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Dom Morea, SVP, Advanced Solutions and Innovation, First Data 

The convergence of online and mobile technology continues to drive the evolution of the payments 

industry and change the way consumers the world over make purchases. 

Today shoppers routinely read product reviews and conduct price comparisons while standing in a store. They pay attention to what 

their friends say on social networks about the products they purchase and the places they visit. They manage their finances with 

online and mobile banking, and they regularly use alternative methods of payment.

This “Universal Commerce” experience integrates shopping, payments, marketing, loyalty and financial management. Indeed, 

Universal Commerce represents a new consumer engagement strategy that financial institutions, MNOs, card networks and 

payments providers must all pursue if they are to successfully capture the business of increasingly connected consumers. 

A key enabler of Universal Commerce is undoubtedly the mobile phone. Specifically smart phones 

have had a profound impact on the way consumers engage, effectively becoming the focal point of 

an integrated customer experience before, during and after a transaction.

Accordingly, businesses across the board must embrace these changes by developing Universal Commerce strategies that take into 

account the power and potential of smart devices. For example, financial institutions, who are widely considered to hold the key 

to the ubiquitous adoption of mobile payments,  must seek to implement a strategy that produces a uniform, integrated customer 

experience across smart devices—from in-branch, to online, to ATMs, to mobile banking and virtual wallets that all work together 

to promote greater usage and loyalty across all channels. 

However, with financial transactions increasingly being performed across a range of smart phones and devices the traditional balance 

of power is shifting. There are now more players in the value chain, from banks and telcos through to companies like First Data. 

As such the industry has to develop business models that are truly collaborative and deliver significant additional consumer value 

around smart devices and the whole Universal Commerce experience, above and beyond the various channels that are there today. 

To this end Universal Commerce is not just about mobile payments and displacing cash. There has to be a broader set of benefits in 

terms of convenience, choice of payment method, loyalty, location-based services and so on. In short the consumer has to have a 

clear set of incentives to move the contents of their leather wallet or purse onto their smartphone. 

While great strides have been made in 2012 there is still a lot to realise before mobile payments truly comes to fruition. Adoption will 

ultimately be driven when there is a clear value proposition for the consumer that drives up take, beyond innovative early adopters, 

into the mass market. Standardisation and regulation, to ensure transparency and build consumer trust will also be imperative. That 

said if you look at where the industry is today compared to a couple of years ago, there is cause for optimism. 

First Data Introduction 
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For all players Universal Commerce offers an opportunity to thrive by providing a consistent, seamless 

consumer engagement experience. Central to this strategy is collaboration across the entire spectrum, 

providing a single point of contact for everything and allowing for a consistent and seamless customer 

experience. Those that can put in place such a setup will be the ones that can take advantage of the 

new opportunities that exist in this new Universal Commerce era.

www.firstdata.com
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Once upon a time, long long ago, mobile phones were large and heavy. Built solidly, they were 

designed to look like bricks with protruding antennae. They were not very reliable either and were 

not meant for ordinary people but for those who needed them and those who could afford them. 

Motorola’s DynaTAC (Dynamic Adaptive Total Area Coverage) 8000X, one of the earliest commercially 

available mobile phones, sold at the bargain price of $3,995 in 1983. The company had spent several 

years and $100 million on research and development. You could select the colour – tan, gray, or tan/

gray – and talk for a good half an hour before it needed a full battery recharge. 

Then they became better, smaller, and more reliable and their popularity levels rose to such dizzying heights that handset 

manufacturers could not keep up with demand. Since then the mobile phone has morphed again into something quite remarkable 

– part phone, part text communicator, part computer, part data storage device, part camera, part radio, part TV, part video 

player, part navigation system, part cool factor denominator and part so many other things that it is impossible to pin a definition 

on it anymore. Every year new models showcase 

something extraordinary and a technical convergence 

between computing and communicating is taking 

place at a catatonic scale. 

The chart left presents the actual growth in mobile 

connections and devices to date and the forecast 

growth to 2016. Mobile cellular connections are 

expected to exceed 8 billion by 2016 overtaking the 

world’s population in the process. 

There is a definite connection between income levels 

and mobile penetration. High income countries have 

reached levels beyond 100% penetration, thanks to 

the popularity of prepaid mobile services and the 

fact that many consumers have more than one phone. 

Prepaid subscribers are far less loyal to their providers 

and have multiple cellular relationships.

Mobile tablets are growing rapidly, and not just in 

the high income markets, but also in the affluent 

population segments in emerging markets. Hardware 

providers are testing the market for tablet design 

making these lighter but more ergonomically 

attractive and user friendly. One day, possibly, we will 

see flexible-form hardware using special materials 

1. The rise of mobile phones 
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The world is hungry for mobile devices 
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which will enable viewing screens to be extendable or stretchable as necessary for 

a greatly enhanced experience.

The very top-end smart mobile phones are now growing and replacing other types 

of phones on a global basis. But low-end phones are popular and inexpensive and 

offer all the bells and whistles of top-end devices from only a few years ago. 

Rapid improvements in device technology mean that consumers in richer markets 

are tempted to upgrade their handsets more frequently and the world is now full 

of unused mobile phones that lie quietly in our drawers though many old devices 

are now recycled or sold in developing markets. 

But one thing that is clear is that it is not just the technology that drives customer 

adoption. New or emerging services, such as mobile financial services, have to be 

provided in a way that they assist people in making their routine tasks easier or 

more productive, or offer them new ways to do things in a compelling manner. 

This simple market fact is often forgotten even by long standing industry 

incumbents who tend to focus and invest in technical innovation only, but fail to  

grasp that substantial investments in marketing and distribution are equally, if not 

more, important.
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What type of mobile payment is likely to succeed in the next few years and why? This year’s findings 

are broadly in line with last year’s except for the use of the mobile device to accept plastic card 

payments. Devices such as Square or iZettle connect to the most popular smart phones such as 

the iPhone to enable informal or small merchants to accept credit or debit card payments. This is 

discussed in more detail in a separate section in this report. 

The top mobile payment categories that survey respondents believe will be successful relate to mobile online (or remote) payments. 

Online payments for physical goods refer to purchases of items that are ordered over a mobile device but are delivered over the 

regular physical channels much like buying a book from Amazon. Online payments for digital goods relate mainly to downloadable 

goods such as mobile apps, entertainment or media content – much like buying a Kindle version of a book. Digital downloads are 

growing in importance but the inherent limitations of the mobile phone, with its small screen, puts it at a relative disadvantage as 

games, videos, or other media content is better enjoyed on a larger screen such as a laptop or a tablet like the iPad. 

Person to person (P2P) payments – payments between individuals for whatever reason including those made to small or informal 

businesses continue to be considered important and have experienced a resurgence of interest in the recent past: Pingit in the United 

Kingdom, Kiwxoo in France are examples of new services rolled out by large banks. 

PayPal, of-course, successfully covers these categories.  It acquired Zong in 2011, a company that facilitates payments to be charged 

directly to a subscriber’s mobile phone bill. However, this type of payment, though intuitively ideal for payments for digital goods, 

2. The popularity of payments
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appears low in our survey not necessarily because respondents feel this type of payment will not be successful but probably because 

it only seems suited to specific payment opportunities and could take relatively longer time to reach critical mass.

Mobile online or remote payments rank above proximity payments because in the near term, mobile online payments do not 

require any additional infrastructure. Mobile Internet is gradually becoming faster and the quality of connectivity is improving on 

a continuous basis. 

Mobile payments for digital goods such as apps, games or entertainment content are growing in significance. Even though a majority 

of mobile apps are expected to be free, there are still several billion app downloads – around 5 billion or so – that were paid for in 

2012. It is easy to buy these apps as most are low priced. Gartner estimates that apps costing between $0.99 and $2.99 will make up 

96% of paid-for apps in 2016. The two major sources for app downloads are Apple and Google. 

Google Play, the marketplace for Android based apps, is competing head-on with Apple’s App Store and is expected to hit the 1 

million mark (number of apps available for download) earlier than Apple.  Analysts say, this is because Android devices have become 

very popular and also because Apple does not put every app it receives from developers in its store but applies a qualifying criteria 

before it does so.
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From the outset, last year was hailed as “The Year of Mobile Payments” and while 2012 was not the first 

year to earn that moniker, it did deliver some very important developments in the mobile payments 

space. Last year saw big announcements from a whole host of mobile payments stakeholders, 

presenting us with retailer, payment network and mobile operator driven initiatives.

As in our prior surveys, we asked survey participants which mobile players they feel are most likely to drive growth in mobile 

payments. PayPal and the card networks again rank at the top. PayPal reported processing over $14 billion in mobile payments in 

2012, a 250% increase over the prior year. PayPal’s focus on mobile is key to their multi-channel retail approach, providing a consistent 

online experience for consumers shopping online, either from their PC or from their mobile device. Mobile is also a component of 

PayPal’s expansion into the “offline” world where it continues to announce partnerships with major US merchants for physical point 

of sale (POS) acceptance, including Home Depot, Foot Locker and Jamba Juice. Additionally, PayPal recently announced a partnership 

with Discover to extend its POS acceptance, and a partnership with NCR to integrate the PayPal solutions into NCR’s POS devices. 

Expansion into other markets is likely.

Mobile continues to be a core strategic initiative for card networks, such as MasterCard and Visa. Historically these networks have been 

more focused on the physical POS solutions, leading and participating in mobile proximity trials and commercial launches around 

the globe, consistent with their strategic objectives to penetrate the cash markets in both developed and emerging markets. Most 

recently both Visa and MasterCard have announced solutions for mobile remote payments, V.me and PayPass Wallet respectively, 

which currently target the online shopping space. Web related companies, such as Apple, Amazon and Facebook, also hold strong 

promise for mobile commerce. However the noticeable absence of NFC or any payments capabilities on the iPhone 5 fuels the debate 

related to Apple’s intentions with respect to payments.

There have been some significant shifts between this year’s survey and last year’s relating to the perception of which players are most 

likely to drive mobile payments. The most notable shift was Google. It fell from a tie last year with PayPal for first, to fourth this year with 

only 76% of respondents believing that Google would drive mobile payments compared with 91% the prior year. Google introduced 

a new version of its Google Wallet mid-year. The new wallet enables consumers to register multiple payment and loyalty cards. The 

consumer must be connected to the cloud in order to switch between payment cards. However, Google continues to struggle to 

expand handset availability to support its product. 

Mobile Network Operators (MNOs) have been active participants in the evolution of mobile payments. Some of the most successful 

global payments initiatives are being led by MNOs in emerging markets, including M-Pesa in Kenya and G-Cash in the Philippines.  

Mobile commerce is a top strategic priority for MNOs globally. They have led initiatives in multiple markets forming joint ventures 

within their industry and in some markets across both banking and telecommunications industries. MNO joint ventures also saw 

significant shift in this year’s survey in the perception of their ability to drive growth of mobile, which increased from 59% to 68%. 

Perception varies significantly by region.

• Asia: 90%. In Asia, which has seen successful industry led initiatives in South Korea and other markets including the launch of 

Singapore’s government supported joint venture between the banks and MNOs – 90% of the respondents agreed that MNO joint 

ventures would drive mobile payments. Card network and mobile operator collaborations continue, with China UnionPay and China 

Mobile signing an agreement to cooperate on SIM-base payments for online shopping, bill payment and long distance mobile 

3. A roundup of the mobile payment players
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payments, as well as NFC payments at the POS using China UnionPay’s existing QuickPass technology. Given China Mobile’s status as 

the largest mobile operator in the world, with over 700 million customers, this partnership has the potential to be the largest mobile 

initiative to date.

• Western Europe: 68%. Western Europe has also seen significant activity by the MNOs who have formed joint ventures in multiple 

markets. Most of these had been delayed pending the outcome of the European Commission’s investigation of the anti-competitive 

implications of Project Oscar, the joint venture of the three largest UK MNOs.  Shortly following a favourable ruling by the European 

Commission, the three partners, Everything Everywhere, Telefonica UK (O2) and Vodafone UK, announced WEVE, their new mobile 

commerce platform designed to create and accelerate the development of mobile marketing and wallet services in the UK. In France, 

retail group Auchan laid down a challenge to the existing initiatives by announcing Flash’n Pay, a new mobile wallet. Auchan believes 

the its wallet’s flexibility will set it apart from others. Despite positioning themselves against the existing French carriers’ NFC-based 

Cityzi service, Auchan’s offering uses QR codes, followed by PIN entry to complete a payment.

• North America: 58%. However, at the other extreme, in North America, where ISIS, the joint venture between ATT, Sprint and 

T-Mobile, was launched in the fall after several delays, only 58% identified MNO joint ventures as key drivers within mobile. This may 

reflect the limited markets (Salt Lake City, Utah and Austin, Texas) within which ISIS is available and the initial consumer confusion 

with the need to switch their SIM chips as well as the fact that a number of the most trusted players are based in the region (PayPal, 

Google, MasterCard, Visa) and generate greater awareness than ISIS. A recent study from comScore suggest that 72% of Americans 

are aware of PayPal’s digital wallet while only 6% report knowing about the ISIS solution .

Two new categories of participants were identified in this year’s survey: Retailers and Startups. In the US, retailers formed MCX (the 

Merchant Customer Exchange) which has the stated objective of developing a secure, customer focused mobile commerce platform. 

The MCX solution has not yet been announced, but participating retailers will guarantee that it will have significant acceptance once 

it reaches the market. Additionally, various startups are not waiting for the ecosystem to determine how to best resolve the business 

issues and are introducing products that rely on cloud based technologies, tokenization, bar codes and other technologies to deliver 

solutions to market today. These startups typically include reward programmes designed to promote merchant specific loyalty.
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The recipe for success in payments contains several ingredients. Customer experience is certainly the 

most important. A service that is useful, intuitive and easy to use has a far greater chance of success 

than one which is technically superior but not so easy to use. Many payment innovations are cleverly 

constructed and marketed but fail to provide an attractive customer proposition.

People who have been closely involved in payments over the past few decades know that it is very difficult for customers to change 

their regular method of payment simply because something better has come up. Consumer habits are notoriously difficult to change. 

A payment service needs to have a highly attractive and compelling value proposition for consumers to make it worth their while 

to learn or adapt to something new. A compelling proposition can even trump a less than perfect customer experience. Consider 

M-Pesa. Consumer uses basic phones and the customer-device interface is simplistic but the service has been phenomenally 

successful because it fulfils consumer needs for security and convenience.

It is essential for a new payment service to leverage existing infrastructure. Using what is already available, rather than developing 

something entirely new, helps customers understand and adapt to new products and services quicker. A new payment method, for 

example, that requires a separate account to be opened, requiring funding and monitoring, can be a hurdle that many customers 

do not bother to overcome. Using existing infrastructure also helps the service provider optimise operational costs and reduce 

exception items.

PayPal is an interesting example. In its early years, PayPal became successful due to the enormous popularity of eBay which used the 

internet to bring fragmented communities of buyers and sellers together. Initially a PayPal account had to be funded from a bank 

account or payment card before payments could be made from the account. 

4. A mobile recipe for success
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But now PayPal accounts are closely integrated with bank networks so that a PayPal transaction can be individually funded via 

the consumer’s designated bank account and there is no need to ensure that there are sufficient funds in the account. This type of 

integration make it easier for consumers to use PayPal for online payments.

Value added services took third place in our survey but to many industry observers, they are perhaps the most important. Value 

added services include those linked to loyalty, marketing, reward schemes or travel and transport. Ability to  quickly access travel 

related services such as using the mobile device as a boarding pass for flights or use the phone as a secure unlocking device for 

accesing facilities and digital identification are services that help consumers manage their lives better.

The fourth most important factor in our survey is more linked to mobile payments for corporates and small businesses. Smart 

companies need to review their delivery processes to identify what parts of an entire process chain can be improved, enhanced 

or reengineered using mobile technology. This is important. People tend to expect that mobile should offer completely new 

propositions but in reality, mobile can be used to review and reinvent existing business processes which can have a more immediate 

impact on business prospects.
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The most common criticism of the mobile payments opportunity is the lack of evident consumer 

demand. This is why, or so say the critics, mobile payments have failed to take off and are more hype 

than reality. 

Proponents of mobile payments, however, attribute this slow start to the significant hurdles the industry faces on a continuous basis 

that have impeded progress and kept investors at bay. Predictably, in an all too familiar case, most established companies are cautious 

when it comes to new things and want to see others walk the path first, before committing their own investments. 

This can be short sighted and emblematic of a herd mentality often observed in the retail financial services industry where historically 

the response to innovation has been on the precautionary side with managers concerned about any negative impact on their 

existing revenue streams preferring to stay focused on short term gains rather than investing for the longer term. No wonder, then, 

that innovation often comes from new entrants who are not constrained by conventional thinking.

In our survey, the most difficult hurdle to cross in mobile payments, is the business case. In other words, stakeholders who responded 

to our survey are not sure how they will make money from mobile payment services. This is not a new observation and it comes up 

in most surveys time and time again. One of the reasons why it is at the very top of the table is because stakeholders want to see 

revenues generated directly from mobile payment services. 

They don’t want to look at other related but equally valid benefits such as customer retention and regeneration of existing revenue 

streams. But in the midst of this search for premium profits from mobile payments, many forget that for a financial services institution 

such as a bank, developing mobile payment services is not solely a question of standalone business viability, it is in fact now a 

“strategic imperative”, and not a matter of choice anymore.

5. The not so small challenges
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The complex mobile eco-system is yet another major hurdle. A standard credit card transaction is facilitated by banks and card 

companies but in the mobile proximity eco-system, additional stakeholders play important roles. The mobile operator, the trusted 

services manager, the device manufacturer are new additions to the card eco-system when a payment takes place in the mobile 

environment. Admittedly though, this relates to mobile proximity payments as other types of mobile payments can be completed 

with fewer infrastructure elements.

The lack of an acceptance network is also perceived as an obstacle. This refers to POS terminals that are capable of accepting mobile 

payments, primarily contactless terminals for NFC payments or some other elements of hardware such as barcode readers.

Security is a key concern as well. Mobile channel is new and as it matures it is likely to attract the unwanted attention of fraudsters 

and criminals. This is discussed in more detail elsewhere in this report. Other significant hurdles refer to costs of deployment and to 

mobile payment providers not always having direct access to payments infrastructure in some markets.
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This year’s survey echoes a growing industry consensus about mobile payments being just one part 

of a successful mobile wallet. Almost all of this year’s participants believe that mobile wallets need 

to bundle more than just the payment functionality and include services such as couponing, loyalty 

and other value added features. These features will be critical to the adoption of mobile wallets. 

In addition to the value created for the end user, such bundled value added features can disrupt the traditional payments eco-system. 

During 2012 we saw several new mobile payment/wallet entrants looking to change the dynamics of some part of the payments 

value chain. LevelUp in the United States, for example, offers a solution that enables small merchants to accept mobile payments, via 

a proprietary QR-based solution, with a 0% merchant discount rate. In order to generate income, LevelUp bundles loyalty programme 

management services with its acquiring solution and charges the merchant a small fee per reward dollar redeemed by consumers. 

As of September 2012 LevelUp was processing around $2million in payments per month from nearly 200,000 app users buying at 

around 3,000 merchants.

The concept of mobile wallets focusing on the whole purchase process and not only payments also receives significant agreement 

from survey participants. This is not surprising considering how the users’ relationships with their mobile device have evolved in 

the developed markets. When we want to purchase something we frequently resort to our mobile phone for the whole process: 

We use Yelp! or other discovery engines to look for the best place to go; we take a look at Amazon or use RedLaser to search for the 

best deal; we read reviews of the product/service in social media; and finally we share our purchases or the photo of our dinner plate 

through Twitter. The only activity missing from this picture is the payment itself. 

6. The magic of mobile wallets
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The most ambitious wallets in the market today aim to redefine the whole purchase process experience for the users. For example, 

the new version of the Google Wallet aims to help users improve their purchase experience by offering recommendations, real time 

couponing and an easy way to track their activity for all their purchases at POS and on-line.

The third most agreed statement in this section of our survey is the use of consumer data as a key for the development of mobile 

wallets. This is discussed in more detail in a separate section in this report.

We also asked our participants about the time, during the purchase process, where they believe a mobile wallet will be used by 

the consumers. As expected most of the respondents mentioned that the wallet would be used during the payment process. 

Nevertheless, it is important to note that 3/4 of all the participants also mentioned that the wallet would be used before and after 

the payment.  As mentioned earlier, mobile services are already changing the way we make purchases. For example, some of the 

potential functionalities that future mobile wallets could include are:

• Before payment: 

• Discover products/businesses (e.g. Yelp!, Google Places, Foursquare) 

• Price comparison (e.g. Amazon, RedLaser) 

• Couponing and offers (e.g. LivingSocial, Groupon)

• During  payment: 

• E-commerce (e.g. PayPal, Google Checkout) 

• POS (e.g. LevelUp, Square, ISIS) 

• P2P payments (e.g. PayPal, Dwolla)

• After  payment: 

• Loyalty programmes 

• Transaction history/budgeting 

• Social sharing 

• Ratings

It would be natural to expect that future mobile wallets will assist users in several of these tasks in order to appeal to a broader 

audience. The Starbucks app is an early example of the benefits of considering the overall purchasing process while designing a 

mobile payment service. Although it is a closed loop system, it is the most used mobile payment solution in North America with 42 

million transactions processed during its first 15 months of operation (launched January 2011). 

The Starbucks mobile app covers several aspects of the purchase process making the users engage with the app and use it more 

frequently. The app allows the users to pay at stores with a bar code displayed on the phone, but it also allows them to design their 

own drinks, manage and reload their different prepaid cards, track their loyalty programme stats and receive communications 

from the coffee chain. A more recent update adds the option to add a Starbucks card to the iPhone’s Passbook app which enables 

geolocation services allowing the Starbucks card to pop on screen whenever the user physically walks into one of the Starbucks 

locations, facilitating use and reducing transaction friction (i.e. the card is ready to be used without unlocking the phone).
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One of the challenges with mobile payments is where to store the payment credentials. Historically, 

for proximity payments, the general consensus was that the payment information should be stored 

securely on the device itself.  

NFC was generally agreed within the industry to be the best technology to achieve this. Successful trials have been completed in 

multiple markets around the world, proving the technology works.  Most recently, these trials have given way to commercial launches 

based on NFC technology including, CityZi in France, Weve in the UK, ISIS and Google Wallet in the US, StarHub in Singapore, to 

mention a few.

However, the NFC ecosystem has proven to be complex, with the need for new entities, such as Trusted Service Managers (TSMs), 

required to manage the applications accessible over the Secure Element (SE) and to manage the Over The Air (OTA) download 

capability. Most importantly the concern for the lack of a viable business model acceptable to all parties, has led to the development 

of options using alternative technologies such as LevelUp and Square.  Three models for storing the payment credentials are 

emerging:  on the phone, in the cloud, and hybrid.

• In the Phone.  NFC technology requires payment credentials to be securely stored on the SE on the phone.  This provides quick 

access to the payment credentials in all payment environments.  There are three types of solutions for storing the payment 

credentials in the phone:  the SIM, an embedded chip, or a micro SD card (or external “sleeve”).  

	 • The SIM chip refers to the Universal Subscriber Identity Module (USIM) or to the Universal Integrated Circuit Card (UICC). The 

GSM Association (GSMA) views the SIM as the most appropriate NFC secure element (SE) for mobile phones and the technology 

is now found in most GSM handsets currently being manufactured.  The SIM stores the encryption keys that authenticate and 

identify the subscriber to the network.  Because these functions are similar to those that must be preformed for the payments 

networks, MNOs have promoted the SIM as the logical place to securely store the payment credentials.  However, because the 

7. The promise of proximity
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SIM is owned by the MNOs there have been, and continue to be, debates over business model issues such as the cost for access 

to the SIM that have delayed widespread deployment.  Examples of these include the MNO led joint ventures including WEVE in 

the UK, CitiZ in France, Grand NFC Global Alliance in South Korea and ISIS in the US, to name a few.

	 • Embedded chip refers to a second chip installed in the phone by the handset manufacturer.  It is not controlled by the MNO 

and is favoured by device manufacturers.  It was the choice for the Secure Element for the first version of the Google Wallet.

	 • The microSD card, a small removable and portable memory device utilized in some mobile phones and PDAs, offers another 

means of NFC- and RFID- enabling handset devices.  It has been favoured by financial institutions as it is not controlled by either 

the MNO or the handset manufacturer.  However, it is not used in all phones, including Apple’s iPhone.  For the iPhone, there are 

similar solutions, independent from MNOs and manufacturers, in the form of external sleeves. These look like a protective case, 

but contain a separate chip and an antenna that connect into the phone and enable NFC capabilities.

• In the Cloud.  The cloud is emerging as a viable contender to In the Phone solutions.  Solutions using cloud based technology store 

the payment credentials in secure servers that are connected to the point of sale via online/internet connections.  A requirement 

for cloud based solutions at POS is availability of an internet connection strong enough to provide connectivity for the consumer’s 

mobile device.  These solutions do not require NFC or its complex ecosystem and have been favored by startups and some leading 

merchants as they do not require the same level of investment as NFC technology.  Solutions often use bar codes or other proxies 

for the payment credentials.  Examples include Starbucks Mobile app, Square Wallet, PayPal’s In Store Check Out, LevelUp, Uber 

and others.

• Hybrid.  The newest model to emerge is the hybrid model which stores the payment credentials on both the phone and in the 

cloud.  Google’s updated wallet is an example – the consumer stores their payment credentials on Google’s secure servers and 

selects which one to link to the payment credential installed in the phone’s embedded chip.  The hybrid model addressed one 

of Google’s original constraints – that it was restricted to participating issuers only.  

Recognising the emergence of these competing models, this year we asked our survey participants which technology they thought 

had the best chance of success.  Responses were tightly grouped, but the leading opinion was that alternatives to NFC would be 

successful, with 73% agreeing with this statement.  Slightly fewer believed that alternatives such as QR codes would be successful in 

the short term. Responses to this question varied between regions with more developed payments markets having more belief in QR 

codes and other emerging technologies while those with more emerging payments markets were more skeptical of QR technologies.  

Western Europe, North America and Australia/New Zealand were all close to or above the average, while regions such as Asia and 

Africa who have seen very successful alternatives to NFC emerge were significantly below the average.  Globally, 66% agreed with 

the statement that NFC would be slow to be adopted, but would ultimately be the standard.  The Middle East and Asia, followed 

by Australia/New Zealand and Western Europe, were the strongest believers that NFC would become the standard, while North 

America, where only 51% agreed, was the notably more skeptical.
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One new question in this year’s survey asked our respondents if they agreed with the following 

statement “Social networks will play an important role in the development of mobile payments”. 

More than half of them (57%) agreed with the statement. 

As discussed above, most industry experts agree that mobile wallets will be used by consumers for more than just payments and 

utilise users’ data – within limits – to make the consumer experience relevant and rewarding. With these two goals in mind, social 

networks certainly could prove to be the most interesting additions to the mobile wallet.

We live in the era of social media where social networks allow users to create and share large volumes of content with each other: 

think Facebook, Twitter, Pinterest and other services. For some years now, marketers and companies have created new ways in which 

people can interact with each other and in the process, have reinvented the way companies promote their products or respond to 

users’ feedback. For example, a company will monitor what users are saying on social networks and would respond directly before 

waiting for the client to call customer service.

Embedding social media in mobile wallets promises to take the business-consumer interaction to a new level. Merchants, payment 

companies and marketers are looking for ways to get more information about their clients and one of the best ways to do it is by 

persuading them to share it directly. Social networks are a very good vehicle to achieve just that; for example, American Express is 

one of the pioneers in leveraging social networks to get better knowledge of their clients. 

In the U.S., American Express has struck partnerships with Facebook, Twitter, FourSquare (a check-in app) and Xbox Live (video game 

platform) where it allows its cardholders to “Sync” their cards with each one of those networks. By doing that, American Express can 

gather information about the tastes of the user, what they talk about and the places they frequent. 

With this information AmEx can develop real-time, tailored offers, and more importantly, encourage users to share their experiences 

with each other over social networks. When a user sees a promotion they like on Twitter, they need to retweet (broadcast to its 

network) the same message to “load” the promotion onto their card, effectively disseminating the information and generating 

awareness for the brand and the related merchant.

8. Social media and its role in payments
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Although the American Express programme does not use a mobile wallet, we could easily see this approach pursued through a 

mobile wallet. The integration of these types of social media services in a wallet could make for a smoother experience by eliminating 

the need to manually “sync” a card or go to different apps to check-in and share the experience. It would be enough to tap the phone 

to pay, check-in and share. Additionally, further integration of social networks with mobile wallets could also represent a benefit 

for merchants. They will get real time feedback from users, design better marketing campaigns or get specialised functionality like 

allowing only reviews from actual customers in their social media profiles.

It is also worth noticing that it is still too early to assess how the end game for social media and mobile wallets will play out. The large 

social networks are expanding their operations to include shopping, business discovery and even virtual currencies. Therefore, we 

cannot discount that at some point they could turn into competitors jostling for foothold in the mobile wallet industry.
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In this year’s survey we also asked our respondents if they agreed with the following statement: “The 

use of consumer data is key for the development of mobile wallets (i.e. for marketing purposes)”, 78% 

of the participants agree with the statement. This sentiment is in line with several of the industry 

players pursuing the development of mobile wallets some of whom have actually based their 

business models on the collection and analysis of consumer data.

The Internet giants, like Google, are interested to leverage their mobile wallets to gather more user data. Google Wallet could be 

the product that will narrow the existing information gap between online activity and physical world activity, effectively improving 

the targeting of marketing campaigns and monetization opportunities for Google.

Mobile Network Operators (MNOs) are also focusing on payment related services that will collect data to provide enhanced 

consumer profiles for targeted marketing. As mentioned earlier in the report, in selected markets, MNO’s have joined forces to 

develop multi-operator initiatives to offer interoperable mobile payment wallets.  ISIS in the United States and Weve in the United 

Kingdom are two of the more well known examples. Operators want to remain relevant in an evolving mobile world where they risk 

becoming mere infrastructure providers or “dumb pipes” that serve other industries. They wish to develop new revenue sources 

by offering innovative services to their subscribers directly or in conjunction with partners. For example, in the United States, this 

can be seen clearly after Sprint signed, in October 2012, a partnership agreement with Amobee to launch Pinsight Media+, a mobile 

advertisement platform that will enable brands to create campaigns targeted to specific subscribers, based on their individual 

information and data.

9. The uses and abuses of data

Source: “Mobile Payments: Consumer Benefits & New Privacy Concerns” University of Berkeley 
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Nevertheless, MNOs and Internet giants are not the only players concerned with controlling the users’ transaction data. The MCX 

(Merchant Consumer Exchange) wallet,mentioned in a previous section, is a multi-retailer initiative aimed to be a mobile payment 

solution accepted at several of the largest U.S. retailers and offers value added services for the consumers in the form of loyalty 

programmes and personalised offers. In a recent panel discussion, representatives from five of the merchant owners of MCX 

explained that their strategy revolves around two key axes: controlling the cost of payments and maintaining exclusive ownership 

of consumers’ transaction data.

There are several avenues that the mobile wallet developers can explore to leverage the data collected from consumers in order to 

offer value added services for merchants and consumers, for example:

• Personalized deals and coupons: By learning purchasing habits, the wallet can offer coupons and deals for similar stores or 

categories frequented by the consumer

• Location based marketing: By combining users’ transactional history with the mobile location services (GPS) a wallet could send 

targeted ads for a store nearby the consumer or launch personalized recommendations when a user approaches the merchant 

premises

• Custom reward programmes: Users could share information to receive customised reward offers with the mobile wallet 

automatically selecting the best funding method to use for a specific transaction.

Nevertheless, as good as information sharing and collection can be for the mobile wallet providers and for the users, in terms of better 

offers and shopping experience, there could be some resistance from consumers to share their personal information. In 2012 The 

University of Berkeley conducted a survey aimed at average smart phone owners in the U.S. and found that, at least at first reaction, 

an overwhelming majority of respondents would not feel comfortable using a wallet that would share their personal information 

with merchants. This is the real challenge for service providers to overcome when mobile wallets start becoming popular. The key 

trend we see emerging is that customers want to be empowered to control their own data. It is, however, possible that consumers 

may be willing to exchange reasonable amounts of personal data in return for better services or rewards.
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Everyone is aware how technological innovations and regulatory changes are facilitating the entry of 

new competitors in the payments industry. These changes are reshaping the competitive dynamics 

of the marketplace and creating new worries for traditional players. One of these is the possibility of 

“relegation”, of being demoted in the pecking order if not entirely disintermediated: a new entrant 

could potentially occupy the all important customer facing relationship and thus the opportunity 

to capture revenue and market share. The traditional player in this case would act as a supplier of 

payment infrastructure to the new entrant.

The risks of relegation affect the overall payment activities that are currently controlled by banks. On the issuing side, the 

development of new distribution channels (e.g. internet and mobile) has led to the emergence of alternative payment methods, 

which are more adapted to new consumer preferences. Furthermore, the advent of mobile payments is a stepping stone for new 

organisations to enter the face to face payments marketplace and create an entire shopping experience beyond payments. 

On the acquiring side, the ubiquity of mobile phones has also led to new innovations. Square, a payment processor, offers small 

retailers an alternative solution to traditional payment providers. It allows merchants to accept credit cards through mobile phones, 

by swiping the card on a Square device attached to the phone. Square and the multiple other devices that are being marketed are 

beginning to cause concern to traditional players. This is discussed in more detail a separate section. 

The increasing use of Internet Protocol (IP) is driving convergence between online and in-store payment methods. Payment service 

providers (PSPs) are evolving to become powerful players in the payments space because they are able to respond quickly to the 

needs of merchants. As this trend progresses, PSPs will be able to service both, online and in-store POS environments and will begin 

to redefine the dynamics of the traditional merchant acquiring marketplace. 

Most new payment systems currently use existing payment infrastructure, and so continue to drive payment volumes to traditional 

players (e.g. many PayPal accounts are linked to payment cards, and generate card transactions). The risk for banks is that they could 

be relegated by new entrants that could be focusing on the most profitable segment of a new service, leaving the banks to bear the 

cost of supplying the underlying infrastructure.

From the merchant’s perspective, the emergence of multichannel retailing is changing how consumers make purchases. Customers 

may use the internet to order but visit physical outlets or branches to pick or return goods. Customers could research products in 

brick-and-mortar stores, but end up purchasing on the internet with their preferred payment solution. Brick-and-mortar retailers 

would then be reduced to being mere showrooms in the purchasing process.

10. The risk of relegation
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In the early days of payment cards, manual “zip zap” machines were standard merchant equipment. 

Since then the industry has come a long way and now the growth of wifi and satellite connections 

have enabled POS terminals to be mobile in the shape of compact handheld machines, allowing 

merchants to accept card payments at any given site within their estate (a widely-applied example 

being restaurants, where waiters now commonly process payments at customer tables). 

The ubiquity and advanced sophistication of today’s smartphones has resulted in the development of solutions that leverage these 

devices as base POS terminals. Small or individual merchants who have traditionally accepted payments in cash, such as plumbers, 

electricians and market stall vendors, stand to benefit in particular from ‘mobile as POS’ technology. The only investment required 

to accept card payments is a regular smartphone. 

2012 can be seen as the year in which the ‘mobile as POS’ movement definitively gained traction. Competition has intensified as 

start-ups and payment processors have scrambled to introduce their solutions to market. Consequently, as many as 84% of survey 

respondents believe that ‘mobile as POS’ solutions will become widespread. Most current offerings require a separate hardware 

device (such as a dongle) that attaches to the smartphone and reads payment cards; the card credentials captured via the hardware 

are typically linked to a software application within the smartphone to process payment.

Square and iZettle are two of the leaders in this field. Present in the USA and now Canada, Square’s card reader processes payments 

for over 2 million individuals and businesses. While Square is dominant in North America, iZettle has emerged as a one of the key 

players in Europe, after launching in Sweden in 2011 and expanding to six other European markets (including the UK, Germany and 

Spain). The key difference between the two services is that iZettle’s device processes Chip enabled payments whereas Square’s 

dongle is a magnetic stripe reader. Both services charge merchants a flat fee of 2.75% per transaction, underlining cost predictability 

11. Mobile as POS
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and simplicity as a selling point. The growth of both start-ups explains why 61% of survey respondents agreed that non-bank 

organisations will lead the ‘mobile as POS’ movement.

An even higher percentage of survey respondents (77%) feel that ‘mobile as POS’ solutions will significantly increase network 

acceptance. This is explained by the fact that it is not just start-ups launching ‘mobile as POS solutions’. Processors who have long 

specialised in card payments have also embraced the opportunity. PayPal’s PayPal Here solution is competitively priced to Square 

and iZettle at 2.7% per transaction, and even allows cheque acceptance in the USA. Adyen, a leading PSP, has launched the Shuttle 

solution in Europe. With a slightly different business model, Shuttle is arguably more targeted towards higher-volume merchants 

than other solutions, with a one-off charge for the hardware dongle (and a fixed monthly cost) offset by lower transaction fees.

VeriFone is another established payments firm which entered the ‘mobile as POS’ field; however, it discontinued its solution ‘Sail’ in 

December, which had only been in the market for seven months underlining operational and commercial reasons. 

‘Mobile as POS’ providers are striking partnerships with different participants in the payments value chain, in order to ensure 

profitability and accelerate mobile payment growth as a whole. This has been noted by survey respondents, with 83% recognising 

that ‘mobile as POS’ will help drive mobile payment usage. Certain providers have targeted defined merchant segments; in 2012, 

Square announced that it will process all of Starbucks’ credit and debit card transactions, and sell its mobile card reader in all 7,000 

of Starbucks’ US outlets. German-based providers SumUp and payleven have both struck nationwide agreements with taxi hailing 

mobile apps, to allow their mobile card readers to be used in taxis across Germany. Other start-ups such as mPowa (a UK-based 

provider) are planning to work with banks in order to expand to new markets; in 2012, mPowa signed a multi-million dollar white label 

agreement with First National Bank in South Africa. Mobile network operators (MNOs) are also building alliances - iZettle partnered 

with the UK’s first 4G mobile network, Everything Everywhere (EE), for its UK launch. 

As the ‘mobile as POS’ market becomes more crowded and leaders such as Square widen their presence, it is foreseeable that some 

solutions will disappear or get absorbed by others. However, the proliferation of product launches in 2012 indicates that the industry 

payment volumes may reach critical mass as early as 2013. Edgar, Dunn & Company anticipates that many existing providers will 

continue to seek partnerships with merchants, banks and MNOs alike in order to gain a competitive edge and drive volumes. The 

expansion of 4G mobile networks is likely to accelerate adoption in developed markets. Furthermore, the continued retail interest 

in digital commerce and value-added merchant services such as loyalty (via technologies such as Apple Passbook) may indeed help 

‘mobile as POS’ devices gain further traction in 2013.
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The mobile device is ubiquitous. Everyone loves their mobile phone. This also means that everyone 

has, at some point, lost their mobile phone. Hundreds of thousands of phones are lost or stolen every 

year and thieves quickly run up huge bills. There is a sense of vulnerability attached to a mobile device. 

Imagine if everyone, through their phones, could access bank accounts, transfer funds to others and make quick and convenient 

payments like credit cards. Thieves could potentially wreak havoc and wipe out your bank account before you know it. This is not 

really true but the perception in the mind of the consumer is that mobile payments are risky. Consumer research and focus groups 

across the world indicate that security is a key concern for consumers.

Banks and other payments providers realise this issue and have developed security tools that are strong, reliable and effective in 

making it extremely difficult, if not impossible for criminals to perpetrate fraud. But in doing so, they must not be so effective that 

consumers have to pass through several annoying security hoops to access their own accounts. In online commerce the 3D secure 

protocol, designed to provide additional security for online debit and credit cards payments, has received mixed reviews from 

consumers and retailers alike. Some say that the process helps improve payment approval rates. Others point out that it also increases 

abandonment rates where consumers give up the purchasing process when they reach the 3D secure page.

One of the central tenets of remote access to payments and financial services is to find the right balance between security and 

consumer experience. In our survey, an overwhelming majority of respondents agree with this but also realise that security is not 

overhyped and remains an extremely important feature of remotely accessed financial services.

For mobile online payments, existing protocols and tools can be leveraged and enhanced to provide a secure transaction 

environment. Mobile proximity payments offer a different challenge in this context. The general consensus is that the most secure 

option is to store on a secure area of hardware - the Secure Element – on the mobile device. This is because it offers a higher level of 

12. The debate on security
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security than if card details were stored on the device memory. However, NFC compliant mobile devices, capable of communicating 

between the Secure Element and the POS terminal, despite the wait for many years, have still not appeared in the marketplace on a 

commercial scale. This year, however, a number of device manufacturers are set to offer NFC in their new models giving a big boost 

to the prospects of the technology labelled as revolutionary but one which has had little impact to date.

It is important to note that although NFC-based payments are very secure, there are alternative technologies, based in the Cloud, 

which could also provide the required security. Cloud based solutions, like those involving QR codes, effectively detach the actual 

payment credentials from the POS and the mobile device. Instead, a token is stored on the mobile device and used to initiate the 

transaction at the POS.  The token is linked to the actual payment credentials which are securely stored in the cloud.  If a user loses 

their phone, they can simply break the logical connection between the “token information” on the mobile and the actual credentials 

residing in the cloud, making the wallet inoperable.

As discussed above, NFC has several security advantages but also requires additional infrastructure and costs whereas alternative 

protocols can be deployed with small and generally inexpensive existing infrastructure. This balance could explain why a large 

portion of this year’s respondents believe that alternative technologies are going to be successful in the short term and NFC will 

become dominant in the longer term. 
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This report is primarily about advanced economies with mature market infrastructures and electronic 

payment volumes at critical mass. The majority, if not all, of consumers in these markets have bank 

accounts and multiple ways to access financial products and services. 

They can visit bank branches or conveniently access their bank accounts and make payments online. In general, broadband 

connectivity is also widely available and the speed with which data traffic can be pumped through these networks is continuously 

increasing.

Developing markets are at a different stage of economic and infrastructure maturity. Many, and often most, consumers do not have 

access to even basic banking services near where they live or work. Cash is generally the only method of legal tender. There is an 

obvious lack of security as cash can be lost or stolen with no recourse. These countries do not have sufficient financial resources to 

undertake large scale infrastructure projects to extend communications networks and people are too poor to prove profitable to 

suppliers of financial services. At the same time, these consumers are highly profitable to unscrupulous money lenders who offer 

them loans at astronomically high rates.

The measure of connectivity for a market used to be the number of fixed phones line available in the country but now a better view 

can be obtained by looking at internet reach as well as mobile penetration jointly. Here, an interesting comparison develops. While 

developing markets like Botswana score poorly against European and other developed markets in internet usage (X axis), they score 

at par or higher in mobile penetration (Y axis). Emerging markets are riding on mobile technology to catch up with the developed 

and richer nations in consumer connectivity.

13. Developing markets

Source: World Bank; Google Public Data
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It makes sense to provide financial services to consumers in developing markets using the mobile phone because the mobile device 

is fast becoming a necessity even in the poorest of households in such markets. Survey respondents are nearly unanimous on this 

point. They also agree that the mobile device has the capability to transform the lives of the citizens of poorer nations by bringing 

them the benefits and efficiencies of the financial system including the ability to make payments, borrow at reasonable rates, and 

invest in longer term profitable initiatives. 

Just above three fourths of survey respondents agree that agents are important in developing regions. Financial service and 

payments infrastructure is gradually growing in these markets, more so in urban rather than rural areas. As bank branches, ATM’s 

and POS terminals are still not widely deployed, agents provide the highly useful function of accepting consumer deposits and 

disbursing cash as and when needed. 

Some developing markets rely heavily on foreign remittances sent by citizens working abroad who send money home to their loved 

ones on a regular basis. Agents provide immediate cash to recipients and receive their commission from the sender.
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The explosive growth in smartphone usage has been most visible in the consumer payments market. 

However, many of the advantages of consumer mobile payments (such as convenience) can be 

translated to the corporate market. The sophistication of smartphone devices had led to increased 

awareness that mobile technology can be leveraged to develop a wide variety of business applications. 

A 2012 survey by Checkpoint affirms that 89% of professionals possess mobile devices that connect to corporate networks. As 

employees continue to work between countries and offices they increasingly require the ability to access business processes and 

data on their mobile devices while ‘in transit’, in the same way they would access personal e-mail and news. 

The 2013 survey results indicate the main uses of the mobile device for corporate and small businesses in terms of alerts and 

messaging, account monitoring and workflow management are all seen as highly relevant. In the case of alerts and messaging, 

these represent core functions that have long been associated with mobile usage in the consumer market, which explains why they 

are seen as the most applicable features in the corporate sphere.

One impediment of corporate mobile usage is the limited screen size compared to an office computer; this means that in the 

corporate arena, smartphones lend themselves better to basic rather than complex tasks. The category perceived as second most 

relevant for corporate mobile usage, account monitoring and management, is a feature that can be easily simplified, and has started 

to experience mainstream usage in mobile banking applications. Approval of processes and workflow management also fits into 

the ‘basic task’ category and was widely observed as a significant factor by respondents.

E-invoicing is believed to become an important service for the mobile channel in the corporate market. This can be explained by 

the continued prioritisation of paper substitution as a corporate goal, either with regards to payment method (cash, cheques) or 

14. Corporates and small businesses 
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account administration (statements, activity forms). The use of mobile devices for e-invoicing has several advantages compared to 

paper, including transparency, efficiency and ubiquity of access. 

In the coming years, B2B mobile solutions stand to experience high growth in emerging markets, where cash and cheques still 

account for a large percentage of corporate receivables and disbursements; approximately 75% in several countries.1 A rising trend 

in emerging markets is for citizens to use smartphones as the primary internet access device, rather than computers. 

According to Ericsson ConsumerLab, 68% of internet users in India interact online using smartphones rather than computers. In 

markets such as these, where smartphone usage exceeds computer usage, mobile corporate solutions will constitute a key method 

of expanding financial inclusion for small businesses.

Going forward, financial institutions and banks will have a pivotal role in the development of the corporate mobile financial services 

marketplace. Mobile payments can represent an additional offering in a portfolio of corporate treasury services – and competition 

from non-bank entities such as PSPs may only accelerate the growth of these services. In addition, banks possess the technological 

capabilities required to produce services with enhanced security – often cited as a potential stumbling block to corporate mobile 

application growth. 

Examples of solutions targeted towards business enterprises include CitiDirect BE Mobile, an institutional mobile banking platform 

that includes some of the functionality described in our survey. The solution processed over $1 billion of transaction value in its first 

six months of operation.

1IFC Mobile Money Study, 2011
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2012 saw mobile payments gain in prominence, with a spate of new offerings (wallets, NFC 

smartphones, mobile POS solutions) launched in all corners of the globe and the share of mobile 

commerce as a percentage of e-commerce continues to grow. To many observers, financial 

institutions hold the key to the ubiquitous adoption of mobile payments, given that most mobile 

payment offerings incorporate the use of traditional banking products. Banks, networks and schemes 

may take the lead in integrating mobile functionality, in order to generate additional transaction 

volumes for their existing products and services.  

In order to strengthen the appeal of mobile payments for consumers and merchants, future innovations may add value to the 

existing card payment transaction mechanism. Alternatively, there is a possibility that some may remove the reliance on payment 

cards entirely. 

Biometric technology may experience a resurgence of sorts. According to Unisys, up to 57% of Americans would provide personal 

biometric information in order to conduct mobile transactions in conjunction with their bank. Hardware providers such as NCR 

are already developing concept hardware that uses biometrics, such as ATMs that interact with mobile apps and authenticate 

transactions through fingerprint scans.

In addition, future innovations will aim to capitalise on other features that commonly exist in smartphones, such as cameras. 

Jumio, a US-based start-up, allows individuals to capture card details using the in-built cameras that are integrated within mobile 

devices– eliminating the need for external hardware to process payments.

Before the advent of app stores, maps and social networks, the most basic feature of all mobile phones was simply that they were 

associated with a unique subscriber/phone number. The fact that mobiles are linked to a sole identifier has led to the development 

of P2P mobile payment solutions such as M-Pesa in Kenya and Barclays Pingit in the UK. 

Technology giants such as Google are exploring how the mobile number can drive the customer to the physical POS itself; its 

new Zavers service is a digital coupon service that allows automatic redemption of offers when consumers provide their mobile 

number at POS.

Indeed, it is the intersection of geo-location services, loyalty rewards and social networks which is likely to be the focus of mobile 

payment innovation in the near-term. Location-based services (such as Foursquare) already partner with merchants, and allow 

consumers to earn rewards when tweeting about merchant products using their smartphones. 

Tomorrow’s consumers will expect to redeem real-time rewards based on their immediate surroundings. When combined with 

the capability of conducting transactions, such services have the potential to boost mobile payment volumes due to the viral 

nature of social media.

Co-operation is still necessary to produce a consistent interoperable set of standards for mobile payments – for example, a common 

security protocol to combat fraud that is subscribed to by all network participants. In the quest to align industry interests, it is 

anticipated that strategic mobile partnerships will become widespread, and more consolidation will take place between different 

participants in the mobile payments value chain.

15. Future of mobile payments
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The mobile payments landscape remains fragmented, with financial institutions, non-bank participants, payment processor brands, 

network operators, hardware device manufacturers, security software developers, start-up enterprises and more, jostling to capture 

a piece of the opportunity. For mobile payments to achieve universal adoption, acceptance needs to reach near-ubiquity on the 

merchant side, while the value proposition needs to be sufficiently compelling for consumers to adopt mobile payments en masse. 

Only then will the mobile device fully realise its potential to revolutionise the payments industry.

i The sociable
ii comScore, “Highlights Digital Wallet Market Potential and Current Adoption Barriers”,  
http://www.comscore.com/Insights/Press_Releases/2013/2/comScore_Study_Highlights_Digital_Wallet_Market_Potential, accessed: February 5th, 2013
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