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Executive summary

The mobile payments market has long been an attractive opportunity, and mobile operators have been
facilitating payments for content services for many years..

Today, operator-driven services  addressing  the unbanked are  showing  growing
adoption

The main findings of this report are:

* Mobile money services for the unbanked, popular in emerging markets, are showing both
much faster adoption than m-wallets and related services addressing those with a bank
account and a steeper revenue curve..

» |t follows that operators in developed markets:

= Mobile payments are becoming increasingly integrated into a broader range of mobile
services..’

= Mobile operators and financial institutions are finding some success in driving financial
service adoption.
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Section 1: Market overview and
background

1.1 Definitions and overview

1.1.1 Context

1.1.2 Types of mobile payments

Mobile payments themselves can also be segmented, as shown in Exhibit 1.1.

Exhibit 1.1: Mobile payment breakdown and overview

Source: Pyramid Research

1.1.3 Overview of report

The remainder of this section provides more context and overview for the
reader to be able to understand the analysis that follows.
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Orange in France
NTT Docomo in Japan
Safaricom in Kenya
Telcel in Mexico
T-Mobile in Poland
MTS in Russia

SK in South Korea
Turkcell in Turkey

02 in the UK

ATE&T in the US

1.2 Banked vs. unbanked

Exhibit 1.2: Percentage of adults (15yrs+) with a bank account in 10
markets, year-end 2011

Source: World Bank
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Exhibit 1.3: Percentage of adults (15 years+) who had used mobile money in
the previous year, year-end 2011

Source: World Bank

Exhibit 1.8: Google Wallet

Source: Pyramid Research & Google
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Section 2: MNO approaches and strategies

2.1 Overview

2.2 MNO approaches: organizational structure

2.2.1 Separating access and OTT services.

Exhibit 2.1: Overview of Docomo’s Smart Service restructuring

Source: Docomo

2.2.2 Working with financial institutions

Exhibit 2.2: Relationships between operators and financial institutions

Operator Financial institutions | Relationship details Key drivers and focus

Source: Pyramid Research
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Exhibit 2.3: Summary of cross-operator partnerships

Partnership | M-payment focus | Comment

Source: Pyramid Research

Exhibit 2.4: Summary of key operator opportunities and actions in different
segments of mobile payments

Mobile online

Digital content In-store commerce
commerce

Source: Pyramid Research

Exhibit 2.5: Operators in the digital content value chain

Source: Pyramid Research
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Section 3: Case studies

3.1 Orange — France

3.1.1 Market context

Exhibit 3.1: France m-payment indicators

Mobile payments and wallet services

Exhibit 3.2: Orange France mobile payments and wallet strategy

Service Business objectives Strategy

Source: Pyramid Research

Exhibit 3.3: Cityzi campaigns

Source: AFSCM
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