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INTRODUCTION 

Leveraging new technologies that connect directly to a rich software experience in the customer's 

hand can help enhance their experience and educate them about your company. Innovative small 

businesses will go beyond merely accepting mobile wallet payments to forming more 

comprehensive mobile strategies than their direct competitors.Various estimates today suggest 

that there are just under a billion cellphone connections in India, and every month, there is an 

addition of around six million new cellphones in usage. Cellphone users are swiftly switching to 

smartphones with almost 65 per cent of all new Internet users in India experiencing their first 

surfing activity through their smartphones. The smartphone has also become the preferred 

medium for money transactions in tandem with its increased usage and the convenience it 

provides on the go. So tremendous has been its adoption that the mobile wallet market in India is 

expected to reach US USD 6.6 billion by 2020 as per the India Mobile Wallet Market Forecast 

and Opportunities, 2020. 

While the sudden growth in the digital payments landscape in India has been driven to a great 

extent by the increased smartphone penetration, one cannot discount the catalytic effect other 

factors such as government initiatives, improved infrastructure and enhanced services have had 

on the industry. Telecom networks are now offering 3G and 4G services across more 

geographies at extremely affordable prices, giving a tangible boost to e-commerce businesses. 

The fact that nearly 50 per cent of Indian smartphone users belong to the 18-30 years 

demographic has also led to a higher growth curve for digital payments. Among the early 

adopters in any segment, these individuals were pivotal to the rise of e-commerce in India and 

are currently playing a similar role for the digital payments industry.Stimulated by these factors, 

more than 40 per cent of e-commerce transactions started happening via mobile phones in India 

with more than 52 per cent transactions through digital payments. The country is surely moving 

towards a cashless economy: IMPS transactions have overtaken money order, debit and credit 

cards in just four years, both in terms of volume and value. Moreover, the government’s push for 

Digital India and financial inclusion has driven mobile wallet adoption in the rural and semi-

urban areas by extending financial services to the unbanked population. 
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OVERVIEW OF MOBILE WALLET 

Mobile wallets are essentially digital versions of traditional wallets that someone would carry in 

their pocket. While there are many variations, usually they can hold digital information about 

credit and debit cards for making payments, store coupons and loyalty programs, specific 

information about personal identity and more. 

Many companies are jumping into the mobile payments space— on both the paying and 

receiving sides of the transaction—and new innovators are continuously changing the industry. 

In the U.S., they include companies such as Google, Amazon, PayPal, Square, and Apple. 

Internationally, still more companies are developing and launching new technologies in this 

space. 

How does a mobile wallet work? 

A customer can utilize all of their stored information simply by opening an app on their phone, 

entering in a PIN, password or fingerprint and then selecting the information they need to access. 

The app then utilizes information transfer technology such as Near-Field Communications 

(NFC) to interact with a mobile wallet ready payment terminals. 

• Mobile wallets store your credit or debit card securely 

• They may also store your loyalty cards, coupons, tickets, etc. 

• They communicate with terminals using a variety of technologies 

That's where you come in as a small business owner. Without a device that receives mobile 

wallet information, you won't be able to take advantage of this increasingly popular payment 

mechanism.Increased customer use of mobile wallet technology has benefits for businesses of all 

sizes. 

These include: 

 Reduced fraud - mobile wallets are harder to steal or duplicate than cards or cash 

 Decreased payment time - especially important for high-volume businesses 

 Lower fees - processing fees are expected to decrease over time relative to traditional 

cards 

 Better customer loyalty - built through sales and incentives sent directly to smartphones 
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Types of wallets: 

There are four types of mobile wallets in India - open, semi-open, semi-closed and closed.  

 Open wallets are the ones that allow you to buy good and services, withdraw cash at 

ATMs or banks and transfer funds. These services can only be jointly launched with a 

bank. M-Pesa by Vodafone and ICICI is one such example. Apart from the usual 

merchant payments, it also allows you to send money to any mobile numberbank 

account.  

 Airtel Money is a semi-open wallet, which allows you to transact with merchants that 

have a contract with Airtel. You can't withdraw cash or get it back. You'll have to spend 

what you load.  

 There are closed accounts, which are quite popular with e-commerce companies, where a 

certain amount of money is locked with the merchant in case of a cancellation or return of 

the order, or gift cards.  

 There are semi-closed wallets like PayTM, which do not permit cash withdrawal or 

redemption, but allow you to buy goods and services at listed merchants and perform 

financial services by opening an escrow account in your name. 

MERITS DEMERITS 

 Your wallet can be snatched, misplaced or 

pickpocketed, your mobile wallet cannot be. 

But remember, your mobile can still be stolen.  

 If the bill is of Rs 353.53 or Rs 462.65, you 

will not have to run around asking for change, 

and no one will ever give you a candy instead 

of a rupee.  

 Also, mobile wallets allow you to pay in one-

tap unlike net banking that calls for opening 

several browsers and are time consuming. 

Suggests Soma Sundaram, founder CEO, 

 Only mobile-savvy people (with 

dependable and speedy internet 

connection) can use such services.  

 Also, there are only a limited number 

of merchants currently listed, so you 

will still need net banking or cash or 

card.  

 There is a limit to the amount you can 

deposit in mobile wallets and daily 

spend, which means mobile wallets are 

useless for high value payments.  
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iKaaz, "See, when you make a payment 

through net banking or through a debit or 

credit card, you are disclosing your sensitive 

bank data on the merchant's site or 

establishment; it can lead to unwanted financial 

happening. But when you use mobile wallets, 

you restrict the exposure of your confidential 

data, which single-handedly wins the case for a 

service like ours."  

 The biggest advantage of mobile wallets is the 

massive rewards in the form of discounts and 

cashbacks. 

 Also, considering the dismal battery 

back-up of smartphones, you can never 

be sure whether the phone will be alive 

even for that one-tap payment. 

 

Major Players: Airtel Money, ikaaz, mRupee, Vodafone m-Pesa, Oxigen Wallet, Paytm, 

Mobikwik and Idea Money  

Experts: Vijay Shekhar Sharma, Founder CEO, PayTM and Soma Sundaram, Founder CEO, 

iKaaz 

LITERATURE REVIEW  

A business ecosystem represents the interplay between multiple industries (Chesbrough and 

Appleyard, 2007). The delivering of an m-payment system is an example of an ecosystem as 

there are several stakeholders from  multiple industries: consumers, merchants, mobile network 

operators (MNO), financial institutions, mobile device manufacturers, software and technology 

providers and regulators (Boer and de Boer, 2009; Contini et al., 2011; Dahlberg et al., 2007; 

FINsights, 2008; Karnouskos and Fokus, 2004; Lu et al., 2011; Pandy, 2014). Worth noting is 

that mobile device manufacturers, software providers and technology providers were categorised 

as ‘integration partners’ as these partners are usually required in an m- payment initiative, 

irrespective of the business model adopted. There are currently 4 types of business models in use 

within the context of m-payments: bank-centric, telecom-centric, collaborative or independent 

service provider (Chaix and Torre, 2010). Although there are advantages and disadvantages with 

each type of business model, it is widely accepted that delivering a compelling value proposition 

to all stakeholders is an influential factor when designing a sustainable m-payment business 

model (Boer and de Boer, 2009; de Bel and Gâza, 2011; Hedman and Kalling, 2003).  M-
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payments are attractive to the key stakeholders identified above for various reasons (Boer and de 

Boer, 2009, de Bel and Gâza 2011; Deloitte, 2009) and are listed in Table 1 below.  

Stakeholder  Potential Attractions 

Financial 

Institutions 

M-payments offer financial institutions the opportunity to protect the current account 

and associated loan products and to avoid further disintermediation from the consumer 

by third parties in the online payment space. M-payments also offer financial 

institutions the opportunity to reduce the use of cash and its associated costs, as well as 

the opportunity to service unbanked and under- banked communities in a cost-effective 

way 

Mobile 

Network 

Operator 

M-payments provide MNOs with the opportunity to recoup the cost and return on 

investment made in infrastructure over the past decade through increased air time and 

data usage by consumers. M-payments also provide MNOs with the opportunity to 

create new revenue streams by diversifying into new areas of business based on 

evolving consumer needs and behaviours 

Integration 

Partners 

As a new technology, m-payments offer technology providers with the opportunity to 

act as a trusted intermediary between banks and MNOs. For mobile device 

manufacturers, m-payments can result in increased sales to new or existing customers. 

Merchants The benefits of m-payments for the merchant include: higher throughput at the point-

of-sale (POS); the ability to send real-time messaging to consumers; and the reduction 

of service costs through unmanned or remote POS locations. M- payments using NFC 

technology can also enable merchants to create deeper customer relationship and richer 

individualised shopping experiences by offering value added services such as digitised 

loyalty cards and coupons. 

Consumers M-payments could allow consumers to make payments ‘anytime, anywhere’, becoming 

less dependent on the need to carry cash which in turn could reduce the risk of theft. 

Regulators Regulation can provide secure and efficient payments systems to delivery of value to 

the markets.  This in turn can provide governments with the opportunity to enhance 

financial services, particularly for the unbanked and under-banked populations. 

Table 1 Attractiveness of m-payments to the various stakeholders 

A literature review was carried out to determine the current state of m-payments and future 

directions for research. A multi-phase approach to the literature review process was adopted, 

following established procedures and criteria adopted by other scholars in the IS field (Dibbern 

et al., 2004; Dahlberg et al., 2007; Finney and Corbett, 2007; Dezdar and Sulaiman, 2009; Okoli 

and Schabram, 2010). The aim of this research was to build on the literature review that was 
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conducted by Dahlberg et al., (2007) as their review of m-payment literature spanned from 1999 

to 2006 and it continues to be a highly cited paper. Similar to Dahlberg et al., (2007), papers 

were broadly classified against the contingency theory which was used as part of the framework 

in their review of literature.  The contingency theory of technology adoption emphasises the 

importance of environmental influences such as cultural, social and economic factors, which in 

turn impact consumer and merchant adoption. The contingency theory is useful for the 

classification of m-payment research as m-payment services differ in each country due to 

differences in payment technology infrastructure, regulation, laws, or habits (ibid). For example, 

the M-Pesa system in Kenya uses SMS technology while other m-payment systems use 

technologies such as QR code or NFC technology, depending on the regulations of the host 

country. The contingency theory of adoption suggests that there is no ‘best’ model for successful 

innovation around m-payment systems (Au and Kauffman, 2008; Ondrus et al., 2005). The 

underlying assumption of the contingency theory is that there is no single best way to organise 

and that any one way of organising is not equally effective under all conditions (Ginsberg and 

Venkatraman, 1985; Dahlberg et al., 2007). Three categories were identied using the contingency 

theory lens: 1) legal, regulatory and standardisation, 2) technology, security and payment 

architectures and 3) social, cultural and economic. Papers that addressed a number of these 

categories but none in-depth were classified as multiple categories. Using these four categories 

and the categories of stakeholders in an m-payment ecosystem, a 7x4 matrix was created to 

classify the papers in the review of the m-payments literature. 

ANALYSIS 
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All the above data  has been collected and analysed through consumer survey done 

by Vibes . 

Other Data in favor of M-Wallets 

 29% of all online transactions globally are done on mobile 

 80% of the world's adult population will have smartphones by 2020 

 Rs 1,200 crore plus will be the value of the Indian mobile wallet market by 2019. The 

figure stood at Rs 350 crore till last year 

 30% is the annual projected growth in the Indian mobile wallet market from 2015 till 

2019 

 

CONCLUSION 
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This brings us to the future evolution of mobile wallets. Based on current developments, it is safe 

to say that mobile wallets will soon be a self-reliant ubiquitous ecosystem. In the near future, 

mobile wallets will be used to engage with the customer by the marketers and digital businesses. 

With the addition of the value-added services that go beyond just payment, experts believe that 

mobile wallets will become a new marketing channel.Soon, if not already, we will see mobile 

wallets take off significantly to pivot into a new marketing channel where the online and offline 

marketing efforts will be merged together. Instead of replacing merchants’ own integrated apps, 

mobile wallets will complement them and offer more reach to engage beyond apps and loyal 

brand enthusiasts. 

Going ahead, mobile wallets won’t just be about mobile payments; they would become one of 

the major contributors of a seamless shopping experience for the customers. Simply offering 

faster and more-secure payments would no longer be good enough; the industry players will have 

to counter the real pain points such as giving consumers the ability to see what’s on stored value 

cards at any moment in time, access loyalty points, or automatically receive digital copies of 

payment receipts. 

Irrespective of the market status of these mobile wallets, marketers should take advantage of the 

emerging opportunities to create a borrowed presence on their customers’ mobile devices. The 

marketers will be seen developing integrated mobile wallet apps, wherein they could add value 

beyond payments. Marketing leaders must develop content they want their customers to save and 

manage on mobile wallets. They will benefit from mobile wallets if they tie together loyalty 

programs, coupons, product discovery, gift cards and promotions to create powerful and new 

brand experiences in the mobile moments of their customers.In a nutshell, the mobile wallet 

certainly is going beyond just payments and pivoting into a path-breaking social experience. 
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