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The mobile payments revolution

The use of mobile
phones for payment
at the counter (mPOS)
is expected to grow
by a huge 1000
percent, with a
majority share still
coming from the Asia
Pacific region, but a
far higher
percentage from
Europe and US.
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1. Executive Summary
While we certainly live in a mobile-oriented
world, mobile payments have struggled to
fully get off the ground in developed Western
markets. M-commerce – shopping on a mobile
device online – has seen steady growth over
the past years, but using a mobile device for
in-store payment (mPOS) has floundered. But in
the West we are sitting on the edge of a mobile
payments revolution.
There have been numerous, futile attempts to
take mPOS mainstream in the Western world,
even by large tech players such as Google.
There has certainly been pockets of success in
niche markets, but despite having all the technology at our fingertips, and high smartphone
penetration, the everyday consumer need was
just too little.

consumer journey effortless. So far, the formula
has been missing some key ingredients.

The developing markets of Asia and Africa,
however, tell a very different story. In some
cases mobile Internet is much more than a
simple commodity, where banking, connectivity
and ecommerce is limited. In countries such
as India and Kenya, mobile Internet is quite
literally transforming the market. In China, the
booming consumer trade has much to thank
mobile Internet for. Now, China is generating
such seamless omnichannel experiences that in
2014 use of mobile payment apps grew 73.2
percent.

The biggest Western names in tech and finance;
Apple, Samsung, Google, Visa, MasterCard,
have come to the fore with great plans for the
mobile payments space. These businesses,
with both a high stake in the payments value
chain and strong consumer loyalty, will ensure
the main blocking points are addressed. Their
movements will cause a tidal wave effect on the
landscape. Merchants must either innovate to
make their own waves, choose to ride the tide,
or if they ignore the trend; get soaked.

In developed nations, where consumers are
more complacent, mobile payments have three
basic prerequisites to see widespread adoption;
superior, rewarding and meaningful experiences, high levels of security to procure trust,
and supreme omnichannelling to make the
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This year, these necessary prerequisites to
widespread mobile adoption are finally being
addressed, and we can expect the success of
mobile payments in developing nations to tip
into Europe, the US, and beyond.

Never before has it been so
important for retailers and
merchants to invest in a
mobile-compatible strategy.
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For smaller and medium-sized merchants,
with potentially limited upfront capital, to risk
investing their resources on their own mobile
solutions would be almost impossible. Yet to
jump on the trend, merchants can partner
with a mobile payment provider to set them
up with a fully integrated solution. By entering
a partnership, complexities are lowered, and
merchants can focus on their core business.
In anticipation of the mobile payments explosion, the market is flooded with new start-ups
offering small and medium merchants varying
levels of mobile payment compatibility. They
bring forward the latest technology and flexible
solutions. They promise quick adaptability to
trends at a moment’s notice. Yet these players
are new to the industry, and may lack crucial
knowledge and brand weight in the payments
domain.

The well-established
payment processors are
now also in the business
of offering mobile
payment solutions to their
merchants. Providers such
as Adyen, who are well
established in the payment
processing field, have
a wealth of experience
behind them. They have
crucial market insight and
intelligence, and can offer
a trusted, reliable name
behind their omnichannel
offerings. In many cases
however, their offerings
are still in development,
or the early stages of an
M&A process.

lished players struggle; back-office systems.
Their length of service to the industry, whilst
bringing about great insight, also inflicts them
with historical administrative procedures. With
potentially outdated technology behind their
offerings, integration is cumbersome and their
ability to offer cutting-edge, flexible innovation
is more limited than the start-ups.
There are very few independent mobile
payment processors who can offer merchants
both the new technologies of the start-ups,
and the trust, intelligence and full omnichannel
solutions of the established businesses.
The solutions offered by independent providers
such as Acapture, PayPlaza, Sign2Pay and
NoblyPos are from this unique class of independent payment processors. They offer new,
simple solutions, and being partnered with
Payvision means they also have access to
decades of industry experience and market
intelligence. Their new back-office systems
means flexibility to respond quickly to fastpaced trends.

The big names; the tech
giants, the card schemes
and the major retailers
will make mobile payment
tomorrow’s norm. Small
and medium merchants
must capitalize on this,
and arm themselves with
the correct tools to ride
the wave into tomorrow.
How merchants choose to invest in this future
technology will be key to their success in the
mobile landscape.

To stay relevant, merchants need to be able
to adapt quickly. This is where some estab-
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2. Going Mobile – an
introduction
Today the world is truly mobile. From phone
calls to email, chat, browsing the web,
ordering products, booking a taxi, moving
funds, reserving a hotel room – everything is
possible from the palm of your hand.
‘Going mobile’ means so much more today
than just making an on-the-go call. It is about
an omnichannel experience; shopping, business,
leisure, payments, banking. The list goes on.
Omnichanneling is the multichannel
approach to commerce that aims to provide
the consumer with a seamless shopping experience, regardless of which device or payment
point they are using, be it is mobile, desktop or
in-store. With the inevitable increase in mobile
payments, the industry is more focused on
omnichannel.
2014 and early 2015 witnessed a heavy push
in the mobile payments landscape, with players
such as Apple and Samsung bringing offerings
to the front line. This will finally provide the
necessary push to make mobile payments the
norm.

‘Mobile payments’ is an umbrella term
that consists of a few different
underlying components and can be
grouped into three broad categories:
•

In-store mobile payments (mPOS)
Using a mobile device, or handheld mobile
terminal, to process an in-store NFC, Host
Card Emulation (HCE), or other contactless

PAYVISION

•

•

purchase, either by the consumer or the
merchant at the point of sale.
Mobile commerce (m-commerce)
Making ecommerce purchases from a
mobile
Mobile peer-to-peer (mP2P)
A transfer of funds from one mobile
customer to another via an application or
interface.

So, when did the mobile revolution first begin?
Just over 40 years ago.
The first handheld mobile phone was produced
by Motorola. Created in 1973, the prototype
weighed over a kilo and offered a talk time
of 30 minutes, taking a further 10 hours to
re-charge. In 1983, the Motorola Dynatec
8000x launched in the US with a price tag of
USD 3,995.
The following decades saw accelerating
technologies and accessibility for the masses;
digital cellular networks, pre-paid phones, more
portable handsets, SMS text messaging and
mobile Internet.
In June 2007, the mobile phone industry was
disrupted when Apple launched the iPhone. By
the end of 2007, there were 295 million 3G

7
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2.
4.
Digi-Capital – Mobile
Internet Investment
Review, 2014

1.
http://www.apple.com/

2.
The International
Telecommunication
Union, 2014

5.
People’s bank of China

subscribers on networks worldwide; 9 percent
of the total worldwide subscriber base.
The first iPhone was designed to work on the
slower networks of the day, but in the following
year Apple revealed a 3G version that allowed
third party developers to start producing their
own downloadable applications. By the start of
2010 more than 3 billion apps had been downloaded by iPhone users across the world.1

In 2014, there were nearly 7
billion mobile subscriptions
worldwide.2 This is
equivalent to 95.5 percent
of the world population.

in Helsinki, Finland, for Coca-Cola vending
machines. The customer sent a text to the
vending machine to setup payment, then the
machine would vend the drink.
Also in 1998, the first mobile digital content
sales were made possible when the first
commercial downloadable ringtones were
launched in Finland by Radiolinja.
So, how have mobile payments grown?
In 2014, mobile commerce (mobile-originated
online purchases – a subsidiary of mobile
payments) was worth approximately USD 230
billion.4

While this figure equates to a billion new mobile
subscriptions in three years, growth is slowing
down. Mobile connectivity is gradually reaching
its saturation point.

In China, now the world’s biggest economy, the
central bank handled USD 1.6 trillion worth
of mobile transactions in 2013, compared the
a value of e-payment transactions USD 177
trillion.5

More than half of the world’s mobile subscribers
are in Asia Pacific. With 3.6 billion subscriptions,
this region accounts for 52.1 percent of the
global figure.

In the UK, mobile transactions were estimated
at 27 percent of all ecommerce sales in 2014.6
In the US, mobile payments are expected to
triple to nearly USD 9 billion in 2015.7

From the rise in popularity and trust in mobile
technology emerged the evolution of mobile
payments.

This percentage is only set to rise as consumers
continuously move away from shopping on their
desktop or laptops, and shift their shopping
habits to their tablets or paying with their
smartphones rather than cash.

via TechNode, 2014
6.
eMarketer - Mobile
Shopping Drives UK
Retail Ecommerce Sales,
2014
7.
Mobile Marketing Daily
- Mobile Proximity
Payments To Reach
$3.5 Billion This Year
8.
Digi-Capital – Mobile
Internet Investment
Review, 2014

3.
Mobile Payments Today
- Mobile helped
restaurants connect
with consumers in 2014

More than 90 percent of smartphone users
report they are rarely more than two feet away
from their device at any given time.3 Merchants
are looking for more interactive and targeted
methods to engage with their consumers, and
consumers are looking for more rewarding
ways to pay for their purchases, transfer money
and order goods online. Mobile payments are
an obvious step to bridge this gap.

Across the globe, the value of mobile commerce
has been forecast to top USD 500 billion by
2017, with Asia accounting for half the market.8
Today, Asia accounts for almost 40 percent of
mobile payments.

The Scandinavian region paved the way.
Mobile payments were trialed as early as 1998

PAYVISION
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A ‘mobile device’ will
soon refer to any
number of objects;
watch, a toothbrush,
shoes or a pair of
glasses. In turn,
mobile payments are
evolving as a branch
of the Internet of
Things ecosystem.
It is estimated that the number of devices
connected to the Internet will explode
from 10 billion today to 50 billion by 2020.
As with the entire Internet of Things
ecosystem, the value is driven by what we
don’t see than what we do. The art of
making the complex simple.
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2.

WORLDWIDE USE OF MOBILE PAYMENTS
IN 2014

1%
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9.
Deloitte – Technology,

In 2015, the use of mobile phones for payment
at the counter (mPOS) is expected to grow by a
huge 1000 percent, with a majority share still
coming from the Asia Pacific region, but a far
higher percentage from Europe and US.9

Media and
Telecommunications
Report, 2015

But, if mPOS was first trialed some 17 years
ago, why has it taken so long to reach a worldwide tipping point?
2015 is going to be the year we witnesses
a breakthrough. With the number of major
players entering the market, particularly
Apple with their reputation for taking existing
tech mainstream, the prerequisites are being
addressed, and the landscape is preparing itself
for the explosion.

payments to create an omnichannel experience
can be an unchartered territory to navigate.

This white paper looks
at the rolling wave
of mobile payments,
consumer preferences
and behavior, helping us
understand why the mobile
payments revolution is
finally redefining the
payments landscape, and
ultimately how merchants
should capitalize on it.

For some small and medium merchants, this
is a daunting prospect. Tapping into mobile

PAYVISION
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3. mOBILE iNTERNET:
Changing the face of
the digital world
The term mobile payments consists of three
main underlying components:
•
•
•

In-store mobile payments (mPOS)
Mobile commerce (m-commerce)
Mobile peer-to-peer (mP2P)

and challenges in overseas expansion. As part
of this survey, recipients commented on the
biggest game changer to cross-border ecommerce.

In 2014, independent global card processor
Payvision circulated a global survey to
merchants, merchant service providers (MSPs),
acquirers, payment service providers (PSPs),
and consultants to identify their key drivers

A strong plurality of respondents, 37 percent,
confirmed they believe the biggest gamechanger to overseas ecommerce last year was
the growth of m-commerce.

THE BIGGEST GAME CHANGER TO CROSS-BORDER ECOMMERCE
IN 2014 COMPARED TO 2013
REDUCED REGULATION
GROWTH OF M-COMMERCE
THE ADOPTION OF MPOS
GREATER INSIGHT INTO
INTERNATIONAL EXPANSION
SME MARKET-ENTRY FACILITATION BY
SHOPPING-CART PLATFORMS
(E.G., SHOPIFY)
DATA / SECURITY BREACHES
OTHER
0
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When asked specifically about the rise of
m-commerce, 48 percent strongly agreed that
they had witnessed explosive growth. Indeed,

PAYVISION
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mobile connectivity is driving domestic and
overseas spending.
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3.

Mobile Internet, broadly speaking, is changing
the face of the digital world.
Not only is it handing greater convenience
to the developed, it is giving access to the
developing and banking the unbanked. It is the
fundamental element to the ‘Internet of Things’.

3.1
11.
Cisco, 2014

10.
Yale Economic Review

The Internet of Things
Visa’s recent mission is
to ensure that every
Internet connected
device, appliance or
wearable computer
can become a secure
place for commerce.10

- The Internet of Things
Will Revolutionize the
Payment Industry, 2014

In today’s society, a mobile phone is more than
a device to simply make calls. It is a small,
uniquely identifiable computer that is about
your person at all times.
The Internet of Things is a concept in which
everyday objects, more than just smartphones
and tablets, are each connected to the Internet,
and thus to each other. This sophistication allows for an entire ecosystem of digital
intelligence, communication, and ecommerce.
It enables the collection of quantifiable data
aiming to make everyday life smooth and more
enhanced; the ultimate omnichannel experience.

It is estimated that the number of devices
connected to the Internet will explode from 10
billion today to 50 billion by 2020.11
The Internet of Things will not only benefit
the consumer, it will bring huge gains to the
payment service companies. With increasing
connectivity and Internet-enabled devices, there
will be more endpoints at which a consumer
or business can make a purchase. The mobile
payment becomes so seamless in the chain, the
payment part almost disappears.
In fact, making payments almost disappear may
be the key to the mobile payment adoption
tipping point, rather than creating beautiful
interfaces or applications. As with the entire
Internet of Things ecosystem, the value is
driven by what we don’t see than what we do.
The art of making the complex simple.

A ‘mobile device’ will no longer only refer to just
a phone or tablet. It can refer to any number of
objects; watch, a toothbrush, shoes or a pair of
glasses. In turn, mobile payments are evolving
as a branch of the Internet of Things ecosystem.

PAYVISION
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There are, 140 million
mobile phone subscribers
in Pakistan, yet only 37
million bank account
holders. In Haiti, under
1% of the population are
granted loans, but 85% of
households have access
to mobile phones.
75% of Kenyan citizens own a mobile
phone and thanks to mobile money,
80% of them use their device for
banking and payments. Half of all
global mobile money transactions are
taking place in Kenya where annual
transfers are now around $10 billon.
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3.2

14.
Pymnts.com - Africa’s
Growing Mobile Money
Market Share, 2015

12.
GSMA, 2014

15.
The World Bank - How
Kenya became a world
leader for mobile
money, 2013

Banking the Unbanked
About 8% of American
consumers are
unbanked (without
a bank account), and
a third are underbanked (poor access
to mainstream
financial services).
Internationally, as
many as 2.5 billion may
be unbanked.12
For many consumers, accessing a bank account,
withdrawing cash from an ATM or depositing
a check is part of day-to-day life. However,
in many countries – and not only developing
economies – the unbanked problem is a real
concern.
Estimates suggest that up to 40 percent of
the world population is either unbanked or
underbanked, accessing financial services via
alternative methods such as payday loans,
pawnbrokers or microfinance.13

13.
Buckley Sandler LLP
- Digital insights &
trends: can mobile
payments solve the

The high adoption of mobile devices worldwide,
however, presents a solution for the unbanked
population; mobile payments.

“unbanked” problem?,
2014

There are, for example, 140 million mobile
phone subscribers in Pakistan, yet only 37
million bank account holders. In Haiti, under
one percent of the population are granted
loans, but 85 percent of Haitian households
have access to mobile phones.

transfer and credit technologies, mobile phones
are becoming instruments of finance.
The greatest market transformation has
been in Kenya, where there are 460 million
people above 15 with an annual income of at
least USD 500, 400 million of them mobile
subscribers, but only 150 million traditional
bank customers.14
75 percent of Kenyan citizens own a mobile
phone and thanks to mobile money, 80%
of them use their device for banking and
payments. Half of all global mobile money
transactions are taking place in Kenya where
annual transfers are now around USD 10
billon.15
The most successful mobile payment system
in Kenya is M-Pesa; a system owned by the
largest network operator in Kenya – Safaricom
– allowing users to store and transfer money
via an account on their phones. Customers can
pay in or withdraw at a local agent, and transfer
funds by SMS message.
The popularity of the system has led M-Pesa
to offer loans and other financial products,
and can also be used to pay salaries or bills,
increasing convenience for mobile.
The M-pesa model has great potential in other
developing markets, and is gaining traction in
countries such as Tanzania, Afghanistan and
India where mobile penetration is high but bank
access is lower.

Phones are more than simply communication
devices. With the development of payment,
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3.3

17.
TRAI Press release –
TRAI, 2014
16.
We Are Social, 2015
18.
Statista - Mobile phone
users in China, 2014

aCCESS FOR DEVELOPING MARKETS
commodity that we depend on but take for
granted. Consumers are ‘always on’; constantly
connected via desktops, laptops, their tablets
and smartphones.

Mobile Internet is
driving growth of
online penetration.
Traffic from mobile
devices and tablets
grew 56 percent
globally in 2014,
whereas traffic from
laptops and desktop
computers grew 13
percent.16

This is certainly not the case across the globe.
While developed countries take this for granted,
some nations are experiencing the wonder
of the connected world for the first time,
ultimately giving a new purchasing power to
developing nations.
In both China and India, preference for mobile
devices is substantially driving connectivity and
ecommerce. India had over 970 million mobile
subscriptions in 201417, the second largest
market after China, with an excess of 1.2
million.18

In developed markets, Western Europe
and the US for example, the Internet is a
02

INTERNET PENETRATION IN INDIA
(IN %)
2013
2011
2009
2007
2005
2003
2001
0

10

20

30

40

The penetration of desktop PCs is still around
5 percent in India, compared to 75 percent for
mobile. Today, mobile is the only point of access
for the Internet for almost 40 percent of Indian
consumers. Indeed, Indian ecommerce giant
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Flipkart predicts that 75 to 80 percent of their
traffic will soon be mobile.
This is a common trend across other parts of
Asia. It is predicted that the combined online
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3.3
21.
Latin Link - Latin
American Mobile Data
Market, 2015
19.
Frost & Sullivan, 2014
22.
CardNotPresent.com
– 2015 Predictions;
Ebanx, 2015
20.
Baidu, 2014
23.
Latin Link - Latin
American Mobile Data

retail value of the Association of Southeast Asian Nations (ASEAN) – Singapore,
Malaysia, Indonesia, Thailand, the Philippines
and Vietnam – will reach USD 34.5 billion by
2018, from USD 7 billion in 2013.19 It is no
coincidence that ASEAN is home to some of the
biggest smartphone markets in the world.

As of December 2014, there were 700 million
mobile connections and 328 million unique
subscribers in Latin America.21 Brazil has more
than 250 million mobile phone users alone
— the 4th largest mobile market in the world.
Mobile commerce in Brazil grew by 83 percent
in the 2013-14 financial year. 22

In Indonesia, a survey indicated that almost
60 percent of consumers access the Internet
via their smartphones, mostly to access social
media.20

Brazil is the leading Latin American country for
mobile Internet access, but others are following
suit. Around 70 percent of Argentinians go
online with their mobile phones. 50 percent in
Mexico, 43 percent of Columbians, 58 percent
of Chileans and 67 percent of Paraguayans
have access to mobile internet.23

In Latin America a similar mobile revolution is
giving access to previously limited markets.

Market, 2015

4. The Kessler effect
“

One of the things I observed during
Money20/20 conference in October
2014 was that more than 50 percent of
the companies in attendance had been

While an influx of fresh start-ups inspire
innovation within the industry and keep the
established players on their toes, the landscape
is increasingly crowded.

in business for 12 months or less.”
Dan Kramer, Senior Vice President, SHAZAM.

24.
MobilePaymentsToday
- The Kessler Effect and
today’s crowded
payments ecosystem,
2014

The evolution of
payments, from cash
to credit cards to
cloud, has seen a
growing number of
businesses with new
technology entering
the ecosystem.
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This overpopulation is causing fragmentation
across the mobile payments industry. This fragmentation has been compared by Dan Kramer
to a phenomenon currently occurring in space;
The Kessler Effect.
In space, the increased levels of space debris
results in frequent collisions, generating more
fragments of debris. Collisions give rise to more
debris and lead to more collisions, generating a
chain reaction. As a result, there is now a band
of space junk which might inhibit rocket travel.24
For Kramer, this occurrence is comparable to
the crowded mobile payments space where
more and more start-ups are entering the
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“What we know for
sure is that the
ease and the safety
of a certain mobile
payments solution
will win.
The acceptance rate also depends on
the consumer promise, which has to be
appealing enough to convince them
leave their wallets at home and share
their card details with different
providers. So the battle will continue
between the card schemes, the
wallets, and Apple and Google.”
Gijs op de Weegh, COO at Payvison
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4.

ecosystem, thus making it harder for others to
enter and exist in the landscape.

“

There are a lot of options out there
for merchants now. Merchants are
concerned about the impending
transition to EMV. They are excited
about supporting Apple Pay, Google

There are few independent mobile payment
processors who can offer both the familiarity
and trust of being well established in the
market, but at the same time fresh back-office technologies and flexibility. Both benefiting
from payment processing experience, as well
as new-to-market innovative and integrated
mobile solutions.

Wallet and various other payment
methods that historically didn’t
exist or didn’t have the ubiquity
that they have now. There is a lot
of anxiety in the industry among

We are seeing the likes of Apple and Samsung,
together with the card schemes, getting ready
to make a large splash in this crowded mobile
payments arena.

merchants who are looking for
trusted sources of information.”
Richard Aberman, Co-Founder WePay

As well as facing competition from each
other, the new players in the market lack
brand recognition and the essential market
intelligence that comes with years of industry
experience. While they may come forward with
new technologies, allowing the flexibility to stay
current, they may struggle in a sea of similarly
positioned businesses.

There is much to be said for the subsequent
tidal wave these big names will cause in the
industry, a force likely to push mobile payments
into much wider acceptance. Never before
has there been a greater need for small and
medium businesses to invest in mobile payment
technology.
Merchants who partner with the correct
provider, with both experience and innovation,
can ride this wave to provide best-in-class
mobile payment solutions to their customers.

The established players, however, while they
have more brand equity in the market, have
outdated back-office systems, with unsophisticated administrative capabilities. These businesses lack the tools to help their merchants
turn corners quickly to keep up with the fastflowing trends.

PAYVISION
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4.1

The Tech Giants and card
schemes
New players in the
mobile payments space
include well-known
tech names such as
Apple, Google and
Samsung, all entering
the market with mPOS
solutions.
Apple Pay allows iPhone 6 and iPhone 6 Plus,
as well as Apple Watch users to make payments
both at the checkout and online. The devices
have an encrypted storage for credit cards
within the passbook app, and payment occurs
with Touch ID; finger print recognition software.

“
25.

Around two dollars out of every

In early 2015, Visa and MasterCard announced
new specifications for NFC mobile payments
using host card emulation (HCE), placing the
secure element on the handset rather than
the SIM card. Android 4.4 supports HCE which
allows any NFC enabled handset to “talk” to
contactless payment terminals and emulate a
physical contactless card.
HCE implementation guarantees that any NFC
data received by the processing app was actually received directly from the controller. There
is no way to spoof a payment app with data
from another source.

three spent using contactless
payments across Visa, Mastercard, and

Apple - Fiscal Q1 2015

American Express are being made with

earnings call, 2015

Apple Pay since the service launched

26.

Similarly to Apple Pay, it is based on NCF technology, but the platform is positioned mainly
as a developer’s service, available through the
Application Programming Tool (API). This allows
other businesses, including Google Wallet, to
build an NFC-enabled mobile payments solution
on Android.

in October.” Tim Cook, CEO, Apple25

IDC Research. Mobile

Android smartphone sales for 2014 were just
over a billion units globally, compared with
nearly 200 million Apple smartphones shipped
globally, giving Android an 81.5 percent global
market share of smartphone sales for 2014.26

Payments Today - Apple
seeks to make mobile
payments mainstream
like it did for digital
music and
smartphones, 2015

Apple Pay does not require a specific Apple POS
device, but works with the major card schemes
own contactless terminals; PayWave by Visa,
PayPass by MasterCard and ExpressPay by
American Express, as well as other terminals
accepting Near Field Comminication (NFC)
payments. Although Apple Pay is currently only
available in the US, the expectation is to roll out
the technology to the UK in 2015.
At Mobile World Congress (MWC) in March
2015, Google announced their new mobile
payments solution – Android Pay – intended to
succeed where Google Wallet failed.

PAYVISION

Also at MWC, Samsung announced a contactless mPOS solution; Samsung Pay. Samsung,
similarly to Apple, have partnered with the card
schemes to allow compatibility with the existing
NFC terminals. It is due to be launched in the
summer of 2015, and rolled out to Europe and
China soon after.
Unlike Apple, however, Samsung Pay will
also be compatible with non-NFC terminals,
imitating credit card magnetic strip payment
through a function built into its phones;
Magnetic Secure Transmission (MST).
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27.
The Nilson Report:
UnionPay Debit Cards
the Most Popular Global
Payment Method in
2014, 2015

This technology provides an edge over Apple
in the US where most stores are still using
the swipe-and-sign system, but in Europe
and major Asian markets the magnetic strip is
mostly phased out.

“

What we know for sure is that the
ease and the safety a certain mobile
payments solution will win. The
acceptance rate also depends on
the consumer promise, which has

In Asia, mobile payments are far more
commonplace than in Western markets. Apple
are keen to enter the successful mobile market
with Apple Pay, but discussions are ongoing.
China UnionPay, the most globally used
payment method in 2014, based on purchase
volume27, also announced in the latter part of
2014 their development of an Android based
mobile payment app, expecting to rival the
leading mobile wallet in China; AliPay Wallet.

to be appealing enough to convince
them leave their wallets at home
and share their card details with
different providers. So the battle
will continue between the card
schemes, the wallets, and Apple and
Google.” Gijs op de Weegh, COO at Payvison

4.2

The large-scale Retailers
In China, the
ecommerce landscape
is dominated by Alibaba
Group.

28.
businessinsider.com
29.
TechNode - Alipay’s 10
Years: from Payment
Service to Online
Finance Pioneer, 2014

became an independent brand in November
2013. The app had 190 million annual active
users as of October 2014, allowing consumers
to purchase products directly with their app.
Alipay Wallet offers users both the option to
pay via NFC and QR codes, but QR codes have
proven far more popular in China.

While they are not a retailer, Alibaba is a
collection of ecommerce businesses and shopping cart platforms, including Taobao, Tmall,
AliExpress, as well as an online payment service
– Alipay. The company’s websites account for 80
percent of all online commerce in China.28
Alipay has 300 million registered users, with an
average of 80 million transactions daily.29 Alipay
Wallet, the mobile app derivative of Alipay,
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SHARE OF MAIN PLAYERS IN CHINA THIRD-PARTY MOBILE
PAYMENT MARKET IN 2014

17%
OTHERS

83%
ALIPAY

1.3%
OTHERS
LIANLIANPAY
QIANDAI
99BILL
CHINA MOBILE
BESTPAY
UMPAY

10.6%
TENPAY

3.9%
LAKALA

The Chinese market is successfully deploying
smart omnichanneling for consumers through
mobile payments. UBox is a new generation
of vending machines that support payment
through mobile wallets and QR codes.
Alipay Wallet supports payments at vending
machines operated by Ubox. It also supports
ticketing machines in subway stations, 12306.
cn, the online train ticket vendor operated
China’s government, about 20,000 cabs in 10
Chinese cities, and some retail stores. Alipay
Wallet also stores e-coupons and loyalty cards,
like the Apple Passbook app.
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Simple and effective marketing efforts have
included significantly discounted products
within UBox vending machines, encouraging
consumers to become comfortable with mPOS
and rewarding them with a cheap candy bar or
similar.
Today, China is truly a world leader for omnichannel mobile payments, and the Western
world can learn much from their movements.
In developed markets, on top of the major tech
companies, well-known retailers are jostling
for their own mobile payments solution in the
crowded payments landscape.
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The reasons for this evolution are clear; the
ideal scenario for retailers is to offer omnichannel experiences by keeping their customers
within their own payment ecosystem, tracking
usage and understanding their preferences.
Better still, even circumventing the fees
imposed by card schemes like Visa and MasterCard.

“

Looking at the definition of what is
going to make mobile payments
successful, so much talk is about
merchants, banks, and issuers. But
the consumer is getting lost in
process.
If you look at the success stories
of mobile, it is the merchants that

But so far, only a few key players have truly
succeeded in this segment, while the rest look
on in wonder. A clear leader in the mobile
payments space is American coffee chain, Starbucks.

have done something that have
really changed the experience, by
tying in loyalty. When consumers
behave the way you do, you are
rewarded for it.” Andy Shober, Chief
Sales & Business Development Officer at

30.
Forbes - Once Again,

The café giant had more than 30 million mobile
users at the end of December 2014, according
their reports at the end of the first financial
quarter in 2015.30

Starbucks Shows
Google And Apple How
To Do Mobile Payment,
2015

31.
Forbes - Once Again,

An essential simplicity-plus-reward
formula works perfectly for Starbucks, it was an organic evolution
from the success of their rechargeable loyalty scheme gift cards. With
a Starbucks card, customers receive stars for
the number of drinks they buy, and the more
stars they earn, the higher level of rewards the
customer receives. The process is clean, intuitive and easy to track.
In 2009, the loyalty card was launched as a
digital card, used via a mobile app. At the start
of 2015, the 30 million mobile users were
making 7 million mobile transactions a week;
16% of all transactions.31

Starbucks Shows
Google And Apple How
To Do Mobile Payment,
2015

The MCX (Merchant Consumer Exchange) a
retail consortium including US giants Walmart,
Target and BestBuy, among many others, have
announced their own mobile payment solution;
CurrentC. Their aim is to focus on the customer
experience side of the mobile payments.
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Merchant Customer Exchange (MCX)

Based on QR code technology, the model
follows a similar technology format to the
Starbucks loyalty app. Yet, unlike the successful
Starbucks solution, CurrentC has been declared
awkward to use. By adopting QR codes over
NFC, MXW is choosing technology that offers
the advantage of greater device compatibility
but is fraught with challenges.
The powerful network of American stores
backing this payments system, due to launch
mid-2015, have also simultaneously disabled
their NFC-enabled readers, so neither Apple
Pay (nor Samsung Pay, or subsequent Android
Pay platforms when they launch) will not work
in their stores.
From the outset, CurrentC presents itself as an
interesting strategy to challenge both the tech
giants and the card schemes imposing the fees,
in one fell swoop. Whether it will succeed is yet
to be witnessed.
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An essential simplicityplus-reward mobile
payments formula
works perfectly for
Starbucks, an organic
evolution from their
rechargeable loyalty
scheme gift cards.
Customers receive stars for the number
of drinks they buy, and the more stars
they earn, the higher level of rewards
the customer receives. The process is
clean, intuitive and easy to track.
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The independents
The large household
names – the tech
giants, the card
schemes and the large
retailers – face strong
competition from a
number of smallerscale independent
startups in the mobile
payments ecosystem.
These independent companies are numerous,
offering in-store and online mobile payment
solutions. While often domestic rather than
international, what they lack in consumer trust
and brand equity, they make for with innovative
technology, with no outdated, legacy systems
and flexibility.
PayPal is an established name in the independent mobile wallet space, one that is looking
to compete with the tech giants for an mPOS
solution. Recently making a bid to purchase
Paydiant, the developers of the software behind
CurrentC, PayPal is hoping to compete on a
large scale against the card schemes.
Braintree is an American payment gateway
credit card processor, acquired by eBay in 2013.
Their software provides businesses with the
ability to accept payments in-store or online via
their mobile application.

With the ultimate seamless experience, Uber
has been hailed as a leader in mobile payments
for the travel and livery industries.
Payplaza is a unique payment processing
company, focused on integrated mPOS solutions all across Europe. This proposition allows
partnering merchants to offer the definitive
omnichannel payments experience, not only
for domestically but also overseas. In 2013,
PayPlaza was awarded ‘The most innovative
company in financial services’ by Accenture.
PayPlaza, originally an independent provider, is
now partnered with global processor Payvision.
By using mPOS technology on both sides of the
merchant-consumer chain, store vendors can
also utilize mobile payments to allow in-store
purchasing without queueing. Their NFC
enabled terminals allow customers to pay with
their chosen NFC-driven mPOS application,
whether that is Apple Pay or an alternative.
With years of experience in the field, the team
had the necessary knowledge to roll out a
single payment infrastructure to process mobile
payments in multiple markets. This, along with
their focus on omnichannelling, is key to the
success of the business. Security is also high on
the PayPlaza agenda, their solutions offer full
biometric encryption technology matching the
highest possible international security regulations.

“

Our competitors aren’t discussing
their back-end optimization because
we are the only business able to
offer a fully integrated, frontend processing mPOS platform that

Braintree powers the technology behind Uber;
a popular taxi app that allows users to pay a
pre-agreed price in advance via the mobile
device, removing fare uncertainty and the
awkward moment of payment with the driver.
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allows merchants to tie up all
their existing POS and ecommerce
portfolios. Our systems can be
installed beside a merchant’s legacy
platforms easily and harmoniously.
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For our competitors this is much
harder to do, as their processing is
often done elsewhere.

credit, of which there is currently no streamlined process across Europe. 3,700 European
banks are supported from launch via Sign2Pay’s
commercial banking partners.

“Today, the industry is really talking
about omnichannel experiences. We
are one step ahead, by potentially
allowing merchants to connect
dynamically to their consumers via a
mobile application, retain customer
data and engage them through loyalty

The core idea behind the concept; visually a
signature can be forged easily, but when you
measure the speed, strokes, touch points, there
are multiple data points and variables. This
makes a digital signature on a mobile device
much harder to imitate.

and rewards. The consumer could
also self-scan in-store with their
smartphone, and then pay with their
chosen method – debit/credit card at a
payment terminal or mobile wallet. It

Coupled with a focus on debit rather than
credit, a frequently preferred payment method
in Europe, Sign2Pay are tapping into a unique
share of the mPOS space.

is the complete 360 degrees merchant
/ consumer exchange.
“What’s even more exciting, the unique
architecture of our solution allows
for smooth cross-border ecommerce

Restaurant and hospitality industry-specific
startup, MyCheck, allows businesses in Israel,
Brazil, the US and the UK to set up a branded
mPOS solution with a bill payment facility, tip
calculation and personalized loyalty schemes.

processing and the potential for a
unified, omnichannel platform. When
this is coupled with government
usage of our secure biometric data

Recently announcing funding from Santander
bank, MyCheck could soon be accelerating their
international expansion.

collection, PayPlaza can be rolled
out across the major markets in
the world.” Edgar Plasa, CEO PayPlaza

The UK is a market heavily reliant on debit
card payments. Zapp, an independent mobile
payments solution, has signed up a number
of large retailers and banks, to bridge the gap
between bank accounts and the stores, without
needing to share bank information.
Working with both NFC and QR code technology, and available across multiple operating
systems, Zapp could provide the biggest
competitor to the tech giant payment solutions
in the UK. The application is due to launch in
2015.

Seamless, the Swedish mobile payment
company behind the SEQR, use both NFC and
QR code technology to power their mobile
payments solution. In 2013, SEQR won the
Mobile Money Global Award for Best Mobile
Money Deployment in Europe.
Similarly to PayPlaza, other innovative businesses are focusing on mPOS technology for
the merchant side of the transaction chain,
allowing for a streamlined and simple point-ofsale solutions for small and medium merchants.
Nobly POS are one such business, partnering
with small retailers and start-up merchants to
allow then to implement a simple, cost effective
EMV-enabled payment processing system using
cloud-based mobile technology.

Sign2Pay is an independent mPOS solution
focused on debit transactions, rather than

PAYVISION
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Simple, independent solutions such as this
are perfect for a smooth transition over the
impending EMV switch deadline in the US,
especially the smaller merchants who have less
up front capital to invest in their point-of-sale
systems.

“

For merchants, it’s about trying to
figure out the disruption. Merchants
want to start to be progressive
and bring value to their business
through mobile. They also have to
think about EMV which is a hard
shift for them to make anyway. A

By operating in niche markets, the innovative
smaller independent payment providers are
already succeeding where the giants are still
looking to gain traction. The technology driving
their back-end systems, allowing on-the-go
flexibility to respond to market trends, gives
power to merchants processing mobile
payments.
Merchants have much to gain by partnering
with unique independent providers that can
provide both the market intelligence of experience, and lack of legacy systems to provide a
flexible technological advantage.

lot of them fear being left behind.
They are trying to figure out how
to prepare today for what nobody
knows is coming tomorrow.” Marc
Castrechini - VP, Product Management, Cayan

The big-boys; the tech giants and the major
retailers – with their dedicated fan-base – will
tip mobile payment adoption into the future,
allowing for the small and medium merchants
to take advantage and ride the wave into
tomorrow. How these merchants choose to
invest in this future technology will be key to
their success in this landscape.

5. Security
The widespread success of mobile payments
arguably lies across disparate concepts; user
experience and data security.

32.
Edgar Dunn & Company
– Advanced Payments
Report, 2015

A smooth and practical customer experience
is regarded as the most significant aspect to
driving mobile payments.32 Indeed, if there is
no more beneficial experience in using a mobile
device than a plastic card for payment, why
would consumers migrate from their currently
trusted payment methods?
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“Looking at the
definition of what is
going to make mobile
payments successful,
so much talk is about
merchants, banks,
and issuers. But the
consumer is getting
lost in the process.
“If you look at the success stories of
mobile, it is the merchants that have
done something that have really changed
the experience, by tying in loyalty. When
consumers behave the way you do, you are
rewarded for it.” Andy Shober, Chief
Sales & Business Development Officer at
Merchant Customer Exchange (MCX)
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5.

WHAT ARE OR WILL BE THE KEY SUCCESS FACTORS
DRIVING MOBILE PAYMENT USAGE?
A SMOOTH AND PRACTICAL
CUSTOMER EXPERIENCE
MOBILE PAYMENT SOLUTIONS
RELYING ON EXISTING PAYMENT
INFRASTRUCTURE
CONSIDERING THE WHOLE
PURCHASE EXPERIENCE
VALUE-ADDED SERVICES SUCH AS
COUPONS AND LOYALTY SCHEMES
FILLING THE GAPS OF EXISTING
PAYMENT METHODS
VALUE-ADDED SERVICES LIKE
MARKETING SOLUTIONS
PARTNERING WITH OTHER
STAKEHOLDERS TO LEVERAGE
SPECIFIC EXPERTISE
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The user experience aspect of the mobile
payment equation is being approached head on.
With the launch of Apple Pay, a company known
for their intuitive technology, and other mPOS
solutions focusing on eamlessness, practical
omnichannelling, intelligent retailer-consumer
communication, and ultimately the ‘disappearance’ of payments, one can expect that the user
experience will only get better.
Security-wise, 2013 was the most difficult
on record for merchants. A number of factors
challenged their fraud prevention efforts; data
breaches flooding the black market with stolen
card numbers, expansion into mobile and
alternative payments and virtual currency, and
efforts to make final use of counterfeit cards
before the implementation of EMV.

33.
RBS - Data Breach

The total of 2,164 incidents reported during
2013 exposed over 822 million records, nearly
doubling the previous highest year on record
(2011).33

Quick View - An
Executive’s Guide to
2013 Data Breach
Trends, 2014

Addressing the security aspect of the mobile
payments experience, however, is ongoing. With
high-profile data breaches still making headline
news, consumers are equally concerned about
the security of their data as their user experience. Reliable risk measures are paramount to
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driving mobile payment usage, yet to inforce too
stringent levels of security across the board will
impact the user seamlessness.
Equilibrium between the two is a delicate
balance, and a number of technologies have
come to market removing the PIN and password methods we are so familiar with, and
replacing them with more secure, elegant
solutions.

Biometric Identification
Unique identification using biometrics is
certainly not a new concept; we have been
using eye-scanning and fingerprint detection
for a number of decades; identifying criminals
and securing international borders, for example.
Today, biometrics as a mainstream identification tool is still largely underused. On this topic
however, Apple have moved the goalposts.
By first introducing fingerprint recognition
technology – Touch ID – in their earlier devices,
and then later linking this technology to their
payments offering, Apple have placed biometrics
at the forefront of mobile payment security.
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Frost and Sullivan estimates that the number of
global biometrics smartphone users will reach
471 million by 2017.
While perhaps the most straightforward
to implement and most comfortable and
inconspicuous for consumers, the biometric
recognition technology is certainly not limited to
fingerprints. In February, US Bank announced
that employees are piloting software that allows
them to use their voice to login and access a
credit card account on a mobile device.
Sightcorp is a European business focused on
developing cross-platform face analysis technologies. Their solution offers not only facial
identification but also emotion, age and gender
recognition as well as head poses and eye
tracking.
This level of sophisticated technology in
biometric identification can in turn be leveraged by the large financial institutions and
tech giants, as well as the smaller independent providers, in order to enhance security
measures without disrupting the customer
experience.
Other businesses such as EyeVerify, AGNITiO,
KeyLemon, ImageWare Systems, and Nok Nok
Labs are developers introducing voice and
face biometrics into the landscape and in turn
investigating innovative ways of consumer identity management and implementing improved
security features.
ABI Research predicts that the enterprise and
consumer sectors of the global biometrics
market will reach USD 3.1 billion in revenues
this year, largely driven by smartphone technologies and mobile payment security.

Tokenization
The tokenization of information is a relatively
new concept in the payment security landscape. The process involves attributing digital
identifiers to financial information at the time
a mobile transaction is made. Sensitive data is
essentially swapped with a non-sensitive equivalent, referred to as the token.
Apple Pay is one of the most prominent
services to support tokenization. Apple partnered with Visa in order to make use of digital
tokens, which has significantly improved Apple
Pay’s already considerable security features.
Samsung Pay have also announced their use of
tokenization for their mPOS solution, and more
platforms are expected to adopt the technology.
On top of the high level of security and peace
of mind this process brings to the consumer,
tokenization is also invisible; a key aspect to its
expected success. When implemented within an
mPOS solution, consumers have the knowledge
their details are secure, but without the need
for cumbersome passwords.
Acapture’s tokenization tool stores and encrypts
sensitive card data, to allow valued and repeat
customers an uninterrupted checkout experience, securing greater conversion rates.
The less friction in the mobile payments funnel,
the greater the balance between data security
and user experience. When fine-tuned and
implemented across the board, the more likely
mobile payments will become the trusted norm.

The simplicity of execution, moreover, may be
the ultimate driver for the mobile payments
tipping point.
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6. Mobile payments by
region

34.
Gartner - Forecast:

Predictions on mobile payments vary. US based
research company, Gartner, conservatively
predicts that global transaction volume and
value is to average 35 percent annual growth
between 2012 and 2017, forecasting a market
worth USD 721 billion with more than 450
million users by 2017.34

Mobile Payment,
Worldwide, 2014

35.
TechNode - China’s

Conversely, the People’s Bank of China estimates that it already handles a total of 1.67
billion mobile payment transactions a year,
worth an incredible USD 1.6 trillion.35

Mobile Payment
Turnover Soared 317%
YOY to $1.59 Trillion in

Europe and North America have been the
global powerhouses for ecommerce for many
years, with Asia fast catching up, China leading
the pack. Yet in 2014, there were double the
amount of mobile payment users in Asia than in
North America, and triple that of Europe.36

2013: PBOC, 2014
36.
Statista - Number of
mobile payment users
by region, 2015
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To fully understand the contribution from each
region to global mobile payments, it is neces-
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sary to analyze consumer behavior, trends and
preferences.
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37.
Statista - Mobile phone
penetration in AsiaPacific from 2010 to
2015, 2015

38.
AdExchanger / Forrester
- Smartphone
Penetration In Asia To
Reach Mass Market In
2015, 2014

Asia
Asia – the world’s
largest continent – is
an incredibly diverse
economic landscape,
with markets
operating at far ends
of the commercial
spectrum.
The GDP of Afghanistan and Nepal is USD 664
and 694 per capita, respectively, whereas Japan
is USD 38,633 and Singapore is USD 56,112;
among the richest countries in the world.
Asia alone also makes up 55.6 percent of the
world population, with 1.2 billion Internet users
and just over 30 percent penetration.

Asia – both despite and because of its varied
markets – has become a driving force of the
mobile sector. Mobile penetration was just
under 65 percent across the region in 201437,
and smartphone penetration makes up more
than half of this figure.38 Smartphone penetration, giving access to a number of historically
disconnected consumers, has seen exponential
growth in recent years. A number of markets
are surpassing penetration in the US and many
European nations.
Mobile payments in Asia – in-store, online and
peer-to-peer – are well ahead of the Western
world, and have existed for years. Consumers
are comfortable paying for goods or transferring money via their devices, and social media
evolved some time ago to include in-app
payments. The notion of mobile money in the
East is not a new concept.
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MOBILE PHONE PENETRATION IN ASIA-PACIFIC
FROM 2010 TO 2015
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Payplaza is a unique
payment processing
company, focused on
integrated mPOS
solutions all across
Europe.
This proposition allows partnering
merchants to offer the definitive
omnichannel payments experience, not
only for domestically but also overseas.
In 2013, PayPlaza was awarded ‘The most
innovative company in financial services’
by Accenture.
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43.
Payvision – Factsheet
Singapore, 2014

39.

China, with its 1.4 billion population, is the
powerhouse of Asia. Over 70 percent of the
vast population owns a smartphone, so it is
no surprise that of the 618 million Chinese
Internet users, 500 million use a mobile device
as the primary vehicle. That’s over 80 percent
of Internet users.39

mobile OS preference in Singapore, 50 percent
and 49 percent respectively. 43
Another mobile-driven Asian market; m-commerce in South Korea has grown at a CAGR of
154.7 percent since 2011, more than double
that of the US.

Payvision – Tapping into
China, 2014

44.
Payvision – Factsheet
South Korea, 2014
40.
Payvision – Factsheet
China, 2014
41.
Currency Cloud - Mobile
Payment booms in
Africa and China, 2015

Mobile commerce sales made up 9.1
percent of total ecommerce sales in
China, a figure that is expected to
grow to 24.2 percent in 2017.40 In
2014, use of mobile payment apps in
China grew 73.2 percent and mobile
banking grew 69 percent.41
Japan, with a considerably high urban population at 92 percent, is a well penetrated mobile
market; 102 percent. Smartphones are owned
by 55 percent of the population.
Mobile commerce is a driver for ecommerce in
Japan; 22% of online shopping in Japan was
conducted through mobile devices including
smartphones, tablets and future phones. It was
worth approximately USD 9.7 billion.

42.
Payvision – Factsheet

In addition to this, Japan rates third globally
in app usage, at an average of 40 apps per
smartphone, and ranks highest globally in paid
app usage. Apple’s iOS also has a strong presence in Japan; preferred by almost 70 percent,
followed by Android at 30.5 percent. 42

Japan, 2014

Singapore, with 100 percent urban population,
has an extremely high smartphone penetration
rate, at 87 percent.
Smartphone usage is driving ecommerce
in Singapore, with over 35% of smartphone
users in Singapore making purchases via their
mobile device in the first three months of 2014,
approximately USD 1.2 billion in value.
While Asia is made up of predominantly Android
users, Android and iOS almost equally share

PAYVISION

Android OS accounts for 60 percent of total
smartphone handsets, whereas iOS makes less
than 30 percent.44
Indonesia is the largest developing economy
within South East Asia. With a rise in cheap
smartphone and tablet availability, Indonesia is
seeing a trend of new web users first accessing
the internet through their mobile devices. As a
result, Indonesia is a leading nation for mobile
payments; 54% use their smartphone to shop in
the last three months.
The mobile software of choice for Indonesians is
Blackberry at 27 percent, followed by Symbian
at 20 percent.
India’s consumer market sits on the lower end
of the economic spectrum; with the second
largest population after China but only 32
percent urban population, and only 19 percent
Internet penetration.

Smartphone penetration is growing
150 percent year on year, and over 90
percent of all Internet subscriptions registered by the end of 2013
were mobile connections. This
reinforces the notion that mobile
Internet is truly changing the
consumer market in developing
countries.
Indian m-commerce grew 800 percent from
2012 to 2013, yet still only contributes a mere
3 percent of total ecommerce value. More than
half of online consumers in India make mobile
purchases for entertainment services; cinema,
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45.
Payvision – Factsheet
India, 2014

46.
Euromonitor, 2015

theatre shows, DVDs, sport games. Just under
95 percent of all mobile devices are Android.45
Although the highest rates of smartphone
penetration remain in more developed markets
such as Singapore, it is within other countries such as the Philippines and Thailand that
m-commerce is growing fastest.
It has predicted that in both the Philippines
and Thailand markets, m-commerce will have
passed the USD 9 million mark by the close of
2018.46

card’s Mobile Payments Readiness Index, the
country ranks 13th in terms of readiness to
accept new forms of mobile payments.
Thailand has a slightly higher smartphone
penetration at 49 percent, but m-commerce
remains largely underused by consumer.
A recent flash-sale survey by aCommerce,
an ecommerce service provider in Thailand,
indicated that while 89 percent of surveyed
consumers viewed products on a mobile device,
42 percent still purchased via a desktop
computer.

Smartphone penetration is only around the 30
percent mark in the Philipines, but in Master-
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48.
The Independant - 10
things you didn’t know
about Africa’s economy,
2014

49.
Statista - Africa and
Asia Are Embracing
Mobile Payments, 2013

47.
World Bank Data –
Africa Oveview, 2014

Africa
Africa is an expansive
continent holding
over 15 percent of the
world’s population,
second only to Asia.
Internet penetration
is considerably lower
than the world’s
average; just over
a quarter of the
population have
online access.
In 2013, Africa was identified as the world’s
poorest inhabited continent. Thanks to current
growth rates, however, the World Bank expects
that most African countries will reach ‘middle
income’ status (defined as at least USD 1,000
per person a year) by 2025, if current growth
rates continue.47
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A consumer culture is also emerging in Africa
and is expected to continue. Africa has around
90 million people with household incomes
exceeding USD 5,000. The results of this
economy means that households can direct
more than half of their income towards discretionary spending rather than necessities. This
number could reach a projected 128 million by
2020.48
Mobile payments, however, are already booming
in Africa, less than a quarter of people have a
bank account, but more than 80 per cent have
access to mobile phones. The region is the
second most engaged after Asia.
This trend, similarly to Asia, is fueled by the
connectivity explosion mobile Internet brings to
the region; a commodity that developed countries a more likely to take for granted.
It is predicted that by 2016 there will be over
100 million mobile payment users in Africa.49
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MOBILE PAYMENTS BY REGION - FORECAST 2010 - 2016
(IN MILLIONS)
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Financial Times Democratising finance:
mobile phones
revolutionise access,
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In most of sub-Saharan Africa, only a small
percentage of upper-income households enjoy
the convenience of card-based, online, and
mobile banking and payments, while most
consumers still pay with cash.

Kenya is another African country with increasing
levels of mobile connectivity. With 67 percent
of mobile sales being smartphones, mobile
Internet is significantly higher here than across
the whole region.

South Africa is one of the largest economies
in the region, secondly only to Nigeria. South
Africa also rates highly in Africa for connectivity;
Internet penetration is over 60 percent, and
almost half the population owns a smartphone.
Blackberry currently has the highest share of
the market at 36 percent, but high sales of
Android phones indicate it could soon be the
leading OS. 50

The most remarkable trend in Kenya is the use
of mobile money. Kenya is now classified as a
middle-income country, where only 22 percent
have formal bank accounts, more than 12
million people — 29 per cent of Kenya’s population — regularly send money via M-Pesa.

operating systems in
South Africa, 2014

200

SnapScan, a South African mobile payment app,
is taking off in South Africa, allowing consumers
to pay for parking, groceries and even church
donations or homeless magazines by mobile.
South African bank FNB reports that its
customers are making 230 million mobile
payment transactions per month, compared to
45 million on the popular M-Pesa platform in
Kenya.
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It was introduced only seven years ago; but
M-Pesa users now send an average of USD 44
million daily, via 6.8 million transactions, adding
up to 31 percent of the country’s annual GDP.51
Nigeria, the largest economy and Africa’s most
populous country, is ranked 10th on the list
of world’s top internet users, according to
eMarketer; with 57.7 million users at the end of
2014.
Other dominant markets in Africa such as
Ethiopia, Tanzania and Democratic Republic of
Congo will add over 200 million new mobile
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the number of
global biometric
smartphone users
will reach 471
million by 2017.
While fingerprints are the most
straightforward to implement and most
inconspicuous for consumers, the
biometric recognition technology is
certainly not limited to this. In February,
US Bank announced that employees are
piloting software that allows them to
use their voice to login and access a
credit card account on a mobile device.
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52.
GSM – The Mobile
Economy, 2014

connections by 2020, driving smartphone
adoption rates.52

a lack of mobile payment technology available
to consumers, average mobile transaction value
is low, between 55 cents and two US dollars.

Mobile handsets may be increasing in penetration in these and other African countries,
but mobile payments are yet to gain traction
in these markets. This being said, the paving
stones are being laid for a future mobile
payments surge.

A number of mobile payment solutions are
coming to the market in Egypt. The hope is that,
thanks to a central, developed banking system
by which money transfers occur seamlessly,
adoption will rise over the next year.

The North African countries, compared to
sub-Saharan Africa, have been slow to join the
mobile payments revolution. Morocco and Egypt
have high levels of mobile penetration; around
111 percent, and show strong growth. But, with

6.3

Americas
The Americas comprise
The US and Canada in
North America and the
Southern countries of
Latin
America.
07

North America is a well-connected region with
78.6 percent Internet penetration. Holding
seven percent of the world’s population, the
region is considered the world consumer superpower.
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55.
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North America has seen a steady increase in
mobile payments, and number of users have
increased ten-fold since 2010.53
The US has long been the global ecommerce super-power, with 75.8 percent of the
population shopping online in 2013. With a
high smartphone penetration rate of almost
70 percent, the country attributed 16 percent
of ecommerce to mobile commerce in 2013.
Android is the preferred mobile operating
system in the US, at 51.5 percent, closely
followed by Apple’s iOS at 41.8 percent.
While growth has been very slow to reach a
tipping point in the US, well adopted retailer
schemes with high levels of brand loyalty,
such as the Starbucks mobile wallet, and the
launch of Apple Pay, have turned the US into a
successful mPOS market.

technologies to flow out to consumers with
limited fragmentation.
75 percent of major Canadian retailers accept
contactless payments and ten percent of transactions are already contactless.
Latin America is a far more emerging region,
but across the markets mobile Internet is a key
driver. Smartphone penetration is estimated to
have reached almost 30 percent by the end of
2014, and grow further to 44 percent by 2017.
Latin America is still very much a cash
economy. Whenever and wherever possible,
consumers in the region choose to pay with
cash. Informal workers receive their salary in
cash and formal workers often use an ATM
to withdraw most or all of their salary on pay
day.55

in Latin America, 2013

54.
UTC Digital / Business

37 percent of US consumers reported using a
mobile payment method, including both mobile
commerce and consumer-side payments made
in stores with mobile devices.54

Insider, 2015

Canada has an even higher smartphone rate;
3 out of 4 consumers own one. Android and
Apple’s iOS have an almost equal market share;
44 percent and 37 percent respectively.
34 percent of Canadians used their mobile
device for mobile banking in 2013. In addition,
27 percent of smartphone users – 5.2 million
people – make purchases on their mobile
phone.
Canada is one of the world leaders for mobile
payments; much of this success can be
attributed to early adoption of payment innovations like contactless technology, EMV chip
migration, a modern payments infrastructure,
and the rapid emergence in Canada of NFC
payment-ready terminals. This is on top of a
concentrated payments industry, allowing new
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NUMBER OF MOBILE PAYMENT USERS IN LATIN AMERICA
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In 2009 there was more than double the
number of mobile payment users in Latin
America than in North America, but growth has
been considerably slower. The number of users
in Latin America have tripled since 2010, but
in 2015 there are one fifth of the number of
mobile payment users as North America.56
Over seven percent of Mercadolibre’s sales, a
Latin American retailer, is via mobile. PayPal
recently reported that 15 percent of its sales in
Brazil and Mexico was carried out via mobile
channels last year.57

15

20

shopping on mobile. A quarter of all consumers
own smartphones, with a strong preference for
Android; 62.7 percent, over Apple’s iOS, which
accounts for under 10 percent of the total
smartphone usage.
In Colombia, 20 percent of consumers use
mobile banking, and 10 percent a mobile wallet.
In Argentina and Chile, use of mobile wallets is
7 percent and 11 percent respectively.

in Latin America, 2013

Brazil has the highest smartphone penetration
of the LATAM region; 40.8 percent of Brazilian
mobile users access the Internet using their
phones. Android is the preferred mobile operating system in Brazil, with 60 percent share.

58.
Payvision – Factsheet
Brazil, 2014

Brazilian mobile commerce accounts for 4.8
percent of total ecommerce transactions and
over a third of smartphone owners in Brazil
made purchases via their devices at least once
a week.58
In Mexico, consumers are the most engaged
in mobile payments of all Latin American
countries, with 17 percent of all Internet users
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Europe
The number of European mobile transactions
have tripled since the beginning of 2012.59
It is predicted that more than half of European
adults with access to a mobile device will use
their device to make payments in the 2015
financial year. At present, 33 percent of people
across the continent do so.60

Around 10 percent
of the world’s
population live in
Europe.
The market, while economically varied, is
generally well connected. 75 percent of
consumers are Internet users.
06

MOBILE TRANSACTIONS IN EUROPE
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Within Western Europe
sits three of the world’s
economic powerhouses;
UK, Germany and France.
Collectively they make
up almost 70 percent of
European ecommerce.
In parts of Eastern, Central and Southern
Europe, however, many markets are still developing. Connectivity, Internet penetration and
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ecommerce penetration still remains low. Yet
growth in these regions is high; sales in Eastern
Europe have grown by nearly 50 percent.
The UK is the strongest ecommerce and
m-commerce market in Europe, and has an 80
percent urban population. Smartphones are
owned by over 65 percent of the population,
with Android making up over half at 56.2
percent of devices.
Mobile payments are on the rise in the UK,
up to USD 11.5 billion in 2014, up from USD
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57% of mobile users
will abandon a
website if it takes
more than 3 seconds
to load and 30
percent will
abandon a purchase
transaction if the
shopping cart isn’t
optimized for mobile
devices.
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61.

7 billion in 2013, but despite strong growth,
market uncertainty hinders widespread adoption.61

Payvision – Factsheet
UK, 2014
62.
Payvision – Factsheet
Italy, 2014

Germany is the second largest market in
Europe, with a 74 percent urban population
and over 85 percent of consumers connected
to the Internet. Smartphones are owned by 62
percent of the population and 78 percent of the
devices are Android.
In Germany, mobile payments made up 10
percent of online retail sales in 2013. Similarly
to the UK, the market is awaiting a break
through, to see mobile payments reach the
tipping point.

63.
Payvision – Factsheet
Spain, 2014

64.
Payvision – Factsheet
Poland, 2014

65.
Visa Europe - 2015

France is the third powerhouse in Europe, with
53 percent smartphone penetration, and mobile
payments accounting for a marginally higher 11
percent of transactions.
Apple’s iOS is used by only 18 percent of French
smartphone owners, Android is preferred by
nearly 63 percent.

21 percent of Italian smartphone users,
approximately 8 million people, purchase goods
on their mobile at least once a month. Italy is
second only to the UK for mobile payments
in the EU5; UK, Germany, France, Italy and
Spain.62
Spain has a high urban population at 78
percent. Over 70 percent of consumers have
access to the Internet and 2 out of 3 consumers
own smartphones, with 90 percent of devices
being Android. Spain has also seen a significant
growth in mobile payments, and 66.5 percent
increase in consumers browsing retail sites on
their mobile devices.
Spain also has one of the fastest growing
mobile commerce markets in Europe; registering a 66.5 percent increase to 3.3 million
smartphone users accessing retail websites on
their mobile. Mobile payments currently make
up 6 percent of total ecommerce in Spain.63

In parts of Eastern, Central and Southern
Europe, ecommerce is less developed. Yet
in these countries, mobile penetration is
frequently driving online spending.

Poland, with a 61 percent urban population,
has long suffered with a low rate of Internet
penetration and access to ecommerce. But
with mobile Internet giving greater access to
consumers, Poland is now one of the stronger
ecommerce markets in Central Europe, coming
in fourth place in terms of ecommerce turnover.

Greece has approximately 77 percent urban
population, and just over half of people have
access to the Internet. Yet there is over 100
percent mobile penetration – a third of which
are Internet enabled. Android holds the lion’s
share of Greek mobile operating systems at 75
percent.

With a number of Polish consumers having
more than on mobile, with almost half using
smartphones.64 Android is the preferred OS
with over 70 percent share. The value of mobile
payments is estimated to have doubled in
2014, and Poland is considered a hotbed for
innovation in digital payment services.

In Italy, while ecommerce is relatively slow,
mobile payments are significantly driving the
market. Italy has one of the highest mobile
penetration rates in Europe, and 65 percent
of which are smart phones. Android is the
preferred mobile operating system in Italy at
almost 70 percent.

Poland is embracing contactless payment technology and is Visa’s largest market in Europe in
terms of contactless transaction volumes. Close
to 70 percent of Visa cards in the market have
contactless functionality, with the technology
accounting for more than 40 percent of all Visa
payments in Poland.65
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Russia’s market has always been limited by
low levels of Internet penetration and a longstanding preference for cash payments. 36.2
percent of consumers have smartphones, half
of which are Android.

Sweden, Finland and Denmark in particular are
renowned for their highly developed telecommunications equipment and handsets manufacturing industries. Indeed, mobile telephone
technology was born in this region.

However, Russia has a strong tablet market;
the world’s third biggest after the United States
and China. 2.77 million tablets and e-readers
were sold in Q3 2013, up 25 percent from the
second quarter.

The Nordics have among the highest Internet
penetration rates in the world; 96.5 in Iceland,
95 percent in Norway, 94.9 percent in Sweden,
94.6 in Denmark and 91.5 in Finland.

Around one third of mobile Internet users in
Russia purchase products from online shops via
their devices.
The Nordics – Norway, Sweden, Finland,
Iceland and Denmark – have much in common,
economically. They have all evolved from poor,
agrarian countries into the most competitive economies in the world with rich, natural
resources. The average urban population is
86.2 percent.

6.5

Mobile penetration in the Nordics is at the top
end of the spectrum, around 150 percent,
and Internet-enabled smartphones owned by
around half of consumers.
Mobile payments, in turn, are seeing comfortable adoption rates. A leader in the region; four
out of five purchases were already made electronically in Sweden, so retailers and restaurants are using mPOS technology to power an
almost cash-free economy.

oceania
Oceania, also known
as the Pacific, is the
region comprising
Australia and New
Zealand as the power
hubs, and a number
of smaller Pacific
islands including Fiji,
Samoa, Tonga and the
Cook Islands.
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This region may be large geographically, but it
holds only 0.5 percent of the world population. Internet penetration across the region is
a respectable 72.9 percent, but this is largely
driven by Australia and New Zealand; 94.1 and
94.6 percent respectively. The bigger picture is
far more scattered.
Smaller islands range from as low as around
6 percent in Papau New Guinea and American
Samoa, to almost 50 percent in the Cook
Islands.
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INTERNET PENETRATION IN OCEANIA
SELECT COUNTRIES
AMERICAN SAMOA
AUSTRALIA
COOK ISLANDS
FIJI
FRENCH POLONESIA
KIRIBATI
NEW CALEDONIA
NEW ZEALAND
PAPAU NEW GUINEA
SAMOA
SOLOMON ISLANDS
TONGA
VANUATU
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Australia is a well-connected market; 3 out of 4
consumers have smartphones. The country has
a high urban population; 89 percent.
Mobile payments, however, are not widespread
but they are increasing; purchases via mobile
grew by 30 percent in 2013. Android is the
preferred mobile operating system in Australia
at 57.7 percent.
Despite the slow uptake of mobile payments,
almost half of the nine million Australian smartphone owners downloaded a banking or finance
app in 2014. This enthusiasm has led the
large financial institutions and major retailers
to unveil mobile payment solutions, aimed at
simplified mPOS and loyalty schemes, ready for
the inevitable mobile payment tipping point.
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Westpac predicts three million Australians will
make an average of five contactless mobile
payments per month in 2015– resulting in an
industry worth USD 3 billion.66
New Zealand is an equally strong market in the
region. Over half the population buys online,
reaching a total of just over USD 3 billion in
2013. Urban population drives this connectivity
at 86 percent. This is forecast to grow to USD
4.9 billion by 2017.67
Two out of three consumers own smartphones
in New Zealand, and like other regional trends,
mobile is driving online spending. There are
now 650,000 consumers shopping on their
smartphones (up 127 percent year on year)
and 414,000 on their tablet, a 73 percent
increase.
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31% of consumers in the
US do not see a need for
mobile payments, and
another 62% are
concerned about data
security.
The tipping point is getting much closer,
however, and in the next 12 to 24 months,
is inevitable. When looking towards
markets such as China, where mobile
payments are booming, the benefits are
clear; targeted engagement and loyalty
for the merchant and interactive
rewards and flexibility for the
consumer.
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In 2015, the first integrated mobile wallet –
Semble – was announced in New Zealand, using
NFC technology. What sets the solution apart in
the region is the unity by leading financial and
communication companies. The app, somewhat
controversially, is only available to Android
users, but as Android hold two thirds of the
market, future success should not be hampered.
The growing interest in mobile payments
makes the country a relatively active market for
companies that provide mPOS and m-commerce services, but until recently consumers
have had very few options. With the launch of
such a solution, mobile payments may soon
take flight in this market.

7. conclusion
7.1

the shape of Tomorrow’s mobile
landscape
Of total mobile payments,
today m-commerce
represents 90 percent. mPOS
only accounts for 4 percent.
By the end of 2017, Forrester predicts that
in-store mobile payments will experience the
most growth, jumping from 4 percent to 45
percent while m-commerce will drop from 90
percent to 50 percent.
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7.1

ECOMMERCE % OF RETAIL 2014

94%

6%

NON-ELECTRONIC
COMMERCE

ECOMMERCE

ECOMMERCE %
OF RETAIL 2014

26%
MOBILE

MOBILE PAYMENTS %
OF ECOMMERCE 2014

74%
6%

ECOMMERCE

4%
MPOS

MP2P

BREAKDOWN OF MOBILE
PAYMENTS 2014

68.
eMarketer, Internet
Retailer, Business

90%
M-COMMERCE

Insider and Forrester
Research, 2015
68

Mobile payments have rested on a few key
prerequisites to initiate their inevitable tipping
point; superior user experience, trusted security
that is invisible or discreet, and seamless omnichannel functionality that pulls together the
entire consumer experience.
There have been years of floundering attempts
to make mobile payments go mainstream,
particularly in developed markets where technology is advanced and connectivity is high. But
paradoxically, despite having the sophisticated tools, these markets were complacent.
Consumers take mobility for granted and these
futile attempts refused to take off on a wide
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scale. Without the three key ingredients, usage
has remained low.
In 2015, these prerequisites are finally being
addressed. This is largely due to the waves
generated by the tech giants like Apple and
Samsung, and their alliance with the card
schemes like Visa and MasterCard, both holding
considerable weight in the value chain. Influenced by these players, we can expect to see
elegant technological advancements across the
board, giving consumers a far superior experience than the current payment methods.
Where only smaller, niche offerings have had
pockets of success in various Western markets,
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There are hundreds of businesses in the
mobile payments market offering mPOS
technology and advanced systems. They
may offer quick and easy solutions, but
these businesses have often been
operating for less than 12 months.

Those that are well
established, however, may
suffer from outdated
technology. Many wellknown payment
processors will not
comment on their backoffice operations, because
their multiple legacy
systems are disseminated
and unaligned.
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we will see widespread acceptance and
adoption of m-commerce, mPOS and mP2P,
much like markets in Asia and Africa. In these
markets, mobile Internet is a wonderful luxury,
opening up disconnected markets struggling
with insufficient infrastructure.
With the prerequisite addressed, and the
ever-expanding Internet of Things, mobile
payments will soon cover more than just
smartphones and tablets. An infinite number
of objects will become a touch-point for ecommerce. The Apple Watch, a commerce-capable
wearable, is the just the starting point for these
endless possibilities.
In some retail spaces, consumers can already
interact and purchase via their mobile through
entirely digital changing rooms, building an
online and in-store hybrid experience. Rebecca
Minkoff has pioneered this experience in New
York by introducing her digitally connected
store. Mobile will become more and more
central to the in-store and point of sale experience.
From a security perspective, this year we will
see eradication of swipe-and-sign authentication and the gradual decline of chip-and-pin, as
biometrics and tokenization take center stage in
combatting fraud and data breaches.

7.2

With further technological advancement, both
consumers and merchants will utilize mobile
point-of-sale tools to create meaningful, omnichannel experiences that are both engaging and
rewarding for consumers. These experiences
are not limited to domestic payments, but will
be fully integrated global solutions.
As both buyers and sellers become increasingly
confident, we can expect to move further and
further away from a cash-based society. From
contactless payments, to mobile wallets and
mPOS enabled devices, payments will become
part of a 360 degrees interactive, connected
consumer ecosystem.
Merchants that do not pay attention to these
movements and adapt to the evolving trend
may gradually fall behind, as consumer preferences shift.

Never before has it
been so important for
merchants to invest
in mobile-compatible
technology, to keep up with
this fast-paced, evolving
landscape, and be ready
for the mobile revolution.

How to be ready
The prospect of accepting mobile payments
is daunting for many merchants; the required
technological knowledge, the resources to
implement, install and maintain the back-office
administration, and the costs of the hardware
are all barriers to adoption.
But just as consumers are slowly finding
their feet with mobile payments, so are many
merchants, and making significant gains by
doing so.
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Optimization
For any business, ecommerce or otherwise,
the most effective mobile preparation involves
website optimization for multiple devices.
Increasing levels of traffic are hitting the web
from mobile devices, and lack of optimization
will significantly damage conversion.
One-quarter of global web searches conducted
on a mobile device by over a billion users
worldwide. In addition, a mobile user will
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69.
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70.
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usually have a different objective than that of
a desktop browser, often looking for quick and
concise information and an easy-to-use call to
action.
With this in mind, it is understandable why 57
percent of mobile users will abandon a website
if it takes more than 3 seconds to load and 30
percent will abandon a purchase transaction
if the shopping cart isn’t optimized for mobile
devices.69
80 percent of shoppers admit that mobile
purchases are impulse-driven and that they’re
more likely to purchase from and interact with
a brand that offers an engaging mobile experience.70
Optimization for mobile will ensure that users
are not disengaging and dropping off before or
during the payments funnel, ensuring stronger
conversion rates.

Think big picture
As far as in-store, mPOS is concerned, many
merchants and retailers in Westerns markets
are hesitant to invest in a trend that has been
on the cards for years, and in many cases failed.

71.
PunchTab - Mobile

This is no surprise, looking at the statistics
currently; 31 percent of consumers in the US
do not see a need for mobile payments, and
another 62 percent are concerned about data
security.71

Payments: Consumer
Insights &
Recommendations

Analyzing the current market conditions,
however, reveals the tipping point is getting
much closer, and in the next 12 to 24 months,
is inevitable. When looking towards markets
where mobile payments are booming, such as
China, the benefits are clear; targeted engagement and loyalty for the merchant and interactive rewards and flexibility for the consumer.
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Working on a mobile payment
solution now, while the
door is still open and
before the market becomes
saturated, gives forwardthinking merchants a
significant boost towards
the mobile payment
landscape of tomorrow.
Know your partner
After choosing to integrate a mobile payment
solution, the next step in investing in a solid
payment processing partnership.
There are hundreds of businesses in the
crowded payments market offering mobile
optimization, mPOS technology and advanced,
forward-thinking systems. They may offer quick
and easy solutions, but most of these businesses have been operating for less than 12
months. In many cases, they lack the extensive
experience to tap into multiple markets.
Those that are well established, however, may
suffer from dated systems, hindering them from
offering merchants a truly flexible, fully-fledged
omnichannel experience. Many well-known
payment processors will not comment on their
back-office operations, because their multiple
legacy systems are disseminated and unaligned.
When picking a partner to process mobile
payments or install a secure and reliable mPOS
solution, choose one with access to extensive
industry experience, offering secure mobile
payments as part of the full 360 degrees
payment processing ecosystem.
The mobile solutions offered by Acapture,
PayPlaza, Sign2Pay and NoblyPos are from this
unique brand independent payment processors. They offer fresh and simple to integrate
solutions for merchants. By being partnered
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with Payvision, they also have access to decades
of industry experience and market intelligence.
Yet, new back-office systems means flexibility to
respond quickly to fast-paced trends.

This is the year that mobile
will truly shake up and
revolutionize the payments

landscape. Merchants who
think ahead, and invest in
the customer preferences
of tomorrow stand to make
big gains, while others
who do not adapt may get
left behind.
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About Payvision
Payvision is a fast growing, independent
Payment Solution Provider specialized in Global
Card Payments for the ecommerce market.
Payvision offers acquiring banks, agents,
Payment Service Providers, ISOs, MSPs and
their merchants a secure PCI DSS compliant,
PSD Licensed international payment processing
network enhanced with innovative technology.
Over the past decade, Payvision has consistently
expanded its geographical footprint across the
continents, resulting in vast knowledge and
insight in the complexity of Card Payments and
ecommerce in a global market subject to great
challenges such as unprecedented technological
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innovation, changing business needs and an
increasingly demanding regulatory landscape.
Payvision’s experience in the different international regions has resulted in a global network
of global acquiring banks, connecting over
300 trusted business partners with more than
5000 web merchants worldwide, for which we
process over 100 million transactions a year.
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About Acapture
To reach global markets, ecommerce requires
local market intelligence. For internationally-minded online merchants, Acapture’s expertise and solutions provide the tools they need to
expand their ecommerce borders.

that merchants can confidently sell to their
international customers. Acapture’s payment
solutions and services are fine-tuned to
meet the needs of today’s global ecommerce
merchant.

With a global network, expertise and payment
processing, global payment are simplified so
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Payvision, an independent global card
processor, offers international payment
service providers and ISOs unprecedented
business opportunities by connecting
them to acquiring banks in our global
card payment network. Payvision has the
in-house expertise to offer global domestic
acquiring for cross-border ecommerce.
Payvision provides its customers with:

One payment platform for
global card processing
• Global domestic acquiring 

• One internationally

with the same quality in

approved risk and under-

each region

writing protocol

• 150+ transaction currencies

• Cost reduction and optimiza-

and regional card settle-
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ment currencies

border ecommerce

• Risk and fraud management

• 24/7 support

solutions
• One single high-end
reporting interface for
worldwide transactions

For more information visit www.payvision.com
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