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Context – Retail Banking in Australasia

About ANZ

World Top 50 bank - Global Fortune 500 Company.

2006 Metrics - Revenues ($13b), Profit ($2b), Assets ($188b).

HQ in Melbourne, Australia.  Retail banking operations in Australia, New Zealand and Asia

Retail Customers – 4m in Australia, 2m in New Zealand

Significant Players

• 4 of the top 50 retail banks in 

the world are Australasian

Advanced in Electronic Payments

• New Zealand has 1 EFT-POS 

terminal per 35 citizens and 

highest electronic transaction 

rates in the world

Lower Costs Structures

• BankConsolidation

• Electronic Self-Service 
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Two Ways to PROFIT
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The Business Case for Mobile Banking

1. Additional Service Revenues

• $0 - $5 per month (M-Com customer data)

2. New Transactional Revenues

• $0 - $3 per transaction (M-Com customer data)

3. Offline Channel Migration Cost Savings

• $20-30 per annum per offline consumer (M-Com customer data)

4. Enhanced Retention

• 85 to 93% retention for Gen Y consumers (M-Com customer data)

5. Targeted Acquisition

• 75% of Gen Y see it as part of their criteria (Celent 2007)



5 © Mobile Commerce Limited - Commercial in Confidence

Stakeholders in Mobile Banking

Marketing / Products - New Revenue and Differentiation

Channels / Distribution – Lowest Cost Channel Migration

IT / Infrastructure – Low Complexity and Operating Costs

Payments – Integration and Leverage to Ongoing Revenue Streams

Operations – End to End Superior Customer Experience

Retail / Branch – ??????

http://www.ama.ab.ca/files/contactus_445large(2).jpg
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Solution Overview for ANZ
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Revenue from the Mobile Channel

ANZ

Westpac

National Bank
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Cost Reduction through the Mobile Channel

• Channel Migration

• Self-Service

• Operational Processes

• Automation

• Customer Retention
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The Role of the Branch in Mobile Banking?

• Selling the Benefits

• Distributing Collateral 

• Educating Consumers

• Enrolment and Activation

• Managing Preferences

• Customer Care

• Suggesting Enhancements
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M-Com’s Advice to US Banks

Mobile is NOT Online
• Different customer segments, different habits

• 40% of mobile banking consumers not online

Financial Services is NOT simply Banking
• Consumers want new services, not just replication of existing ones

Mobile = Service Channel + Payment Instrument
• Consumers expect convergence > banks must develop roadmap to mobile payment 

models

Standalone Technology is Costly
• Mobile channel must be integrated into existing bank technology and process 

assets, including branches

NOT SMS vs WAP vs App
• Consumers want whatever suits them and their device (think; online banking, 

instant messaging, email, chat, etc.)

• >30% use more than one access mode

Consumers Will Pay for Convenience
• Mobile can be marketed as a premium channel

• Mobile can increase value of existing products and services
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Questions, Discussions and Compliments
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About M-Com (www.m-com.us)

Pedigree

• M-Com has been focused on mobile banking and mobile payments since 2000.

• Founders and management team from the payments industry – experts in 
understanding the business of payment and banking technology.

• Blue Chip / Fortune 500 Customers –ANZ, Washington Mutual, GE Money, Westpac.

Innovation (World Firsts)

• Real-time mobile credit card payment application. 

• Real-time EFTPOS style debit payment through SMS. 

• ‘Triple Play’ mobile banking product.

• National mobile payment infrastructure (any bank, any mobile network, any mobile 
technical channel). 

• Multi-bank, multi-currency, multi-jurisdiction mobile banking implementation.

Geography

• Sales and Marketing HQ – Atlanta, GA

• Research and Development HQ – Auckland, New Zealand

• Customers in the USA, New Zealand, Australia, Middle East, Asia and Canada.

• Global partner of Microsoft.

• US partner of Fiserv under label ‘Fiserv Mobile Money’


