MARKET ANALYSIS & e
STRATEGIC ASSESSMENT n ] e]"
2010-2015

research

Mobile Banking Strategies

Applications, Opportunities & Markets 2010-2015

. information you can do business with



Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015 @

Table of Contents

Executive Summary

ES| New Report Features......iiiiiicinicinnssnnsscsessscssssscssssssssssssssssssssssssenses | |

ES2 Mobile Banking Defined ........eeeieieeciiiiinnnnneeeiecccicssssnnnneeecescccsssnnsnsee (N
ES3 Mobile Commerce: The Big Picture ........eeeeeeeiiiinnnnnnneeeeeescccsssnnnnnene 12
Figure ES.I: Mobile Commerce Market Segmentation 12

ES4 How is Mobile Banking Delivered? .............ciuvnuueeeiennsnneeeccssneenencsnnennes 13
ES5 What’s New in Mobile Banking? .........ccoueeieeevneeienisnneecccsssnneeeccsnnnnnes 13
ES5.1 Impact of the Banking CriSis........ccvreveurcurineuneneencrrerneeieenessessessecssessessessesessessesessssesssessssssseesessens 13
ES5.2 Mobile Banking Service EXPaNSION ........cccccceevceerencurencrreremseseseeseceseesseessesessasessssessssesessesescssesessssences 14
ES5.3 Messaging Service DeVEIOPMENLS.......c.cccuruveueurecireretreeineeietneaeeseetseesseessaseseasesessesessesesssaescssasenssssaces 14
Figure ES.2: Mobile Banking Messaging Types and Characteristics 14

ES5.4 Target Market EXLENSION. ... veceerncmreurecietiataeesceessestaessessessesessssessesseasesessessessessessssessessesssssscsecs I5
ES5.5 Service LAUNCRES ...t ss s s saeaee I5
ES5.6 The Rise and RiSE Of the APP....ccccruvcurineurineeinecireeinineieineaeiseetseeistsesetsese st sseesesesessesssesesacssasesssssaes 15
ES5.7 ENNANCEA SEIVICES.....cucuiuiuicrerimiceereniaecietseseseesesseseas s ssessessesssscssesstassassssssssseasssssssssassassacse oees I5
ES6 Vendor Positioning........eeeeiueiicciiineeeeninnnniennssnneeeccsssnsseessssnseesssssssenes 15
Figure ES.2: Mobile Banking Vendor Positioning Matrix 16

ES7 Mobile Banking Technology Strategies Survey........cccceeeererrcrcrcrcrcnenenes | 7
Figure ES.3: Mobile Banking Technology Platforms by Type SMS/Browser/App (% of All Banks) 17
Table ES.|: Mobile Banking Technology Platforms by Type SMS/Browser/App (% of All Banks) 17

ES8 Market ProjJections.........iiiiiiiiiiniiiiiinssssssssssssssssssssssssssssssssssssssnssssnes 18
ES8.1 Mobile Banking INformation Service USEIS ..........ccccurcmreureceneenemsemneeeseesessessesseessessessessesessessssessens 18
Figure ES.4: Total Mobile Phone Users (m) Who use Mobile Banking Information Services - Split by 8

Key Regions 2010-2015 18

ES8.2 MBPP (Mobile Bill Presentment & Payment) USErs..........coceceeceremirencencenemnemneneescssessesseeesessessennes 19

Figure ES.4: Total Mobile Phone Users (m) who make MBPP Transactions - Split by 8 Key Regions
2010-2015 19

Conclusions and RecOMMENAAtIONS ...c.ceueeeeeeceecenceecceecsecreccecsecssssssssessecsscsse 20

I. Mobile Commerce and Banking Overview

.1 Mobile Commerce Market Structure...............uoeeeeeeeeeeeeeeneenneeeeeneeeeesennes 21
L LT TRE B PICTUIE ettt sesestas st ssesstas s see s s sss st ssssssacssesssassaes 21
1.1.2 Market SEZMENTALION .....cucueucecucreceeecrreeneeeaeeseaeeseesseseseaesesseaessesessaseseaseassseassstscssaseseacssscssasessssencssencs 22

Figure 1.1: Mobile Commerce Market Segmentation 22

Page |



@' Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015

1.2 Mobile Banking Definition ...............uaueeenennnnnnnnnnnnnnnnnnnnsssssssssssssssseneees 23

1.2.1 Services and DEVICES ...ttt st ssssss s ssssssssiaes 23
1.2.2 Additive and Transformational Banking...........c.ccceueeeureeurincnincninccrecseeserceeeseeiseeiseeeeseseseaseenne 23
Table I.1: Additive and Transformational Banking 23
Figure 1.2: 2010 Banked Population (% of total) Split by 8 Key Regions 24
Table 1.2: 2010 Banked Population (% of total) Split by 8 Key Regions 25
1.2.3 Banking...or PayMENTST ...ttt ettt stsese s ese s sseae st seseassstacsstnssssnsasens 25

1.3 What’s New in Mobile Banking? ..............iiiiiiiiiiiiiiiiiisississscsccssssseceees 25

[.3.1 Impact of the Banking CrriSis .......cccoeeeruneurerremrirescrnerimieesereseasecssesstsessasesessessssessessesesssssessssessessenne 25

1.3.2 Mobile Banking Service EXPanSioN..........cc.ecocurcureureureneencrrerneseeesessesseneesessessessessessssessensessssessssessessenne 26

1.3.3 MESSAZING ...euvueiurenciricneireaet ettt sttt b sttt sttt bttt et st bttt b et e ssensatns 27

i. Messaging Service DeVEIOPMENLS ........c.cccuiiceneinemrerieiceseresessecssessesseseesesesseastassssssessesssessessesseane 27

Figure 1.3: Mobile Banking Messaging Types and Characteristics 27

ii. Advanced Messaging Alerts and Process AlEItS ..........cceeerccinencinecrnencrencnenseenseessecssescsens 27

Figure 1.4: Advanced and Process Alerts Potential 28

Figure 1.5: Wells Fargo Rapid Alerts for Wells Fargo Visa Cardholders 28

ii. Customer Marketing MESSAZING........vuvcucueuremreeencrrerriueieesessesresseessessessessesessessesstasssesessessensasssessessenne 29

1.3.4 Target Market EXLENSION .....cc.ovcureverericerecrrecreeeaeereeesesesseeseesesessesessesesasesessessssesesseseseassseacssesessssensene 29

1.3.5 Srvice LAUNCRES ...ttt sssss s sssss seassassssss s assassssssaes 30

1.3.6 The Rise and RisS€ Of the APP ..c.ccueruriveurerreiicrneriiceserseseseessesstsessasssessesssssssssesssssssessssesssssenne 30

1.3.7 ENNANCEA SEIVICES ...ttt sssss st et ss st ssssssassaes 30

1.3.8 Mobile RDC (Remote Deposit CAPLUIE)........ccovcurereurureueerecunecusiseneasesessesesssesessessssesessesessasessssescacsns 31

Table 1.3: Remote Deposit Capture Process 31

1.4 Mobile Banking Drivers & Constraints .......ccccccceeeeecisnneeecssssnneeessssnneenens 31

Figure 1.6: Mobile Banking Drivers and Constraints 32

[ ] DIFIVETS .ottt s es sttt sttt sttt bbbt b s et astassasstane 32

i. User Demand and REQUIFEMENLES .........cccuvcurueurecencrreuimeeeesessesnessescssesstasessesessessessessssessesessessssescsssane 32

1. COSE SAVINGS .vuervreueineeeerreenneseaeeneaeeseesseeseesesesseaesseseseesesesstassescssescssssesesstassstasssssssessssessssacsesesssesssnences 32

ii. INCrease iN ARPU ...ttt se st s s et sssssssssassassssssaes 32

iv. One-to-One Marketing OPPOItUNILY........ccecueurercereeemeureserresresseseessessessesesessesseasessssessessensescssessensens 33
v. Enhanced Security .......ccocvvcvevceenencenencrrencnnenenee

vi. Customer Retention and Acquisition for Banks

Vii. Lower Churn for MINOS ..........iiccecreeeeneseseaessessessesssssssssessesssssesssssssssssessssssessesses 33
viii. New Revenue Channel for Banks...........ciiiiciciiicenicseseniesesesesesenens 34
ix. New Revenue Channel for MNOs: as MFS Provider............ccnenencnicincnieeceesensenennns 34
x. Revenue Sharing and Co-operation in the ECOSYStem.......cccovveurirevcunernemnecencrncrennencesenseneneacnnees 34
14,2 CONSLIAINTS ...ttt bbb sass st st s st sssssnnes 34
i. ReSistance from MINOS ...ttt sssssssesssassasssesssssians 34
ii. Technology Issues and SEANAArdS .........ccceecncinimrerincineirireeieiersesesecasessessesstaessessesessessasssesssssenne 34
iii. BUSINESS MOdEl ISSUES ...t s ssssssssnes 35

Page 2



Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015 @

iv. Financial Regulations & Legislation......... ettt ettt e e s s eaene 35
v. Support Issues — Who Owns the CUSLOMEN..........c.coeeuriveurincunincuceneeeseneesesessesesesseesseessasesesseacssenens 36
Vi. Data Charges: USer Bill SNOCK .......c.viecuvcuiueurieecrneteeictsersessessecesessessesseesessessessesessessesessessasesscsens 36
vii. 3G/Broadband & Device AVaAilability........ccccoveurvcurereeinincinererrerenereerecsecseeeseeseseesesesseeseeeesenessesens 36
Viii. USEI SECUMILY CONCEINS ...ecvuineiieiceieaeineaceseeeseeistesets ettt sseae et sttt staesstsescasseeaessaneassscaes 36
X. APPlICALION SHICKNESS .. ettt s st e s et saesees 37

1.5 Market Segmentation..........eeeeeeeeeeeneeeeeeneeeeeeeeneeeneeeeeeeneeeeeeeeesesssesesesess 3 1

1.6 Mobile Banking Technology Options.............eeeeeeeeeeeeeeeeeeeeeeeeeneeeeeceeeeenss 37

1.6.1 Messaging-based Mobile Banking ..........c.cccceccrercerenerrencmnereeenieenicrnesessesessesessasesessesessesessesssensssescssens 38
1.6.2 MODile INLEINEL BrOWSEN ........coiiiieirieicicticnictecits st ssss st ssssss s e sasssssssassasssssssases 38
1.6.3 Downloadable APPIICAtioNn.........ccereecucuriuemcicicreaiaeiceessesseaesessessessesstasssesssssesseasssssessessesssssssssnes 38

2. Vendor Strategies

2.1 INErOAUCLION . .uueeueeereeeeereeerereeeesecsecseessessessessessssasessessssassssessessssssessssessssasesse F |

2.2 Vendor ANalysis....cccccceeeeeeeeeceeeeeeneenceeeeeeceeeeeecceeeececccceeccesesccsseecsssssssssssssseses 4 |

2.2.1 Vendor Assessment MethodolOgy ...........curererinieinecunencunineusiseseseessesessssessssessssessssesssssencsseseseens 4]
Table 2.1: Vendor Capability Assessment Criteria 42
2.2.2 Limitations and INEEIrPretation .........c.ccceeeescenceemessescssessissessesesessessesssssssssessessssssessessessesssesssses 42
2.2.3 CONCIUSION ...t eses s s s s s s s sa st sas sessessessessssasessesssssssaseass 43
Figure 2.9: Mobile Banking Vendor Positioning Matrix 43

2.3 ClairMail...uueeeeeiieeeciiinnnnnneeieeeeccissssssnnneeeeeecsssssssssssnsesssssssssssssssassssssssssssssss 45

Table 2.1: ClairMail Snapshot 45
COMPOIALE.....cuveecereeeienceeereeereeeae et s s e st s seaessese st ta s seassseas et tas s stassasesesseassstaesseaess sesesesesesssneassnencs 45
GEOZIaPhiC SPread ...ttt sttt bttt st sttt st bttt bstas 45
Key Clients & Strategic Partnerships ........cccccccenceneurenenceneenineseseesessesseessessesessesessessessessssessscssssnes 45
High Level View of Offerings........ sttt s et seeaees 46

Table 2.2: ClairMail Key Strengths and Strategic Development Opportunities 46

P W o [Tel 1€ 1 o = | IR ¥ A

Table 2.3: Clickatell Snapshot 47
COMPOIALE.....cueeecereceeereeeceeeereaeae e ssese st seaessese st tas s seaessess e aetassseaessese s sstasstaesstaese sesescsseseassneassnencs 47
GEOZraPhiC SPrEad ......c.cuieieececeieicieienieeieati et sse sttt st sas st ss s et sac st as s sassasanes 47
Key Clients & Strategic Partnerships ........cccccrcercenerrenenceneenineseseesessesseessessesessesessessessesssseassessssnes 47
High Level View of Offerings........ sttt s e et seeaees 47

Figure 2.1: Clickatell Messaging Platform 48

Table 2.4: Clickatell Key Strengths and Strategic Development Opportunities 48

Table 2.5: CPNI Snapshot 49
COMPOIALE.....cuveeeeeeceieneeseereecreaeae e ss e s st staessese st tas s seaessess et tasstasstsesesstassstassstaese sesescseseasneassencs 49
GEOZraPhiIC SPrEad ......c.cuiececicuieicieieieicieati et sse st s sttt st st st sacs st st sassassecs 49

Page 3



@' Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015

Key Clients & Strategic PartNerships ... vcrrcenicnencenescrneneeeesseessesessesessesessssescssesescssesesesses 49
High Level VIEW Of OffErings ........coceeeurercureneerineinineeineeisecisenessesessesesesseaesstessaessssesessessssens seussseassssncsesses 50
Figure 2.2: CPNI PAT Solution 50
Table 2.6: CPNI Key Strengths and Strategic Development Opportunities 50

2.6 Diebold ......ccuuuuuuuunneeeieieiiiiinnnnnneeeiincciissssnnnnttteesscsssssssssssseesssssssssssssssssesece 3 |

Table 2.7: Diebold Snapshot 51
COPPOTALE ...ttt sttt sttt bbbt bbb sseseaseassacsstase 51
GEOZraAPNIC SPrEad.....ucemcucececeemciiceceeitieeesses st ssess sttt st bbbt st st ssessssseaseaesacsntane 51
Key Clients & Strategic PartNerships .........ccvcrrcenicnencenencrneneeeseesseessesessesessesessssessssesescssesesesses 51
High Level VIEW Of OffErings ......c.coceeeurencureneureneninteinecisecesenesseseseesesesseaesstesseessssesessessssess sesesseassssncsesses 51

Table 2.8: Diebold Key Strengths and Strategic Development Opportunities 52

2.7 FIr@LROIN caueeeeeerereereerrerreesecrsersessecssessessessssssessessessssssessesssssssssessessessssasesses DO

Table 2.9: Firethorn Snapshot 53
COPPOTALE ...ttt bbbttt ettt e s st st s eassacstase 53
GEOZIaAPNIC SPrEad.....uemcecececececurececereetaeceesses st ssess sttt s st st bbbt st st ssessssstaseassacsntnne 53
Key Clients & Strategic PartNerships ... nnnnenecnencsieetseeisecsesesetsesessesesseaesseseacssesesesses 53
High Level VIEW Of OffEriNgs .......cccmeurincenceriirieicrnertsieeessesseaeesessessessessssessssessessscsessensessssessessens 54

Table 2.10: Firethorn Key Strengths and Strategic Development Opportunities 54

Table 2.1 1: FIS Snapshot 55
COPPOTALE ...ttt sttt bttt bttt ettt sstsseaseassacsstane 55
GEOZIaAPhiIC SPread..... sttt sese e st st s s s sseseasssescssesessaseasssenes 55
Key Clients & Strategic PartNerships ... renenencsincneneeiseessecsesesetseseasesesseesseseacssesesesses 55
High Level VIeW Of OffEriNgs .......cccvcerineinceniecrieicrreriieeesseseseesessessessessssesssssessessscsessensessssessessens 55

Table 2.12: FIS Key Strengths and Strategic Development Opportunities 56

2.9 FiSEEV.uueeueeeceerencercercseecescrscseecessessescssesssssssssssssssssssssssssssssossssssssssasosssssssnsense D7

Table 2.13: Fiserv Snapshot 57
COPPOTALE ....neveereereeneeresstasee ettt st e sttt bttt sttt bt s st asenesacsntane 57
GEOZIaAPhiIC SPread..... ettt sese s ase st st s s s ases s sseacssesessaseasssences 57
Key Clients & Strategic PartNerships .........ccvrnenienecrencneneeseeisecsesessasesessesesseaesseseessesesesses 57
High Level VIeW Of OffEriNgS ......ccccvcueeurercinceriineneeecrneenissieesessesstaseessessessessesssssssessessesssscsessensessssessesens 58

Table 2.14: Fiserv Key Strengths and Strategic Development Opportunities 58

2.10 Fronde ANYWHhEreE....ccceirrereeeeeciiicinnnnnnsnencccssscsnsssssssssscssssssssssssssssssssssscssss 39

Table 2.15: Fronde Anywhere Snapshot 59
COPPOTALE ... ereererraeaeeresseasee sttt st e sttt bbbt sttt ettt bbbt asenesacsntnnt 59
GEOGIaPhiC SPread.... ettt ettt sttt st sttt es sttt etaces 59
Key Clients & Strategic Partnerships ... cincnceecicnecseencssestessessessessesssesescssessessens 60
High Level VIeW Of OffEriNgS .......cccveueerencinceriiniseeescsnerstsieesessesstusesessessessessesssssssessessessescsessemsensssesssssens 60

Table 2.16: Fronde Anywhere Key Strengths and Strategic Development Opportunities 60

2.1 ] FUNAAMO caueuerirereeceecencencerecescescrsessecssesssssscssssssssssssssssssossessssssossessscssssssse O |

Page 4



Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015 @

Table 2.17: Fundamo Snapshot 6l
COMPOIALE.....ceeeecerenieaeeeereeereaeae e e s eseseastae s seaessese st ta s seasssese e tetasssesssesesesseassstassstaese seseseseseassseassencs 61
GEOZIaPhiIC SPread ...ttt ettt bttt sttt st bt sttt etas 61
Key Clients & Strategic Partnerships .........ccccenincineiiecierseseseesessesesessessessessesessssssscssssees 61
High Level VIEW Of OffEriNgs......c.overevcereuriurecieierneuneeieesessessesecssessessessesessesstssesssssssessessensacssessessssssssnes 62

Table 2.18: Fundamo Key Strengths and Strategic Development Opportunities 62

2.1 2 GEMAILO c.uueeeeeeneencencencereceecencreccsecsscsssssssssssssssesssssssssesssssssssssssssssssssssssesscse O3

Table 2.19: Gemalto Snapshot 63
COMPOIALE.....ceveecerenieaceseereereeeae st se e astae st s ese st tas s seasssess e astassstassesesesseassstaesstaess sesesesseseassseassencs 63
GEOZIaPhiC SPread ...ttt sttt sttt st st st bttt sntacs 63
Key Clients & Strategic Partnerships ........cccccccercereurenencencenineseseesessesseessessessessesessessessessssessscssssnes 63
High Level View of Offerings........ sttt s ae e seeaens 63

Table 2.20: Gemalto Key Strengths and Strategic Development Opportunities 64

2.13 Jack Henry & AssSOCiates....ccccceeeeeeeieieineenenienneneeeeeeceeneecceecseecesececcscscseeeees 65

Table 2.21: Jack Henry & Associates Snapshot 65
COMPOTALE. ....cuveuuieueieaeieeeteteae ettt se sttt se st st st ettt s b stae et st b et e b b et s beastseaesstncs 65
GEOZraPhiC SPrEad ......c.cuiiececeieicieieiiicieati et ss st ss sttt et s st st sassasascn 65
Key Clients & Strategic Partnerships .........ccccccecerceneurenencencenineseseesessesseessessesessesessessessesssseassscssssnes 65
High Level View of Offerings........ sttt s et aeeaes 65

Table 2.22: Jack Henry & Associates Key Strengths and Strategic Development Opportunities 66

2. 14 INBIOX aueuerueruireerecrerencesersessecssessecsessesssessessessssssessessssssessessssssssssossssessssasease OF

Table 2.23: mBlox Snapshot 67
COMPOTALE. ....cuviueieeueieaeieeeietete ettt s se sttt st st st sttt st b stae et st e b et b bt ss b easbseaesntncs 67
GEOZraPhiC SPrEad ......c.cuiiieececuieicieieiiieieati ettt sttt s st s s st s st sassesssen 67
Key Clients & Strategic Partnerships.......ccccccceerercerencrneneeenineneesreseseesesesseessesessesessssessssescssssecssesessene 67
High Level VIew Of OffErings......c.ccoceueeerereunineineneininersineeiseeeseesseseseeseseaseaessesessesessssessssessssssssenssssacsssessens 67

Figure 2.3: mBlox Mobile Transaction Platform 68

Table 2.24: mBlox Key Strengths and Strategic Development Opportunities 68

2,015 M-COM auerurereeceecrerreesessessesssessecsessessssssessessesssssssssessssssssssssssssssssasessessssase OF

Table 2.25: M-Com Snapshot 69
COMPOTALE. ...ttt teteae ettt s set st st s e st st st st ettt st b s bbbt st et b et et ss b eastseaessencs 69
GEOZraPhiC SPrEad .......cuiiececeieicicieiitcieati ettt s sttt st st st s st sassecn 69
Key Clients & Strategic Partnerships ........ccccccncerceneurenenceneenineeeseesessesseessessessessesessessessessssesssssssssnes 69
High Level VIew Of OffErings......c.ccoceueeerecinencuneneinineisineeiseeesesesseessesesesseessesessesessssesessessssssssesssssacsssssssens 69

Figure 2.4: M-Com Bank Anywhere Product 69

Table 2.26: M-Com Key Strengths and Strategic Development Opportunities 70

Table 2.27: MMV Snapshot 71
COMPOIALE. ....cuviueieeeieaeieeetsteae ettt s se st sttt st st ettt st b sttt et st b bt s st eastneaesstncs 71
GEOZraPhiC SPrEad .......cuiiececeieicicieiitcieati ettt s sttt st st st s st sassecn 71

Page 5



@' Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015

Key Clients & Strategic PartNerships ... vcrrcenicnencenescrneneeeesseessesessesessesessssescssesescssesesesses 71
High Level VIEW Of OffErings ........coceeeurercureneerineinineeineeisecisenessesessesesesseaesstessaessssesessessssens seussseassssncsesses 71
Figure 2.5: MMV Mobile Banking Screenshot 72
Table 2.28: MMV Key Strengths and Strategic Development Opportunities 72

0 I 2 41 e T [ PR A 1

Table 2.29: mFoundry Snapshot 73
COPPOTALE ...ttt sttt sttt bbbt bbb sseseaseassacsstase 73
GEOZraAPNIC SPrEad.....ucemcucececeemciiceceeitieeesses st ssess sttt st bbbt st st ssessssseaseaesacsntane 73
Key Clients & Strategic PartNerships .........ccvcrrcenicnencenencrneneeeseesseessesessesessesessssessssesescssesesesses 73
High Level VIEW Of OffErings ......c.coceeeurencureneureneninteinecisecesenesseseseesesesseaesstesseessssesessessssess sesesseassssncsesses 73

Figure 2.6: mFoundry Mojax Platform 74

Table 2.30: mFoundry Key Strengths and Strategic Development Opportunities 74

2.1 8 MONILISE cevueeeeeenreereecenreecreeseesseesessessssssessessssssssssosessessssasessesssssssssssssssssssease § D

Table 2.31: Monitise Snapshot 75
COOMPOIALE ...ttt ees sttt ettt sttt s et st sttt sttt ettt et s ebacseteassetaes 75
GEOZIaAPNIC SPrEad.....ucmu ettt ssess st s sttt st bbbt st st ssessssseaseassacsseane 75
Key Clients & Strategic PartNerships ..........ccvcrrcnnicnencrnencrneneeeseesseessesessesessasessesescssesescssesesesses 75
High Level VIEW Of OffErings ......c.coceeveurercureneereneininieinicisecisenessesessesesesseaesstessesessssesessesessenssesesscassssncsesses 76

Figure 2.7: Monitise Mobile Money Ecosystem 76

Table 2.32: Monitise Key Strengths and Strategic Development Opportunities 76

Table 2.33: MShift Snapshot 77
COOMPOIALE ...ttt ees sttt ettt st sttt st st sttt et st ettt et s ebacsetneassstaes 77
GEOZIaAPhIC SPrEad......ueu ettt sses et ssess et sse st ss s st st st seaesscsssstasasssscssenne 77
Key Clients & Strategic PartNerships .........ccvcrrcnnicnencenencneneenseeeseessesessesessasessesessssesescssesesesses 77
High Level VIEW Of OffErings ......c.coceeveurercureneirincirineeineeisecisenessesessesesesseaessesessesessssessssesessesesesesscacsssncsesses 77

Table 2.34: Mshift Key Strengths and Strategic Development Opportunities 77

Table 2.35: S| Snapshot 78
COPPOTALE ...ttt sttt sttt ettt s st st s eassacstase 78
GEOZIAPNIC SPrEad.....uceucececiceeecaececireeeeceeses st ssess sttt sttt st st ssesssseasesesacseane 78
Key Clients & Strategic PartNerships .......c..cccvrercenicnencenencrneneseeseesseessesessesessasessssessssesescssesesesses 78
High Level VIEW Of OffErings ........coceeeurercureneerineinineeineeisecisenessesessesesesseaesstessaessssesessessssens seussseassssncsesses 79

Table 2.36: S| Key Strengths and Strategic Development Opportunities 79

2.2] Sybase 365......uueeeeeeinneiinnnnntnnnnntiinnnieniinisiisssssssssssssssssssssssssssssssssssssssssss S0

Table 2.37: Sybase 365 Snapshot 80
COPPOTALE ...ttt sttt sttt ettt b sesseaseassacsstase 80
GEOZIaAPNIC SPrEad.....ucececececiemeuececineitaiceessesstas e ssess ettt st st bbbt st ssessstaseassacstane 80
Key Clients & Strategic PartNerships ... vrncenienicnencninceiseeisecsesesetsesessesesseesseseaessesesesses 80
High LEVEl OffEring....c..cueiececeriiicicierenricicteieiseeicssestaeetessess st ssessessessssssscssessessaseasssesssaseassassscsens 80

Page 6



Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015 @

Figure 2.8: Sybase mBanking 365 Product 8l
Table 2.38 Sybase 365 Key Strengths and Strategic Development Opportunities 82

2,22 SYNIVEFSE cuueurieeerressssssecsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss O3

Table 2.39: Syniverse Snapshot 83
COTPOTALE......cueecrneeenreaceeetiessee s sess sttt a st ettt bbbt s b s st st baesessncn 83
GEOZIaPhiIC SPread ...ttt ss e s s ese e sesessesessesesseseassnencs 83
Key Clients & Strategic Partnerships ..........cccenincinceniecineeesesseesessesesessessessessesessssesessssees 83
High Level VIEW Of OffErings ..o erevcercrriureeieiernenneeieesessesseeecssessessessesessesstsseasssssscssessensacssesseassssssses 84

Table 2.40: Syniverse Key Strengths and Strategic Development Opportunities 84

2.23 TYFONE ceueueeeiiiiinnnrnnnnnnncisscnnnsrsssssnsessssssssssssssssssssssssssssssssssssssssssssssssssssssssss 39

Table 2.41: Tyfone Snapshot 85
COTPOTALE......ceeecererreueaceettisesseeaacssess s sse sttt a st ettt bttt bbbt s s s st st saesessncn 85
GEOZIaPhiIC SPread ...ttt sttt sttt st sttt st sttt etacs 85
Key Clients & Strategic Partnerships .........ccccenincincniesiseeesesseesessesesesessessessesesssssssesssses 85
High Level VIEW Of OffEriNgs ... ereecercuriurecicicrsenneeieisessesseeecssessessessesessesstssessssessessessenssssesseassssssnes 85

Table 2.42: Tyfone Key Strengths and Strategic Development Opportunities 86

3. Analysis: Global Mobile Banking Technology Strategies Survey

3.1 Survey AppProach......eeeeeennnneeiccnssneenncsssnnneessssnseeesssssssssssssssssssssssses 8 1

Table 3.1: Banks Surveyed by Country 87

3.2 Survey Results and Conclusions ..........cccccvevunnnneeeeeccccscsssnnnnneecccscccssssnsss 90

3.2.1 Type of Technology Platforms...........cercincincnenneciceneiessiseessestaesesessessessessssessessssssesssssssesens 90
Figure 3.1: Mobile Banking Technology Platforms Deployed by Type SMS/Browser/App (% of All
Banks) 91
Table 3.2: Mobile Banking Technology Platforms Deployed by Type SMS/Browser/App (% of All
Banks) 91

3.2.2 Type Of SMArtPhoNe APP .....ccecuceemeurieeceniieurieecssesseasesesesesseasessessssessessesssssssessessenensaesssssssesssacsscns 92
Figure 3.2: Mobile Banking Smartphone Apps Deployed by Type iPhone/Android/Blackberry (% of
smartphone apps) All Banks 92
Table 3.3: Mobile Banking Smartphone Apps Deployed by Type iPhone/Android/Blackberry (% of
smartphone apps) All Banks 92

3.2.3 Implementation of Multichannel Mobile Strategies........c..ccccocverererreneenerreneneeseerernesreeesersessesnessenens 92

Figure 3.3: Implementation of Multichannel Mobile Strategies — Analysis by Number of Channels
Deployed (% of all banks) 93

Table 3.4: Implementation of Multichannel Mobile Strategies — Analysis by Number of Technology
Platforms Deployed (% of all banks) 93

Figure 3.4: Implementation of Multichannel Mobile Strategies — Analysis by Type of Technology
Platforms Deployed (% of all banks) 94

Table 3.5: Implementation of Multichannel Mobile Strategies — Analysis by Type of Technology
Platforms Deployed (% of all banks) 94

Page 7



@' Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015

4. Market Forecast Approach

4. ] INtrOAUCLION cuecueeeereereerrerrerenneersessenssessessessessssssessessesssssssssessessessssssessessssssse I D

4.2 Methodology ........aeeeeeeeeeeeeenennnennnnnenenenennnennneneeenesssesessssssssssssssssssssssssssses 95

4.2.] GEOZraphiCal SPIILS.....cccueueeucerimiaciciereaictetsesesteseseseaessesssesseas s ssesse s sassasses sesstassscssssseasenssacssenne 95
4.2.2 Methodology and ASSUMPLIONS ........cccveuemeurececereresseeecsseseaseesessesseasessssessessessessssessessesesenssesssssenne 96
Figure 4.1: Mobile Banking Market Forecast Methodology 96

4.3 Growth of the Cellular Market .......ceuceeeeeeeeencreceecceecenceeceeccsecescsseseocsocsee 37

Figure 4.2: Mobile Subscriber Base (m) Split by 8 Key Regions 2010-2015 98
Table 4.1: Mobile Subscriber Base (m) Split by 8 Key Regions 2010-2015 99
Figure 4.3: Cellular Subscriber Base Market Share (%) by Region 2010-2015 99
Table 4.2: Mobile Subscriber Base (%) Split by 8 Key Regions 2010-2015 100
Figure 4.4: Cellular Subscriber Penetration (%) Split by 8 Key Regions 2010-2015 100
Table 4.3: Cellular Subscriber Penetration (%) Split by 8 Key Regions 2010-2015 101

4.4 FOrecast Detail ....ueeueeueeeieeeeeereeeecenceecrecsnessecsecsessesesessessesssssseosessssssecsees 101

5. Market Forecasts: “Push’” & ‘“Pull”’ Services

5.1 Mobile Banking ‘“Push” Information Services............cccccceuuuuuueeeeeeeeeee. 103

Sl T USEES oot R 103
Table 5.1: Mobile Phone Users (%) Who use Mobile Banking Information Services — Split by 8 Key
Regions 2010-2015 104
Figure 5.1: Total Mobile Phone Users (m) Who use Mobile Banking Information Services - Split by 8
Key Regions 2010-2015 105
Table 5.2: Total Mobile Phone Users (m) Who use Mobile Banking Information Services - Split by 8
Key Regions 2010-2015 105
5.1.2 MeSSAZING TIAFfIC ...ueureeeceieeecectreee ettt es e sesse st s st s ses s s s sseasens 106
Figure 5.2: Average Number of Mobile Banking Information “Push” Messages Sent to Mobile Banking
Users - Split by 8 Key Regions 2010-2015 106
Table 5.3: Average Number of Mobile Banking Information “Push” Messages Sent to Mobile Banking
Users - Split by 8 Key Regions 2010-2015 107
Figure 5.3: Total Number of Mobile Banking Information “Push” Messages (m) Sent to Mobile
Banking Users - Split by 8 Key Regions 2010-2015 108
Table 5.4: Total Number of Mobile Banking Information “Push” Messages (m) Sent to Mobile Banking
Users - Split by 8 Key Regions 2010-2015 108
5.1.3 “Push” Messaging Market ........c.cccecunierincincrriicieeescaneeeessesseseessssessestssssessessessessasssssssscssssssas 108
Table 5.5: “Push” SMS Messaging Wholesale Market Value ($m) - Split by 8 Key Regions 2010-2015
109
Figure 5.4: “Push” SMS Messaging Wholesale Market Value ($m) - Split by 8 Key Regions 2010-2015
109
5.2 Mobile Bill Presentment & Payment (MBPP).........ccccceeruuuuuunneeeeeeeeeees 110
5.2, 1 USEIS .ottt s R 110
Table 5.6: Mobile Phone Users (%) who make MBPP Transactions - Split by 8 Key Regions 2010-2015
110

Page 8



Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015 @

Figure 5.5: Total Mobile Phone Users (m) who make MBPP Transactions - Split by 8 Key Regions

2010-2015 1
Table 5.7: Total Mobile Phone Users (m) Who Make MBPP Transactions - Split by 8 Key Regions
2010-2015 1
5.2.2 MBPP Transactional Traffic......c.iiccisisissississsssssssss s sssssssssnes 112
Figure 5.6: Average Number of MBPP Transactions Made per Mobile Banking User - Split by 8 Key
Regions 2010-2015 112
Table 5.8: Average Number of MBPP Transactions Made per Mobile Banking User - Split by 8 Key
Regions 2010-2015 112
Figure 5.7: Total Number of MBPP Transactions (m) - Split by 8 Key Regions 2010-2015 113
Table 5.9: Total Number of MBPP Transactions (m) - Split by 8 Key Regions 2010-2015 113
5.2.3 Transaction VAlUE .......c..ceceeeeuemriciceircnnicecsseseeeeeesesesesessessesesstsssasssessessessssssssassscsssaseasssssssseens 114
Table 5.10: Average MBPP Transaction Value ($) - Split by 8 Key Regions 2010-2015 114
Figure 5.8: Average MBPP Transaction Value ($) - Split by 8 Key Regions 2010-2015 114
Figure 5.7: Total MBPP Transaction Value ($m) - Split by 8 Key Regions 2010-2015 115
Table 5.11: Total MBPP Transaction Value ($m) - Split by 8 Key Regions 2010-2015 115

Figure 5.8: Average MBPP Transaction Value per User ($) - Split by 8 Key Regions 2010-2015 116
Table 5.12: Average MBPP Transaction Value per User ($) - Split by 8 Key Regions 2010-2015 116

6. Mobile Banking in Action: Case Studies

6.1 INtroduction........ccceeeeciiinnnnnneeeeeeeccccssssssnneeeeeneccssssssnnssseesscssssssssssssssseennees | 1 7
6.2 Applications & Services Types......uueeeeeeeeeeeeneeeeeeeeeeeneesenseessssssssssssssnanes | 17

6.3 NOFth AMEIICA ..euueeereereueenireceneereeresesessessesssssessessesssssssssessessssssessessssssessees | |8

6.3.1 Bank Of AMEIICa.......iiiiiciniiiiitis s e aan 118
Figure 6.1: Bank of America Mobile Screens 118
6.3 2 USAA ...ttt s sann 120
Figure 6.2: USAA Mobile Banking Services 120
Figure 6.3: USAA iPhone App Mobile Remote Deposit Capture 121
6.3.3 WellS Fargo REtLal .......cceuemericeerrieciciercnecictneicseeeessessess e asessessesseaessesseaseas seeasssessensensssesscsnens 122
Figure 6.4: Wells Fargo Retail Mobile Services 123

6.4 Latin AMEriCa....ueeeeeeeeeeeeeeeeneeeeenesnneeessssssssssssssssssssssssssssssssssssssssssssssssses | 24
6.4, 1 BradeSCO ...euceecueenceecrecnrecuseeneeseaesesessesessasesesseaessesessesesesstasastasssessssssssssstassessacssstnsssacsssscsessessseaces 124
Figure 6.5: Bradesco Mobile Services 124

6.5 Western EUrope..........uueeeeeeeeeeeeeeeeieeeeeeeeeeeeeeeeeeeceeceecececseccsesssescssscssssseseees | 25

6.5.1 BAICIaYS ...ceeeeeiceeicietceetceeie ettt ettt sttt st sttt et bttt bttt eaee 125
Figure 6.6: Barclays Mobile Banking Service 126
6.5.2 POSEDANK ...ttt ettt eas 127
Figure 6.7: Postbank Mobile Services 127

6.6 Central & Eastern EUrope........cccccvuunenneeeeenncccssssnnnnnneeescscssssssnssssseecences | 28
6.6.1 Garanti Bank (TUIKEY) .....ccocuvcureurercereenernerrisiceneresneinecsessessesseseescssesstssessesessessessessssescssessensessssessssens 128

Figure 6.8: Garanti Alternative Distribution Channel Strategy Rationale 129

Page 9



@' Mobile Banking Strategies: Applications, Opportunities & Markets 2010-2015

Figure 6.9: Garanti WAP Mobile Banking Service 129
Figure 6.10: Garanti WAP Mobile Banking Transactions 130
6.6.2 BRD Groupe Societe Generale (ROMaNia).......cccceeecureeiecencereremseseeesesscssemsescssessesessesessessessesens 131
6.6.3 Russian Standard Bank ... et anes 131

6.7.1 United Bank of INAia ....c.cccceeeeirincinicniceirecsecieecieteietseetseetseessesesetsese e s taesetsese sese st ssenesesnessens 132

6.7.2 MCB Bank (PakiStan) ........c.ececeeuceremreurencencunerrieecesesesseseesessesseasesessessessessesessessessessssessesesseasssssssscssesesas 132
6.8 Far East & China........eeeiiiiiiiisiinnnnnnieieccssssssnnneeneeccsssssssnsanssseeeesses 133

6.8.1 Agricultural Bank of China

6.8.2 Jibun Bank (Japan)......c..cceeeuecuvcueneee.

6.8.3 SK Telecom.......civeucecenrceircnnees

6.8.4 NTT DOCOMO....eeeeeerrerreenenenreaseeensessensesesssessessessessesssessessessssssessessessessesssessessesesssessessessessesssesnes

6.9.1 National AuStralia Bank ...t sesesesesssessessesssssessassssssssssssssssssas 135
6.9.2 OCBC Bank (SINGAPOIE).....c.cceeueuremeucrrernimemecrscsseneseesessessesseasssessessessssssscssessessssssssssssensassssssssssasses 135
6.10 Africa & Middle East .......uuuueeeeiiiiiiiissnnnnnnneiecccssssssnnnnnenececsssssssnnneneees 136
6.10.1 ABSA (SOULH AfFICQ) c..cueueucrererrineecrrerrtieeeesessestaeesessesesseasssessessessessescssesstasessescsss sesseasssssssscssesssas 136
6.10.2 Standard Chartered Bank (UAE) ... ecneceireciseeiseessesessasesessesesseaesseessasessssessencssens 136

GlOSSANY ceueeeeenennnnnnnnnennnnnneennenenenanasenssasasssssssssssssssssssssssssssssssssssssssssssssssssssssssess | 38

Page 10





