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M-Commerce

Going Paperless-Creating an 
Integrated Payment 

Ecosystem
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Our M-Commerce Vision
Building the Mobile Payment Opportunity

Our Vision

Enable payments and money 
transfers via the mobile phone for 
our consumers and our partners, 
both in the real and in the online 

world

Our Beliefs

• Mobile has to extend existing 
payment channels, not try to replace 
or change user behaviours

• User experience is everything and 
simplicity rules

• Ecosystems are key and 
collaboration with partners will make 
the difference

• No strategic blueprint exists and trial 
and error may lead the way
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Unique M-Commerce Opportunities in Malaysia

• Touch ‘n Go ePurse 
– 3 m active cards
– 3,000 touch points
– Expanding into retail

• Visa payWave
– 4,000 outlets

• Mastercard Paypass
– 4,000 outlets

• All touch points can be 
leveraged with NFC

Significant 
contactless 

infrastructure

Large migrant 
population

Fast growing online 
transactions

• Large migrant workers base
– Legal: ~1.8 m 
– Illegal: ~1.2 m 

• Top 3 countries
– Indonesia
– Philippines
– Bangladesh

• Mobile base:
– >3 m across all telcos
– ~75% penetration

• ~66% of Malaysians use Internet
– 55% are 26-40 yrs old, 

mainly working adults
– 50% have tried to shop 

• Online purchases: mainly airline 
tickets, travel accommodation, 
financial services & electrical 
goods 

• Larger merchants generally have 
rudimentary online shops

• 80% of consumers go online to 
identify what & where to buy, but 
< 30% complete their purchase 
process online

• 48% pay with credit card, 
followed by funds transfer from 
bank a/c (24%); 11% cash on 
delivery; 10% Paypal 

• Enable customers to pay on 
the go via mobile, with multiple 
payment options 

• Support merchants with limited 
e-commerce presence

• Make it simple and fast for 
migrant workers to remit 
anytime, anywhere, with 
instant delivery

• Take advantage of existing 
contactless infrastructure to 
showcase ease of paying 
via mobile to our consumers
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Payments (including remittance) – While volumes are growing, 
margins in payments are thin and cash accounts for 93% of the 
transactions volume

Source : McKinsey Global Banking Pools dataset
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Technology adoption and new features are reaching a tipping 
point for mass adoption of mobile banking solution

Source : McKinsey Asia PFS Survey, GoogleTrends, Gartner, Yankee Group
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With the advent of technology and consumer acceptance, both 
Banks and Telcos have innovated in mobile financial services

Source : McKinsey & Company
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M-Commerce @ Maxis to date..
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Maxis M-Commerce Pillars

M-Commerce

M-Transfer
• Value proposition

• Instant, “within minutes”

• Competitive fees for 
lower value transactions

• Secure and trustworthy  
= Maxis + Western Union

• Key initiatives
• Mobile remittance with 

WU rollout

• International airtime 
transfer

NFC “FastTap”
• Value proposition

• Speed & convenience of 
contactless payment on the 
mobile (retail, transit)

• Leverages existing payment 
instruments and 
infrastructure (Face 2 Face)

• Key initiatives
• Transit & credit card on the 

mobile

• Bring NFC services to new 
devices (Future)

Remote Payments

• Value proposition
• 1-click to pay, with 

preferred payment 
instrument

• Pay on the go – anytime, 
anywhere (Remotely)

• Key initiatives
• Maxis M-money (wallet)

• Maxis-PayPal 

• Movie Bookings

• Integrated Payments 
(Future)

• “Shopping” (Future)
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Browse 
Mall

M-Payments

EasyFast Secure

Key focus areas
• Maxis PayPal Collaboration

• On-boarding via Maxis channels
• Payment for Maxis services
• Special offers for Maxis consumers

• “Shopping” (mobile & online)
• Marketplace concept for digital and 

physical goods
• Enabler for merchants through 

tools and 3rd party storefront 
development

• “Integrated payment” capability
• Enabler to allow consumers to pay 

for anything via any Maxis channel
• iTunes concept – register once 

then 1-click to pay
Monetization
• Consumer transaction fees for 

services delivered to mobile (e.g. 
movie booking reference)

• Slice of payment provider fees for 
transactions
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Key focus areas
• Transit and retail: expand offering Touch 

‘N Go and Visa payWave to Mastercard 
Paypass and other banks )

• Over the air updates to NFC chip (e.g. 
Touch ‘N Go OTA Reload)

• NFC Read Capabilities (e.g. Content 
discovery via Smart Posters)

• New applications: e.g. building access 

• Prepare to rollout on new NFC devices

Monetization
• Operational fees from application 

providers, e.g., banks for OTA card 
issuance, blocking, etc. 

• Share of TnG OTA reload fees

NFC: FastTap
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Send money home 
with  HOTLINK  +

Key focus areas
• Mobile wallet: stored value a/c (M-

money) for unbanked
• Remittance: collaboration with 

Western Union (>345,000 outlets 
world-wide)

• iShare: focus on awareness &  
penetration of Migrant base

• New services: Hot Tickets for 
remittance & iShare

Monetization
• Remittance: share of service fee 

and forex spread
• iShare: margin in retail pricing for 

international airtime

M-Transfer
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A full-fledged Payment solution can be offered via a Smartphone

Source : Press search, company 
websites

EXAMPLE
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Thankyou


