
  
  
  With 
  the 
  above 
  information 
  in 
  mind 
  some 
  limitations 
  to 
  mobile 
  augmented 
 reality 
 in 
 its 
 current 
 state 
 also 
 have 
 to 
 be 
 recognized. 
  
 First 
 there 
 is 
  the 
 technical 
 limitation 
 that 
 is 
 connected 
 with 
 the 
 precision 
 of 
 the 
 GPS 
 hardware 
  and 
  the 
  compass 
  used 
  in 
  mobile 
  devices. 
  In 
  contrast 
  to 
  military 
  style 
  GPS 
  hardware, 
  consumer 
  style 
  hardware 
  is 
  less 
  accurate. 
  With 
  Layar, 
  for 
  example, 
  things 
  shown 
  on 
  screen 
  could 
  be 
  inaccurate 
  as 
  far 
  off 
  as 
  20 
  meters 
  from 
  the 
  shown 
  point 
  (Martin, 
  2009) 
  As 
  for 
  the 
  compass, 
  a 
  device 
  doesn’t 
  exactly 
  know 
  where 
  its 
  user 
  is 
  facing; 
  it 
  can 
  indicate 
  the 
  direction 
  of 
  an 
  object 
  within 
  a 
  certain 
  set 
  of 
  parameters, 
  becoming 
  less 
  accurate 
  as 
  the 
  distance 
  increases 
  (Martin, 
  2009). 
  
  Another 
  more 
  subjective 
  limitation 
  is 
  the 
  use 
  case 
  of 
  some 
  of 
  these 
  products. 
 Holding 
 a 
 mobile 
 phone 
 in 
 front 
 of 
 your 
 face 
 and 
 navigating 
 to 
 a 
 certain 
  point 
  may 
  be 
  physically 
  uncomfortable, 
  however 
  future 
  developments 
  such 
  as 
  augmented 
  reality 
  glasses 
  (Cannon, 
  2009) 
  and 
  contact 
  lenses 
  (Parviz, 
  2009) 
  might 
 overcome 
 these 
 bodily 
 constraints. 
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Analysis 
 of 
 Layar’s 
 development 
 cycle 
 and 
 it’s 
 current 

 position 
  
 

  The 
  reason 
  for 
  writing 
  this 
  case 
  study 
  wasn’t 
  to 
  come 
  up 
  with, 
  or 
  to 
  test 
  a 
  and 
  the 
  decisions 
  Layar 
  has 
  taken 
  up 
  until 
  this 
  point, 
  which 
  made 
  them 
  successful. 
 Causal 
 relationships 
 between 
 these 
 events 
 can 
 be 
 found 
 and 
 analyzed 
  to 
 see 
 them 
 in 
 an 
 academic 
 perspective. 
  
  general 
  theory 
  of 
  entrepreneurship, 
  but 
  for 
  describing 
  the 
  approach, 
  the 
  path 
 

Analysis 
 of 
 entrepreneurial 
 actions 
 
According 
  to 
  Bull 
  and 
  Willard 
  (1993) 
  over 
  200 
  years 
  of 
  studying 
  entrepreneurship 
  has 
  given 
  many 
  descriptions 
  of 
  the 
  word 
  ‘entrepreneur’. 
  
  
  Nonetheless, 
  no 
  theory 
  of 
  entrepreneurship 
  has 
  been 
  formed 
  that 
  would 
  explain 
  or 
  foresee 
  when 
  an 
  entrepreneur 
  might 
  appear 
  or 
  engage 
  in 
  entrepreneurship 
  (p. 
 183). 
 Jospeh 
 Schumpeter 
 with 
 his 
 economic 
 outcome-​‐based 
 concept 
 (1936) 
 is 
  seen 
  as 
  one 
  of 
  the 
  main 
  contributors 
  on 
  the 
  literature 
  of 
  entrepreneurship. 
  He 
  reasoned 
  that 
  an 
  entrepreneur 
  will 
  create 
  value 
  by 
  carrying 
  out 
  new 
  combinations 
  causing 
  discontinuity 
  (p.36). 
  
  These 
  combinations 
  might 
  include 
  a 
  new 
 product/service, 
 a 
 new 
 geographical 
 market, 
 new 
 production 
 methods 
 and 
  new 
  ways 
  of 
  organizing. 
  Layar 
  in 
  fact 
  seem 
  to 
  be 
  a 
  mixture 
  of 
  two 
  of 
  these. 
  By 
  combining 
  and 
  organizing 
  existing 
  technology 
  in 
  a 
  different 
  way 
  than 
  their 
  competitors, 
 they 
 were 
 able 
 to 
 create 
 a 
 new 
 service 
 (combination) 
 that 
 had 
 not 
  been 
  thought 
  of 
  before. 
  They 
  developed 
  a 
  commercial 
  platform 
  with 
  a 
  mobile 
  augmented 
  reality 
  system 
  by 
  recognizing 
  the 
  contextual 
  value 
  that 
  the 
  service 
  could 
  deliver 
  to 
  the 
  end-​‐user 
  in 
  specific 
  situations, 
  alongside 
  the 
  value 
  from 
  marketing 
 perspective 
 for 
 ‘content 
 providers’ 
 or 
 advertisers. 
 Making 
 it 
 possible 

  for 
 these 
 providers 
 to 
 use 
 it 
 as 
 a 
 pull-​‐based 
 marketing 
 approach 
 and 
 be 
 present 
  when 
 the 
 context 
 of 
 the 
 consumer 
 demanded 
 them 
 to 
 be. 
  
  
  Continuing 
  on, 
  the 
  fact 
  that 
  this 
  group 
  of 
  entrepreneurs 
  recognized 
  the 
  opportunity 
  as 
  they 
  did 
  might 
  not 
  have 
  happened 
  by 
  chance. 
  
  Shane 
  (2000, 
  p.466) 
 found 
 support 
 in 
 his 
 study 
 for 
 that 
 characteristic 
 prior 
 knowledge 
 makes 
  people 
  better 
  able 
  to 
  discover 
  certain 
  opportunities 
  than 
  others. 
  
  So 
  maybe 
  without 
 the 
 entrepreneurial 
 team 
 of 
 Layar 
 realizing 
 it, 
 their 
 various 
 backgrounds 
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and 
  the 
  previous 
  knowledge 
  they 
  gained 
  in 
  various 
  sectors 
  might 
  have 
  contributed 
  to 
  recognizing 
  this 
  opportunity. 
  Additionally, 
  sales, 
  marketing, 
  consumer 
  social 
  networks, 
  mobile 
  internet 
  and 
  media 
  are 
  not 
  just 
  words 
  that 
  pop 
 up 
 in 
 their 
 work 
 history, 
 but 
 are 
 also 
 aspects 
 of 
 what 
 Layar 
 as 
 a 
 service 
 is. 
  
  Layar 
  was 
  not 
  the 
  only 
  thing 
  the 
  entrepreneurs 
  used 
  their 
  knowledge 
  for; 
  by 
  using 
 their 
 background 
 they 
 also 
 created 
 Mobile 
 Mondays 
 Amsterdam, 
 a 
 channel 
  that 
  brought 
  together 
  their 
  combined 
  interests 
  and 
  networks 
  to 
  facilitate 
  the 
  sharing 
  of 
  knowledge 
  and 
  present 
  best 
  practices. 
  
  Networks 
  and 
  formal 
  and 
  informal 
  sources 
  of 
  information 
  often 
  supplement 
  the 
  formal 
  expertise 
  of 
  the 
  entrepreneur 
  according 
  to 
  Bull 
  and 
  Willard 
  (1993). 
  They 
  claim 
  that 
  networks 
  provide 
  linkages 
  or 
  relations 
  between 
  the 
  entrepreneur 
  and 
  opportunities 
  critical 
  to 
  the 
  success 
  of 
  his 
  or 
  her 
  enterprise 
  (p. 
  190). 
  The 
  creation 
  of 
  Mobile 
  Mondays 
 Amsterdam 
 did 
 indeed 
 seem 
 critical 
 to 
 their 
 success, 
 because 
 through 
  this 
  they 
  discovered 
  a 
  commercial 
  platform 
  existed 
  for 
  them 
  to 
  share 
  their 
  knowledge 
 

about 
  mobile 
  services 
  with 
  companies. 
  This 
  commercial 
  platform 
  would 
  turn 
  out 
  to 
  be 
  SPRXMobile: 
  a 
  company 
  which 
  embraces 
  the 
  concept 
  of 
  placing 
 the 
 end-​‐user 
 in 
 the 
 middle 
 of 
 their 
 service 
 and 
 realizing 
 the 
 importance 
  of 
 (physical) 
 context 
 in 
 which 
 it’s 
 services 
 are 
 utilized. 
  
 A 
 concept 
 that 
 would 
 lie 
  at 
 the 
 foundation 
 of 
 what 
 was 
 to 
 become 
 Layar. 
  
  
 

Analysis 
 of 
 strategic 
 actions 
 
Layar’s 
 strategy 
 and 
 business 
 model 
 are 
 based 
 on 
 creating 
 a 
 large 
 user-​‐base 
 or 
  footprint 
  as 
  soon 
  as 
  possible. 
  
  They 
  try 
  to 
  accomplish 
  this 
  in 
  several 
  ways 
  with 
  a 
  main 
  goal 
  of 
  having 
  Layar 
  accessible 
  to 
  everyone, 
  on 
  every 
  phone, 
  worldwide, 
  thereby 
  becoming 
  mainstream 
  adopted 
  or 
  ‘ubiquitous’. 
  From 
  a 
  business 
  viewpoint 
 it 
 is 
 possible 
 to 
 analyze 
 the 
 techniques 
 that 
 they 
 try 
 to 
 accomplish 
 this 
  with 
  and 
  recognize 
  a 
  so-​‐called 
  ‘causal 
  loop 
  diagram’, 
  that 
  could 
  lead 
  to 
  market 
  ‘lock-​‐in’ 
 (Vinig, 
 2010). 
  
  
  At 
 the 
 centre 
 of 
 the 
 causal 
 loop 
 diagram 
 we 
 find 
 Layar’s 
 user 
 base. 
  
 For 
 Layar, 
 it 
  is 
 necessary 
 to 
 have 
 as 
 many 
 users 
 as 
 possible, 
 (initially) 
 not 
 to 
 make 
 profit 
 from, 
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but 
  to 
  create 
  a 
  ‘foot-​‐print’ 
  big 
  enough 
  for 
  content-​‐providers 
  to 
  see 
  Layar 
  as 
  a 
  serious 
  sustainable 
  advertising 
  tool. 
  By 
  having 
  content-​‐providers 
  willing 
  to 
  advertise, 
 Layar 
 could 
 generate 
 profit 
 and 
 have 
 a 
 working 
 business 
 model. 
  
 The 
  switch 
 from 
 a 
 ‘gradual 
 roll 
 out’ 
 strategy 
 to 
 a 
 worldwide 
 open 
 platform 
 on 
 which 
  developers 
 could 
 create 
 their 
 own 
 content 
 is 
 an 
 example 
 of 
 a 
 way 
 in 
 which 
 Layar 
  tries 
 to 
 increase 
 it’s 
 user-​‐ 
 and 
 layer-​‐base. 
  
  
  However 
 there 
 are 
 extra 
 requirements 
 to 
 create 
 a 
 causal 
 loop 
 diagram 
 and 
 have 
  an 
 exponential 

 growth 
 in 
 number 
 of 
 users. 
 To 
 do 
 so 
 a 
 company 
 would 
 need 
 word 
  of 
 mouth 
 and 
 marketing 
 on 
 one 
 hand, 
 and 
 improving 
 functionality 
 and 
 quality 
 on 
  the 
  other 
  (Vinig, 
  2010). 
  Layar 
  for 
  example 
  tries 
  to 
  create 
  ‘buzz’ 
  by 
  doing 
  country 
  specific 
  launches, 
  hereby 
  adding 
  to 
  customer 
  and 
  content-​‐party 
  awareness. 
  This, 
  and 
 the 
 willingness 
 of 
 the 
 entrepreneurs 
 to 
 share 
 with 
 and 
 explain 
 their 
 service 
  to 
 the 
 press, 
 helped 
 generate 
 an 
 increase 
 in 
 Layar’s 
 user 
 base, 
 which 
 in 
 turn 
 led 
  to 
 an 
 increase 
 in 
 quality 
 and 
 functionality 
 of 
 the 
 service 
 by 
 feedback 
 from 
 these 
  users. 
 That 
 feedback 
 is 
 taken 
 seriously 
 by 
 Layar 
 is 
 clear 
 from 
 the 
 decision 
 to 
 pull 
  Layar 
  from 
  Apple’s 
  app 
  store 
  after 
  floods 
  of 
  complaints 
  that 
  users 
  experienced 
  technical 
 issues. 
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New 
 insights 
 and 
 entrepreneurial 
 lessons 
 learned 
 
In 
  this 
  case 
  study 
  the 
  historical 
  events, 
  the 
  development 
  path, 
  the 
  business 
  model 
 and 
 the 
 strategy 
 of 
 Layar 
 have 
 been 
 described. 
  
 An 
 analysis 
 has 
 been 
 given 
  of 
  the 
  entrepreneurial 
  actions 
  as 
  well 
  as 
  the 
  strategy 
  of 
  the 
  company. 
  At 
  this 
  point 
  a 
  reflection 
  can 
  be 
  given 
  on 
  the 
  most 
  important 
  actions 
  that 
  led 
  to 
  the 
  success 
 of 
 Layar 
  
 

Entrepreneurial 
 insights 
 
In 
  line 
  with 
  Shane 
  (2000) 
  it 
  seems 
  that 
  prior 
  knowledge 
  of 
  Layar’s 
  entrepreneurial 
 team 
 made 
 them 
 better 
 able 
 to 
 discover 
 of 
 a 
 way 
 of 
 combining 
  and 
  organizing 
  existing 
  technology 
  in 
  a 
  different 
  way 
  than 
  competitors 
  did. 
  That 
  Layar 
  found 
  out 
  that 
  a 
  commercial 
  platform 
  existed 
  for 
  their 
  ‘combination’ 
  through 
 a 
 network 
 they 
 created 
 is 
 in 
 conformation 
 with 
 Bull 
 and 
 Willard 
 (1993), 
  who 
 say 
 that 
 networks 

 provide 
 linkages 
 or 
 relations 
 between 
 the 
 entrepreneur 
  and 
  opportunities 
  critical 
  to 
  the 
  success 
  of 
  his 
  enterprise 
  (p. 
  190). 
  Actually 
  carrying 
 out 
 this 
 new 
 ‘combination’ 
 seems 
 consistent 
 with 
 Schumpeter’s 
 (1934, 
  65-​‐66) 
 ideas 
 about 
 what 
 entrepreneurial 
 innovation 
 is. 
  
  
 

Strategic 
 insights 
 
By 
 generating 
 buzz 
 Layar 
 seemed 
 to 
 be 
 able 
 to 
 grow 
 its 
 user 
 base 
 and 
 improve 
  feedback 
  programs, 
  which 
  led 
  to 
  improvements 
  in 
  quality 
  and 
  functionality. 
  It 
  also 
  led 
  to 
  content-​‐providers 
  taking 
  notice, 
  recognizing 
  Layar 
  as 
  a 
  pull-​‐based 
  advertising 
  possibility. 
  
  Through 
  this 
  the 
  entrepreneurs 
  were 
  able 
  to 
  create 
  a 
  business-​‐model 
 through 
 which 
 profit 
 could 
 be 
 generated 
 before 
 its 
 competitors, 
  ensuring 
 first-​‐mover 
 advantages. 
  
 To 
 date 
 375 
 layers 
 have 
 been 
 published, 
 with 
  over 
  1200 
  in 
  development. 
  Over 
  2000 
  organizations 
  in 
  70 
  countries 
  are 
  benefiting 
 from 
 the 
 capabilities 
 of 
 the 
 Layar 
 platform. 
  
 It 
 has 
 been 
 downloaded 
  almost 
  half 
  a 
  million 
  times 
  and 
  users 
  log 
  in 
  6.7 
  times 
  a 
  week 
  on 
  average. 
  
  The 
  recent 
  €2.5 
  million 
  investment 
  of 
  capital 
  into 
  the 
  venture 
  and 
  the 
  distribution 
  deal 
  with 
  a 
  global 
  handset 
  manufacturer 
  will 
  enable 
  Layar 
  to 
  further 
  grow 
  its 
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user 
  base 
  and 
  credibility, 
  as 
  well 
  as 
  tap 
  into 
  a 
  new 
  network 
  with 
  new 
  opportunities, 
 taking 
 Layar 
 one 
 step 
 closer 
 to 
 complete 
 mainstream 
 adoption. 
  
 

Discussion 
 
While 
 it 
 is 
 hard 
 to 
 make 
 an 
 assessment 
 of 
 the 
 mobile 
 augmented 
 reality 
 market 
  when 
 it 
 is 
 still 
 in 
 dynamic 
 waters, 
 what 
 can 
 be 
 said 
 is 
 that 
 major 
 companies 
 are 
  recognizing 
 a 
 shift 
 towards 
 mobile 
 devices 
 as 
 the 
 primary 
 means 
 for 
 information 
  and 
  entertainment, 
  and 
  research 
  companies 
  recognize 
  that 
  the 

  mobile 
  augmented 
 reality 
 market 
 is 
 going 
 to 
 grow 
 rapidly 
 the 
 next 
 five 
 years. 
  
 Looking 
 at 
  Layar’s 
  competitors 
  it 
  seems 
  that 
  although 
  they 
  are 
  more 
  or 
  less 
  in 
  the 
  same 
  market 
 of 
 tagging 
 physical 
 locations, 
 Layar 
 seems 
 to 
 be 
 one 
 step 
 ahead 
 of 
 them 
 in 
  terms 
  of 
  business 
  model, 
  funding 
  and 
  user 
  base, 
  and 
  has 
  a 
  distribution 
  deal 
  with 
  a 
 major 
 handset 
 provider. 
  
  By 
  looking 
  at 
  current 
  GPS 
  and 
  compass 
  technology 
  one 
  can 
  recognize 
  limitations 
  especially 
  concerning 
  accuracy. 
  Claire, 
  in 
  reaction 
  to 
  an 
  article 
  commented, 
  
  “Sure, 
  the 
  hardware, 
  software 
  and 
  sensors 
  (like 
  GPS) 
  are 
  not 
  perfect 
  yet. 
  But 
  it 
  will 
  come.” 
  (Martin, 
  2009). 
  
  Although 
  content 
  providers 
  and 
  users 
  are 
  increasingly 
  engaged 
  through 
  augmented 
  reality 
  services, 
  future 
  limitations 
  
  (for 
  example, 
  not 
 being 
 able 
 to 
 offer 
 accurate 
 enough 
 services) 
 could 
  pose 
  a 
  threat 
  for 
  future 
  developments. 
  Some 
  of 
  these 
  limitations 
  could 
  be 
  avoided 
 by 
 a 
 technique 
 Google 
 uses 
 to 
 recognize 
 structures 
 by 
 comparing 
 images 
  to 
  its 
  database. 
  By 
  going 
  around 
  the 
  need 
  for 
  content 
  providers 
  to 
  supply 
  relevant 
 information 
 tagging 
 could 
 become 
 obsolete 
 in 
 some 
 situations. 
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