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7KH�DGYDQFH�RI�PRELOH�WHFKQRORJLHV��
a surge of innovation in emerging 
markets and increased consumer 
UHTXLUHPHQWV�IRU�HQKDQFHG�UHWDLO�
experiences present opportunities 
for banks to expand into new  
service areas and extend their  
H[LVWLQJ�VHUYLFHV�WR�WKH�XQEDQNHG��
But banks are not the only ones 
WDNLQJ�QRWH��0RELOH�RSHUDWRUV�� 
card issuers, app developers, and 
retail chains are also jockeying to 
HVWDEOLVK�FRPSHWLWLYH�RʥHUV�DQG�
JURZ�WKHLU�IRRWSULQWV��$FFHQWXUH� 
describes the current ecosystem 
DQG�GHʦQHV�WKH�FDSDELOLWLHV�PL[�
that will be needed to serve the 
PDUNHW�RI�ɬOHVV�FDVKɭ�FRQVXPHUV� 
RI�WKH�IXWXUH�

With nearly 6 billion connections and 
counting, worldwide mobile penetration  
has already been remarkable. But mobility  
is not only enabling rich and always-on 
interactions. It is also transforming banking 
and commerce, creating a new mobile  
marketplace that is always accessible  
and always ready for business.

The movement toward this new phase of 
mobility — which Accenture calls Mobile  
/LIH�ɪ�LV�SXVKLQJ�PRELOH�PRQH\�RʥHUV�LQ�
three distinct directions: traditional mobile 
banking services  (mBanking Services), 
mobile payment services (mPayment 
Services), and mobile enabled consumer 
services (mEnabled Consumer Services).

Often the initial point of entry for banks  
into the mobility arena, mBanking links  
customers’ bank accounts to their mobile 
devices and provides customers with a new 
ZD\�WR�PDQDJH�WKHLU�ʦQDQFHV��6HUYLFHV�FDQ�
range from basic product information and 

:KR�:LOO�/HDG�7KH�0RELOH� 
Commerce Charge?
By Pradipto Pal, Executive, Accenture Mobility

PART 1: MOBILE COMMERCE: MAPPING THE COMPETITIVE LANDSCAPE

Most banks are in the business of making 
money — and they have a huge learning 
curve to travel before they can serve the 
poorest of the poor.

transaction histories, to more advanced 
operations such as loan applications and 
inter-bank fund transfers.

Mobile money transfers and purchases,  
or mPayments, open the door to previously 
unbanked markets. These types of services 
FDQ�YDU\�VLJQLʦFDQWO\�LQ�WKHLU�VRSKLVWLFDWLRQ��
from SMS-based money transfers, to Near 
)LHOG�&RPPXQLFDWLRQ��1)&��SD\PHQWV�� 
to a full “digital wallet” capable of storing 
multiple credit cards, prepaid cards, and 
discount cards for mobile transactions  
and commerce.

Least understood and not yet widely 
adopted, mEnabled Consumer Services 
encompass a broad range of mobility  
RʥHULQJV�FDWHULQJ�WR�VSHFLʦF�FRQVXPHU� 
lifestyle needs within and outside the  
traditional banking realm. Services can 
range from simple SMS-based promotion 
alerts to location-based targeted market-
ing. With mEnabled Consumer Services, 
banks have the opportunity to venture into 
new businesses and further embed their 
brand in consumers’ daily lives.

%DQNV�PD\�FKRRVH�WR�H[WHQG�H[LVWLQJ�RʥHULQJV�
to new customers, branch out into new value 
segments or increase the sophistication of 
their services in a particular area.

However, banks should be aware that  
they are not the only ones with this 
ambition. While the banking industry  
has dominated banking and payment 
services for many years, the recent advance 
of mobile technologies and emergence of 
new consumer behaviors has leveled the 
SOD\LQJ�ʦHOG��$V�D�UHVXOW��QHZ�HQWUDQWV��QHZ� 
partnerships and new operating models  
DUH�ʧRRGLQJ�WKH�VSDFH�DQG�WUDQVIRUPLQJ� 
the competitive landscape.

ASIA’S AFFLUENT

7KXV��PDQ\�EDQNV�ʦQG�WKHPVHOYHV�LQ� 
an unfamiliar position, struggling to keep  
up — or join up — with mobile operators, 
card issuers, app developers, and retail 
chains that are also jockeying for position  
in a value chain that spans activities from 
banking to commerce to CRM.
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)LJXUH����%DVHG�RQ�GDWD�IURP�ZZZ�DFFHQWXUH�FRP�0LFURVLWHV�DFFHQWXUH�LQQRYDWLRQ�FHQWHU�DVLD�SDFLʦF�3DJHV�LQGH[�DVS[

&RPSHWLWLRQ�LV�VWLʥ��SDUWLFXODUO\�LQ�$VLD�
3DFLʦF�ZKHUH�D�GLJLWDO�ZDYH�LV�FUHDWLQJ�D�
market hungry for mobile money services. 
Driven by the advance of a tech-savvy 
FRQVXPHU�EDVH�DQG�D�ɬFKDQJH�RI�WKH�JXDUGɭ�
that sees Generation X making way for  
Generation Y to take the helm, this shift 
LV�KDSSHQLQJ�PXFK�IDVWHU�LQ�$VLD�3DFLʦF�
than in Europe or North America.

,QGHHG��WKH�\RXWK�VHJPHQW�LQ�$VLD�3DFLʦF� 
LV�QRW�RQO\�IDU�JUHDWHU�LQ�VKHHU�QXPEHUV��
it also has a much greater desire to lead a 
Mobile Life. This segment, which I describe 
as digital natives’, has a huge appetite for 
mobile/digital services. In fact, demand 
in the region far outstrips supply of both 
services and bandwidth.

Notably, the rapid growth of the middle 
FODVV�DFURVV�$VLD�3DFLʦF�SUHVHQWV�SOD\HUV�
with additional opportunities. Another  
70 million households are expected to join 
this burgeoning class by 2015, and this 
impressive income growth extends all the 
way up the social ladder. Between 2010 and 
2015, the number of millionaires in the Asia 
3DFLʦF�UHJLRQ�LV�IRUHFDVW�WR�LQFUHDVH�E\� 
25 percent (compared to 17 percent world-
wide), while the ’ultra wealthy’ segment  

will swell by 37 percent (nearly double  
the global rate).

7KH�UHJLRQ�LV�QRW�RQO\�JURZLQJ�ULFKHU��LW� 
is also becoming more passionate about 
mobile technologies and services.

The outcome will be an increase in smart-
phone penetration, a trend we already 
observe, that will drive more mobile 
app downloads and usage of the mobile 
,QWHUQHW��6LJQLʦFDQWO\��1)&�ZLOO�OLNHO\�JDLQ�
serious traction, with an estimated 450 
PLOOLRQ�1)&�FDSDEOH�GHYLFHV�H[SHFWHG�WR� 
hit the market over the next three years.

As more people embrace a Mobile Life,  
the demand for services — including 
banking, payments and commerce —  
will skyrocket. In fact, Accenture research 
IRXQG�WKDW����SHUFHQW�RI�PDVV�DʩXHQW� 
customers, which includes the region’s 
upper middle class and high-net-worth  
individuals, are interested in using digital 
channels in conjunction with bank branch 
visits. In addition, 21 percent of respondents 
would prefer to switch completely to  
direct banking.

Four mobility value segments for banks
 

Mobile as a platform to 
improve bank’s operational 
HʨFLHQF\ Enterprise focus

Custom
er focus

Mobility  
transformed 
banking processes 
m-salesforce

m-Salary 
m-Allowances 
m-Claims

mEnabled enterprise

mPayment servicesmBanking services
Mobile as  
a new 
interactive 
channel to 
increase 
customer 
loyalty and 
cross-sell 
opportunites

mEnabled  
consumer services

Mobile as a conduit to build brand 
presence and integration into 
consumer’s daily lives

Mobile as a 
payment tool to 
target unbanked 
sections of 
society and 
expand 
mCommerce 
opportunities

Mobile wallet  
(Stored value 
account) 
mCommerce

Augmented 
reality, for  
H�J��UHDO�WLPH�
property guide

Mobile Life

:KLWH�VSDFH�UHSUHVHQWV�WKH�XQWDSSHG�RSSRUWXQLWLHV�DV�D�UHVXOW�RI�QHZ�EXVLQHVV�DQG�RU�RSHUDWLQJ�PRGHOV



2726

MOBILE COMMERCE TOUCH POINTS

Now that I have described the key market 
demographics and data points across the 
$VLD�3DFLʦF�UHJLRQ��OHWɭV�H[DPLQH�KRZ�
mobile banking services have evolved 
across the region.

Dramatic economic growth and rising 
household incomes across the region  
KDYH�FUHDWHG�D�PDUNHW�RI�PDVV�DʩXHQW��
This segment carries a mobile phone and 
is already well accustomed to using mobile 
banking services to check balances, pay  
bills and make P2P transactions.

The next step is full mobile commerce, a 
space where banks and merchants have  
an important role to play. Together they 
must build on the mobile wallet, a product 
EDQNV�ʦUVW�SURYLGHG�WR�PDNH�3�3�SD\PHQWV��
and extend that functionality to enable and 
enhance new retail experiences.

Let’s say I use my mobile wallet, provided  
by my bank, to do some shopping and buy 
some clothes at Store X, for which I also 
receive some loyalty points as part of the 
transaction. A few days later I walk into a 
VKRSSLQJ�PDOO�LQ�D�GLʥHUHQW�FLW\��ZKHUH�WKH�

same chain just happens to have an outlet.  
I don’t know this, but I do receive a push 
QRWLʦFDWLRQ�GLUHFWO\�WR�P\�PRELOH�SKRQH�
that says “Hi Pradip, if you are nearby  
and walk into our store, we will give you a  
10 percent discount on your next pair of 
jeans and you can use your loyalty points”. 

Now let’s look at this from the perspective of 
WKH�VWRUH�PHUFKDQW��)LUVW��WKLV�LV�D�QHZ�UHWDLO�
experience that only mobile can deliver.  
It can’t be done with any other channel 
because there is no other channel I have on 
my person at all times, even during shopping 
and — more importantly — no other channel 
can deliver location-based services coupled 
with deep customer insight.

The beauty of this is that this channel  
allows the consumer to pay from a mobile 
wallet and not a credit card, which means 
the merchant does not have to pay the  
2-3 percent charge to the credit card 
FRPSDQ\��)RU�WKH�PHUFKDQW�LWɭV�D�ZLQ�ZLQ� 
all around. They get their money up front 
and without having to pay the fee to the 
credit card company. What’s more, the 
merchant now has a deeper relationship 
with the consumer, one that allows them  

to grant loyalty points and thereby  
encourage a return visit or purchase.

)URP�WKH�SHUVSHFWLYH�RI�WKH�EDQN�WKH�
mobile wallet currently sits outside the 
core banking system. In practice I can 
transfer money from my account to a 
mobile wallet. However, clever banks are 
also taking advantage of the opportunity  
to provide me additional wallets for 
family members, for example.

In this scenario I have the option to open  
up a family wallet, or perhaps separate 
wallets for my wife and daughter. I am still 
the account holder, but the bank has now 
JDLQHG�WZR�ɬQHZɭ�FXVWRPHUV�ɪ�P\�ZLIH�DQG�
daughter — and sees a two-fold increase in 
transactions and revenues. The additional 
mobile wallets allow us all to conduct 
commerce without cash or cards, so we  
DUH�KDSS\��7KH�PHUFKDQW�DOVR�EHQHʦWV�IRU�
the reasons I mentioned. The result is a 
YLUWXRXV�F\FOH�EHQHʦWWLQJ�WKH�EDQN��WKH�
PHUFKDQW�DQG�WKH�ɬOHVV�FDVKɭ�FRQVXPHU�

But banks are not alone. 
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They are confronted by new entrants and 
competition from companies across the 
merging mobility value chain. Banks must 
adjust to this reality, which is why Accenture 
KDV�UHFHQWO\�VXUYH\HG�WKH�$VLD�3DFLʦF�ODQG-
scape and developed the Accenture APAC 
Banking Mobility Maturity Index1.

While it is beyond the scope of this article to 
discuss the Index and the factors, such as 

banking access and mobile subscriptions, 
that have important implications on a  
bank’s mobile commerce and wider mobility 
strategy, it is important to stress that banks 
have a limited time to master the capabilities 
to deliver a full mobile commerce experience, 
one that allows people — especially those 
ɬERUQ�GLJLWDOɭ�ɪ�WR�GR�PXFK�PRUH�ZLWK�WKH�
mobile phone they already reach for on 
every step of the consumer journey.

1HDUO\�DOO�RI�WKH�ZRUOGɭV�ʦQDQFLDOO\�XQVHUYHG�DGXOWV�OLYH�LQ�$IULFD��$VLD� 
and Latin America
Millions of adults

East Asia

$GXOWV�ZKR�GR�QRW�XVH�IRUPDO�ʦQDQFLDO�VHUYLFHV1

Millions of adults

South Asia

Sub-Saharan 
Africa

Latin America

Central Asia and 
Eastern Europe

Arab States

High Income 
OECD

7RWDO

)LJXUH����%DVHG�RQ�GDWD�IURP�+RQRKDQ��������+XPDQ�'HYHORSPHQW�,QGH[��:RUOG�%DQN

Percent of total adult population 
WKDW�LV�ʦQDQFLDOO\�XQVHUYHG

59

58

80

65

49

67

8

53

876

612

326

250

193

60

2,455

136

FOOTNOTE

1. ZZZ�DFFHQWXUH�FRP�0LFURVLWHV�DFFHQWXUH�LQQRYDWLRQ�FHQWHU�DVLD�SDFLʦF�3DJHV�LQGH[�DVS[

FOOTNOTE

1. Regional groupings based on UN Human Development Index 

)LJXUH����%DVHG�RQ�GDWD�IURP�$FFHQWXUH�$QDO\VLV

A day in the life of a 'less-cash’ consumer society of the future
 

����DP��!

7RS�XS�
transport 
FDUG�
mobile

Pay for 
train 
ticket

Gain 
access  
WR�RʨFH

7UDQVIHU�
money to 
sister

7KH�F\FOH�FRQWLQXHV

Incoming transaction Outgoing transaction 7UDQVIHU Security transaction

Pay for 
lunch

Pay for 
FRʥHH�DQG�
magazines

Pay for 
groceries

Pay for 
taxi

����DP��! ����DP��! �����DP��! �����SP�� ����SP��! ����SP��! ����SP��!
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In the view of Accenture, as the balance 
shifts from cash to contactless payment, 
EDQNV�RSHUDWLQJ�LQ�$VLD�3DFLʦF�KDYH�D�
XQLTXH�EXW�ʧHHWLQJ�RSSRUWXQLW\�WR�H[WHQG�
their reach across the entire socio-economic 
spectrum and position themselves at 
WKH�KHDUW�RI�WKHVH�ɬOHVV�FDVKɭ�FRQVXPHU�
societies and retail value chains of 
the future. Which value segments and 
audiences each bank pursues will depend 
on the opportunities available in their 
markets and their own ability to compete.

UNBANKED OPPORTUNITIES

:KLOH�HFRQRPLF�JURZWK�DFURVV�$VLD�3DFLʦF�
has been dramatic, the GSMA reports1 that 
2.5 billion adults, just over half of world’s 
adult population, are unbanked, meaning 
WKH\�GR�QRW�XVH�IRUPDO�ʦQDQFLDO�VHUYLFHV� 
to save or borrow.

These unbanked populations have quite  
EDVLF�QHHGV��ZKLFK�ʦUVW�PRYHU�EDQNV�VXFK� 
 as Dutch-Bangla Bank in Bangladesh are 
meeting with mobile banking services that 
include airtime top-up, cash-in, cash-out, utility 
payment and remittance — to name a few.

In markets such as China, Indonesia, 
Malaysia and the Philippines, where there  
is a large population of migrant workers,  
the unbanked have a particularly strong 
demand for mobile banking services that 
allows mobile money transfers within and 
across national borders.

Interestingly, this is also a space where 
mobile operators, such as Ooredoo, have  
a huge opportunity because their footprint 
allows them to facilitate remittances on  
a large scale. However, that is the catch. 
Mobile operators that want to target the 
unbanked will not want to do it as single 

operators. They will want to do it as part of  
D�NLQG�RI�HFRV\VWHP�VR�WKH\�FDQ�EHQHʦW�IURP�
sharing infrastructure and best practices.

NEW MINDSET

6LJQLʦFDQWO\��EDQNV�KDYH�WKH�FDSDELOLWLHV�PL[��
— and the corporate DNA, to extend their 
services to the world’s unbanked. However, 
not all have the proper mindset for the task.

The unbanked are not unbanked because 
they don’t work or earn money. In many 
cases, the unbanked lack a residential 
address, or fail to earn a salary that covers 
WKH�IHH�VWUXFWXUH�RʥHUHG�E\�PRVW�EDQNV�� 
and discourages small deposits. However, 
mobile allows economy of scale, increasing 
reach and lowering costs and allowing banks 
to generate revenues by serving a large 
volume of low income customers.

Here the expectation is that the mobile 
ZDOOHW�ZLOO�HYROYH�WR�GULYH�ʦQDQFLDO�LQFOXVLRQ�
by creating a mobile marketplace where 
the unbanked can buy goods and services, 
DV�ZHOO�DV�DFFHVV�ʦQDQFLDO�SURGXFWV��VXFK�
as insurance, that will allow them to plan a 
secure and stable future.

)LQDQFLDO�LQFOXVLRQ�ZLOO�DOVR�PDNH�LW�PXFK�
easier for governments and NGOs (non- 
governmental organizations) in developing 
markets to disperse aid and so push money 
to the mobile wallets of the poor. There is 
DOVR�D�NQRFN�RQ�EHQHʦW�IRU�1*2V�ɪ�DQG�
banks that choose to grasp the opportunity 
ɪ�WR�SURYLGH�PLFURʦQDQFH��/RDQV�DQG� 
credit extended to the poor will not only  
KHOS�LPSURYH�WKHLU�OLYHV��WKH�ZHDOWK�FUHDWHG� 
will increase overall GDP and inject new 
dynamism into local economies.

Clearly, the role of mobile in these markets 
is to facilitate payments. However, it has the 
powerful potential to transform entire econ-
omies. In some regions, such as Bangladesh, 
it is possible to glimpse that future today.

However, this progress also raises a 
question mark over the future role of banks 
in enabling commerce in unbanked markets. 
:KLOH�PDQ\�EDQNV�DUH�QR�GRXEW�GHʦQLQJ�
the course of mobile commerce, acting as 
the ambassadors of mobile commerce, it 
is a herculean task that not every bank can 
master. Besides, many banks are not able  
ɪ�RU�ZLOOLQJ�ɪ�WR�RʥHU�DGGLWLRQDO�VHUYLFHV�WR�
encourage commerce at the bottom of the 
pyramid. They prefer to focus on serving 

Banks have a limited time to master  
the capabilities to deliver a full mobile 
commerce experience, one that allows 
people — especially those ‘born digital’  
— to do much more with the mobile phone.

FOOTNOTE 

1. ZZZ�PLFURʦQDQFHJDWHZD\�RUJ�JP�GRFXPHQW��������������SGI
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the customers at the high-end with large 
deposits and high-end devices. 

Certainly, the banks, with the exception of 
those institutions dedicated to driving  
ʦQDQFLDO�LQFOXVLRQ��ZLOO�OLNHO\�QRW�EH�DPRQJ� 
the legends in the business. Put simply, most 
banks are in the business of making money — 
and they have a huge learning curve to travel 
before they can serve the poorest of the poor.

NEW ENTRANTS, CHALLENGES

Driving mobile commerce requires the  
grit and the power to roll services out to a 
customer base of 100 million customers and 
more. It also demands that the company 
undertaking this is not measured by the 
VDPH�.3,V�DSSOLHG�WR�ʦQDQFLDO�LQVWLWXWLRQV�

Therefore, it is quite probable that large 
organizations — such as mobile operators, 
governments, NGOs or even large petro-
leum companies — will have the resolve  
to accept this challenge and drive the  
transformation of commerce.

And we should not rule out the potential  
of new entrants to stake their turf in the 

global mobile commerce space. Banks may 
have dominated with banking and payment 
VHUYLFHV��EXW�PDQ\�ZLOO�VRRQ�ʦQG�WKHPVHOYHV�
struggling to keep up.

Mobile operators are joining together, and 
some are teaming up with card issuers, 
VXFK�DV�9LVD�DQG�0DVWHU&DUG�WR�RʥHU�1)&�
and mobile wallet services. At the other end 
of the spectrum e-money providers such 
as PayPal and Singapore-based NTS and 
Korea Smart Card Company, which provides 
T Money, are capitalizing on their strong 
presence in certain local markets.

)LQDOO\��WUDQVSRUW�FRPSDQLHV�DUH�DOVR�WDNLQJ�
advantage of easy access to customers at 
WKH�SRLQW�RI�VDOH�WR�RʥHU�PRELOH�SD\PHQW�
services. Hong Kong’s Octopus card, 
launched by a local transit company  
joint venture to facilitate fare payment on 
the city’s mass transit system, is a good 
example. The Octopus card has since spread 
its tentacles to capitalize on growing demand 
for contact-less payments in other areas 
of consumer life. Today, this rechargeable 
stored-value card can be used to pay for 
parking and fares on all modes of transport, 
and is accepted by many retailers, including 
fast food restaurants and supermarkets.

And there other scenarios, enabled by  
new technologies, that are poised to move 
commerce to the realm of machines. If we 
consider the interactions that lead those 
ɬERUQ�GLJLWDOɭ�WR�DQ�DFWXDO�SXUFKDVH��ZH�
begin to see a path that takes them from 
RQH�ɬPDFKLQHɭ�WR�DQRWKHU��$�W\SLFDO�VFHQDULR�
could look something like this: The digital 
native watches Smart TV, using the app 
from the relevant app store to purchase 
the item they see on TV using their mobile 
SKRQH��)RU�WKDW�WUDQVDFWLRQ�WKHUH�GRHVQɭW�
UHDOO\�KDYH�WR�EH�D�IXOO�ʧHGJHG�GLJLWDO�ZDOOHW��
there only needs to be technology in the 
EDFNJURXQG�WKDW�FDQ�ɬVHHɭ�WKH�PDFKLQH�
to-machine operation between the TV and 
the mobile phone and relate this to the 
customer and CRM.

Although cash is unlikely to be eradicated 
completely in the foreseeable future,  
the gradual movement toward electronic  
currencies and virtual transactions is 
HGJLQJ�XV�HYHU�FORVHU�WR�D�ɬOHVV�FDVKɭ�
society for both consumers and industry. 
$OO�LQGLFDWRUV�VXJJHVW�$VLD�3DFLʦF�PD\�EH�ʦUVW�
to fully embrace Mobile Life. Now it is up to 
companies across this emerging ecosystem 
to adapt to the fast-paced nature of mobile 

technology and secure their position in this 
increasingly competitive mobility landscape.

Pradipto Pal is responsible for driving 
Accenture’s Mobility footprint in Asia across 
GLʥHUHQW�LQGXVWU\�JURXSV�DQG�EXVLQHVV�
functions. He charters new Mobility solution 
RʥHULQJV�DQG�EXLOGV�DVVHWV�E\�FXOWLYDWLQJ�
an ecosystem of leading software vendors.
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