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distinguish between myths and reality

Withallits challenges,
mobile commerceis

goingtobe thenext
frontier of global

economy

PETER A. RINFRET

Here we go again. A new mania has
taken hold in thetechnology space and
morespecifically in the mobile world.
‘Whether known as mobile cominerce,
mobile banking, MMT, mobile money,
mobile wallets or virtual wallets, the
concepts are nurky, but the subject
ishot.

Banks, financial institutions, cred-
it card cosnpanies, remittance compa-
nies, technology companiesand most
importantly, the mobile network op-
eratorsthemselves, areallin the game

in one form or another. Sittingamong

everyone are the regulators —~ finan-
cial and otherwise - promulgating new
rules and regulations. The tension be-
tween the mobile operators, financial
institutions and regulators will shape
the evolution and defining character-
istics of mobile commerce.

But as is always the case with ma-
nias, the reality is quite different than
the hype and the myth. As the CEO
of one of the largest companies in
the world that handles text inessages
between carriers — & simple product
that has seen unprecedented growth
and adoption, globally — I stand wit-
ness to the complexity-of the mobile
world; the near impossibility of get-
tingcarriers to agree on auniversal or
standard approach to a product and
the impact and intrusiveness of gov-
eroment regulations.

Lessonslearned

Mobile commerce will mean something
different to each country and to each
mobile network operator. There willbe
no universal approach to the product,
its deployment and its use even within
acountry. The uptake for mobile com-
merce solutions willbenore aggressive
in lesser developed econornies.

. Some markets will be dominated
by the mobile operator, while others
will be dominated by the banks. Still
others will have 2 nix.

. InChina, China Mobile will likely
freeze the banksout of play while they
atain'n financial license to transact

‘inobilecommerce. In India, the Reserve
_ Bank has already issued regulations
* prohibiting. mobile operators from

forms; it must be managed through
banks. In the Philippines, lax govern-
ment regulations have spawned two
distinct models: Smart Money and
G-Cash.

Domestic, rather than interna-
tional deployments will proceed at a
faster pace, with a very different suc-
cess profile between the two (almost
all of M-Pesa’s success is its domestic

\traffic).

Domestic government regulations
will have anassive, and possibly even
a controlling impact on not only the
dormestic deployment of mobile com-
merce, but the global or cross border
applications such as mobile money
transfer.

‘What could clearly becomereality is
theability of one country’sregulations
to materially affect the deploymentand
nature of mobile conunerce in another
country. As the world's largest remit-
ter, US. regulations will be a driving
force in th global mobile money trans-

ordon’t play.
Terrorism, whethgr political or nar-
cotics driven, will dictate the need for

_many countries to continue to monitor

money-laundering activities.

Asthe miobile device morphs from
amere communication tool into a pay-
ment device, registration of the handset
—even a prepaid phone — will become
standard.

Insoime countries you may even see
biometric registration. One thing to
noteis that technology will continue to
play acritical role. Integratingmobile
cominerce, mobile wallets and cross
border mobile money transfer, coupled
with the need to seamlessly integrate
traditional distribution channels (such
as legacy Western Union and Money-
Gram retail locations), with the mobile
environment will present manydistinct
and unique technological challenges.
Itisall upside for the mobile carrier —
it’s their networls, their subscribers and

afresl, newrevenueline. But carriexs

Samsun.

Inthenearfuture, mobife commorce
willmeansomethingdifferenttoeach
country and to eachmobile nétwork
operator. ne

to the banks, The banks and financial

institutions must engage. If they do

not defend their existing customers,

theylose. If they can capture a piece of
the unbanked population,it’sa win. At
worst, the mobile operatots encroach
on thebanks'traditional business. At
best, banks. maintain their customer
base or add to it. From any perspective,
jtis atoughroad ahead for the banks.
Technology companies with solutions
tosuppottthe newmaniawill love it —
new challenges, new business and all of
it unique; first generation deployments
will lead to continuous innovation and
improvement.

True challenge

Remittance companies beware —
their strong suit is thelr distribution
network, but they rely too heavily on
too many pieces of the chain notuntder
their control. (Mobile:to-nobile mon-
ey transfet'is already being conducted
between Hong Kong and the Philip-
pines. A veryslow start, with very tight
margins.) We ate looking at changing
cultural and bebavioral habits that are
not decades or centuries old, but mil-
lenniaold.

The future of mobile commerce is
exciting, challenging and even daunt-
ing - butacceptance will not be either
as quick or as pervasive as many cur-
rently believe. The true challenge is
creating and sustaining a profitable
business.



