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The purpose of this thesis is to examine how mobile banking and mobile 

payments services will change the banking sector in Finland, and what 

role non-bank companies from the IT and telecom industries will play in 

this process. 

The thesis consists of a literature review and a qualitative study. The 

literature review forms a comprehensive overview of mobile banking and 

mobile payments services. The qualitative research was conducted as a 

descriptive study, focusing on the views of bank and non-bank players. 

The results show that banks have a significant advantage over their IT and 

telecom rivals in regards to their service offering, financial buffer, and 

status as trustworthy institutions. The banks’ embrace of mobile financial 

services will change the Finnish banking sector into one, with a light 

branch network focused on sales power, and a heavy emphasis on new 

mobile devices providing service power regardless of time and place.  
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1 INTRODUCTION 

The purpose of this thesis is to study the role/impact of mobile banking 

and mobile payments in Finland. It is a subject of interest due to the 

widespread use of mobile phones, smart phones and tablet devices. In 

Finland and worldwide, this has resulted in more and more consumers 

using their mobile devices to service their banking and payments needs. 

Since the mobile banking and payments markets are relatively new in 

Finland and amongst continues change and development, as is the entire 

banking and retail markets (The Economist 2012c), it offers a unique 

glance on how bank and non-bank players alike have a new service 

channel with which they compete for the same customers.  

This new setting has the potential to change the banking and retail sectors 

more than any other technological change since the introduction of the 

credit card (Van Dyk 2011). As addressed by Crone & Liebenguth (2012), 

if banks do not address the scale and scope of this ongoing change they 

run the risk of losing customers, business and ultimately money to non-

bank players offering rival services. Finland is an ideal focus point for the 

study as the country is technologically developed, has excellent banking 

infrastructure, ongoing mobile banking and payments initiatives, and 

widespread adoption of different mobile devices. 

This thesis provides an understanding of the ongoing changes happening 

in the Finnish banking sector, the impact of mobile banking and payments 

services amongst this change as well as the role of IT and 

telecommunications players in it. These themes are examined through 

interviews of major Finnish banking and finance institutions as well as 

international companies in the telecom and IT fields. The contribution of 

this thesis to the academic literature, does not solely lie on mobile banking 

and payments, but also on the disruptive effects a revolutionary new 

technology can have on a traditional and relatively stable market. 
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1.1 Objectives, Methods and Limitations 

The objective of this study is to answer the following questions: 

Q1: How will the Finnish banking sector change due to mobile 

banking and mobile payments? 

Q2: What is the role of IT and telecommunications companies in 

this new field? 

Answers to the research questions are obtained from interest group 

interviews of relevant stakeholders in the mobile banking and payments 

fields in Finland. These include the three largest banks in Finland (Nordea, 

OP-Pohjala and Danske Bank1), as well as, large international IT and 

telecom companies that operate in Finland (Ericsson, Nokia and Google). 

An illustration of this setup is portrayed in figure 1. A review of relevant 

literature including books, articles and earlier research is used as support 

for the study.  

                                            

1 As of 15.11.2012 Danske Bank is the new name of Sampo Pankki. Even though the 
research for this thesis was conducted prior to the name change, all references to 
the bank are attributed to its new name, Danske Bank. More information about the 
change in name can be found on Danskebank.fi (2012) and Kauppalehti (2012). 
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Figure 1: MFS Stakeholders 

This thesis focuses on the mobile banking and payments industry in 

Finland, and mainly from the viewpoint of banks versus IT and telecom 

companies. The setup is of particular interest, due to the fact that banks in 

Finland have rarely faced such serious competition from non-bank players. 

Now, owing to new technical solutions and the sheer scale and scope of 

the operations of global IT and telecom players, there exists the possibility 

that these new non-bank players could, through their diversified service 

offering and easily approachable technologically savvy mobile 

applications, rise up to challenge the strong foothold that traditional banks 

have held in catering to the banking and financial needs of consumers in 

Finland. 
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It should be noted that the examined telecom and IT companies offer 

mobile payments services in addition to their non-bank services. The 

banks, on the other hand, offer mobile banking services as a part of their 

existing banking and financial services portfolios. Both mobile banking and 

payments are addressed equally in this thesis. Bank and non-bank players 

alike are competing for the same customers in the end. Non-bank players 

can add banking functions to their mobile payments services and bank 

players vice versa. This setup is a key for examining how banks and non-

banks fare against each other in the mobile financial services arena as 

well as exploring what kind of impact this has on the Finnish banking 

sector. 

Furthermore, this thesis focuses only on mobile banking and payments 

initiatives from a Finnish point of view. MFS schemes in developed 

countries differ from those of developing ones not only due to 

geographical location, but also according to technological, economic, 

social and political circumstances surrounding each market sector. Finland 

offers an interesting perspective into examining mobile financial services 

since the country has a well-established banking infrastructure, high 

Internet penetration amongst its inhabitants through different devices, and 

an active involvement by the government in developing the country’s 

Internet capabilities.  



12 
 

 

In July 2010, Finland became the first EU country that made having an 

Internet connection a legal right (Ministry of Transport and 

Communications 2012; MVF Global 2012). On a weekly basis, Finns that 

using the Internet adds up to over 3.7 million users, which is 88 % of the 

population aged 15-79. Mobile phone Internet connections make up 17 % 

of all connection types in Finland making it the third most common type of 

connections (TNS Gallup 2012). The use of smartphones in Finland, which 

is one of the most relevant devices for mobile banking and payment 

services, has become more common leading to Internet use on a mobile 

phone in a broadband network more than tripling to 29 % in 2009 – 2011 

(Statistics Finland 2011a). Also, 42 % of Finns had a smartphone in use in 

the spring, 2011 (Ibid.). 
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1.2 Structure of the Study 

 

Figure 2: Structure of the Study 

As figure 2 depicts, this study consists of three main parts: a literature 

review, qualitative study and results. Chapter 1 introduces the main 

objectives, methods and limitations of the study. Chapter 2, 3, and 4 

contain the literature review that establishes a comprehensive overview of 

mobile banking and mobile payments. Chapter 5 introduces the data and 

methodology used in the qualitative study, and showcases the interviews 

that were conducted with key personnel responsible for mobile banking 

and payments initiatives in companies from the banking, IT and 

telecommunications sectors in Finland. Chapter 6 builds a picture of the 

mobile banking and payments environment in Finland, based on the 

literature review and conducted interviews. Chapter 7 follows up with the 

concluding discussions. 

Qualitative study 

Literature review 

Results 

 
Introduction 

 
Concluding discussion 

Interview of key players in Banking & Finance as well as IT & 
Telecom 

Mobile Banking and 
Mobile Payments 

 
State of Mobile Banking and Mobile Payments in Finland 

Technology and 
Value Chains 

Drivers, Barriers, and 
Business Models 
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2 MOBILE BANKING AND MOBILE PAYMENTS 

2.1 Definitions 

Due to the varying use of terms relating to mobile commerce and mobile 

financial services, it is important to understand the definitions attached to 

them. Especially, since different information sources often attach different 

meanings to the same terminology. This variance of terms and definitions 

is a strong indicator of the state of constant change in the industry. While 

technology and services rapidly develop, the related terminology tends to 

be lagging. It has resulted in the lack of a common terminology and 

definitions getting attached to terms, according to what best please the 

author. In such circumstances, it is easy to get confused about what is 

actually being discussed. 

This chapter examines the key vocabulary in the mobile framework and 

how they are defined in academic as well as industry texts. The 

examination follows a path outlined in figure 3 according to which mobile 

banking and mobile payments constitute a part of mobile finance, which in 

turn is a component of mobile commerce. 

 

Figure 3: From Mobile Commerce to Mobile Financial Services 
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Mobile Commerce (m-commerce) according to Singh, Srivastava & 

Srivastava (2010) is defined mobile commerce as the delivery of products 

and services via wireless technologies that enables Internet commerce 

activities, without the restriction of time and space through a hand held 

device such as a cellular phone or Personal Digital Assistant (PDA).  

Mobile commerce can also be understood as electronic commerce (e-

commerce) or a part of it as defined by White and Ariguzo (2011, p. 135). 

Goldmanis et al. (2009) recognize e-commerce as any business 

conducted online. By a more specific definition, Nelson & van Ketel (2005) 

define e-commerce as the buying and selling of goods and services on the 

Internet or other electronic network by firms or individuals. Statistics 

Finland (2012) has the most detailed definition of e-commerce. E-

commerce, electronic commerce, or Internet commerce refers to buying or 

ordering goods via the Internet for a consumer’s consumption, regardless 

of whether the goods are paid for later via invoice or immediately via 

electronic banking, credit card, electronic payment or similar. Internet 

commerce consists of orders made on electronic platforms and sent over 

the Internet, as well as commerce in online stores. Electronic commerce 

comprises of both domestic and foreign electronic commerce.  
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For the purposes of this study, electronic commerce is understood as 

incorporating all commerce that is conducted over an electronic network, 

specifically the Internet. Mobile commerce is a part of e-commerce and 

refers to electronic commerce conducted through mobile devices such as 

mobile phones, smart phones1, tablet computers, laptop computers and 

other mobile devices. 

Mobile Finance (m-finance) refers to the use of mobile technology in 

financial services. Castello (2004) understands the concept as the 

freedom to conduct financial transactions when and where users choose 

helping them to overcome the shortcomings of physical infrastructure with 

services such as mobile banking, mobile payments and remote banking2. 

M-finance allows its users the ability to access financial information, 

manage financial transactions, and make choices related to purchases via 

wireless or Internet enabled devices. In the scope of this thesis, m-finance 

encompasses all aspects of banking, payments and finance that have a 

mobile feature, e.g. mobile brokerage. 

                                            

1 There are different definitions of what constitutes as a smart phone. In this thesis the 

definition as used by Statistics Finland (2011b) is applied. A smart phone has the 

following qualities: it uses either 3G or 4G mobile networks, has a wider keyboard than a 

basic mobile phone, the keyboard can be either mechanical or a touch screen, and 

different applications and games can be loaded onto it. 

2 Remote banking according to Castello (2004) refers to the work-line in financial 

services, e.g. the information, customer support and transactional needs of financial 

services professionals that are conducted using the data capabilities of the mobile 

devices.   
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Mobile Banking as defined by Singh, Srivastava & Srivastava (2010) is a 

channel whereby the customer interacts with a bank via a mobile device, 

such as a mobile phone. Pousttchi & Schurig (2004) have a more 

thorough dissection of the term. According to them mobile banking is a 

subset of electronic banking (e-banking1) – the logical development of 

electronic banking made possible by the ever-increasing spread of 

Internet-enabled phones and PDA’s. Pousttchi & Schurig further define 

mobile banking as the type of execution of financial services in the course 

of which, within an electronic procedure, the customer uses mobile 

communication technology in conjunction with mobile devices. The mobile 

communication can be carried out via different technologies, e.g. 

GSM/GPRS, EDGE or UMTS.  

Mobile Payments according to Heyer & Mas (2011) is synonymous with 

mobile money. It is a system that allows users to hold money in a virtual 

stored value account maintained in a server by a service provider, e.g. a 

telecom, and operated by users through their mobile phone. Users can 

deposit or withdraw cash with a mobile money agent, send money to other 

mobile phone users, buy airtime, pay bills and store money.  

                                            

1 Electronic banking (e-banking) as defined by Pousttchi & Schurig (2004) is the 

execution of financial services via the Internet. 
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Mas & Radcliffe (2011) use the terms e-payments and e-money in the 

same respect. The latter is understood as having monetary value that is 

recorded in electronic media, exchangeable for physical cash at par value, 

and backed by liquid bank assets. E-payments are transfers of monetary 

value that occur entirely by electronic means, involving the crediting and 

debiting of electronic accounts, whether these are bank deposits or e-

money. All-in-all, mobile money is a loose term for an e-payment system 

that is based on e-money issued by a non-bank service provider that is 

combined with a dense network of cash merchants numbering typically in 

the thousands.  

Mobile Financial Services (MFS) is often used as a synonym for mobile 

finance. Sirpa Nordlund, Executive Director of the Mobey Forum1, refers to 

the term in The Paypers (2012), “the MFS ecosystem is a busy place, 

where traditional banks rub shoulders with mobile network operators 

(MNO’s), handset manufacturers, service providers and some of the 

biggest names on the web.” 

In the literary review, an overlapping of definitions is evident. In general, 

mobile banking and mobile payments most commonly encompass the 

terms mobile money, mobile wallet, mobile money transfer and mobile 

ticketing. For the purpose of this study, mobile banking and mobile 

payments are grouped together as mobile financial services. This 

definition excludes certain aspects that can be attributed to m-finance 

such as remote banking.  

                                            

1 The Mobey Forum is a bank-led not-for-profit organization that drives for a 
sustainable and prosperous mobile financial services ecosystem. The organization 
also deals with issues related to mobile, contactless, proximity and remote 
payments in addition to mobile wallets. Nokia, Nordea and Danske Bank are part of 
Mobey Forum. (Mobey Forum 2010a & b) 
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An important note in the scope of this thesis is the definition of what 

constitutes a mobile device. Pousttchi & Schurig (2004) make a distinction 

between mobile devices, they exclude notebook computers, which are 

easily transportable but whose use is typically stationary. According to 

them the use of banking applications on a laptop computer with a WLAN 

connection underlies the rules of electronic banking, not the special rules 

of mobile banking. This thesis does not share the same exclusion of 

laptops from mobile devices. They are considered as one mobile device 

among many even though a larger focus in this thesis is placed on smart 

phones and other devices that are truly mobile with a user interface that 

differs from that of a stationary device, e.g. desktops and laptops 

compared to smart phones and tablet computers.  

A further description of the services encompassed in MFS is given in 

chapter 2.4. In addition, in chapter 6, a detailed summary is given of how 

the interviewees defined these same concepts. The similarities and 

differences of the definitions between literary review and the qualitative 

study are also discussed. 
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2.2 Background 

2.2.1 Evolution of Banking and Payments Services 

Mobile banking and payments services are not a new invention. The first 

coming of mobile financial services was at the turn of the 21st century 

when rapid changes gripped the banking environment. Deregulation, 

harmonization, increased competition by new players from the non-

banking sector, product innovations, globalization, technological 

advancements and digitalization led to a market situation where 

competition for customers became intense. As a result, banks developed 

innovative service products and offered a wider range of financial services 

through multiple channels, one of which was a wireless delivery channel 

available via mobile phones and Personal Digital Assistants (PDA’s). 

Mobile financial services were considered to form an important innovation 

in the banking sector. The development in mobile services was preceded 

with decades of other changes affecting the Finnish banking environment. 

(Aspara et al. 2012; Suoranta 2003) 

In the 1970’s the MikroMikko computer replaced traditional cash registers. 

This enhanced and streamlined the work of the only service channel by 

automating manual processes. In the 1980’s ATM’s brought about further 

developments in efficiency and automation with the intention of decreasing 

cash services. Simple functions were no longer offered as a person-to-

person service, but were transformed into a self-service. A key feature of 

this era was the automation of processes as described by DeYoung 

(2005). 

The 1990’s brought about payment terminals, which again shifted person-

to-person services to self-services. As customers got used to paying their 

bills by themselves on a payment terminal, a natural migration occurred 

among the same users to the web bank when it was introduced. The web 

bank was a similar experience; once again customers paid their invoices 

by themselves.  
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This led to the point that a majority of invoices were paid through this new 

service channel, the web bank, and no longer at the bank branch offices or 

payment terminals. As a result, the use of payment terminals dwindled in 

Finland leading to a point that two of the biggest banks in the country, 

Danske Bank and OP-Pohjala, took their payment terminals out of service 

in 2011. (OP-Pohjala 2010; Danske Bank 2010b) 

Further, in the 1990’s, contact centers (CC’s) were commissioned into use 

at banks. With the CC’s, efficiency played a key role and technology was 

its enabler. CC’s became a much more efficient and cheaper service 

channel than branch offices. CC’s and the web bank brought about a new 

way of doing banking. Customers in Finland were quick to adopt these 

new ways of conducting banking functions because they were familiar with 

self-service.  

The Finnish banking crisis of the 1990’s effectively cut in half the amount 

of bank branch offices in the country. As with payment terminals, since 

there were fewer existing branches, consumers had to adapt to new 

service channels that were more easily accessible. Banks were keen on 

pushing their customers towards these new and more self-service focused 

service channels; since they were cheaper, more efficient, and available 

regardless of time or place. 
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A prime example of the transformation sweeping across the banking 

industry was the efforts of Sonera, a Finnish telecommunications provider, 

to launch new procedures for electronic money transactions with its 

SmartTrust service (Sonera 1999). Sonera’s aim was to provide users a 

service with which they would be able to type their digital signature into 

their phone. It was the world’s first mobile solution for e-commerce and 

online banking. Fuelled by SmartTrust and its possibilities, Sonera joined 

forces with Leonia Pankki (the predecessor of Sampo Pankki) and Tieto, a 

security specialist company, to offer mobile banking via WAP-based 

mobile phones. The service would use the SmartTrust digital signature 

and encryption technology.  

Sonera also applied for and received a Finnish banking license. The firm 

had the ambition of becoming a financial hub, as it would provide an 

access point for customers to use their financial services, which were 

made available by an actual bank: Leonia Pankki. (Sonera 1999; 

Telecompaper 1999; Whioam.com 1999; Danske Bank 2012) 

Sonera had high ambitions for its SmartTrust service. Its goal was to 

secure a leading role as a global supplier of wireless security solutions. 

Sonera saw business possibilities especially with offering banks and e-

commerce companies the possibility of conducting their business securely 

around the world. The SmartTrust service was an open solution, which 

was independent of handset manufacturers, mobile operators, service 

providers and the SIM-card. The technology was compatible with WAP, 

GSM, Bluetooth and future generations of mobile communications 

networks. Many co-operation agreements were signed with companies in 

different industries, especially banks and payment providers. The market 

for wireless e-commerce was seen as being in the early stages of 

development but with immense growth potential. (Sonera 1999; Kutler 

1999) 
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Great expectation and optimism surrounded Sonera’s SmartTrust service. 

Its worldwide breakthrough was, however, sidelined because of the trouble 

the company faced due to its expensive UMTS deals in Germany and 

ultimately the burst of the dotcom bubble in the early 2000’s 

(Taloussanomat 2004). Sonera and its SmartTrust service showcase, how 

the Finnish telecom industry exuberated optimism for new technological 

services that held the possibility of propelling telecom companies into new 

areas of business, one being the banking and financial service industry.  

There have also been other technological advancements and non-bank 

ventures that have not turned out to be success stories. In the beginning 

of the 21st century the WAP revolution was one such story brought on by 

Nokia’s rise to being the leading handset manufacturer in the world from 

1998 to 2012 (Gartner 2012). The company’s WAP endeavor was not as 

successful as was hoped, due to shortcomings in the system’s user 

interface. The system was slow, clumsy, and in a way ahead of its time. 

People did not have a natural need for mobile financial services, which did 

not support using WAP. (Helsingin Sanomat 2001; Gow & Smith 2006, p. 

74-75) 

Only in recent years through the development of mobile devices – their 

processing power, screen size, user interface and data connections – has 

a need and demand for mobile banking and payment services developed. 

MFS services are also much more refined, as they are fast and easy to 

use. This has made mobile banking and mobile payments a simple and 

pleasant user experience.  
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2.2.2 Developed vs. Developing Countries 

There are fundamental factors that differentiate mobile banking and mobile 

payment initiatives between developed and developing countries. In 

developed economies mobile financial services failed to take off at the 

beginning of the 21st century due to poor user interfaces, slow service, 

limited use and a variety of competing services. MFS is now making its 

second coming, due to the rapid increases in the availability and adoption 

of smart phones and services available to them. As Visa Europe president 

and chief executive Peter Ayliffe puts it, “…the growth of mobile phone 

services and e-commerce, together with the evolution of the mobile 

handset into the smartphone, present two of the most significant 

opportunities for the payments technology industry” (Middleton 2011).  

For customers in developed economies, the opportunities of mobile 

financial services have translated into increased affordability, convenience 

and security for conducting banking services over a hand held device. For 

businesses it has meant the possibility of reaching vast numbers of new 

customers (Jenkins 2008). 

In terms of developing economies, the challenges and opportunities of 

MFS are quite different. The potential for MFS is large as it offers to 

facilitate the flow of money among rural and poor families at much lower 

transaction costs, bringing the bank to those currently unbanked (Jenkins 

2008). Mobile banking also has great potential in facilitating financial 

inclusion, which reduces poor people’s vulnerability to shocks and 

increases their ability to invest in income-generating activities and assets 

(Dolan 2009). The concept makes use of the fact that developing countries 

usually have a large portion of the population that is unbanked but has 

easy and cheap access to mobile communication. One success story 

comes from Kenya where the adoption of the M-Pesa has 18 million users 

who now move 20 % of the country’s GDP via text messaging (Van Dyk 

2012). 
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Looking closer at M-PESA, the service was launched in Kenya in 2007 by 

Safaricom. By 2009 the service had 7 million users. Primarily young male 

urban migrants were the first to use M-PESA to send money back to their 

families in the countryside. In 2009, the use of the service expanded to 

pay for everything from bills to services. Using mobile money became a 

faster, cheaper and safer way to transfer money than traditional bank 

transfers, which tended to be slow and costly. It is estimated that the 

incomes of Kenyan households using M-PESA increased 5-30 % since 

they started using mobile banking services. (The Economist 2009) 

Although, mobile banking and payments services have been a success in 

many developing countries, it is only slowly becoming more widespread. 

According to The Economist (2009) the progress of mobile banking and 

payments has been impeded by banks, which feared that mobile operators 

would “eat their lunch”. In many countries mobile money has been blocked 

because operators do not have banking licenses and their networks of 

corner-shop retailers do not meet the strict criteria for formal bank 

branches. 

The regional successes of mobile banking have however changed many 

banks’ views on mobile money and they are starting to see it more as an 

opportunity than a threat. As The Economist (2009) notes, “banks should 

see (mobile money) as an exciting chance to exploit telecoms firms’ vast 

retail networks and powerful brands to reach new customers”. Joint 

ventures between banks and operators would also help to overcome 

regulatory requirements. 
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Looking at mobile financial services in emerging and developed 

economies, Sirpa Nordlund (The Paypers 2012) points out that in 

developed markets the emphasis needs to be on the speed of the 

transaction, convenience and value, as the vast majority of people have 

bank accounts and a host of other banking and financial services to 

accompany them. In emerging markets, however, there are huge 

differences in terms of infrastructure and a banking network. Mobile 

payments has huge potential in markets where infrastructure is scarce, as 

it enables two parties to send and receive payment and exchange funds 

using the mobile channel anytime and anywhere. This allows the transfer 

of funds or payment of a bill with little more than a mobile handset and the 

payee’s payment reference or phone number. The payment received can 

then be redeemed as airtime, goods or cash depending on merchants. 

This size and potential of these services in emerging markets is a very 

attractive prospect for MFS stakeholders.  

In developed economies, mobile financial services have raised hopes 

and promises of large rewards. According to Van Dyk (2012) it is “the 

biggest thing in retail since the credit card got us talking about a cashless 

economy”. Many different players in different industries are now working 

hard to develop and promote new ways, on how to use and implement 

mobile financial services. All parties involved see mobile financial services 

as a unique business opportunity, where there is great potential for profit.  
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Evidence of this is clear from the host of announcements in 2011 and 

2012 by high-value companies and market leaders in their respective 

industries such as Visa, MasterCard, Google, Nokia, Ericsson, RIM, 

Samsung, Vodafone, Orange, Verizon, AT&T, PayPal, Facebook, and 

others that heralded strategic partnerships, joint ventures and/or individual 

service rollouts in order to get first mover benefits in the mobile banking 

and mobile payments markets. Customer adoption and interest in mobile 

services have been key factors in fuelling corporations’ interest in MFS. It 

was noted by Sirpa Nordlund, Executive Director of the Mobey Forum, an 

industry non-profit group that encourages the use of mobile technology in 

financial services, that players in the mobile banking and payments fields 

are, “…beginning to recognize the potential of mobile payments 

technology and how it could revolutionize the payments landscape”. (The 

Paypers 2012; Kauppalehti 2012) 

In addition, Sirpa Nordlund highlights the importance of banks in this new 

mobile banking and payments field, “Banks have a vital role to play and 

the future health of the ecosystem depends on them keeping pace with the 

major new players entering the market such as Google and PayPal. The 

power and reach of these organizations could, conceivably, see them 

dominate entirely. Banks must ensure that they avoid becoming 

marginalized into a ‘transaction only’ role.” (The Paypers 2012) 

Although, banks face potentially serious competition from non-bank 

players in the mobile banking and payments fields, Sirpa Nordlund goes 

on to explain that “Of all MFS stakeholders, it is the banks that have the 

loyalty and trust of the end users. This core strength sets them apart from 

the other players and will carry them forward into the MFS domain. Banks 

have experience in data security, brand equity and reliability, access to 

risk management data, own a large existing customer base, and have 

strong customer loyalty. It is clear to see that the banks should have a 

seat at the MFS table, but they need to act soon”. (The Paypers 2012) 
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The need for banks to quickly respond to the prospects of mobile banking 

and payments is evident from PayPal’s announcement that it expects to 

process $7 billion in mobile payments in 2012, almost double the amount 

recorded in 2011 (The Paypers 2012). This is evidence of a significant 

shift away from traditional banking and reflects a growing trust in the 

PayPal brand, which banks must respond to if they are to remain 

competitive. Ericsson has also optimistic growth expectations for the 

mobile commerce industry. The company predicts that the m-commerce 

industry will process more than $800 billion globally by the year 2016. 

(Ericsson.com 2012) 

In Finland, mobile financial services are slowly gaining momentum, as 

service providers are finding ways to promote the technology and come up 

with angles that will let them have a share of the promised rewards MFS is 

believed to bring. The increased interest in MFS has resulted in frequent 

news titles about the subject. As an example, Kauppalehti (Erkko 2012) 

featured an article about Nokia coming up with a mobile payment strategy, 

due to the company including NFC technology in its last Symbian based 

smartphones. According to the article Nokia had been involved in mobile 

payments since the 1990’s, but plans had not taken off until recent years.  
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2.3 Service Channels 

The technology involved in mobile services has created a completely new 

service channel for banking and financial institutions as well as the non-

bank companies hoping to get in on the action. Traditional banking 

channels still exist in today’s world but their function is changing and some 

are being completely replaced by the mobile. The mobile service channel 

brings about a fundamental change as it is rich in content and can be 

tailored to the demands of each individual end user. In other means, a 

novel aspect causing change, in a field often regarded as traditional and 

conservative. 

A feature of this chapter is that an overview of the service channels 

involved in banking and payments services is conducted from the view of 

banks. The mobile channel is highlighted with the following chapters 

examining its service offering. 

According to Monitise1 CEO Alastair Lukies, banks are looking at mobile 

phones as their fifth customer service channel after branch offices, ATM’s, 

Internet banking, and phone banking (Goode 2008). In terms of this thesis, 

the latter four mentioned services channels form what can be described as 

traditional banking channels, with one inclusion: a considerable amount of 

communication between banks and their customers is carried out via mail. 

Therefore, mail is the fifth service channel and mobile the sixth, as is 

shown in figure 4.  

                                            

1 Monitise is a technology and services company that delivers mobile banking, 
payments and commerce networks worldwide (Monitise 2013). 
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Figure 4: Banking Service Channels 

Mobile is the sixth and newest service channel brought about by new 

technological innovations and service models. In the past, customers had 

to conduct their banking business mainly through stationary channels (e.g. 

visiting a branch office or an ATM) or semi-mobile channels (e.g. calling a 

bank’s call center or accessing its web bank through a computer). 

Nowadays, due to the mobile service channel, they have a wider range of 

options available at their disposal that allow them the use of financial 

services anytime, anywhere, and on almost any device. 

Call centers and Internet banking can be argued to be included in the 

mobile block, as they too can be accessed through a mobile device. 

However, they are not meant to be the primary channel utilized on new 

mobile devices, such as smart phones and tablets. User interfaces and 

service features have been optimized for these new mobile devices, and 

often they differ quite considerably from those of other service channels. 

There is even considerable difference between different operating 

platforms within the mobile service channel itself. The vast array of mobile 

devices that allow consumers to use banking and payments services have 

been grouped together into four main categories that are presented in 

figure 5. 

 

Figure 5: Mobile Banking and Mobile Payments Devices 
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Mobile phones and smart phones are generally, what first come to mind 

when discussing the mobile service channel in terms of banking and 

payments. They have been the primary driver of change, as they have 

become more readily available to consumers. However, there are a host of 

other devices that can be understood as mobile that allow for the same (or 

at least partly the same) access to services, as with mobile and smart 

phones. These are laptops, tablet computers, contactless cards, and any 

other devices that allow for mobility and the use of banking or payment 

features. 

 

2.4 Services Offered 

Mobile banking and mobile payments entail a large entourage of different 

financial services, which in this thesis are grouped into two main service 

groups, mobile banking and mobile payments services. Each service 

group is then made up of several service bundles, as shown in figure 6 

and 7. Each individual service bundle consists of a host of banking and/or 

payments services. This chapter presents the most common service 

bundles of mobile banking and mobile payments that reflect the service 

offering of the companies examined in this thesis. 

 

2.4.1 Mobile Banking Services 

 

Figure 6: The Mobile Banking Service Group 
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The mobile bank service bundle has features such as account balance 

information, invoice payments, bar code reader, money transfers, currency 

calculator, messaging to bank personnel, and finding the nearest branch 

office or ATM. These services are intended to be accessed through a 

mobile bank app on a mobile device. 

The tablet bank has in essence the same services as the mobile bank, 

but with the exception that they have been customized for the tablet 

device. Due to slightly different features between tablet and smart phone 

devices, such as a larger screen size, tablets are able to display more 

information allowing for more possibilities compared to a smaller screen 

size smart phone. 

The mini netbank service bundle has many of the same services as the 

mobile and tablet bank. An end user may browse their account balances, 

transactions, pay invoices and access market information. The service 

bundle is intended for mobile devices equipped with an Internet browser, 

and not necessarily a specific app to access banking services. Therefore, 

it does not make use of all the features that a smart phone or tablet has, 

e.g. GPS with which the nearest branch office or ATM can be located. 

The automatic telephone service allows users to listen to an automated 

voice that tells them their account and credit card balance, and transaction 

information. The same information can also be ordered to their mobile 

phone as a text message. Some service providers deliver both of these 

services together, while others have separated them into an automated 

phone and SMS service. Few service providers have even defined their 

own notification service that sends automated SMS messages to 

customers about their balance information. The services offered in all 

three bundles are quite limited. 
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A key factor in the different mobile banking service bundles offered for 

different mobile devices is that customers will not use each device and 

service bundle to carry out all their banking functions at all times as 

pointed out by Adams (2012). It can rather be seen related to the situation. 

For example, a smartphone will not be the most popular device to access 

investment information, due to limited screen size, and the device is 

generally being used on the go. Accessing detailed and complex 

investment information is not likely to take place under such 

circumstances. A tablet device, under more relaxed surroundings, would 

be held as a more viable option for a customer to prefer.  

Even though similar banking services are offered through different mobile 

devices, the use of one device does not rule out the use of another. 

Nowadays, customers are expected to own more than one mobile device, 

as well as, use more than one mobile banking service. This is a particular 

feature of the mobile service channel, where different services are tailored 

for different devices, so that they are interoperable.  
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2.4.2 Mobile Payments Services 

 

Figure 7: The Mobile Payments Service Group  

The mobile payments service bundles characterized in figure 7 form the 

basis for the mobile payments service group. They are synonymous with 

mobile money and mobile wallet services. As their name suggests, mobile 

payment services are focused on different ways of electronically 

transferring money, from one party to another, either remotely or in close 

proximity.  

In-store payments refer to the physical act of payment in a store 

environment. They revolve around proximity and contactless payments, 

which means that the customer is able to quickly and conveniently make a 

payment either by scanning, tapping, swiping or checking in with a mobile 

device that recognizes the point-of-sale terminal upon becoming in close 

enough proximity with it (be in via direct contact or without). With in-store 

payments the mobile device can take on the form of a variety of options, 

e.g. payment card, mobile phone, smart-phone or NFC sticker.  

Online payments or remote payments refer to making payments through 

a mobile device by either logging on to an online service to make a 

payment, or having the payment charged directly to a customer’s mobile 

account. Online payments can be characterized as electronic payments, 

made with a mobile device that does not require any contact with a 

physical POS terminal. 
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Money transfers in the mobile context refer to transferring monetary 

funds, from one party to another, through a mobile device. Mobile money 

transfers, allows a person to send money directly to another person’s 

mobile phone or mobile wallet account using a mobile Internet connection, 

telephone call or SMS message. Mobile money transfers are much like a 

traditional account transaction except that the entire process happens 

through a mobile device, and the value chain supporting it can involve a 

variety of different parties, e.g. money transfer agencies, telecoms and 

banks. 

International remittances are to a great extent similar to money 

transfers, except that they are settled in an international setting, through 

remittance transfer providers, such as banks and credit unions. 

Ticketing is the process of ordering, paying, obtaining and validating 

tickets through mobile devices regardless of place or time. Mobile ticketing 

can be used with any service that requires a ticket as proof of purchase, 

e.g. parking meters, movie theaters and public transportation.  

The same principal as with mobile ticketing can be extended to offers, 

coupons, gift cards and loyalty cards. Combining these services with 

mobile payments is one of the fundamental features in mobile wallet 

services, such as Google Wallet and Apple Passbook. Offers, coupons, gift 

cards, and loyalty cards can be used to gather purchasing power into one 

place. This makes them worthwhile and convenient for consumers to use, 

and attractive for retailers to supply. 

Airtime top-up or transfer revolves around prepaid mobile credits that 

can be purchased online, at over-the-counter retailers and even ATM’s. 

Upon purchase, the prepaid credits are stored in an electronic account, 

after which they can be used for messaging, data services or sharing with 

another mobile phone user, who is often another prepaid customer of the 

same mobile operator. 
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Basic banking services creates its own service bundle in the mobile 

payments service group, as it provides convenient and often necessary 

services that amplify the user experience of other payments service 

bundles. They are also an obvious service to offer consumers, as most 

payments services require a bank account, debit card or credit card to 

work. Basic banking services in the mobile payments service group 

consists mainly of accessing account information and making account 

transfers. These features are the same as in the mobile banking service 

group. This is clearly an overlap between the two service groups, and 

thus, a reason for why mobile banking and mobile payments services can 

easily be confused with one another. 
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3 DRIVERS, BARRIERS, AND BUSINESS MODELS 

The MFS industry has many of the same traits, as any other information 

economy, i.e. it is driven by the economics of networks as described by 

Shapiro & Varian (1999, 173-175)1. In a network economy, the value of 

connecting to a network depends on the number of other people already 

connected to it. In addition to this fundamental aspect, mobile banking and 

mobile payments have their own set of drivers that increase positive 

network effects as well as barriers that hinder them. 

Informa (2011) has listed the drivers and barriers of NFC, which are 

illustrated in figure 8. Many aspects of the list apply to technologies 

impacting mobile banking and mobile payments. Therefore, the drivers 

and barriers of mobile banking and mobile payments are, in some extent, 

examined through those of NFC.  

                                            

1 See also Dolan (2009, Appendix 2) for a detailed categorization of the different players 

in the mobile money ecosystem along with their assets and capabilities, incentives, roles, 

limitations and constraints.  
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Figure 8: Drivers and Barriers of NFC (Informa 2011) 

There is a whole host of technologies used to develop and produce mobile 

payments services, as described by Dahlberg et al. (2008). Nevertheless, 

a high-level holistic understanding of the technology base, especially of 

mobile payments, is lacking. NFC forms an exception to this, as it is a 

standardized and industry wide accepted communications technology with 

a host of practical implications. Therefore, its use in mobile 

communications as well as payments has been well documented. As 

noted by Kent (2012), the mobile industry made a solid movement in 2011 

toward establishing NFC as a standard feature on smart phones and 

major payment networks. As an example, Visa and MasterCard, issued 

incentives to merchants to adopt payment terminals capable of accepting 

NFC payments.  
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3.1 Drivers  

Achieving critical mass for a new technology or business model is crucial 

in its successful implementation (Informa 2011). In terms of contactless 

payments, this issue is looked at from an aspect of how consumers as well 

as retailers can be encouraged to adopt this new way of paying (Walmsley 

2012). Retailers face the cost of installing the payment terminals into their 

shops and are only interested in doing so, if there is a prospect of 

significant benefit. In other means, if there are enough consumers to use 

the new payment devices and services. Consumers, in general, are also 

only interested in adopting the form of payment, if there are significant 

benefits that can be achieved from it compared to other payment options. 

An additional key factor derives from how widely available the new 

payment terminals are, in other words, how widely accepted the new 

payments devices are. 

Critical mass can also translate into economies of scale and scope. The 

more devices NFC technology is incorporated into, the more inexpensive it 

becomes. As identified by Informa (2012), a central driver in the adoption 

of NFC is the ever-decreasing cost of incorporating NFC chips into 

handsets, and other devices and objects. Heyer & Mas (2011) also 

address this issue, and explain that a basic characteristic of the mobile 

money business is that the model depends on volume: being able to 

capture a large number of relatively small transactions.  

In relation to this, Mas & Radcliffe (2011) identify three fundamental 

characteristics of why mobile money systems struggle to achieve scale 

incrementally. First off, network effects: the value to a customer of a 

payment system depends on the number of people actively using it; 

meaning the more people on the network, the more useful it becomes. 

This however, requires momentum in order to reach a critical mass of 

customers, making it difficult to attract early adopters when there are only 

a few users. 
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Secondly, a two-sided market. In order to grow, mobile money systems 

have to attract both customers and retailers simultaneously and 

aggressively. Thirdly, trust: customers have to become comfortable going 

to non-bank retail outlets and initiating transactions through their mobile 

devices. The best way to build trust is having the mobile money system 

reach critical mass quickly, so that existing customers become the prime 

mechanism for drawing in new customers. Gradualism is likely to lead to 

failure. 

To achieve these fundamentals, mobile money deployments need to 

achieve critical mass as quickly as possible. Mas & Radcliffe (2011) 

recommend three actions to reach this goal. Create enough urgency in 

customers’ minds to learn about, try and use the service; invest heavily in 

marketing to establish awareness of the product in a large end-user 

segment; incur considerable customer acquisition costs to ensure that 

retailers are adequately incentivized to promote the service.   

Mobile banking and mobile payments service providers are faced with the 

dual challenge of obtaining critical mass in both the consumer and 

retailer markets. Doing so requires large investments, giving the edge to 

players who are already dominant market players, such as Visa and 

MasterCard, as well as the banks and financial institutions that are 

partnered with them. The payments market is also a very low-income 

industry that, as earlier stated, prefers large players with an established 

presence in the market to smaller ones and especially new players, 

allowing them to slim down their value chain. This translates into larger 

profits for fewer players. As said by Zilvinas Bereisis, a senior banking 

analyst at Celent, “It takes a considerable investment just to get into the 

market. The value is probably insufficient to justify the cost. Contactless 

cards have been around for quite a few years but we’re nowhere near 

critical mass” (Walmsley 2012). 
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A relevant issue that has an effect on achieving critical mass is consumer 

acceptance of the new technology. Issues affecting this are the ease, 

speed and safety of use. Payments can be made easier, faster and 

safer, which is a real advantage for establishments that attract large 

numbers of people or that face problems with long queues. Heyer & Mas 

(2011) further stress the importance of speed in the mobile money model. 

Speed is essential, as it enables to generate a marketing buzz and trigger 

simultaneous interest among users and merchants.  

In addition, end users need to understand, how to use a new payment 

system. As such, market education is an important issue, as demand will 

not arrive without it (The Paypers 2012). One of the main difficulties that 

payment providers face in relation to this is explaining to customers, 

whether individuals or retailers, how the new technology works and what 

benefits it will bring them. (Walmsley 2012)  

Security is a central issue in the mobile banking and payments field. As 

noted by Sirpa Nordlund in The Paypers (2012), “…new payment 

technologies make stakeholders justifiably nervous.” However, banks are 

well equipped to deal with most security issues, as they are similar to 

those faced in other service channels, such as Internet banking. The main 

challenge behind the security aspect concerning mobile banking and 

payments services is not so much with the issues faced by service 

providers; but in reassuring, educating, and convincing consumers that 

mobile banking and mobile payments are a secure and viable option that 

is as safe as a contact transaction or an online payment. 
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Another central issue is convergence and interoperability. Current 

business models in the contactless payments industry rely too much on 

tie-ups between banks and telecommunication companies, rather than 

adopting an open platform necessary for interoperability. Sirpa Nordlund, 

Executive Director of Mobey Forum, believes banks and other payment 

providers must move towards an open platform, if contactless payments 

are to become more commonplace. As Nordlund puts it, “We have closed 

systems now. Users of a mobile wallet should have the right to choose. In 

the same way that you might choose different providers for your personal 

business email accounts, you should have choice in how your [mobile] 

wallet works”. (Walmsley 2012) 

 

3.2 Barriers  

The cost of implementation is one of the most significant barriers 

standing in the way of banks as noted by The Paypers (2012). Being the 

first mover on the mobile banking and mobile payments arena requires 

heavy investment in products, services, infrastructure and a client base, all 

without the guarantee of consumer engagement. The same is even 

applicable for non-bank players entering the market. As such, it is very 

difficult for players to succeed alone, especially with a dependence of 

mobile networks and handset providers. 

Co-operation and splitting profits and costs among value chains 

members is also, a difficult hurdle to overcome. With a large value chain it 

becomes increasingly difficult to co-ordinate operations and 

responsibilities, as well as, to divide the profits and costs among each 

member. The desire to break rank increases and value chain partners may 

end up competing against each other.  
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Walmsley’s (2012) citation of Sirpa Nordlund adds to the argument of co-

operation, “No-one can do this alone, nor should they. Value-added 

members of the chain offering services need to get together with other 

members of the chain offering other services. It has to be attractive 

enough for the consumer. But for there to be freedom of choice, a lot of 

companies realizes co-operation needs to be there or nothing will 

happen.” 

In The Paypers (2012), Nordlund makes a case about the revenue side of 

mobile banking and mobile payments. As she puts it, “inevitably 

conversations relating to MFS deployment usually come back to the 

subject of how money can be made.” Payment functionality in itself is not 

seen as enough to drive the adoption of MFS. Further stimulants for 

consumer adoption are needed. Coupons, discounts, marketing and 

ticketing among all other manners of new mobile services that reward 

mobile wallet users with benefits that are not available elsewhere are 

required for consumer convenience and adoption.  

Trust is an essential component in banking services. It is the reason why 

people give banks and other financial institutions their money, as they trust 

the bank in its safekeeping. Trust was also a key empirical finding by 

Aspara, Rajala & Tuunainen (2012, 5-6) in examining what were the most 

important issues concerning the attitudes of young customers towards 

retail banking. Overall, it was concluded that not much customer value can 

be created with trust as such, but lack of it prevents customers from 

adopting new services or even makes them switch the banking services 

provider.  
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Trust is not only a key component of the relationship between a customer 

and a bank, but also in the adoption of services that rely on technological 

devices. Data collection by the banking institution falls as well under the 

trust category. Trust as a determinant of consumer’s willingness to engage 

in specifically online business has been the focus of Greenberg et al. 

(2008). According to their research, an individual’s trust to the Internet and 

online businesses is made up of various risks related to issues such as 

privacy and security in online transactions.  

An important factor that is not evident from figure 8 is regulation. 

According to Heyer & Mas (2011) regulation can help mitigate and control 

risk, and thus, helps to secure trust (especially in new MFS schemes). 

Banking and finance is a heavily regulated sector covering issues such as, 

money laundering and terrorism financing, security and consumer 

protection, agent regulation, bank licensing regulation, outsourcing 

regulation, account pricing regulations, and interoperability rules. These 

same issues and the regulation related to them, affect the mobile banking 

and mobile payments industries. Service providers as well as end users 

must comply with the regulatory requirements.  

Even though regulation is put into place, to ensure security and to grow 

trust among the value chain participants, it is a difficult scale to balance. 

Too much regulation, to both service providers and end users, can serve 

as a barrier of entry for new market participants. Hindering market entrants 

stifles competition and innovation. However, too little regulation leaves 

market participants vulnerable to misconduct, which in turn does nothing 

to build trust but instead destroys it. Depending on how heavy the 

regulatory environment is, regulation can be either a driver or a barrier 

examined in the context of figure 8. 
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3.3 Business Models 

As discussed by Walmsley (2012), mobile banking and payments services 

will develop new business models, such as those of Google Wallet and 

iZettle. The latter works through iPhone, with a cloud-based payments 

application designed for small businesses and domestic service providers 

as well as young people who are rapidly abandoning cash. Building this 

kind of technological solution and business model that complies with all 

industry regulations takes time, effort, skill and innovation. Although, new 

business models are created, as Jacob de Geer, CEO of iZettle puts it “I 

believe we will see new payment models that will develop parallel with 

existing solutions, but I don’t see existing payments models disappearing.”  

This thesis identifies three core business models for bank and non-bank 

companies to follow. They are the bank-led, non-bank-led and 

collaborative model. In the bank-led model, the service channel is 

controlled in all aspects by one bank or many. Non-bank parties can be 

used to carry out specific purposes such as coding, consultation or 

distribution. This business model is followed by all of the banks examined 

in this thesis i.e. Nordea, OP and Danske Bank.  

In the non-bank-led model, the service channel is in principle controlled 

by non-bank companies. However, there is usually at least one bank or 

another financial institution providing the core banking or payments 

services, as with Google Wallet. Even though the service bears Google’s 

name, the company has teamed up with a payments provider 

(MasterCard) and a bank (Citi) to create the service (MasterCard 2013; 

Citi 2013). The same approach was also used in principle by Nokia Money 

and Ericsson Money.   
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Collaborative model, the Mobey Forum believes that the MFS ecosystem 

must adopt a collaborative model, in order to develop a trusted and 

workable marketplace. Banks and other stakeholders need to join their 

efforts in developing business models, which are open and work to the 

strengths of all involved. As put forth by Sirpa Nordlund, “Far from 

competing with new players, banks should look to offer simple and 

effective banking services in a trusted environment… By fostering strong 

industry alliances with other key entities in the ecosystem, such as 

handset manufacturers, MNOs and service providers, banks will be able to 

become part of a complete, consumer focused solutions.” (The Paypers 

2012) 

No matter what the business model in place or the parties involved, for 

MFS schemes to work there is a need for one party to assume the role of 

a Trusted Service Manager (TSM). The primary role of a TSM is 

managing Over-The-Air (OTA) the lifecycle of NFC and other mobile 

applications. The process begins with the consumer applying for a mobile 

service with the service provider, e.g. a bankcard from a bank or a transit 

pass from a transport company. Once the service has been approved, the 

service provider will use the TSM to install the application remotely onto 

the consumer’s mobile phone without any interference from the user. 

(Tuikka & Isomursu 2009, 199-201) 

In essence, the TSM operates behind the scenes providing a suite of 

technical OTA services that makes the described process possible. It 

provides a single point of contact for service providers to access their 

customer base through mobile networks. A TSM must fulfill three important 

requirements: no compromise on security, minimal impact on existing 

systems and support for multiple operators. (Ibid.)
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4 TECHNOLOGY AND VALUE CHAINS 

Although many different technologies exist that make mobile banking and 

mobile payments services possible, this thesis focuses on three: SMS, 

Cloud Computing and NFC. These technologies are widely adopted, and 

can be used over a variety of different standardized radio technologies 

(e.g. WLAN, GPRS, EDGE, GSM, and BLUETOOTH). Each one of these 

core technologies has a unique value chain that has been built around it, 

and between them there is a difference in the approach that is used to 

offer mobile banking and mobile payments services. As with chapter 3, the 

main focus is directed at NFC. Figure 9 illustrates in a general way, which 

technologies that are used for respective mobile financial service. 

 

Figure 9: Main Technical Solutions Adopted for MFS 
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The value chains of mobile banking and mobile payments services 

discussed in this thesis differ from a more traditional view of the mobile 

service value chain, as discussed by Vihinen (2007, 10-12). According to 

his presentation, mobile operators have a prominent role in the value 

chain because they provide the customer interface to the users of the 

services, and usually have ownership of the customer relationship. This is 

not necessarily the case with MFS. In MFS value chains, and especially 

with mobile banking services, banks already tend to have customers 

relationships that are much stronger and longer than those of the 

operators’. 

 

4.1 SMS Based Structure 

The short message service (SMS) based structure is primarily aimed at 

developing world regions, where mobile phone users can buy vouchers at 

corner shops to top up their calling credit. Mobile money services allow 

these small retailers to act like branches by allowing them to exchange 

cash to credit on a mobile money account. As a result, money transfers 

can be done via text messages to other registered mobile money users, 

who can then exchange the credit for cash again at local corner shops. 

Money can even be sent to unregistered users, who receive a text 

message with a redeemable code that can exchange credits to cash. (The 

Economist, 2009) 

The relevance of the SMS based structure is not as predominant in 

developed countries, as it is in developing ones. In the context of this 

thesis, SMS based services are still offered by the banks examined, but 

their main area of interest lies in apps and cloud computing. The 

diminishing value of SMS based services is also evident from the 

discontinuation of Nokia Money and Ericsson Money, which was primarily 

SMS based services.  
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4.2 Apps and Cloud Computing 

Cloud computing and apps provided to mobile devices are the present and 

most common way for mobile financial services, especially mobile banking 

services. The banks examined in this thesis; Nordea, OP, and Danske 

Bank, all have their own mobile banking app for smart phones and tablet 

devices. Google as well, has an app based service for mobile devices 

called Google Wallet. 

Apps provide a customized user interface for end users, to access 

electronic services stored on a cloud server through their mobile device 

via mobile communication technologies such as WLAN and 3G/4G. Apps 

provide much if not all the same services available through an Internet 

browser. The difference is predominantly in the user interface, which 

differentiates the user experience between apps and browsers.  

 

4.3 Near Field Communication (NFC) 

Near Field Communication (NFC) is a short-range wireless connectivity 

technology that has evolved for a combination of existing contactless and 

interconnection technologies. Communication between two NFC-

compatible devices occurs when they are brought within four centimeter of 

each other. NFC technology follows universally implemented standards. 

Due to the transmission range being so short, it is held as being an 

inherently secure technology. (Tuikka & Isomursu 2009, 31-32) 

As stated by the NFC Forum (2012c), NFC compliments many popular 

consumer level wireless technologies by utilizing key elements in existing 

standards for contactless card technology. NFC can be compatible with 

existing contactless card infrastructure, and enables a consumer to utilize 

one device across different systems.  
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The NFC technology standard was developed to address dilemmas that 

arose from different contactless standards. NFC harmonizes and extends 

existing contactless standards. The world’s leading consumer electronics 

and mobile device manufacturers, semiconductor producers, network 

operators, service companies, and financial institutions, among other 

industries, support NFC leading to a complex value chain as is evident in 

figure 10. 

 

Figure 10: The NFC Ecosystem (NFC Forum 2012e) 
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In the scope of this thesis, all the interviewed companies held an interest 

in NFC or were following it closely1, because of its broad appeal and 

possibilities. NFC devices can support and interoperate with existing 

contactless card applications and infrastructures, giving rise to the 

technology’s use in all sorts of applications such as access control, 

payment, and transport (NFC Forum 2012c). 

Figure 11 illustrates how NFC fits in with other wireless technologies in 

terms of data rate transfer and range. In addition to being compatible (as 

well as backwards compatible) with other wireless technologies, NFC also 

extends the ability of contactless card technology by enabling devices to 

share information at a distance less than four centimeters with a maximum 

communication speed of 424 kbps. This translates into the possibility to, 

e.g. share business cards, make transactions or provide credentials for 

access control systems with just a simple touch. (NFC Forum 2012c) 

                                            

1 During the time this thesis was written, Nokia, Google and Ericsson were all part of 
the NFC Forum (NFC Forum 2012d). Nokia and Nordea have also been a part of 
the Smart Touch Project for piloting NFC technology in the EU organized from 2006 
to 2008 by VTT Technical Research Center of Finland. For more information about 
the Smart Touch Project see Tuikka, T. & Isomursu, M. 2009. Touch the Future with 
a Smart Touch.  
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Figure 11: NFC and Other Contactless Technologies (NFC Forum 

2012c) 

NFC is, among consumers, gaining interest as a deal-making driver for 

mobile banking and payments. According to forecasts by the research 

house Yankee Group, the value of NFC-based transactions will grow 

significantly in coming years, from $27m to $40bn in 2014 (Middleton 

2012).  
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5 INTEREST GROUP INTERVIEWS 

5.1 Data 

The aim of the study is to examine how mobile banking and payments 

services will change the banking sector in Finland, and what role non-bank 

companies will play in this process. In addition, the conducted interviews 

bring light to issues and concerns that the interest group representatives 

had of mobile financial services.  

The interviews were carried out with representatives from the banking and 

IT/telecom industries in Finland. All together seven interviews were 

conducted with six different officials1. Their contributions were extremely 

valuable as all of them were experts in their field. A detailed account of the 

persons interviewed can be found in table 1.  

Table 1: Interviewees 

Interest Group Representative Position Interview Date 

Nordea Martin Karlsson Head of Mobile Banking 
16.4.2012 & 
22.5.2012 

Nordea Juha Risikko2 Head of Mobile Payments 21.5.2012 

OP-Pohjala Mika Käyhkö Development Manager 27.4.2012 

Danske Bank Ari Häll 
Chief Consultant, Business 
Planning 

13.4.2012 

Nokia Siemens 
Networks 

Hans Wolf 
Senior Consultant of 
Strategic Partnering 

13.4.2012 

Ericsson Tomas Korseman 
Head of Strategy and 
Business Development 

11.5.2012 

                                            

1 Interview with Martin Karlsson had to be conducted on two separate occasions due 
to time constraints 

 
2 Also part of the Mobey Forum board of directors,  

http://www.mobeyforum.org/About-Us/Board-of-Directors 

http://www.mobeyforum.org/About-Us/Board-of-Directors
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The companies, from which the individuals were interviewed, represent 

significant actors within the Finnish banking and finance sector as well as 

the IT and telecom sector. Nordea, OP-Pohjala and Danske Bank are the 

three largest banks in Finland with a combined market share of 75.3 %, as 

shown in figure 12.  All of them also offer mobile banking services, which 

have been launched in Finland in short order, one after the other, following 

Danske Bank’s initial kick off in September 2010 with its iPhone app 

(Danske Bank 2010a; Vaalisto 2010). 

 

Figure 12: Banks' Market Share, Finland 2011 (Federation of Finnish 
Financial Services 2012) 

 

Nokia is one of the largest phone manufacturers in the world (Gartner 

2012), and its interest in mobile banking echoed those of international 

rivals such as Ericsson and Google. The company was included in this 

study because of its significant impact on the Finnish economy. Nokia has 

contributed a quarter to the country’s growth from 1998 to 2007 and 

generated almost a fifth of its exports (The Economist 2012a). The 

company is also the market leader in the Finnish mobile phone market 

with a share of 81 % of active handsets (Riikonen & Smura 2012). 
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Nokia Siemens Networks (NSN) is a data networking and 

telecommunications equipment company that specializes in mobile 

broadband. It is a joint venture founded in 2007 from the telecoms 

equipment manufacturing operations of Nokia and Siemens (Financial 

Times 2006). In 2011, the company was the fourth largest telecoms 

equipment manufacturer in the world (Yee 2012). Hans Wolf from NSN 

was interviewed for this thesis due to his extensive experience in the 

mobile payment field, and his in-depth knowledge about Nokia’s mobile 

payment development. 

Ericsson is a Sweden-based communications technology company that is 

engaged communications infrastructure, services and multimedia solutions 

(Financial Times 2012). Until August 2012 it was the world’s largest 

telecoms-equipment-maker (The Economist 2012b). 

Nokia and Ericsson both offered their own mobile payments service under 

the names Nokia Money and Ericsson Money. The focus of both 

companies was with mobile money and mobile wallet enterprises. At the 

time this thesis was undertaken, both mobile money initiatives were still 

ongoing. However, during the course of this study the mobile financial 

service industry landscape has changed immensely and both initiatives 

were discontinued: Nokia Money in March 2012 (Salminen 2012; Thomas 

2012; Ray 2012) and Ericsson Money in April 2012 (Ericson.com 2012). 

Both companies had a refocusing of corporate strategy that placed a 

greater interest on core group functions and less on peripheral services.  
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A special interest was also directed at Google’s mobile wallet service – 

Google Wallet. No interview of any key official was obtained for the 

purpose of this thesis. However, due to the amount of publicity 

surrounding Google Wallet owing to press releases, promotions and 

industry publications (Google 2011; Magana 2011; Palmer 2011; Nokia 

Siemens Networks 2011; Economist 2012; Erkko 2012; Paybefore 2012; 

Van Dyk 2012) most of the interviewees were familiar with the service 

providing a common and relevant topic of discussion. 

Due to the significant amount of different services and service providers in 

the MFS market, other IT and telecom companies with still on-going MFS 

projects could have been examined in addition to Nokia Money, Ericsson 

Money and Google Wallet. Prime examples are PayPal Here (Mas & 

Radcliffe 2011; TMF 2012), iZettle (SWIFT 2012; Walmsley 2012) and 

Apple Passbook (Apple 2012). In the Finnish context, the non-bank 

companies that were chosen for this thesis gave an adequate 

representation of large multinational IT and telecom firms that have a 

considerable presence and interest in Finland, and offer (or have offered) 

mobile financial services. 
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An essential point to emphasis is that payment providers, such as Visa 

and MasterCard, are not a focus in this thesis even though they have a 

significant stake in the mobile financial services industry. Visa and Visa 

Europe1, are prime examples of this. The companies have adopted a wide 

and open approach, as: they launched Visa’s own digital wallet service, 

V.me, in 2012 (Palmer 2011; Visa Europe 2012); they are a part of 

Google’s mobile wallet service (Business Wire 2011b); they are also a part 

of the joint digital wallet venture Isis with AT&T, Verizon Wireless and T-

Mobile USA (Reardon 2011); they have certified NFC-enabled 

smartphones from Samsung, LG and RIM for use with its PayWave mobile 

payments application (Middleton 2012); acquired Fundamo i.e. a leading 

platform provider of mobile financial services (Business Wire 2011a); 

obtained a controlling share in Monitise i.e. a technology and services 

company delivering mobile financial services networks worldwide 

(Middleton 2011; Monitise 2012b); made a strategic investment in Square 

i.e. a disruptive mobile payments startup company (Rao 2011); and 

launched the world’s largest mobile payments partnership with Vodafone 

(VanillaPlus 2012).  

                                            

1 Visa Inc. and Visa Europe are separate, independently operating companies, with 
Visa Europe operating in Europe with an exclusive, irrevocable license in perpetuity. 
Visa Inc. and Visa Europe are mutually invested in each other’s success and united 
by a common global brand. (Visa 2012b) 
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In addition to Visa’s extensive involvement in the MFS arena, it is a 

leading global payments technology company and has a close relationship 

with banks and financial organizations in addition to governments, 

businesses and consumers (Visa 2012a). Therefore Visa (along with other 

large payment providers) can actually be seen as a strategic partner to 

banks as well as IT and telecom companies. This is the reason why the 

company is only briefly introduces. The real interest of this thesis lies with 

banks, IT and telecom companies and how they stack up against each 

other concerning MFS. 

 

5.2 Methodology 

Research can be primarily divided into two different groups: quantitative 

and qualitative. The difference between them according to Bryman and 

Bell (2007, 28-29) is that quantitative research can be understood as a 

research strategy that emphasizes quantification in the collection and 

analysis of data. It measures the object of interest with numbers and 

entails a deductive approach that focuses on the testing of theories. 

Qualitative research, on the other hand, focuses on words rather than 

quantification in the collection and analysis of data, and refers to inductive 

reasoning that places and emphasis on the generation of theories. Despite 

their differences, Bryman and Bell point out that there is no reason to 

establish too much of a division between the research methods as they 

can complement each other. Alasuutari (2001, 32) also calls attention to 

the same issue. Both qualitative and quantitative analysis can be used in 

the same research, as they share the same principle of logical evidence 

that is based on objective observations, not subjective preferences. 
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However, Bryman and Bell (2007, 425-427) do stipulate on the differences 

between the methodologies. They note that in quantitative research the 

researcher is not present in the same way as in qualitative research, 

where the personality of the researcher can affect the study in its data 

collection phase. They also bring up the static nature and generalizability 

of quantitative research while qualitative research is more of a process 

that aims to understand the subject of study in its own context.  

The purpose of this research is to build a concise picture of the Finnish 

mobile banking and payments industry, by interviewing key agents in the 

interest groups examined. A quantitative research method would not be 

appropriate, as the study does not aim to explain or test existing theory; 

but rather to describe a phenomenon, examine its extent, and make an 

account of its consequences.  

Since the interest group was made up of six individuals, a qualitative 

approach was a more suitable research method as supported by 

Alasuutari (2001, 212-214). Alasuutari recommends following a qualitative 

approach in such a case, where there is only a small amount of 

observations available. A quantitative approach is more suitable when 

many observations are obtainable, therefore making it easier to discover 

quantitative relations.  

The qualitative research this thesis adopts can be classified as a positive 

descriptive study, being of a similar nature as research conducted by 

Suoranta (2003). A typical aspect of such a study is, as described earlier, 

the attempt to explain and make predictions of the subject under 

investigation. 
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Another option to conducting interviews would have been a survey study, 

where a question form would have been sent out to the interest group 

representatives about mobile banking and mobile payments. However, 

due to the complex and relatively new nature of the subject at hand, a 

survey study would have been inadequate in bringing to light the varying 

interests, views and opinions surrounding the topic. An interview approach 

provided an excellent way for the interviewees to emphasize important 

aspects from their own point of view, which might have otherwise been left 

undisclosed on a survey form. 

Interviews can be sorted into four different categories according to their 

nature: structured, half-structured, theme, and non-structured interviews. A 

structured interview follows strict guidelines previously established by the 

interviewer. The question format and order is the same for each 

interviewee and the answer options are limited to what the interviewer 

makes available. Half-structured interviews are less stern allowing 

interviewees to answer in their own words. With theme interviews only the 

interview topics are determined in advance, and can be discussed in any 

order. In a non-structured format the interview resembles an ordinary 

conversation where the person conducting the interview and the person 

being interviewed discuss topics that can differ from one interviewee to 

another. (Eskola & Suoranta 2003, 86) 

The different interview forms have different goals. The aim of a structured 

interview is the reliable measurement of theoretical concepts. With half, 

theme and non-structured interviews it is to find answers for a more 

comprehensive research problem making these forms of interviewing the 

most common in qualitative research. (Blumberg et al. 2008, 385-387; 

Eskola & Suoranta 2003, 86-88) 
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The interviews for this thesis are conducted as a combination of the half-

structured and theme interview styles. Detailed questions of four main 

topics were prepared in advance and were the same for each interviewee. 

This provided a framework for the interview to revolve around. It also gave 

the possibility to deviate from the interview questions and create a 

meaningful discussion around the topics of the study. Furthermore, it 

allowed the interviewer to ask additional questions if an interviewee only 

lightly touched upon a certain theme or brought up a completely new and 

significant one. A structured interview would have been too confining and 

a non-structured interview could have focused too much on a specific 

topic.  

An added benefit of conducting a qualitative study was the ability to use 

more than one method of analysis and freely combining them. As each 

interview was transcribed, the answers were grouped together to form 

clusters according to key words and similar themes in each interview. This 

method for analyzing qualitative results is a combination of using themes 

and types, as described by Eskola and Suoranta (2003, 160-161).  

Using themes or thematizing the research results allows for the 

comparison of the occurrence of common topics in the results and then 

identifying the most relevant ones. It is a recommendable analysis method 

for practical problems, because it makes it possible to easily pick out 

relevant information. In addition to thematization, the results can be 

typified i.e. divided into groups that portray a typical example or essential 

characteristic of a feature. Typification condenses similar topics and 

themes. It is usually preceded by thematization and is a way to further 

analyze the results. It not only allows for recognizing normality and 

consistency among the findings, but deviations from them as well. (Eskola 

& Suoranta 2003, 174-182) 
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5.3 Execution 

Each interviewee was sent the interview questions in advance. This gave 

them the opportunity to prepare for the interview, which potentially 

improved the quality of their answers. There is a complex range of issues 

and interests surrounding mobile banking and mobile payments, making it 

likely that not all the interviewees were acquainted with every single topic 

addressed in the interview question. The interviews were conducted one-

on-one either in person or via telephone in Finnish or in English, 

depending on the interviewee’s preference. 

The interview questions focused on different aspects about mobile 

banking and mobile payments, and were divided into four main categories: 

mobile banking in general, mobile banking services in the company, pros 

and cons (of mobile banking)1, and mobile banking services in Finland2. 

Each interviewee received the same question form in order to provide the 

same starting point for each interview. As described earlier about half-

structured theme interviews, the question sheet was used primarily as a 

framework around which the discussion revolved. An emphasis was 

placed on what the interviewees had to say about their area of expertise.  

The interview questions can be found in appendices 2 and 3. All of the 

interviews were recorded with the permission of the interviewees. The 

interviews were transcribed, but have not been attached due to page 

restraints. 

                                            

1 Pros and cons were also referred to as benefits and challenges 
 
2 At the time of the interviews the term mobile banking services was used as a 

synonym for mobile financial services. Mobile payments were discussed alongside 
mobile banking even though this was not separately specified in the interview 
questions. 
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6 RESULTS 

The results of the interviews are presented as shown in figure 13. Even 

though the interview questions were divided into four main themes1, the 

results are presented in only two main chapters: 6.1 and 6.2. Such a 

structure provides more focus to the actual topic of this thesis, which is the 

Finnish context of mobile banking and mobile payments, the effect they 

will have on the country’s banking sector, and the role that IT and telecom 

companies will play in its change. 

 

Figure 13: Layout of Results 

                                            

1 See appendices 2 and 3. 
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6.1 Mobile Banking and Mobile Payments in General 

6.1.1 Definitions 

A difficult challenge to this thesis was determining the appropriate 

terminology to use when discussing different aspects of MFS, because 

academic and industry literature was not unanimous. The definitions used 

throughout this thesis are defined in chapter 2.1. Conducting the 

interviews with the interest group representatives provided further depth to 

the terminology, as each individual had their own slightly different view of 

what constituted as mobile banking and mobile payments.  

According to a non-bank representative, the terminology can incorporate 

different aspects in different circumstances. The concept of mobile 

banking and its relevance differs according to the world region in question. 

In developed countries it is not a big issue, due to the high distribution of 

banks and the fact that people are used to using banking services, 

regardless if they are mobile or non-mobile. Circumstances where mobile 

payment solutions are offered with mobile banking features occur  mainly 

in developing countries, where there is no or very limited banking 

infrastructure and people do not have a real address or means of 

identification to open a bank account. 

According to another non-bank representative, mobile commerce is the 

umbrella name used for the finance industry segment and consists of 

three subgroups: mobile banking, person-to-person money transfers and 

mobile payments.  
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Mobile banking can be either information or transaction based. 

Information based is basically when a person checks their bank account 

from a mobile browser or its equivalent. No actual event takes place other 

than that of accessing information. Transaction based mobile banking 

refers to mobile specific services that are distributed over the mobile 

device such as loans, microloans, short-term loan products or even 

insurance products. This setup was created so that customers, especially 

in emerging market who have not had a PC before, could for the first time 

e.g. buy an insurance product and finance it form their mobile wallet.  

Person-to-person money transfers are either domestic or international 

money transfers or remittances i.e. sending money from one phone to 

another via SMS. The money can be routed into a customer’s bank 

account or mobile wallet.  

Mobile payments were described by one of the bank representatives. 

The concept consists of mobile install payments i.e. making and receiving 

payments in a physical surrounding such as a shop; person-to-person 

payments meaning the same as person-to-person money transfers; and 

buying products and services through the Internet. 

For the non-bank representatives, the terminology of mobile banking and 

mobile payments was described as being dependent on circumstances, 

which were explained as the external factors at play when a customer 

uses MFS. For the bank representatives it was more of a question of 

context, what factors constitute as MFS when a customer is using them. 

From the bank representatives’ view, mobile banking is considered as a 

service channel and mobile payments more of a service in that channel. 

Even the whole issue of mobile is seen as somewhat secondary. As one 

bank representative describes,  

“There is no mobile banking. There is only the bank and different service 

channels.” 
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From the banks point-of-view, the mobile is simply a new way to access 

banking services. Key aspects are better accessibility, availability and 

convenience through a new user interface designed specifically for new 

mobile devices. Banking services are no longer subject to time, place or 

any particular end user device.  

Comparing the definitions obtained from the interviews there is an 

apparent distinction between bank and non-bank players. The latter is 

more focused on the mobile in a broader sense than just MFS. Banks, on 

the other hand, have a narrower view of MFS and a more business as 

usual approach towards it.  

 

6.1.2 Trends 

A relevant issue for examining how the Finnish banking sector will change 

due to mobile banking and mobile payments is to document the present 

day trends that impact MFS. The conducted interviews yielded the 

following topics: 

1) Technological development: In the 21st century, NFC and cloud 

services are the latest technological developments in mobile 

technology that are providing a way to really improve the end-user 

experience in mobile financial services. One non-bank representative 

described a practical application through payment information storage. 

Usually, payment information must be inserted manually on a website. 

Storing that same information in a cloud service in a secure way saves 

the end-user time making it convenient for the customer. With physical 

payments, NFC can be used as a contactless payment method to 

speed up the actual payment process, which again brings convenience 

to the end user. 
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2) New mobile devices: features and availability. Present day mobile 

devices have features in them that older devices did not, e.g. camera, 

GPS and touch screen. They have increased in their computational 

power as well as acquired faster Internet connection. All of these 

attributes have allowed for the creation of product features that were not 

possible before. This in turn has made the user experience a significant 

factor with the mobile directing focus on screen size, input device and 

interface design.  

The availability of handsets is also a significant trend that has had an 

impact on MFS. As smart phones have become more readily available 

and cheaper, more and more people have gotten a hold of them and, as 

a result, started to use mobile financial services. This development has 

been aided by marketing efforts on behalf of service providers in 

combination with consumers spreading the message to one another by 

word of mouth.  

3) New service channel: One impact of the technological development in 

banking and finance has been a focus on customer self-service. This in 

turn has resulted in Finnish customers carrying and using less cash 

nowadays. As the use of cash has decreased, so has the possibility to 

acquire cash at dispensaries, e.g. ATM’s. With less cash around, more 

cashless payment options have become available with mobile financial 

services being the latest development.  
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In addition to new services, technological development has played a 

key role in creating a whole new mobile service channel. This has had a 

significant impact on those channels already in place. Most notably the 

role of branches is changing from cash and banking services, to 

counseling and sales while at the same time the amount of branch 

offices is falling. Fewer branch offices offering fewer services have 

spurred the creation of more efficient branchless service options. This 

change is the most visible in the banking and finance industry and the 

mobile plays a key role in its development.  

4) New market players: One of the most interesting developments in 

MFS is the scope of different market players involved that are 

competing for a place in the value chain. The development in 

technology and services has made it possible for non-bank players, 

even other than IT and telecom companies, to enter in the banking and 

payments markets to compete for the same customers as traditional 

banks. Excellent examples of these non-bank players, in the Finnish 

context, are FOREX and R-Kioski. 

FOREX is a foreign exchange bureau that now operates with a banking 

license1 and offers a wide range of currency exchange and transaction 

services (Forex 2012b). R-Kioski is the largest kiosk chain in Finland 

(Yle 2012) and it has expanded its service offering into ticket, certificate, 

postal and payments services. The company teamed up with Tapiola 

bank in order to offer its customers select payment services such as 

invoice payments (R-kioski 2012).  

                                            

1 FOREX obtained its Finnish banking license in 2006 (Forex 2012a). 
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The arrival of non-bank players into the banking and payments sectors, 

even though posing a potential threat to banks, was not seen as a 

serious concern by the interviewed bank representatives. The non-bank 

representatives did not downplay their impact as much. The consensus 

by both interest groups was that both bank and non-bank players are 

providing mobile services, either on their own or in partnerships and 

alliances with other market players, in order to get an early movers 

advantage and obtain critical mass for their own solution and service 

model. 

5) A.C.C.C.: Technological development has made possible new services 

that are fast, easy, and simple to use. On the consumer side, emphasis 

has been placed on accessibility, convenience, context, and 

convergence. On the business side, the focus is on marketing, cost 

minimization and efficiency. Of the two sides, the consumer view point 

matters the most in the short-term to the interviewed industry 

representatives. Success in short-term MFS initiatives would ensure 

success in the long-run, where the business side of MFS would come 

more strongly into play through cost reduction and profit creation. 

Discussing the consumer viewpoint, one of the bank representatives 

went on to say that even more importantly than context, the 

convenience factor is what is essential in mobile banking. It is relevant 

through accessibility, which in turn is relevant through user interface 

design i.e. one of the key features in new mobile devices. Through this 

dependency, a convergence of services, user interfaces and user 

experiences will take place, and is in fact already taking place. 
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Currently, the mobile bank is in essence just another interface to the net 

bank, according to one of the bank representatives. This aspect will 

most likely change over time, as there is more of a convergence 

amongst mobile banking and mobile payments services. At some point, 

it will not matter on what device a customer accesses their banking and 

payment services, the user experience will be seamless from one 

device to another. However, this might result in difficulties determining 

one device and service channel from another, as it may not be evident 

when something is mobile or stationary. As described by the bank 

representative, 

“Where does the PC end and where does the phone begin. The laptop 

is stationary and mobile. It is seen as being stationary, however, 

because it is a PC. Still, tablet and laptop are quite similar. The 

difference is in the input device.” 

He also went on to say, 

“…a payment is a payment and banking is banking. Using Internet 

bank or your mobile bank, the interface is what is different.” 

As services and user interfaces converge, it will push banks and non-

banks alike to rethink, how services are perceived and distributed to 

their customers. The convergence will redefine and re-engineer what is 

done on mobile interfaces. As an interviewee pointed out, this is 

something that could and should be done to the Internet bank as well, a 

simplifying and re-engineering of the business process. 
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6) Change in customer behavior: The mobility of customers was a 

central driving force behind the launch of the mobile banking initiative, 

as described by one bank representative. According to him banking 

services have become more commonplace, which is why customers 

want to take care of them on the go, anywhere and at any time. 

Therefore, banks must be present and available where their customers 

are. As the bank representative pointed out, in the future a bank cannot 

demand its customers to either go home or to the nearest branch office 

every time they want to take care of their banking business. Consumer 

behavior dictates what and how services are offered. 

7) Legislation and regulation: According to one non-bank representative 

European legislation and regulation is an aspect affecting the interest of 

operators in positions relating to MFS. Today, there is a European 

payment services directive in place, also known as the e-money license 

directive. Under this directive, operators can obtain a license and 

participate in the payment value chain. Some operators have made use 

of it, and launched mobile wallet services.  

However, even though legislation exists that allows non-bank players to 

enter the payments field, there is much more legislation and regulation 

in place that is meant to protect, monitor and control the banking and 

payments sectors. This form of legislation acts more as a barrier of 

entry than a boost for would-be non-bank participants.  
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6.2 Mobile Banking and Mobile Payments in Finland 

Table 2: Principal topics of the Finnish MFS market 

STATEMENT GENERAL CONSENCUS: Agreed / Disagreed  

 

 

 

The role of services providers will 
evolve 

Agreed 

Collaboration and an open approach 
would be most preferable for all 
participants 

Disagreed – reservations on the part of 
banks 

Banks and payment providers will 
remain essential to MFS 

Agreed 

Non-bank companies will have only a 
small role in the MFS market 

Disagreed – reservations with all parties 

There is a sense of over enthusiasm 
and hype around MFS 

Agreed  

Consumers remain key to success of 
MFS 

Agreed – importance of merchants also 
stressed 

Finland’s MFS market resembles that 
of Sweden 

Agreed 

According to a non-bank representative, the Finnish mobile payments 

market is quite similar to that of Sweden. This view was shared to a certain 

extent by all of the interviewees. In the non-bank representative’s view, 

banks are going to collaborate and build a real time settlement network, 

i.e. a national network that can handle real time transactions. The benefit 

of this is that customers can do person-to-person money transfers in real 

time. Today, this is not possible, because there is at least a one-day 

settlement cycle between different bank accounts. 
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Once a real time payment network is established it can be used for 

merchant payments as well. This means that payment providers, such as 

Visa and MasterCard, can be taken out of the picture. This is something 

that in Sweden is being worked on right now. However, there are lots of 

political issues involved in it, because banks are making a lot of money 

with companies such as Visa and MasterCard and they are not happy 

about losing their business.  

Another thing that will affect the mobile payments market is the evolution 

of merchants into payment providers, e.g. H&M, Ikea, and Carrefour. 

These companies are paying a significant amount of money to Visa and 

MasterCard to process their payment traffic. With payments going mobile, 

merchants have a chance to convert their customer loyalty programs into 

mirror accounts. These accounts would be connected to customers’ bank 

accounts making payments possible without the involvement of a third 

party, i.e. Visa or MasterCard. This would effectively exclude them out of 

the entire payment process, which is their core business. 

A non-bank representative was of the opinion that the end result will 

probably not be so dramatic due to of the importance of brands such as 

Visa and MasterCard, as well as, the unlikelihood of Ikea, H&M, and 

Carrefour becoming serious payment players. Visa and MasterCard will 

never go completely out of business; they will be as strong tomorrow as 

they are today. But at least retailers can provide an alternative to them. 

These alternatives will most likely end up costing the end user as much as 

a Visa or MasterCard. As the non-bank representative put it: 

“You will probably have to pay for them as a consumer. So if you want a 

Telia-Sonera Wallet; just like you are paying 10-20 € for your Visa card, 

you will pay 10-20 € for your Telia-Sonera Wallet.” 
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Banks will most likely support this development because they cannot only 

back Visa and MasterCard. Right now banks are looking to have a model 

in place, where they can certify the payment methods of choice of their 

customers. So, if a customer opens a bank account and wants a Visa 

card, a MasterCard, an Ericsson Money Wallet, or something else; the 

bank will support all these different payment methods. This is a very 

interesting evolution. Ten years from now, the payments market will most 

likely look very different from that of today. Visa and MasterCard will not 

disappear, but there will certainly be new alternatives 

A non-bank representative also pointed out that in order for banks to be 

successful with non-Visa or non-MasterCard products, they would have to 

go out and acquire the merchants willing to use alternative payment 

methods. One reason why Visa and MasterCard have such a successful 

relationship with banks is because banks do merchant acquisition on 

behalf of them and profit from the arrangement. Therefore, the 

representative saw it unlikely that banks would jeopardize their 

relationship with Visa and MasterCard, unless operators have success in 

acquiring merchants themselves, or European retailers get together and 

set up a new payment scheme. As a result, banks will have to support 

these kinds of enterprises, or otherwise they will be left out of the payment 

value chain. 
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OTT players such as Google and Apple may have somewhat of a 

disruptive effect on the payments market, but since it is not in their core 

ideals to provide payments systems and it is a very low-income business 

to start with, there is not much interest for them to do so. In a discussion 

with another non-bank representative about whether or not banks in 

Finland could face competition from non-bank players, he referred to his 

own experience in the matter by saying: 

“I have participated in this discussion for more than ten years. There is too 

much enthusiasm in it, and partly a total misunderstanding about what 

happens if someone talks about mobile payments.” 

Mobile payments services from non-bank providers are almost always 

based on a bank service. This means when an end user gets a mobile 

payments account, it is cleared by a bank account. Payment is conducted 

either directly via a bank account or by a credit card, which is linked to the 

bank account. The setup depends on country specific factors. Generally all 

payments are based on a bank account. 

In the non-bank representative’s view there has not been any real success 

in different MFS initiatives, because the problem with them has always 

been how to acquire customers. Although PayPal is somewhat of an 

exception, all others from banks to operators have tried for years to tackle 

the issue. Regardless of this, there is a fascination and hype around the 

topic. He went on to say, 

“I pushed this already in 2000: you only have your mobile phone. You 

don’t need your credit card; you don’t need your cash. Sounds great, but 

people are conservative.” 
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People’s perceptions and precognitions are important factors that tend to 

be overlooked in the discussion of new mobile banking and payment 

applications. Also, when money is involved, service providers encounter a 

lot of restrictions and regulations concerning money laundering, terrorist 

financing, and other forms of financial crime. Furthermore, service 

providers must decide the proper method to acquire customers, which is a 

very costly process to undertake. There are so many barriers of entry, 

which indicates that MFS initiatives are quite often running in countries 

where there are very limited banking facilities. That, however, is where 

operators could make a difference; either on their own, together with 

banks or being backed up by banks. 

In Finland, the mobile is just another service channel with limited actual 

use. The non-bank representative expressed his doubt about the real life 

applications of mobile financial services, 

“When would you use it? Possibly when you check your account balance, 

but to do an account transaction is unlikely. Would you use it at the 

cashier? Possibly with NFC if it is standardized and available 

everywhere… Otherwise I cannot see why you would use it. What is the 

value?” 

In terms of the MFS market in general, Visa has a strong starting point, as 

mentioned earlier, and is extremely active. The company bought 

Fundamo, which is one of the leading companies in mobile payments. 

Nokia stopped its payment service and Ericsson is continuing as a 

mediator. In western countries, money transfer service providers such as 

MoneyGram and Western Union offer an interesting viewpoint, as they 

have the payment infrastructure already in place.  
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Looking at Google Wallet, it has a NFC supported payment system. 

Google however has its limits. Its mobile wallet service has not been very 

successful, because it is viewed as being unsafe. Amazon and eBay are 

also perceived to be unsafe. However, they are only a few shops among 

many, as described by a non-bank representative. Either you have a 

conglomerate of shops of which each offer its own payment method, or 

you have a bank account that can be used as a general form of payment 

everywhere. If you are an Amazon user and have no interest in other 

shops, then Amazon provides you with a payment method that only works 

with Amazon. If you are a Visa user, the credit card company provides you 

a payment system that can be used almost everywhere. These are just 

two models among many that will most likely exist in parallel, depending 

on what the end user wants. 

Looking at banks, they may not need so many brick and mortar facilities in 

the future. Banks are in a very good starting position in terms of MFS, 

because in the end, almost every player and value chain needs a bank 

facility and it takes a lot of money and regulatory requirements to create a 

bank. Some operators that have a banking license choose not to use it 

due to the differing business nature. 

In general, for IT and telecom companies offering mobile payment service, 

MFS is a great idea, but they all underestimate the real requirements of 

the business. It is difficult to get numerous subscribers and even harder to 

get merchants. They are also competing against banks and credit card 

companies, which already have the expertise in acquiring merchants.  
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To be successful in mobile payments, both merchants and customers are 

needed.  Without customers, merchants are not interested, and vice versa. 

Furthermore, it is necessary to fulfill all regulatory requirements. Some 

operators have addressed this issue and applied for a banking license, but 

even having it and making the effort to operate with it, is costly. Even if a 

completely new MFS concept is created, it will take time for people to get 

accustomed to it. Critical mass is needed for an idea to spread and 

become profitable. This is a challenging arrangement since payments are 

a low margin industry and people are conservative when it comes to 

money and payments. All of these challenges are underestimated in the 

payments industry because of all the excitement around the new 

technologies and service models.  

The business case for being a part of the MFS value chain is challenging 

for IT and telecom companies. The more parties that are needed, the 

more profits have to be spread around each participant and the more 

unlikely it is that there is any business case left at all. Even if a non-bank 

player has a strong starting position it is not a guarantee of success. 

Payment service providers may need to link their infrastructure with other 

service providers in order to get more business. As an example, one of the 

non-bank representatives sited Telkomsel Cash or T-cash, an e-wallet 

service from PT Telkomsel, Indonesia’s largest cellular operator.  T-cash 

has millions of customers in areas where there is little banking 

infrastructure. Even so, they built up an ecosystem where Ericsson and 

MoneyGram play a role.  

Even though mobile financial services are an emerging industry, there is 

already a consolidation phase going on. There has been an increase in 

M&A activities that started in 2008 and culminated in 2010-2011. 

Traditional businesses have mostly watched how the market has 

developed, done some trials, looked at the business models, waited for 

what would become successful, and then just bought a relevant company. 
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New players in the mobile payments market have a tendency to fail 

because primarily they fail to achieve critical mass. In the view of a non-

bank representative, a worthwhile strategy for many players with good 

ideas would be to try to make their business work, and then see if 

someone buys the business model or the company. It is a challenging 

business environment, especially for small market players. The 

representative summed it up by saying, 

“At the moment it is a game of giants.” 

In this kind of market or market phase, there are always a few newcomers 

such as PayPal and Google that are present in the media. All the rest go 

unnoticed, or are bought out. In this sense, there is a lot of hype around 

mobile payments. 

When discussing the mobile banking and mobile payments markets in 

Finland with a bank representative, he noted that in the 1990’s and early 

2000’s it was widely held that traditional brick and mortar banks would 

fade away in the face of new nimbler banks and financial institutions 

offering only CC and Internet banking services, as well as non-bank 

companies offering competing payment and banking services. A prime 

example of this is the case of Sonera trying to act as a financial hub in the 

turn of the 21st century. 

In reality it was the new players trying to enter the banking field that failed. 

They lacked the trust and experience that traditional banks had built up 

with their clients over many years. As the bank representative pointed out 

in Sonera’s case, even though the company bought its financial services 

from a bank and offered them through its own financial hub, it lacked the 

trust of its customers. Sonera believed too much in its own brand, and that 

it would be compelling enough to attract customers. People are very 

conservative when it comes to their money, making them more inclined to 

trust banks. 
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Traditional banks and payment services providers have been able to 

maintain their strong market position throughout the technological changes 

that have swept over the industry. The new mobile banking and payment 

services are no different. The entire mobile aspect has a hype factor 

around it. From the bank’s point of view, the mobile is just one way to 

access the Internet bank. It does not force the banks to re-evaluate their 

entire business strategy, in the short-term. As noted by one of the bank 

representatives, 

“For the bank mobile services are business as usual.” 

Generating business is what is relevant, and it cannot be solely based on 

a new distribution channel or user interface. The content is what matters. 

Business can be created, only if something new can be offered. In the 

long-term however, the vision is that the future of banking services, lays 

more and more in mobile devices and the prospects they bring. Old 

operation models and ways of doing business encumber this 

development.  

The effect mobile banking services have had on the banking sector in 

Finland is that since many services have been taken away from branch 

offices, this has increased the mobility of bank customers. Services have 

then been made available through the mobile phone. The fact that 

services are simply mobile is not the most important issue; it is the 

improved user experience. Due to more and more banking services being 

offered through a mobile device, branch offices have shifted from a service 

to sales point of view. In the words of one of the bank representatives, 

“Branch offices are sales power. New mobile devices are service power.” 
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Competition wise, mobile banking and mobile payment services are not 

yet an essential factor. In the MFS market there are other players, in 

addition to banks, who can build great services for new devices. Operators 

in Finland are focusing on the mobile ID, a form of electronic identification 

for the SIM card. The idea behind it is ease-of-use. The problem, however, 

is that operators are not held as a trusted party the same way as banks 

are. Banks have been obliged to identify all their customers due to 

government regulations. Operators have not and they are missing the 

proper network to do so properly. They can build one, but it will cost time 

and money to do so from the start. Therefore, operators have desired to 

use the identification services of banks. This has not been a problem for 

banks, but rather for operators due to the compensation that banks 

require. 

The message that has come from operators is that they would like to offer 

some financial services to their customers as supplementary services, and 

make use of their core services as operators. To do this, they can either 

co-operate with a bank or do as Sonera, and buy financial services from a 

bank in order to offer them through its own service platform. Banks may 

not be keen to enter in such an arrangement. As one of the bank 

representatives put it, 

“Our interest is not primarily to aid competitors.”  

Since banks have taken an interest in MFS, and have actively developed 

their own services early on, the view of one bank representative is that 

there is no real risk to banks from IT and telecom companies. To illustrate 

his point, he referred to the expansion of Internet banking. Traditional 

banks in Finland were in such a haste to migrate their customers into their 

own net banks that new players were left with very few opportunities. The 

bank representatives said, 

“Why would customers change their service provider, if the one they 

already have could offer the same services as the new players.”  
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Finnish banks have built their success on service power, and with mobile 

devices the user volume is large and services are efficient. One of the 

bank representatives stated that for his bank new mobile banking services 

have only had a marginal role in terms of business, revenues and costs. 

Nevertheless, he did admit that the cost benefit was clear when all 

services could be offered through the same platform. Large foreign 

competitors can have user volumes that are a million times larger than that 

of a bank in Finland, but from the service viewpoint, Finnish banks have 

done a good job in catering to the needs of their customers and doing so 

efficiently.  

From mobile banking services, a natural development in the Finnish MFS 

sector is the expansion of mobile payments. Remote identification is 

serving as a pilot project. The aim is to speed up the payment process in 

shops and online. New players can offer innovative services in this area, 

but banks are coming up strong behind them. Operator driven mobile 

payment services like M-Pesa in Kenya have a chance at succeeding in 

their home markets, because of the lack of banking infrastructure within. In 

Finland the circumstances are quite different, banking and payment 

infrastructure are excellent.  

As described earlier, the effect of mobile financial services on the banking 

sector in Finland can be compared to other previous technological 

advancements, i.e. the smart card from the beginning of the 1990’s. The 

idea behind it was to reduce the amount of plastic cards in a customer’s 

wallet to only one. In practice, the exact opposite occurred, because there 

were so many competing players with different interests at heart. In 

addition, consumers did not behave as expected. As summed up by a 

bank representative, 

“The world is messier and more scattered than imagined.” 
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New mobile financial services are similar to this. There are so many 

competing players and interests involved that not every idea can survive. 

In such a challenging environment, banks have taken the advantage 

because they have a clear service format and distribution network. Also, 

since the 1970’s, the Finnish banking system has been a one-stop shop. 

Services have been consolidated, allowing all banking and payment 

services to be obtained from the same bank. 

Banks are strongly involved in the development of the banking and 

payments industries in Finland. This creates a difficult environment for new 

players to enter into, except for domestic companies that already have a 

significant amount of customer accounts, e.g. S-bank and Tapiola. 

Presently, the main competitors of banks in Finland, as explained by the 

bank representatives, are other banks rather than non-bank companies. 

New non-bank players can enter the market and acquire customers, but 

they are likely to attain only a niche portion.   

The banks examined in this thesis have a strong market position in 

Finland and are actively taking new service possibilities into use. They are 

also comfortable in their market position, especially when looking at 

potential market entrants, because the banking industry is highly regulated 

and requires a significant amount of trust and investment to enter.  

According to one bank representative, even though mobile banking 

services are mainly offered due to reasons concerning the company’s 

public image, in the future the actual business side of the issue will be 

more significant. When asked about the possibility of offering fee based 

mobile applications in the future, the bank representative replied that in his 

opinion, it was not in the banks’ primary interest to separately sell mobile 

apps to their customers. However, this does not mean that the banks’ 

mobile apps are completely free. Customers pay for mobile services the 

same way as they pay for using a credit card or net bank, through monthly 

service fees charged by their bank. 
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Concerning the change MFS will bring to the banking sector in Finland, 

one of the bank representatives said that at least in terms of the banks’ 

customers, the mobile will make those who have traditionally used the net 

bank on a PC or laptop, gradually start to use the mobile channel. Only in 

an extreme case, would this ongoing change have a significant effect on 

the market situation, and in such a case it would be more about the overall 

quality of services offered by banks than just one aspect of it.  

For some customers the new banking experience offered through mobile 

devices can be an essential part in choosing a banking service provider. 

For others it can be a different aspect. As an example, one of the bank 

representatives said that customers who are accustomed to visiting a 

branch office have become annoyed of the fact that more and more 

banking services have been made branchless, and fewer and fewer 

branch offices are left standing. For those customers, mobile banking is 

not an appealing factor taking into account their entire banking experience. 

In fact, it might prompt them to change to a bank where they feel their 

needs are better met.  

Faced with the possibility of large international IT and telecom companies 

expanding their activities to Finland and offering their own mobile financial 

services, one of the bank representatives was not too worried. He said 

that banks were keeping an eye on the situation. He also said that even 

though banks could not stop such a player from entering the Finnish 

market, banks could make sure they retain the choice of offering and 

developing MFS either by themselves or together with a partner. The 

choice on a foreign or domestic partner would be a strategic one. Whether 

or not these non-bank market entrants would pose an actual threat to 

banks, the representative could not say. 
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As to what kind of role IT and telecom companies would have in the 

Finnish MFS market, a bank representative stated he was unsure of what 

it would be. He cited Facebook as an example. It is a global company and 

a phenomenon that has expanded globally. Whether or not, Finnish 

consumers or companies want it, they need to get along with it. The same 

applies to mobile financial services. If Google Wallet or some other global 

player has a good payment or banking solution, then it is likely that Finnish 

consumers will adopt it. Especially, if it is superior to what is available from 

their bank. This is not necessarily a threat to banks, but rather a possibility 

that a big player could take control of a certain payment type. But as the 

bank representative went on to say, 

“In what aspects is a customer ready to move their affairs? …Would a 

customer be willing to put everything – the handling of their money, 

accounting, and finances – in to the responsibility of an international stock 

company? I doubt it. I wouldn’t be ready for it.” 

Even if a significant player enters the Finnish market, it will still have to 

acquire its customers some way. Evidently, they will not simply be 

receiving clients, unless through partnership and co-operation.   

IT and telecom companies have had fewer challenges promoting their new 

mobile payment and banking applications in developing countries, 

because there the clientele and market outlook is very different compared 

to developed countries. In developing countries, many people do not even 

have a bank account or the means to open one. In developed countries 

like Finland, the banking infrastructure has established its roots over a 

long period of time. Gaining a spot within a developed market and building 

the same kind of trust that banks enjoy is difficult and tends to take time. 
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Banks have also done a good job at committing their customers. At one of 

the interviewed banks, the desire is that a customer of the bank is a 

customer of the group’s other services as well, e.g. insurance. Offering a 

broad product and service range is a good way of establishing a strong 

customer relationship. It becomes easier for a client to start using 

additional services, because all of his or her other services have been 

acquired from the same source. This is a significant challenge to 

overcome for non-bank players who try to compete for only one part of the 

customer service offering. 

One of the bank representatives said that Monitise is an excellent example 

of what the MFS value chain might look like in the future of Finland, 

especially concerning mobile services that have been produced by a 

partner. Monitise facilitates the offering mobile financial services by its 

customers. As another example, the bank representative referred to the S-

group, which offers a broad range of services from retail to banking. The 

group, however, does not produce every single service itself. They have 

partners to do that for them. The group buys services through its partners, 

and offers them to its loyalty cardholders. It is something that has not been 

seen before with banking services, but will be more and more probable in 

the future.  

A bank representative concluded the discussion of mobile banking and 

payment services by saying, it is a very current subject and likely to remain 

so in the coming years. However, because it is such a current topic it 

should be discussed carefully for two reasons. First off, the subject is new 

and there is a lot of uncertainty around its development. Secondly, it is 

difficult to discuss a topic that is shrouded in doubt and identify threats and 

possibilities from it. In his words, 

“It is difficult to talk about a threat, if it is not even known. What can you 

say about a contender that is unknown? It can just as well be an associate 

or partner.” 
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When asked if new non-bank players in the mobile banking and payments 

field posed a threat to traditional banks, the bank representative said, 

“Saying they are a threat is an overstatement, but they are a potential 

threat, which banks have to address in some way.” 

He went on to say that to a certain point, non-bank companies are a threat 

to the service models currently in place. There might be some products 

and services that banks offer that can be taken over by other players, if 

banks do not protect their business. Concerning the possibility that a bank 

could expand its MFS offering from mobile banking into mobile payments, 

a bank representative said that his bank could absolutely do so,  

“…Payment services will be developed form the usage perspective and be 

an integral part of the company’s banking offering.” 

Since there are many different players in the MFS market, there will most 

likely be a need for convergence. A bank representative remarked that for 

a consumer solution to work well there can only be a handful of viable 

options available. He was sure there would be different kinds of solutions 

from different players in the short-term, but in the longer run there would 

only be a few solutions that are successful in gaining attraction and 

customer volume. Who would offer these services depends on what kind 

of business models are in place, i.e. do the players involved want to offer 

mobile payments, mobile banking, or something else. Most likely, there will 

be collaboration between different parties.  

Even so, in the end consumers will select, what is easy to use and 

provides value. One of the bank representatives was unsure if consumers 

would appreciate a setup with too many players, especially if it affected 

the convenience of the service. As to what market participant presently 

has the best MFS solution, he replied, 

“I don’t think anyone at this point dares to say they have THE solution.” 
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An interesting result of the study has been to find out, that all of the 

interviewees were of the opinion that banks have and will continue to have 

a dominant role in the mobile banking and mobile payments fields. As 

pointed out by a bank representative: 

“Banks hold the accounts no matter what. If Telia-Sonera wins, H&M wins 

or whoever wins, they (banks) will sit on the accounts.”  
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7 CONCLUDING DISCUSSION 

7.1 Summary 

This study presents a comprehensive overview of mobile banking and 

mobile payments in chapter 2, in order to create a solid theoretical 

background with which the vastly complex subject can be easily 

approached. A detailed account is given of the terminology of mobile 

financial services; the evolution of banking and payment services since the 

1970’s; the differences between mobile banking and mobile payments in 

developing and developed countries; the service channels, devices, 

service groups and service bundles of mobile banking and mobile 

payments1.  

In addition to the background established in chapter 2, drivers, barriers, 

and business models, of mobile banking and mobile payments, are 

presented in chapter 3. Chapter 4 focuses further on two particular 

subjects that are apparent in the previous chapter, the technology and 

value chains involved with mobile financial services, using NFC as a prime 

example. Chapter 5 makes account of the methodology of this thesis and 

describes, how and why it was conducted as a descriptive qualitative 

study that used thematization to analyze the results.  

Chapter 6 gives a thorough presentation of the results from the six 

interviewed representatives, from the bank as well as IT and telecom 

industries. The results describe the state of mobile banking and mobile 

payments in Finland, through three central portions: an account of the 

terminology from the interviewees’ perspective, the seven main trends 

affecting mobile banking and mobile payments in general, and the seven 

central topics affecting mobile banking and mobile payments in Finland. 

                                            

1 See appendix 1. 
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7.2 Conclusion 

In light of the conducted research, this thesis has come to the conclusion 

that due to mobile banking and mobile payments services, the Finnish 

banking sector is heavily affected by: new technologies, new mobile 

devices, new services, new service models, new value chains, and new 

market participants. With so many new factors present, banks must remain 

vigilant of what their competitors, both bank and non-bank alike, are doing 

so they will not be dropped out of the MFS value chain. Co-operation, 

interoperability, and an open model are vital for driving forward new MFS 

schemes and increasing their consumer adoption. Banks have traditionally 

been a significant driver of change concerning technological 

advancements. They should follow the example they themselves have set 

with the application of technology into banking and payments services 

since the 1970’s, and take an active role in the development of mobile 

banking and mobile payments services.  

In light of the academic and industry references presented in this study as 

well as the conducted interviews, mobile banking and mobile payments 

are set to expand in the near future; even more than already has been the 

case. Increasing the mobile financial service offering with more 

functionality to as many customers as possible, will be a key challenge for 

banks in strengthening their position in the MFS arena. The more users a 

banking app or payment method has, the more valuable it is.  
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Banks will continue to have a strong position in the Finnish mobile banking 

and mobile payments markets, due to their strong starting position that is 

owed to a handful of significant reasons. Banks have an established 

customer base, built on trust and years of interaction. This ranks them 

high on the list of institutions and companies trusted by consumers. In 

addition, banks have a large portfolio of banking and payment services at 

their disposal of which mobile services constitute only a small part. Fruitful 

relationships between banks and payment providers, such as Visa and 

MasterCard, are also significant. IT and telecom companies have a 

daunting task of obtaining these same advantages, especially as security 

and regulatory legislation pose a significant barrier of entry for new market 

participants, giving the advantage to banks and allowing them time to 

adjust to the changes brought on by MFS.  

As pointed out in The Economist (2012c), the banking environment in 

Europe is fragmented. New and fast growing mobile banking and mobile 

payments services are making it even more fragmented. Presently, there 

exists a host of different mobile financial services based on different 

wireless technologies and business models. However, the results of this 

study point out that regardless of environmental factors, the MFS market is 

already in a state of consolidation. There will remain room for different 

players and technologies, but taking into account the scale and scope of 

the players involved, especially large international banks and payment 

providers, it is doubtful that the MFS market will remain in such a 

fragmented state for long. Likely a few winning concepts will emerge 

backed up by the biggest market players leaving room for only small 

niches. 
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Concerning mobile payment services in Finland, the advantages they 

bring compared to other already widely established payment procedures, 

such as credit and debit cards, can be disputed. Consumers, in general, 

have a conservative mindset when money is involved making them slow to 

change their behavior. Even though mobile payments offer a wider range 

of features than other forms of payment, the argument for or against 

mobile payments comes down to what is convenient for the customer.  

The payment process is already easy with cash, credit and debit cards. 

Mobile payments has little new to offer. That is why the concept must be 

sold differently to Finnish consumers. The entire payment chain must be 

developed to a point, where the end user feels the benefit of swapping the 

content of their wallet for the content of their phone. User volume will 

decide the winning concept. As with banking services, there will remain 

niches for alternative payment forms, but the market in general will 

consolidate. 

Banks alongside payment providers, such as Visa and MasterCard, will 

remain dominant in MFS market. However, mobile financial services are 

gradually changing the way people conduct their everyday banking 

business. Change in behavior is very relevant even though market players 

stay the same. It forces the dominant players to respond to consumer 

expectations, because not doing so will leave consumers looking for 

alternatives.  
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As the mobile banking and mobile payments fields become more 

established, it is apparent that there will only be a small share available for 

IT and telecommunications companies. This niche will further be divided 

up among non-bank companies that have managed to attract a big 

enough user base, such as Google, Apple and PayPal. The odds stacked 

against IT and telecom companies in the MFS market are quite 

overwhelming: they do not enjoy the same level of trust from their 

customers as banks do, they do not have the same service portfolio 

available, they are faced with strict legislation and regulation, and there is 

not enough reward involved to justify the huge financial investments 

required to achieve the network effects that banks and payment providers 

already have.  

From the banks’ point of view, one formidable challenge is keeping up with 

the rapidly changing mobile landscape, in order to be present there where 

their customers are. It may be a viable option for banks to partner up with 

IT and telecom companies in order to gain access to larger customer 

segments through different mobile platforms, ecosystems and networks. 

Another challenge facing banks is that partnering up with non-bank 

companies must be done in a way that complies with legislation and 

regulatory requirements. Confronting these issues in Finland has led to 

MFS becoming the new means of service power. This has pushed banks 

to make the most visible change to their present day existence by 

reducing the amount of branch offices they have. In addition to their 

reduction, the role of branch offices has transformed into one of 

consultation and sales power. 

Banks seem set to dominate the future of mobile banking and mobile 

payments, unless non-bank players can come up with vastly superior 

services. Even then, end users must overcome the switching costs 

associated with adopting a new technology, service model and/or service 

provider. The possibility of a non-bank company overcoming these 

obstacles may seem remote but is not entirely unfathomable.  
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Even though non-bank players may not have the upper-hand in MFS right 

now, they are gaining valuable experience from offering them. If banks get 

too comfortable with their present dominant market position, do not 

actively respond to technological change as well as a constantly evolving 

market, and make the mistake of not playing a central role in the new 

value chains of mobile financial services, they run the risk of being 

surpassed and marginalized by non-bank players. Even so, regardless of 

this risk, banks have an excellent starting position in the MFS market in 

Finland, and the only real way for non-bank players to get a share of the 

market is to work with banks and not against them. 

 

7.3 Limitations of the Study 

Aside from the topic and research questions, the conducted research 

contains limitations that need to be addressed when analyzing and 

reviewing the results of the study. The limitations concern the validity and 

reliability of the research. Reliability refers to the consistency of the results 

and validity to the study actually examining what it is supposed to (Bryman 

& Bell 2003, 33). The relevancy of these two indicators has, however, 

been questioned in qualitative studies as they are seen to focus too much 

on measuring the object of study. Therefore other indicators are used such 

as credibility, independence, verifiability, authenticity, and generalizability. 

(Bryman & Bell 2003, 288)  

Limitations that affect the listed indicators, in particular the 

generalizability and verifiability of the study arise from the empirical 

study being conducted as a half structured theme interview, which can be 

problematic in a number of ways. Firstly, even though the individuals 

interviewed represent their organization, some of their answers are 

subjective and reflect their own personal experiences. Therefore, all the 

views and opinions expressed by the interviewees do not necessarily 

represent the official stance of their respective organization. 
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Secondly, the results of the interviews are strongly tied to the interaction of 

the interviewer and interviewee. As a result, there exists the possibility that 

the interviewer has unknowingly affected some of the interview responses. 

The likeliness of this is diminished, however, due to the interviewees being 

experts in their own field. Thirdly, the function and organizational position 

of each person interviewed differed from one another. This likely affected 

the interview results, because each interviewee was more inclined to 

concentrate on their own area of expertise.  

In terms of independence and credibility, it has been a central aim of the 

researcher to remain unbiased and independent when conducting the 

study. It should, however, be noted that the researcher has worked at 

Nordea for several years, which is one the companies featured in this 

study. His past assignments have not been involved in mobile financial 

services, which is why the research can be seen as being objective. 

The issue of authenticity can be examined by the impartiality of the study, 

does it fairly represent all the featured interest groups. It is worth noting 

that, even though an equal amount of companies are examined from both 

the banking as well as IT and telecom industries, the conducted interviews 

number four to two in favor of banks. The reason being is that the 

researcher was unable to obtain an interview from Google, and at Nordea 

the responsibilities concerning mobile banking and mobile payments were 

divided between two people. Understandably, this may have an effect on 

the authenticity of the study even though the researcher made a conscious 

effort to fairly examine both interest groups. 

Taking in to account the documented results, drawn conclusions, and 

noted limitations, the researcher believes that the study has been 

successful in its objective. 
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7.4 Suggestions for further study 

An interesting research topic would be to examine exclusively the 

security aspect of MFS, the one-factor versus two-factor security 

solution. A critical aspect in mobile financial services is the security 

element and the party that supplies it will have a strong standing in the 

entire MFS value chain. 

Studying the use of NFC technology in financial services and how this 

effects the way consumers and service providers behave. As this thesis 

has described, NFC is a technology with a large and diverse value chain 

that could provide a host of different possibilities with banking, payments, 

and other financial services. Focusing on the technology’s applications 

could give an idea of what banking and payments services will look like in 

the future. 

Further examining the effect of non-bank OTT players on the MFS 

market. A worthwhile topic of research would be to expand the focus of 

this thesis to other non-bank OTT-players, e.g. Apple and Amazon, in 

order to verify and build upon the presented results and conclusions.  
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APPENDICES 

Appendix 1. Mobile Banking and Mobile Payments Service Channel and Service Offering 



 
 

 

Appendix 2. Interview questions (English) 

Mobile banking services in general  

1. How does the company define mobile banking services (mobile banking, mobile 
payments, mobile money)? 

2. What kind of view does the company have about mobile banking services and the 
benefits they bring? In other words, why does the company offer mobile banking 
services? 

3. What are the current and predicted trends that will have an impact on the development 
of the mobile banking market? 

Mobile banking services in the company 

1. What services does the company offer via mobile banking? What other services could 
be included in it? 

2. Are mobile banking services intended to support or replace other banking services 
offered by the company? 

3. What are the main technical solutions that the company’s mobile banking services are 
built upon, e.g. SMS, NFC, apps and Cloud Services…? 

4. Through which mobile devices and operating systems does the company offer mobile 
banking services, e.g. Android, iPhone, Windows…? 

5. What is the basis for these decisions? 
6. What kind of mobile banking value chain does the company have and what 

participants are a part of it? 
7. In what way do law and regulations affect the mobile banking services offered by the 

company and its affiliates? 
8. How are conflicts of interest solved between the different parties of the company’s 

mobile banking value chain? 
9. Who controls the customer data of mobile banking users? 
10. In addition to (or instead of) the company’s own mobile banking services, could it 

operate as a part of another company’s (or companies’) mobile banking service? 
11. How have the company’s customers reacted to its mobile banking services? 

Pros and cons 

1. What kinds of problems / possibilities does the company see in mobile banking 
services? 

2. Some of the most central problems of mobile banking services are: the right to 
privacy, security, the obscurity of mobile banking services among consumers and 
several competing technical solutions and service models. How has the company 
resolved these issues? 

3. When balancing the pros and cons of mobile banking services, which weighs more? 

Mobile banking services in Finland 

1. How does the company see the mobile banking market in Finland – present and 
future? 

2. How does the success of mobile banking services abroad affect the company’s 
strategy and operations in Finland? 

3. Who are the company’s worst rivals in the Finnish mobile banking market – domestic 
or foreign? IT and telecoms or banks? 

4. What view does the company have on how the Finnish bank and finance sector will 
change due to mobile banking services? 

5. What is the role of non-bank companies amongst this change, e.g. Google, Nokia, 
and Ericsson?  

6. Any other comments about mobile banking services? 



 
 

 

Appendix 3. Interview questions (Finnish) 

Mobiilipankkipalvelut yleisesti 

1. Miten yhtiö määrittelee mobiilipankkipalvelut (mobile banking, mobile payments, 
mobile money)? 

2. Mikä on yhtiön näkemys mobiilipankkipalveluista ja niiden tuomasta lisäarvosta? Ts. 
miksi yhtiö tarjoaa niitä? 

3. Mitkä ovat nykyiset ja odotettavissa olevat trendit, mitkä vaikuttavat 
mobiilipankkimarkkinoiden kehitykseen? 

Mobiilipankkipalvelut yhtiössä  

1. Mitä palveluita yhtiön mobiilipankkipalvelut pitävät sisällään? Mitä muita palveluita 
siihen voisi sisällyttää? 

2. Onko mobiilipankkipalvelut tarkoitettu tukemaan vai korvaamaan yhtiön muita 

pankkipalveluita? 

3. Mihin keskeisiin teknisiin ratkaisuihin yrityksen mobiilipankkipalvelut rakentuvat, esim. 

SMS, NFC, apps ja Cloud Services…? 

4. Minkä mobiililaitteiden ja käyttöjärjestelmien kautta yhtiö tarjoaa 
mobiilipankkipalveluita, esim. Android, iPhone, Windows…? 

5. Mihin yhtiö perustaa em. päätökset? 

6. Minkälainen mobiilipankkipalveluiden arvoketju yhtiöllä on ja mitkä toimijat kuuluvat 
siihen? 

7. Millä tavoin laki ja säännökset vaikuttavat yhtiön sekä sen yhteistyökumppaneiden 

tarjoamiin mobiilipankkipalveluihin? 

8. Miten erimielisyydet ja eturistiriidat ratkotaan yhtiön mobiilipankkisidosryhmien välillä? 
9. Kuka kontrolloi mobiilipankkipalveluiden käyttäjien asiakastietoja? 
10. Omien mobiilipankkipalveluiden lisäksi / sijasta voisiko yhtiö toimia osana jonkin 

toisen yhtiön / yhteenliittymän mobiilipankkipalvelua? 
11. Kuinka yhtiön asiakkaat ovat ottaneet vastaan mobiilipankkipalvelut?  

Hyödyt ja haitat 

1. Millaisia ongelmia / mahdollisuuksia yhtiö näkee mobiilipankkipalveluissa? 
2. Eräitä mobiilipankkipalveluiden keskeisiä ongelmia ovat: yksityisyyden suoja, 

tietoturva, palvelun tuntemattomuus kuluttajien keskuudessa ja lukuisat keskenään 
kilpailevat tekniset ratkaisut sekä toimintamallit. Miten yhtiö on ratkaissut / ratkaisisi 
nämä asiat? 

3. Kun punnitaan mobiilipankkipalveluiden hyötyjä ja haittoja, kumpi painaa enemmän? 

Mobiilipankkipalvelut Suomessa 

1. Miten yritys näkee mobiilipankkimarkkinat Suomessa – nykyhetki ja tulevaisuus? 
2. Miten yhtiön kokemukset ja odotukset mobiilipankkipalveluiden menestyksestä 

ulkomailla vaikuttaa sen mobiilipankkipalveluiden strategiaan ja toimintaan 

Suomessa? 

3. Mitkä toimijat ovat yrityksen pahimmat kilpailijat mobiilipankkimarkkinoilla Suomessa 

– kotimaiset vai ulkomaiset? IT ja teleoperaattorit vai pankit? 

4. Mikä on yhtiön näkemys siitä, miten Suomen pankki- ja rahoitussektori muuttuvat 

mobiilipankkipalveluiden myötä?  

5. Minkälainen rooli ei-pankkiyhtiöillä on tässä muutoksessa, esim. Google, Nokia, 

Ericsson? 

6. Muita kommentteja mobiilipankkipalveluista Suomessa? 


