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Making Money from Mobile Banking,
M-Payments and M-Commerce:
Winning Strategies for Banks

Agenda

Introducing M-Com

Context and Key Issues in Mobile Financial Services
What Winning Looks Like for Financial Institutions
What Winning Solutions and Services Look Like
Questions and Discussions
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Introducing M -Co mé

CAPABILITIES CUSTOMERS CONTACT
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Mews & Wiews

Differentiators

Executive Team

Other Key People

Carears

Partnerships

Latest from k-
com

Commercial in Confidence

Company

Founded by payment industry experts in
2000, M-Com remains the global leader in
maobile banking and mobile payment
solutions.

Cur world firsts include the inaugural:

e Realtime mobile credit card payment
application [Bank of Mew Zealand,
2002)

& Realtime EFTPOS style debit payment through SMS (A58 Bank, 2004]

e 'Triple Play' mobkile banking solution [BankAnywhere, 2005)

e Mational rmobile payment infrastructure (any bank, any mobile network, any
rmokile technical channel) (Paymark, 2008

e pulti-bank, multi-currency, multi-jurisdiction mobile banking implementation
[AMZ Croup, 2007

o Full A5P / Saas mobile banking and payment platform [Fisery, 2009)

M-Corm's focus has been on delivering that innowation to consumers in parthership
weith blue chip financial institutions - retail banks and payvment processors.

© Mobile Commerce Limited / M -Com Inc

NEWS

Microsoft and M-Com Deliver
Mohile Payments Solution
Globally

hi-Com Announces Support for
the Broadest Range of One and
Two-Way SMS Alerts inthe
Industey

Umprua Bank Selects M-Com

keyBank Chooses M-Cam
Zolution

l-Com Demonstrates Person-to-
Person Payment Leadership
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Confusion Reigns Supreme 0000
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International Distinctions and Similarities osgo
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Opportunity for Banks 90 High Channel Costs

Branch
Call Center

IVR

ATM

Mail statements 40%

|

Online

Online 33%

Mobile

Bank teller 26%

Automated 260
phone system ’

ATM 24%

Contact Center 10%

H]
o o
2
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Opportunity for Banks 0 Stagnating Online Adoption 0000

60%
60% -

50%
50% -

40%
40%

m Online Banking Adoption
[ Online Bill Payment Adoption

32%

30% +

22%
20% +

12%
10% -

0% -

Best Practice Banks Leading Retail US Average Bottom quartile

Source: Celent analysis, bank and vendor interviews

Source: Netbanker

1995 | 1996 | 1997 | 1998 | 1999 | 2000 | 2001 | 2002 | 2003 | 2004 | 2005 | 2006 |
2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 |
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Opportunity for Banks 90 Deposit and Product Growth eggo

—= 300

Online * gij| pay

Only e-Bill 3, e-Bills
per Month
Median Profit " Products

Source: -BoiMhe Eef fect
commissioned by CheckFree / Fiserv
and conducted by Aspen Marketing
Services (October 2007).

Based on SunTrust bank data.
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Opportunity for Banks 0 Customer Satisfaction

Opinion of SwiftPay at POS

Itis fun to purchase using
SwiftPay

SwiftPay is a reliable payment
method

SwiftPay is a secure payment
method

SwiftPay is a fast payment
method

It is easy to use SwiftPay to
pay merchants

It is convenient to pay
merchants using SwiftPay

0%

10% 20%

30% 40% 50%
Percentage of those who al

80%

90%

100%

O Agree

B Neutral

O Disagree
0O Don't know
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Opportunity for Banks 0 New Customer Segments 0000

Mosaic Segment Analysis - Brick & Mortar and Online-only

YoungCosmopolitans
Stable Careers

Urban Commuter Families
White-CollarSuburbia
Ethnic Urban Wi
Hinterland Families
Steadfast Conservatives
Frime Middle America
Family Convenience

Struggling City Centers

-1.50% -1.00% =0.50% 0.00% 0.50% 1.00% 1.50%

Share of online vistors by Masaic Type - Brick & Martar minus Online-0Only
Source: Hitwise
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Risk for Banks d Low Consumer Adoption

Figure 4: Worries Holding U.S. Consumers Back From Banking With Their Handsets

Security of mobile banking 47%

Costs or hidden fees frommy

0,
bankforusing the service 27%
Dropped orlost 259
telecommunications connection
The costof data access onmy 200,
wireless plan
Potential limitations in wireless
plans
New technology, it may not
work correctly

0% 10% 20% 30% 40% 50%

March 2008, n = 286

Base: All consumers using mobile banking.

Q33 What are yourmain areas of conern with mobile banking? © 2008 Javelin Strategy & Research
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Risk for Banks o Mobile Operator Customer Ownership ulcloluy

Average Txns >40 per month
16% Used to be Banked
90% Now Feel Safe
72% Find It Easy to Use
>$0.20 per Txn (Average Revenue)

’---‘
i---_,
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Risk for Banks d Mobile Operator Innovation Leadership 0600

=~ zoom :

BETA

HOME SIGMN UP TOUR FAQ CONTACT Make Your Money Mobile™

Send and receive money instantly.

& Move money between friends and family quickly and securely

@ No hassles and saves time — it's simple and convenient

& Use Zoompass from your mobile phone, online, or with a card

4227 9300 0000 0000

422744

Commercial in Confidence © Mobile Commerce Limited / M -Com Inc Slide 14



Risk for Banks dFurther Brand Erosion oégo
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Risk for Banks o Competition from Low -Cost Providers 0000

Banking Investing Insuring

Company info | Security | Privacy | Legal info | Help | Site map | Customer services | Conta

Explore )] i Live if

product offering

Banking without the bother

Live life.anywhere

Egg Card Egg Money Egg Loans - With WIZZIT yo ur bank in your ¢
World MasterCard® surprisingly flexible

0% interest until 1 Oclober 2010 1% cash back on all your spending, If you want to increase your payments

on balance transfers (conditions and | | plus a range of insurances to because you've had a pay nse (lucky

3% fee apply) plus greal rewards. protect the things you buy. you), then you'll definitely want an

16.9% APR typical variable. || 17.8% APR typical variable. Egg Loan.

ING %) DIRECT

Save your money

View my
account

Save Your Money

Open an | Orange* BUILDer: cD*

account

Low rate 3.99% (2.98% APR) Buy Stocks for 4 bucks? Elevate your savings.

mp Welcome home, savers = Yep. Learn more =) 1.85% APY 12 month CD
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What Winning Looks Like 0000
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Creating Sustainable Revenue Streams letols
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Sustainably Reducing Channel Costs
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Increased Customer Ownership and Retention
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. . . . &
Offline Segments Deliver Real Financial Returns 0000

@
Existing Channel Costs of Customer
Costs Churn

Migrate 30% of Per-

Offline Mobile Txns Customer quojgsgtgn
Customers Migrated Profitability
PR R
. $30-40 Saving ! $10-15 Saving !
: (annual) (annual) ;

*Based on M-Com
Live Customer Data
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Increasing Automation and Self -Service ulcTolw)

'
L
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Differentiating and Competitive Advantage 0000
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Winning Service and Solution Attributes 0000

Commercial in Confidence © Mobile Commerce Limited / M -Com Inc Slide 26



Losing is Not Much Fun

Complete waste of time Wi oo

By: Jkro

Yersion: 1.0

Source: ®App Store

Completely useless. Every time you log on it tells wou it doesn't recognize the device. Activation codes dan't
ahways wiork, Gps function is unprecise and located me a mile from where | actually was.

Crap!! 4k ik

By: Blownsahe

YVearsion: 1.0

Source; % App Store

Cant even log inlll Keeps asking me for activation code. ..

Not good e 0 i

By vrchern

Yersion: 1.0

Source; %App Store

Far a big company like this, this is a bad app. It basically embeds Safari into it, not really a native app.

Use safari instead v

By: RUMERS0S

Yersion: 1.0

Source: ®App Store

This is a poar interface, basically mirrors the webpage on yaur safari hrovwser. Reflects the current status of the
hanking system
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City and State fields
jumbled incoherently

Three buttons NOT
rendered

BAD WAPI!
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Universal Reach Maximizes Adoption

0116421309026
071008 9:53 pm

Text: 7410, 351 P PST
AVRIL BAL

CHEO901 C1 $456.68
CH0902 C2 £5,396.45
CHEO903 C3 §437.00
SF\'-'I.'_I'EIEI-J 'S-" E-E [IEI'}"E

More

*Z: BlackBerry

12:21 em = EDGE v =
UMz Eatt  gw gmm

uBank WAP Banking

2. Transfer Funds
3. Find ATMs/Branches
5. Log Off

0000

dFido I = 3P
Transfer From:
CHE 0801 5100.65

Transier To:
CHi 0800 510065

Amount to transfer;

© Copyright 1998 - 2008, uBank

All Rights Reserved SO0 I'IE{

OE00E0G000
B0BRONO0CE
L LT TE

BlackBerry iIPhone

Downloaded
Application

Mobile
Browser

SMS
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Universal Access 0 Reaching All Customer Segments

®
0000
®
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Offline Segments are Paramount ulcTolu)

Majority of Bank Customers
Marginally Profitable / Most Expensive
Simpler Banking Requirements

Lower Retention / Satisfaction

More Susceptible to 3 Party Brands
Less Consolidation of Services

Pay More Fees

*Based on M-Com
Live Customer Data
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Below the Waterline 1s Where it Matters 0000

o T N -
/' N\

[ \

|

|

|

|

|

| |

I |

I |

I |

I |

I |

\ ]
\ V4

\Q ___________________ fl

Commercial in Confidence © Mobile Commerce Limited / M -Com Inc Slide 31



Avoiding Fragmentation (or Spaghetti) oa_go

Channel Services Channel Services
Enrolment Security Management
Customer Care

Channel Services
Reporting

A\\ J

Banking
System(s)

Mobile Banking
WA P> System
[In-House]

Card Issuing
System

il

Channel Services
Service Monitoring
Enrolment

Hosted Externally

Channel Services
Reporting

Channel Services Security Management
Reporting

Enrolment
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Integrated Mobile Payment Services 0000

Batch

Real-Time

e

. |
.
)
Mobile Banking is the DOORWAY to mobile payments. It is
the place consumers will enrol for, gain comfort with and
integrate their user experience for mobile payments.
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A Consistent and Seamless User Experience

s PO



Delivering a Single View of the Bank 0000




Delivering a Single View of the Customer 0000




