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Mobile wallets will be the next battleground 
among businesses from various sectors – 
including financial institutions (Fis), mobile 
operators, internet companies and retailers 
– in the fight for ownership of the consumer 
relationship. 2012 witnessed the introduction 
of myriad mobile wallet trials, and the mobile 
wallet wars will only continue to grow in 2013 
and beyond. 

For FIs, this is driving the emergence of a new mobile wallet paradigm, with the mobile 
account management application becoming a unique and powerful vehicle that allows 
FIs to defend their existing business and extend to new markets while strengthening 
their customer relationships and creating new revenue opportunities.

To win the battle for the mobile consumer, FIs must leverage the key assets at their 
disposal in order to gain and maintain top of wallet status by driving deep customer 
engagement.

This white paper details the six critical elements which are required for a successful  
FI-driven mobile wallet strategy.

ExEcutivE summary
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As money becomes increasingly digitized and the opportunity for Mobile 
Money (mobile banking, payments and commerce) grows exponentially, 
businesses from various sectors – including financial institutions (FIs), mobile 
operators, retailers and Internet companies – are positioning to own the 
consumers’ mobile relationship. Market players are already fighting for market 
share and mobile wallets will be the next battleground.

At the beginning of 2012, the Google Wallet trial was well under way. A 
dizzying array of mobile wallet trials ensued throughout the year, with the 
emergence of PayPass Wallet from MasterCard, O2 Wallet from Telefónica, 
V.me from Visa and the Isis Mobile Wallet. Other announced initiatives from 
Microsoft, PayPal, and Sprint, with mobile wallet solutions of their own, were 
also noted; Google Wallet v2.0 is in the works as well. 

Over time, we will very likely see the formation of new strategic alliances, 
mergers and acquisitions among these players, resulting in a delicate balance 
between collaboration and competition. The pace of innovation will continue 
to accelerate as consumers integrate mobile into every aspect of their lives — 
including their purchasing activity. The potential for a fully disintermediated or 
weakened customer relationship is top of mind among FIs as new payment 
business models create serious risks for the status quo.

The definition of a “mobile wallet” continues to evolve as new innovations 
come to market. The term is sometimes used synonymously with “mobile 
payment.” There are significant differences, however, and Forrester defines a 
mobile wallet as:

“A digital service - accessed via mobile web or application - that authorizes payment transactions 
from one or more payment sources and facilitates other commerce-related features, such as 
offers, coupons, loyalty rewards, electronic receipts and product information.” 1

Neither consumers nor merchants are struggling with traditional card 
payments. The real benefit of mobile wallets lies within their ability to facilitate 
payment while concurrently enabling smarter, more efficient commerce 
through value-added services – before, during and after payment occurs 
(see sidebar). This allows FIs to proactively defend their existing business 
models by participating in commerce, rather than passively becoming part of 
a commoditized transaction. Recognition of this is moving FIs from the current 
inward approach of providing consumers with information from their account 
management systems to an outward focus connecting mobile applications to 
multiple network ecosystems that support enhanced commerce activities.

Clearly, mobile applications are increasingly becoming the vehicle for 
consumers to interact with brands and pay for goods and services. 

This is driving the emergence of a new mobile wallet paradigm: The mobile 
banking account management application is becoming one viable approach 
to an FI-driven mobile wallet strategy. It is a unique and powerful vehicle that 
allows FIs to defend their existing business and extend to new markets. The 
mobile account management application strengthens FIs’ relationships with 
their customers while creating new revenue opportunities.

“ The mobile account 

management application 

is becoming one viable 

approach to an FI-driven 

mobile wallet strategy. ” 

  1. Forrester Research, “Why the Digital Wallet Wars Matter”, august 2012

  2. ibid.

VAluE-AddEd SERVICES dIFFERENTIATE 

MOBIlE WAllETS ANd BENEFIT BOTh 

CONSuMERS ANd MERChANTS2

10%
off!

CouPoNS & oFFeRS
integrated coupons & offers

automatic redemption at point of sale

Customer analytics enable enhanced
targeting and relevance

eNHaNCe PRoDuCt iNFo
NFC, barcode or QR code scans

Product info, in-store events

Real-time inventory status

oPeN PayMeNtS
Digital wallet access from multi channels
(online, mobile, point-of-sale terminal)

open networks, flexible payment options

Digital receipt; streamlined post-purchase 
activities

loyalty ReWaRDS
integrated loyalty rewards

track spend and rewards accumulated

Streamlined redemption



Monitise white paper   |  Mobile Wallet: Six Elements of a Successful FI-Driven Mobile Wallet Strategy  © Monitise 2013  |  page  4

paradigm shift from   
mobilE banking toWards mobilE WallEt

03

Mobile banking is becoming mainstream. Capabilities such as querying account 
balances, transferring funds, depositing checks and receiving text alerts via mobile 
devices are now commonplace. 64 percent of mobile media users worldwide currently 
utilize their devices to conduct mobile banking (up from 57 percent in 20113) and the 
number is projected to continue growing. Additionally, global sales of smartphones 
and tablets far surpassed sales of personal computers in 2011, further demonstrating 
consumers’ preference for the mobile channel4. 

In their haste to quickly introduce mobile offerings to keep pace with competitors, 
however, many FIs are taking a short-term, tactical approach, versus a long-term, 
strategic approach. Some are simply “checking the box” by placing a mobile 
application in front of their existing online banking channel, architecturally pointing 
the solution inwards towards the FI’s internal systems. While providing a quick fix, 
the resulting solutions often lack deep functionality (e.g., not leveraging the emerging 
mobile commerce opportunity) and concurrently deliver a poor user experience. 

Given the rapidly evolving mobile channel, generic mobile applications that deliver 
feeble consumer experiences will lead to lower customer adoption and limited 
interactions. FIs deploying undifferentiated mobile applications will fail to capitalize on 
the deep customer engagement common to properly-architected mobile solutions.  
Moreover, a mobile architecture that simply “looks into” an FI’s internal systems 
severely limits expansion to more advanced capabilities in the future.

As consumer demand grows for more sophisticated services and the mobile paradigm 
shifts from mobile banking to payments and ultimately to commerce, FIs with inwards-
facing solutions will find themselves ill-equipped to compete. Indeed, the new mobile 
paradigm will require an architecture that enables FIs to connect externally to parts of 
the wider ecosystem in order to innovate, test and optimize new products and services.

In the new mobile wallet paradigm, it will be imperative for FIs that their mobile wallet 
– defined as the FI’s complete set of banking, payments and commerce capabilities 
wrapped in an FI-branded mobile application – delivers deep customer engagement.

  3. MeF, “Global Consumer Survey 2012”, November 2012

  4. business insider, “the Future of Mobile”, october 2012 

  5. alixPartners, “Mobile Financial Services tracking Survey”, February 2012

succEssful mobilE WallEt 
stratEgy drivEs fis to top of WallEt
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The mobile banking application is playing an increasingly larger role in consumers’ 
perception of FIs’ products and services – influencing top of wallet status in payment 
transactions and affecting the overall relationship between FIs and their customers:

• choice of bank: The quality of an FI’s mobile offering is increasingly influencing  
 the attraction and retention of key customer segments. For example, 39 percent  
 of consumers say that an FI’s mobile offering played a key role in their decision to  
 switch primary banks5. 

 
• top of physical Wallet status: There is emerging evidence that multi-banked and  
 multi-carded customers are beginning to leave their existing FI relationships and  
 are steadily migrating towards accounts and cards which are powered by a   
 superior mobile experience, for the sense of control and convenience that they  
 receive. 
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• top of digital Wallet status: Mobile-enabled control will help FIs get their cards set as the default for    
 eCommerce sites such as Amazon and iTunes. Moreover, cards supported by mobile-enabled loyalty incentives   
 and Personal Finance Management (PFM) spending analysis tools will also have an advantage in being selected   
 as the default card setting.

• top of mobile Wallet status: As the mobile wallet wars unfold, FIs will need to be armed with a rich mobile   
 experience to drive deep consumer engagement into any commerce-enabled mobile environment.

To reach and maintain top of wallet status FIs must leverage the three key assets at their disposal:  

• brand trust: While the global financial crisis has hampered FIs’ popularity, consumers ultimately still trust FIs   
 with safeguarding their money, because FIs remain experts at managing risk, moving money and settling funds.

• high traffic: With a proper mobile solution in place, FIs should at the minimum expect 20-30 interactions   
   per customer every month via the mobile channel, which is far higher than the 6-7 monthly interactions normally   
 experienced with online banking (OlB) or the typical single branch visit per month6, and markedly greater   
 than traffic generated by most non-FI competitors. FIs should leverage the mobile traffic that already exists and   
 surround it with relevant commerce opportunities as part of their mobile wallet strategy. 

• data: FIs can leverage enterprise data gathered across multiple channels – including transaction behavior, 
 balance information, payment history and demographics statistics – to provide highly-targeted, contextual   
 mobile offers in the mobile wallet. This evolution ties “big data” and mobile together, inasmuch as FIs possess 
 significant insight into a customer’s financial position. This supports delivery of a superior commerce and   
 payments experience that is relevant to customers based on what they are doing and where they are located at   
 any given moment.

FIs can’t control the actions of other players in the mobile wallet arena, but they can directly impact how their 
accounts and brands are perceived by consumers by delivering an engaging mobile experience via an optimized 
mobile wallet strategy. 

hoW do WE dEfEnd?

How do we defend?

Banking App
Bank releases app with
excellent Account Management 
tool and functionality.

1
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Bank Releases a customer-centric App Drives high levels of user enagagement Becomes consumers card of choice
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Top of Physical WalletTop of Digital WalletTop of Mobile Wallet

Card of Choice
As greater control and convenience is 
delivered via the app this leads to 
consumers choosing favourite cards 
both physical and digital.
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Data

Eyeballs

Leverage

Frequency of usage

Depth of usageAdoption

Maximize

Users engage with app 
Bank customers connect more 
often using the app driving
consumer to the bank for a 
wide range of services.

2

6. Wells Fargo data
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drawing from its vast experience with leading FIs worldwide, Monitise has identified six elements which are required 
for delivery of a successful mobile wallet strategy:

1) Platform
2) Consumer-Specific Application Segmentation
3) Mobile Money Services  
4) FI and Network Commerce Content
5) Optimized user Experience
6) Continuous Innovation

1) Platform

The complexity of implementing and managing an advanced mobile solution is challenging for many FIs, given 
the high level of technical understanding and domain knowledge required to deliver an exceptional consumer 
experience. A viable mobile platform must possess the extensibility to satisfy growing business requirements 
and the scalability to meet transactional demands. A platform that can deliver highly-differentiated application 
experiences and can integrate with a broad range of Mobile Money services is essential for a mobile wallet-driven 
strategy. The mobile platform should be architecturally “open” to integrate with third-party content providers. 
Bank-grade security must ensure that services are delivered with complete confidence to any mobile device. 
The platform should offer time-sensitive, account-specific alerts (e.g., notifications for potentially fraudulent 
transactions) to keep consumers highly engaged. Perhaps most importantly, the platform must be highly reliable 
and proven architecturally to support real-time payments and commerce activities.
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2) Consumer-Specific Application Segmentation

FIs need to provide a “package” of mobile services and offerings that are adapted to the needs of a specific 
customer group or demographic segment, rather than a “one-size-fits-all” solution. driven from a single platform 
and accessing multiple enterprise data sources, a unique and differentiated mobile experience can be tailored to 
distinct customer segments. Application segmentation also includes setting rules, thresholds or limits that can be 
applied to specific products, such as limiting the number of transactions a consumer can make over a specified 
amount to support risk management.

3) Mobile Money Services

The mobile wallet application architecture is ultimately successful based on the type of content it can deliver to 
consumers. Initially, access to customer account information is the primary reason a consumer will engage with 
the mobile application. Over time, the FI can shift this relationship “outward” – providing value-added services 
such as bill pay and person-to-person (P2P) payments. Finally, the application serves as a mechanism to enable 
delivery of FI-specific or third-party commerce opportunities.

4) FI and Network Commerce Content 

A mobile wallet strategy will only be successful if relevant and value-added content, such as offers or loyalty 
points – provided either by the FI or third-party partners – can be delivered as part of the overall application 
experience.  This provides opportunities for richer, more attractive consumer propositions that will increase 
revenue and deepen customer relationships. It is important that any vendor-supplied mobile commerce solution 
can also manage commercial terms on behalf of FIs. This activity is considered “critical” but “non-core” – 
meaning that many FIs will want this type of value-added relationship for a successful mobile wallet strategy and 
should seek to align with the right partners in order to aggregate and deliver mobile commerce content. True 
mobile money providers that can design and deliver these technical capabilities via relationship and network 
access will provide tremendous value to FIs.

5) Optimized user Experience 

Viable mobile commerce solutions must ensure that customers can seamlessly interact with their FI using their 
preferred mobile device – whether it be a smartphone, feature phone or tablet. Customers expect an optimized 
experience that fits that particular device’s form factor – such as navigation, location-based services and other 
device-specific features. It is critical that the solution be able to keep pace with new operating system releases in 
order to maintain performance, leverage new capabilities and reduce customer attrition.

It is important to allow customers to set preferences that align their mobile experiences with their individual 
lifestyles. Because mobile offers the greatest level of personalization of any channel, customers should be 
allowed to tailor their mobile experience to fit their particular needs, such as alert preferences for triggers (e.g., 
currency thresholds or event occurrences that activate alerts), favored manner to receive alerts (e.g., SMS, email 
or push notification) and frequency or time of day they receive alerts.

6) Continuous Innovation

The mobile wallet’s architecture must have the flexibility to adapt to rapidly changing market conditions, 
improving or enhancing capabilities as needed. For example, NFC, cloud or QR code payment options may need 
to be incorporated into a mobile wallet initiative at some point in the future. Continuous innovation is essential, 
because it delivers ongoing value-added services to serve FI customers’ Mobile Money needs. It also continues 
to support top-of-mind awareness of the FI’s account management application, and ultimately, its brand.
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As the global leader in Mobile Money solutions, Monitise has 
extensive experience with developing and implementing advanced 
mobile wallet solutions for top FIs around the world and global 
partners such as Visa. Monitise supports more than 300 FIs and 
18 million registered users, handling 1.6 billion transactions, and 
payments and transfers worth $20 billion on an annualized basis. 

This is a testament to the Monitise platform’s architectural 
scalability and extensibility. Monitise platform technologies deliver 
secure and innovative mobile services for banking, payments and 
commerce, enabling FIs to provide the best mobile services to their 
customers so that customers can interact with their FIs anywhere, 
anytime, using any device.  

MONITISE - ThE GlOBAl lEAdER IN  

MOBIlE MONEY SOluTIONS

Financial institutions  
and partners

 
300+

Registered users

 18m+

transactions annually

1.6bn+

Mobile Money experts

700+

Value of payments/
transfers annually

$20bn+
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As the global leader in Mobile Money solutions, Monitise has 
developed and implemented advanced mobile wallet solutions for top 
FIs around the world and global partners such as Visa.

drawing from its vast experience with over 300 FIs worldwide, 
Monitise has identified six elements which are required for delivery of 
a successful mobile wallet strategy:

1) Platform
2) Consumer-Specific Application Segmentation
3) Mobile Money Services  
4) FI and Network Commerce Content
5) Optimized user Experience
6) Continuous Innovation

Contact us to learn how Monitise can help your FI to execute 
a winning mobile wallet strategy. 

conclusion six critical ElEmEnts 
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