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Banking on the
Mobile Wallet

Achieve significant benefits through proactive involvement in mobile wallets
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Sai Prasad Seri, Senior Consultant, Consumer Banking group, Infosys

Mobile wallet: Facts and trends
obile wallets enable users to securely store their personal financial
information, cards (debit, credit, prepaid, loyalty), vouchers, transit tickets
and more in an organized form on their smartphone. It allows users to view
the cards, choose the payment method and card for a transaction and also
enables other commerce-related features (e.g. coupons, offers, rewards, loyalty, product
information, etc.). The least fee (FX, overdraft),
threshold for “revolve”, special coupons/discounts,
bonus points applicable, float optimization are
few of the considerations automatically enabled
by the wallet in choosing the most effective card for a specific payment.
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Mobile wallets are witnessing increased adoption
across geographies. The Google (Google Wallet) and
ISIS initiative in the US and Orange & Barclaycard
(Quick App), Visa (V.me) initiatives in the UK are a
few examples. Today, the value perception of the mobile
wallet has changed significantly—from being just an
alternative tool for payments to that of a robust customer
engagement tool. This is not surprising, considering the
rapid growth in smartphone usage and the developments
around the adoption of NFC technology. It is no
wonder, then, that the mobile wallet has been gaining
the attention of many organization types—financial
institutions, merchants, technology players and mobile
carriers to name a few. While some organizations have
ventured alone to launch their own mobile wallets (e.g.
Starbucks, Google), others have done so in partnership
with other organizations (like ISIS).
WHY SHOULD YOUR BANK NOT IGNORE
MOBILE WALLETS?

It is advisable that banks, in alignment with their constant
business goal of increasing customer wallet share, take
heed of the above facts and trends; and proactively
work towards enabling mobile wallet services for their
customers. Three key factors make it imperative for your
bank to do so, as shown in Figure 1.
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Figure 1: Why mobile wallets?

• Competition: Major technology players (like
Google and Apple), mobile carriers, retail providers,
merchants, startups, new financial service providers
(e.g. PayPal) and others (Facebook, Amazon, etc.)
are all competing for a piece of the pie in the mobile
wallet space. This competition will only become more
aggressive in the future. If banks don’t focus on good
mobile wallet enablement for their customers, they run
the risk of losing out to these competitions, and see
their role reduced to that of a commodity transaction
services provider. With the increased integration of
social, shopping and payments experiences on mobile
wallets, banks cannot afford to overlook this space.

• Inherent strengths of banks: Owing to
their well-established core transaction processing
systems, banks currently have advantages over other
players in providing better transaction services
and payment choices to their customers. A large
customer base and the ability to enable multiple
payment integration options tied to a wallet are
other inherent advantages that banks have. By
combining the ocean of customer transaction data
typically available to a bank; through collaboration
with external organizations in the ecosystem and
Figure 2: Approach towards enabling mobile wallets
access to external data sources (posts, tweets, etc.),
banks are better positioned to serve customers
Today, many banks’ mobile wallet offerings lack publicly
using a mobile wallet (for example, by enabling
available PoS capabilities, are “closed” (do not support
more optimized payment choices and offers at the
cards across all FIs), are not visually appealing, and not
PoS). Further, over the years, banks have established
easy to set up and use. But in the mobile wallet space,
themselves as bulwarks of security and customers usually
technology players like Apple and Google provide
rate a bank’s security infrastructure higher than those of
far better social and shopping services, and manage
other organizations.
incentive categories better than many banks. Real-time
incentive generation, ratings and reviews, search-andHOW SHOULD BANKS APPROACH THEIR
shop capabilities, sharing purchases and creating/sharing
MOBILE WALLET STRATEGY?
wish lists are some of the areas where technology and
Banks must not be in wait-and-watch mode vis-aother non-bank players have an upper hand.
vis offering mobile wallet services. Rather, they must
proactively act now towards developing the flexible
• Customer:
foundation required to support robust mobile wallet
1. Young and relatively affluent customers
features. Figure 2 indicates the key factors that banks
(household incomes of over US$50,000 per year)
must work upon to enable a successful mobile wallet.
are, unsurprisingly, more interested in mobile wallets.
Further, technology-savvy users amongst these are
• Partnership: Developing mobile wallet solutions
attracted to the social and shopping features of mobile
in-house may not be the best approach for banks:
wallets, and expect their mobile wallet to provide
Numerous factors crucial to mobile wallet success are
not just a great shopping experience but optimized
outside the core competencies of banks. The high
payment decisions as well. As a result, mobile wallets
costs involved would be another impediment. Instead,
present banks with a great opportunity to reach techbanks can proactively engage and partner with other
savvy and savings-oriented customer segments.
mobile wallet ecosystem players. This ecosystem
2. Mobile wallets can help banks address other
comprises merchants, mobile network operator,
customer pain points – needing to carry
too many cards, keeping track of due
dates and offers, being overwhelmed with
numerous options and not being able to
decide when to use which card, etc.
3. Mobile wallets can help banks capture
a wealth of data pertaining to a customer’s
financial behavior. This data repository,
along with location-based information,
can be mined to provide superior and
bespoke services to customers.
4. Using mobile coupons and loyalty
programs, banks can collaborate with
retailers and mobile marketers to enable
targeted and relevant offerings and discounts
at the point of sale. Such an approach will
help banks build their brand, including in
Figure 3: The role of analytics in the success of mobile wallets
places where they are not typically visible.
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Figure 4: Key security concerns and solutions for mobile wallets

payment processors, payment service providers, handset
manufacturers, card issuers, card network, influence
engine service provider, POS providers and equipment
manufacturers, NFC chip manufacturer, technology
service and solution provider, and other value-added
service providers. As an example, take Fundamo’s
mobile wallet, a ‘standalone’ banking solution that
consists of a fully secure and functional account
that the customer can use for making payments. It is
typically delivered by the MNO and financial services
organizations. It can be included as a component of a
bank’s m-payments solution or purchased in isolation.
Today, many users are concerned about the relative
lack of widespread acceptance of their mobile wallets
by everyday service providers like healthcare providers,
merchants, gas stations, restaurants, etc. Through
partnerships, ecosystem players can enable acceptance
by a large number of organizations. Banks should also
work with others in developing the business, technical
and security standards for mobile wallets. For e.g., banks
can collaborate with organized initiatives such as Mobey
Forum, NFC Forum, Mobile Payments Industry
Workgroup, NACHA, Smart Card Alliance, etc.
• Core system transformation: Banks must
work towards transforming their systems and processes
to adapt to the requirements of the mobile wallet. Today,
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many banks are still beset with old, legacy systems.
Enhancing core systems for improved adaptability
and flexibility is crucial. Banks must have robust
core transaction processing systems to provide robust
shopping and transaction experiences on their mobile
wallets. Legacy core systems that are unable to support
myriad products, channels and enormous amounts of
customer data should be replaced with flexible systems
based on service-oriented architecture (SOA) and other
modern technology platforms. The bank’s transformed
core systems should enable an enriched customer
experience, seamless multichannel operations, analyticsdriven business intelligence, streamlined back-office
processes, innovative product propositions, time-tomarket advantage and flexibility in adapting to dynamic
market conditions. Moving to centralized payment hub
architecture is also advisable for banks.
• Analytics: Banks must leverage robust
analytics solutions to target customers as per their
behavioral market segments, as opposed to traditional
segmentation strategies (income level, age, etc.). For
example, tech-savvy users are more inclined towards
the social and shopping features of mobile wallets. Yet
another segment is concerned primarily with making
effective use of their cards by making the best payment
decision vis-à-vis loyalty benefits, financial situation,

costs involved, etc. To have
robust behavioral analytics,
enabling big data analytics
capabilities is crucial. With
effective leverage of big
data analytics, banks can,
in real-time, sift through
large quantities of internal
and external structured
and unstructured data.
By including purchase
history, financial habits and
location-based intelligence,
banks can give their
customers compelling and
personalized services and
offers. An analytics powered
mobile wallet will be a
game-changing competitive
differentiator. Figure 3
illustrates the key role that
analytics can play in the
success of mobile wallets.

Figure 5: Mobile wallet capabilities that enable a superior customer experience

• Open architecture: Banks must focus on
enabling architecturally “open” mobile wallets that
accept all cards across all of the customer’s financial
institutions. This will enable the wallet to support
multiple payment options, loyalty programs and
accounts across many financial institutions. This
approach will also help integrate third-party content
and other value-added services like couponing and
loyalty programs. Open mobile wallets will also result
in the rapid mass-market adoption of mobile wallets.
• Security: Banks must focus on alleviating customers’
security and privacy concerns vis-a-vis their mobile
wallets. As things stand today, most users are amenable
to using their mobile wallets for low-risk and lowvalue transactions (e.g. membership/loyalty card usage,
paperless tickets, coupons, etc.). However, not many
users are very comfortable storing cash or social security
cards, or with making very high value in-store purchases.
Figure 4 highlights some of the key customer security
concerns along with recommended solutions for banks.
• Enable better capabilities to enhance
customer experience: Customers typically use
mobile wallets for money transfer, in-store payments
through cards, store money, cash withdrawal from the
stored funds, in-store payments using stored money
etc. Further, with their mobile wallet, customers seek
enablement of robust payment choices (maximization
of loyalty programs, minimization of interest payments,
etc.), good management of receipts and documents,

real-time incentive, ability to rate/review/search, and
shop-and-share purchases capabilities. Figure 5 lists the
primary mobile wallet capabilities that enable superior
customer experience.
SUMMARY

For banks, the mobile wallet presents an opportunity
to increase their share of the customer’s wallet. As
the number of players entering the mobile wallet
fray increases by the day, the race for dominance in
this space will only get more competitive. It would
be a mistake for banks to look at the mobile wallet
as just another alternative payment instrument. Also,
banks must not go solo in their mobile wallet offerings
undertaking. Collaborative partnership is the key. As
an example, Infosys’ WalletEdge is an end-to-end
platform that enables a financial ecosystem of banks,
consumers, telecom enterprises, merchants and others.
Delivered through a private cloud, its all-embracing
shared services framework helps ecosystem members’
transition to the digital business model. It enables wallet
management, transaction management, merchant
management, supply chain management, commission
and fees, and much more.
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