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‘The Paypers Mobile Payments Guide 2012 offers clarity and sound guidance to manoeuver through the complex and 

crowded mobile payments environment. The SIMalliance, the secure element architects for today’s generation, dedicated 

to supporting the creation, deployment and management of secure mobile services across the globe, welcomes and 

recommends this comprehensive guide!’

Frédéric Vasnier, Chairman of the Board, SIMalliance

‘As the world goes mobile and as a result is driving the emergence of new business models and ways to pay, The Paypers 

Mobile Payments Guide 2012 offers a very good overview of mobile payments schemes across the world. The Smart 

Payment Association (SPA),  which addresses the challenges of the evolving payment ecosystem, offering leadership and 

expert guidance, recommends this guide!’

Andreas Strobel, President, Smart Payment Association (SPA)



MOBILE  PAYMENTS  GUIDE  2012 5

TABLE OF CONTENTS

Part 1 - Voice Of The Industry

BANKING ON TRUST - Sirpa Nordlund, Executive Director of Mobey Forum 

MOBILE MONEY - Patrick Desmarès, Secretary General, Efma 

BRINGING SECURITY AND INTEROPERABILITY TO MOBILE TRANSACTIONS 
Frederic Vasnier, Chairman of the Board, SIMalliance 

Part 2 - Industry Thought Leadership

HARMONIZING MOBILE PAYMENTS - Lorenzo Gaston, Technical Director from the 
Smart Payment Association 

DEFINING THE MOBILE PAYMENTS PROPOSITION - Simon Hardie, Managing Director, Eurasia Insights

OTHER MOBILE PAYMENTS INITIATIVES - ASIA & PACIFIC  

MONEY ON THE MOVE - Roelant Prins, CCO Adyen  

OTHER MOBILE PAYMENTS INITIATIVES - EUROPE  

INNOPAY ON MOBILE PAYMENTS : CONTEXT IS KING - Shikko Nijland, Partner, Innopay 

ROSHAN’S M-PAISA : AN AFGHAN SUCCESS STORY IN MOBILE FINANCIAL SERVICES 

OTHER MOBILE PAYMENTS INITIATIVES – AFRICA & MIDDLE EAST  

RESTORE TRUST AND BECOME PART OF LIFE - Roger Peverelli and Reggy de Feniks, authors of 
international bestseller ‘Reinventing Financial Services” 

THE OPPORTUNITY OF MOBILE PAYMENTS - Ron Hirson, President & Co-Founder, BOKU

OTHER MOBILE PAYMENTS INITIATIVES – NORTH & LATIN AMERICA

7

10

14

...

...

...

19

23

26

30

33

38

42

46

48

56

58

...

...

...

...

...

...

...

...

...

...

...



MOBILE  PAYMENTS  GUIDE  2012 48

RESTORE TRUST 
AND BECOME PART OF LIFE
Roger Peverelli and Reggy de Feniks are 

the authors of international bestseller 

‘Reinventing Financial Services”. 

What consumers expect from future 

banks and insurers’, the first book on the 

future of financial services that puts cus-

tomers at center stage. We asked them to 

share their vision on the future of mobile 

banking.

Does the mobile device, and in particular the ever-

more-sophisticated smart phone, have the potential 

to reshape the retail banking ecosystem?

the six most important consumer trends that set the stage 

our view mobile services are among the most powerful 

instruments we have to restore trust.

We researched what drives trust and we found that the 

basic daily provision of services determines no less than 

to Pablo Cardona and Wei He of IESE Business School in 

Spain trust is the willingness to be vulnerable to another 

person, based on positive expectations about the other 

person’s intentions and behavior. These expectations are 

the result of direct or indirect experience with the other 

person, past interactions or personal observations of how 

that person behaves. Trust increases through a series of such 

positive experiences interactions and observations.

In other words: the frequency and added value of interaction 

trust.

used much more often by customers than they login on their 

via their computer. The contact frequency and added value 

expand trust.

importance. 
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commoditization and competitive pricing, which in turn 

that differentiates it from the competition. Given the 

contact intensity, mobile plays a crucial role.

more trend.

single trend. Financial institutions should be more aware 

of this and use the trends as points of departure and design 

 

How are banks taking advantage of the growing 

market need for money movement via mobile devices?

is dirty and hard to handle. Even in many developed countries 

cultural issues, trust or just old habits. 

these old habits and get them to use alternative payment 

initiatives in mobile payments. For instance initiatives to 



MOBILE  PAYMENTS  GUIDE  201250

 

Yoban’tel in Senegal (an initiative of Société Générale, 

With PayPal, you can ‘bump’ your smart phone to your 

friend’s smart phone, to instantly pay, your share of the 

just $141 million in mobile payments, according to PayPal 

mobile vice president David Marcus in an interview with 

And last but not least we have seen the introductions of 

mobile phone and the new pair of designer shoes are paid 

for. It just couldn’t be easier …

To explain this danger, we need to sidestep to ‘the 

psychology of money’ and to the results of research in this 

The short version is that when you are buying things, the 

brain is constantly weighing the pain against the expected 

reward. 

occurs when you spend money. The brain experiences 

shown. 

When the price causes the pain to be higher than the 

expected reward, the sale is off. When activity is higher in 

the reward center of the brain than in the pain center, the 

feeling of expectation and satisfaction ‘wins’, and you will 

be more inclined to purchase the product.

around: when the association with money goes away, the 

pain disappears. For example: in a restaurant people are 

more inclined to order a pricier item on the menu when 

there are no currency signs in front of the price.

 The way a consumer’s brain experiences pain and reward can 

be brought in connection to the development of our payment 

methods. 

When using a Maestro card, the association with spending 

money, and therefore with pain, is much less than with cash.

With credit cards, the gap is widened even further. In the 

buy now, and pay a certain amount every month to pay off 

your debts. Paying later means the pain is delayed. Besides, 

irrelevant. 

Because the emotional brain is driven by instant satisfaction, 

consumers are inclined to give in to their impulses. The 

pain may still be felt, but not strong enough to persuade 

consumers to act sensibly.
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Paying by smart phone will move consumers further away 

from the association with spending money, lowering the 

pain threshold even more.

For a lot of consumers the smart phone has a highly 

positive emotional value, because it is a part of their social 

with images of their religion. As a consequence, each time 

the smart phone is used, including paying, is potentially 

registered in the brain as a reward.

Google Wallet’s mission is to enable retailers to sell easier, 

and more. Therefore Google Wallet will tempt consumers 

spot promotions and discounts. Because of the lowered 

pain threshold unnecessary purchases, higher spending 

and larger debts are around the corner. In this day and 

age, that is not desirable.

opportunities to help consumers in an agreeable way 

to control their emotional brains, and their inclination 

In your opinion, which value-added services should 

banks focus on?

we try to grasp a new medium, we always do so within the 

Financial institutions are still in this stage. They are currently 

carriage.

that notion has become outdated. Calling and sending text 

purpose of a phone. 

their teeth or going to the toilet in the mornings according to a 
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their phones in their hands.

customer, and how it relates to your brand, product, or 

service, should be the starting point for real consumer 

into account, as well as situations in which it plays a part 

lotion manufacturer it would be the beach, for insurers it 

This will yield consumer insights and opportunities to help 

there is one denominator for success: helping.

For many, the smart phone has become the number 

faster and easier, and especially to provide insights 

The consumer should be given insights, information, and 

during his day. 

which beach you are, the weather conditions at that place, 

and can tell you exactly how to protect yourself from the sun, 

what factor you require, and when it is advisable to get out of 

the sun, and into the shade.

American general insurer State Farm realized it had hardly 

welcome message. To address that, State Farm developed a 

simple app that enables customers to view weather and road 

conditions and forecasts daily on their smart phone. In a 

simple way it ensures one daily positive contact, instead of a 

yearly negative one.

company is currently developing an app that will guide 

customers to such safe places.

What all these applications share is their customer centricity 

and product expertise.

Financial institutions can now always accompany their 

customers wherever they go in the real world. Mobile phones 

savings accounts, but also through the possibility of offering 

additional services that really support their everyday life.

to be close to their customers and even become part of 
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Will mobile banking lead the race to transform the 

customer experience for retail banks?

point in time more mobile phone subscriptions existed 

(1.1 billion) together. According to Forrester, there will be 1 

Apart from the penetration we already mentioned the 

laptop computer.

mobile app for all their payments.

Clearly we see a shift from online to mobile. And in countries 

the mainstream channel if online has never existed.

Another perspective is the added value that is being offered 

via the mobile device. 

We mentioned the growing importance we envision of all sort 

used around 10 times per month on average. And we are still 

scratching the surface.
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from online and the current account to mobile and tools 

exciting challenges, but for sure it will help to interact 

much more frequently, to learn more about customers, to 

Roger Peverelli

customer focused strategy consultancy based in The 

career he concluded assignments for a number of blue 

and b2c life and general insurance, in retail, private and 

European country, the Americas, the Middle East and Asia.

centricity. He is regularly invited to share his vision at

conferences and business schools and to participate in

boardroom sessions.

rpeverelli@vodw.com

Reggy de Feniks

Spain. He holds 22 years of international business 

in strategic partnerships, new proposition development, 

organisations. He successfully concluded assignments for 

multinationals in over 40 countries across the globe.

Prentice Hall.

published. In the coming months four other will follow: in 

and thought leaders and over 100 best practices from across 

the globe.  
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