














Integration with Enterprise
Payments Strategy

Just as important as the mobile device platform is the integration to the bank’s existing
payments infrastructure. Banks have struggled for the past 30 years with a ‘hodgepodge’

of legacy and new applications and are now faced with streamlining this by implementing
enterprise-wide payments architectures. In the rush to bring solutions to market care must be
taken not to reinvent the old model by creating yet another silo for mobile payments!

Although the implementation of mobile payment processing is new for many institutions, the
enterprise view must be preserved. The Microsoft view of this is called the Payments Services Factory
and is centered around a standards-based, interoperable financial messaging framework.
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A framework approach can be taken to simplify back office operations by focusing on seamless
integration to enable interoperability. New payment services and applications can be integrated
to coexist with legacy payment, core banking and compliance systems.

Such a technology framework can be implemented and configured to meet the operational and product
demands of any bank's payments group, and facilitates the integration and process management

with legacy applications. This framework solution orchestrates the lifecycle of payments and provides
business process management (BPM) and business activity monitoring (BAM) tools to monitor the state
of operations. Data transformation, technology adapters and business rules are implemented to direct
payments from the delivery channels through the back office of the bank, using payment applications
and services as required, before being delivered to the appropriate clearing and settlement mechanisms.




Conclusion

Mobile payments are a complicated business. There are multiple models in play from banks
and mobile operators across different global regions, but also within the same country. Clearly
this aspect of the industry is in a constant state of flux, but it is undeniably a growth market and
an opportunity for banks to win client loyalty and profit from new transactional fees

Despite the turmoil, the time to invest in mobile payments and broader enterprise payment
infrastructure is now — mobile operators and third party brands are investing in this space,
consumers are demanding better payments options and user experiences, and the value
propositions for mobile payment models have been proven.

Banks must look at this opportunity strategically and pragmatically - the ROl and loyalty
payback can be substantial.

Microsoft and its extensive range of partners such as M-Com, are here to help. We work with
financial institutions and leading banking service providers to deliver solutions that enable a
compelling user experience and coherent deployment models that are interoperable across
mobile devices and operators. And by integrating this functionality to the core of the banks'’
payment applications, Microsoft lays a foundation for the growth of mobile banking and
payments in any financial institution, anywhere.

For further information, visit:
www.microsoft.com/financialservices
WWW.mcom.co.nz




