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Welcome
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Agenda

Introductions (Iõm the Stand-in Guy)

The Consumer Value Proposition

Other Key Stakeholder Propositions

The Product Proposition for Mobile POS Payments

Business Models

Navigating an Outcome
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THE CONSUMER VALUE PROPOSITION

Session One
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Framing Mobile NFC Inside the Broader Mobile Commerce Market Set
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Taking a Fully Integrated Enterprise Approach
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Offering the Consumer a Superior Experience and an 

indispensible tool for day to day banking and paymentsé 

..Superior customer satisfaction drives high rates of adoption & usage
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Exercise One: The Consumer Value Proposition

Interactive Workshop Exercise One

The Consumer Value Proposition . 

In 5 bullet points or lessé 

Define the Consumer Value Proposition for NFC

5 Minutes ĄWhite Board Collection Ą Group Discussion
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Results 
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Convenience Comparison
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SP is much more convenient

SP is slightly more convenient
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SP is slightly less convenient

SP is much less convenient

 
Speed of Use Comparison
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SP is much faster

SP is slightly faster

SP is equal in speed

SP is slightly slower

SP is much slower

What purposes or locations they 

would use SwiftPay if it was 

available. The following options were 

selected by over half of respondents:

Å Fast food outlets (72% incidence)

Å Vehicle parking (72%)

Å Vending machines (69%)

Å Bars / nightclubs (64%)

Å Public transport (63%)

Å Convenience stores (61%)

Å Movie theatres (61%)

Å Newspaper / magazine stands 

(55%)
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Results - Continued
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Post-trial Preferred Payment Method Ranking
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Would you pay a fee to use SwiftPay?

Yes, 14%

No, 50%

Unsure, 36%
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OTHER KEY STAKEHOLDER PROPOSITIONS

Section 2
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Stakeholders

Key Stakeholders
ÅThe Consumer

ÅMNOs.

ÅBanks (both Issuers and Acquirers).

ÅThe Merchants.

ÅThe Scheme Operators (also known as 

Payment Network Operators). 

ÅThe Trusted Service Manager òTSMó. 
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Common Stakeholder Requirements
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Initial Requirements Operational Requirements
1. Business Case

2. Transparency of Ecosystem

3. Mass-market potential

4. Open standards

5. Added new value

6. Service adaptability

1. Business Sustainability

2. Retain Control & Management of your own 

business

3. Branding

4. Clarification of roles

5. Risk management

6. Consumer freedom for change

Usability Requirements External Requirements
1. International Usage

2. Service Integrity

3. Service Availability

4. Easiness of enrolment

5. Clear customer service

6. Service scope

1. Legal requirements

2. Seamless Audit-trail

3. Security demands

4. Customer authentication & transaction non -

repudiation

Source: MOBEYForum 2008
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Exercise Two: Stakeholder Value Propositions

Interactive Workshop Exercise Two

Stakeholder Definitions . 

Detail the Key Benefits by Stakeholderé

5 Minutes ĄWhite Board Collection Ą Group Discussion
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Results
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Results: Key Benefits by Stakeholder
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Source

Proximity Mobile Payments: Leveraging NFC and the Contactless Financial Payments Infrastructure; Smart Card Alliance

Mobile Payments: Mobile Operator Market Opportunities and Business Models; Diamond Consultants

Consumers MNOs FIs Merchants Device 

Manufacturers

Convenience Grow non-voice 

revenues 

Less cash Speed Better 

utilitarian value

Speed Brand and 

service 

differentiation 

Traceable 

transactions 

Less cash 

Replacement of 

physical wallet 

Reduced Churn Better Merchant 

service 

Branding and 

promotional  

services 

Additional VAS 

(e.g. loyalty) 

Loyalty services 
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THE PRODUCT PROPOSITION FOR 

MOBILE POS PAYMENTS

Session Three
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NFC Payments in the Context of Mobile Payments. Simple? 
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POS Payments ðCommon Requirements for Both Tags and NFC

The principal function of mobile 

contactless POS payments is to 

enable consumers to use their 

mobile as a physical payment 

instrument at the retail point of 

sale.

ÅThis typically includes the 

provisioning of the payment 

instrument, a point -of-sale 

terminal to acquire the payment 

transaction and processing 

through one or more POS 

networks.

ÅMobile POS payments today 

leverage similar technologies; 

contactless Tag and NFC 

technologies. Both are based on 

contactless radio technologies; 

Tag technologies are standalone, 

whilst NFC technologies are 

natively integrated into the 

mobile device.
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