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Todays focus 

 

UK Ecosystem –  

Daily Transactions:   

Banking  
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We’ll cover 

1. In market experience - MobileID and BankID  (Nordics)  Janne 

2. UK Banking and Mobile linkage      Sharon 

3. “I'm in control”, what the end-user wants    Colin  

 

4. Table breakout  

a. what shape should AssureUK take for banks and mobile operators? 

b. What are the benefits of a central exchange vs. sector-specific exchange vs. 

bi-lateral data interchange agreements?  

c. What is the best next step? 

5. Rapid fire feedback      All 

 

6. AssureUK progress and forward plan    Andy 

7. Networking, cakes and tea     Lounge 
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We’ll cover 

1. In market experience - MobileID and BankID  (Nordics)  Janne 



© GSMA 2014 

Views on Mobile ID in Banking 

24th March 2014, Janne Jutila, GSMA Personal Data 
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Re-thinking identity – Moving from industry silos to customer’s view of world  

 

 

Single identity for user 

Commerce, 

Couponing, Loyalty 

Ticketing 

Advertising 
Automotive Health 

Smart City 

Mobile Platform 

Payments 

Content 

Community 

Banks OEMs 
Online 

players 
Operators 

Industries are here! How do we get here? 



© GSMA 2014 

Personal Data 

There are many mobile technologies available that deliver 

authentication at different LOA’s1 

1 Levels of Assurance based on ISO/IEC 29115 Clause 6 
2 Generation of a One-Time-Password on the SIM or an application running in the handset 
3 SIM PIN + wPKI 

MSISDN + PIN 
entered on tablet/PC 

Seamless login  
(via mobile network) 

SMS-pushed OTP Handset-
generated OTP2 

SIM-generated 
OTP2 

SIM ‘Click OK’ 

SIM ‘Enter PIN’ 

SIM Mobile 
signature3 

MSISDN + PIN 
entered via handset 

app 

USSD ‘Click OK’ 

Level 1 - Low Level 2 - Medium Level 3 - High Level 4 – Very High 
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Why are these small Nordic countries interesting in Mobile ID? 

-Leaders in online & mobile rankings, well-established ecosystems, different market models  
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Priority Banking Use Cases – Online Access  

 Increasing the security of online banking is a priority for banks themselves, and for their customers 

 The traditional username and password is too weak, and TAN hardware tokens are extremely expensive, difficult 

to use and easily lost  

 Mobile signature services can provide materially higher levels of security, for lower cost, with substantially greater 

levels of usability  

 Services have been successfully deployed against such use cases in Turkey, Finland, Estonia, Norway, Sweden 

and elsewhere 

Source – AK Bank / Turkcell (service live) 
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Priority Banking Use Cases – Transaction Auth 

 The use of online banking on a PC, supported by mobile signature on the handset, arguably represents the optimal use case from a 

security perspective: the authentication presented here is inherently multifactor, and if architected carefully, can be highly resistant to 

man-in-the-middle and man-in-the-phone attacks; it is also resistant to keystroke loggers and similar, since the login credential is 

presented via the mobile phone, not the personal computer  

HSBC Secure Payment

You have requested a transfer of funds between your Premium
Reserve Account (145683312) and your Advanced Current 
Account (131598334). The transfer amount is £1,000. The fee for 
this transfer is £0. 

This instruction shall at all times be governed by - 

Terms and Conditions for HSBC 

© Copyright. The Hong Kong Shanghai Banking Corporation Ltd. 2004 - 2013. All rights reserved. 

Privacy and Security - Terms of Use - Hyperlink Policy

Continue Cancel
To proceed, and sign a transfer instruction, please 

click Continue. 

Saf ar i File Edit View Window Thu 12:34 PM

HSBC Signature Request
I agree that I wish to transfer the sum of 

£1,000 from my Premium Reserve Account 

(145683312) to my Advanced Current Account 

(131598334). 

Sign Cancel

Q W E R T Y U I O P

A S D F G H J K L

Z X C V B N M

space.?123 return

Signature PIN Code

I agree to the transfer details above. Please tick this box to indicate that you agree to the transfer

details set out above. 
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Ecommerce Site 

Saf ar i File Edit View Window Thu 12:34 PM

ECommerce Purchase 
Please enter your mobile signature PIN 

number below and click sign in order to 

confirm and sign your Sling Bag purchase for 

$45.00.

Sign Cancel

Q W E R T Y U I O P

A S D F G H J K L

Z X C V B N M

space.?123 return

Signature PIN Code

To confirm your purchase,

please click Continue below, 

and enter your mobile signature

PIN code on your mobile device

Continue Cancel

Priority Retail Use Cases – Online Transactions 

 Mobile signature can add substantial security to online commerce – in the majority of cases, ecommerce sites are protected only by 

username and password credentials, which are weak, and readily stolen or guessed  

 Mobile signature adds not only an additional factor, but also serves to reassure both buyer and seller that the transaction has a clear 

status in law, with clearly articulated rights and obligations known to both parties  



Mobile ID in Finland 
Electronic ID on the phone SIM card 

25.3.2014 Elisa Varmenne Palveluntarjoajille 13 

Seamless eServices ecosystem from operators – authentication, 

authorization, payment approval 

Mobile ID - tool for convenient 

and secure eTransactions 

• GSM number  + Mobile ID PIN-code 

• Same user-experience across all channels 

and services: web, mobile, phone call 

• Clear roles between players 

• Simple, transparent business model 

Common service from          

leading Finnish operators 

• Strong authentication according to the law 

• ”Trust network” between operators 

• Single agreement and integration to reach 

all users 

• Mobile ID registration with home operator 

(operator store, internet with Bank ID) 
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Banks using Mobile ID as easiest (and safest) way to 

log-in in to your Internet Bank 
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X-Road was launched in 2001 

Example Ecosystem - Estonian Information System 
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 Mobile Bank ID in Norway 
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 Mobile Bank ID in Norway showing great user  
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Different layouts 

no uniform Mobile BankID 

design across different websites 

Problems using the service abroad 
minority have experienced minor problems 

 especially US 

Tedious processes  

Crashes 
authorisation process stops  

occasionally and has to be restarted  

Screen lock 

interrupting authentication process  

Entering a wrong code 
without realising they are inputting 

Speed 
Small delay between authorisation  

and screen change  

‘It's slow. I use Scandiabank and there it's still 

quicker to choose your password on SMS so I 

swap between the two.’ 

‘I have had quite a few crashes with it, with mobile and 

that service, it's clumsy, if you put the wrong code in 3 

times it closes it down.’ 

‘To pay bills you do it once, then do it again, put 

code in twice, that's a bit irritating. You shouldn’t 

have to sign again, you have to sign a number of 

times.’ 

‘It wouldn’t work so I had to restart the 

service when I got back to Norway’.‘ 

There are minor user issues with the Mobile BankID 

usability, but none grave enough to stop usage 

Only 60% in quant satisfied with speed  

77% in quant feel the service is consistent across websites 

79% in quant feel the service always does what they want 



Majority discovered service when logging onto their online 

banking 
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Source: Mobile BankID Norway Study 

Base: All Respondents (903) 

0 

0 

0 

0 

1% 

1% 

2% 

3% 

4% 

5% 

6% 

8% 

10% 

47% 

52% 

Saw an advertisement in the cinema

Saw an advertisement outside of my home (e.g. billboard, poster etc.)

Watched videos on social networking sites (e.g. YouTube)

Learned about it at my mobile operator’s retail store 

Heard it advertised on the radio

Read posts on social networking sites (e.g. Twitter, Facebook)

Saw it advertised in newspapers, magazines etc.

Heard about it from a my mobile operator’s E customer services. representative 

Received an SMS with information

Saw it advertised on my mobile operator’s website 

Saw it advertised on TV

Heard about it from friends or family member

Saw it advertised online

Saw it as an option to login to my online bank

Saw it advertised on my bank’s website  

Service Discovery 
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Four reasons why MNO’s and banks are natural partners in Mobile ID 

Secure ID registration and fast scaling to 

whole customer base1 

1) User = ID subscriber = customer; SP = Service Provider = Relying party = ”merchant” 

Trustworthy & locally regulated Unparalled convenience combined with high 

security and user control 

Multi-channel customer service & local support for 

all consumption devices 

  
Pre-populating 

NFC/ID SIM’s 

ID proofing with 

existing ID’s and/or 

physically 

Service discovery as 

part of online banking 

experience 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=-tLm7VsABfxDwM&tbnid=7sCOqbQ636MK8M:&ved=0CAUQjRw&url=http://thornhillcapital.info/north-america/the-origin-of-the-handshake&ei=CJtOUqqPHMHaswbklYHoBQ&psig=AFQjCNE5EeHObR90QnM_w6z2DCjDaxb17g&ust=1380969583019666


© GSMA 2014 

Thank you  

Janne Jutila, GSMA Personal Data 
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We’ll cover 

1. In market experience - MobileID and BankID  (Nordics)  Janne 

2. UK Banking and Mobile linkage      Sharon 



Only main title  

in this area 

Main content  

area 

No content in this 

logo 'exclusion' 

zone 
  

The existing LINK between MNOs & Banks 

 

 

 
Sharon Hetherington 



Only main title  

in this area 

Main content  

area 

No content in this 

logo 'exclusion' 

zone 
  24 

Why am I here? 

 

Overview of VocaLink’s position in the UK’s financial services market and 

our link to the UK’s Mobile Network Operators 

 

How we are currently evolving this capability 

 

To promote thinking of how this technical asset can be re-used 

  



Only main title  

in this area 

Main content  

area 

No content in this 

logo 'exclusion' 

zone 
  25 
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Technology 

Vendors 

Market Forces 

Technology enabling change: 

•Smartphones  

•Virtual Wallets 

Consumer demand for 

convenience – fast, 

simple, anywhere, 

anytime…. Plus secure, 

and private 

• Banks adding new 

functionality 

• Valuable KYC 

capabilities 

• Maintaining control of 

payments 

Market changes 

generating new payment 

options for Service 

Providers  

 

Payment Channels 



Only main title  

in this area 

Main content  

area 

No content in this 

logo 'exclusion' 

zone 
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Existing Secure & Trusted Connections 

http://www.arkea.com/
http://www.payzone.co.uk/pages/partners/atm-management.php


Only main title  

in this area 

Main content  

area 

No content in this 

logo 'exclusion' 

zone 
  27 

Re:Load 

Bank 

Retail 

Brings together Banks, 

Retail Payment Networks  

and prepay vendors to 

deliver stored value reload 

services to consumers 



Only main title  

in this area 

Main content  

area 

No content in this 

logo 'exclusion' 

zone 
  28 

 Supporting prepay markets for over 12 years… 

VocaLink Re:Load  Service 

Mobile banking 
Internet banking 

ATM  

10 Mobile 

Network 

Operators 

1 Mobile 

Banking App 

Provider 

17  

UK Banks 



Internal    

•Launched in 2002 

 

•Bank card + PIN + MNO + mobile number  

 

•Real-time funds authorisation – pay first 

mechanism 

 

•80% ATMs UK offer airtime Top-up 

 

•90% Cards UK support airtime Top-Up 

 

•Processing 8 million transaction per annum, 

value of £96 million 

 

Evolved from the ATM Service 



Internal    

Extending into Online and Mobile Banking 

Channels 



Internal    

Solution Overview 

• Requests funds authorisation from the Card 

Issuer 

 

• Requests top-up from MNO 

 

• Calculates fees due from the MNO 

• LINK Member Network 

Connectivity 

 

• Transaction switch 

 

• Controls 

settlement/payment 

. 

• Top-up authorisation 

 

Internet/ 

Mobile  

Banking 

VocaLink 

ATM 

switch 

VocaLink 

Re:Load 

system 

LIS5  

interface 

MNO 

message 

interface 

XML  

interface 

ATM 

LIS5  

interface 

Others 

XML  

interface 

LIS5  

interface 

MNO 

MNO 

MNO 



Only main title  

in this area 

Main content  

area 

No content in this 

logo 'exclusion' 

zone 
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Internal    

Assets  

Connectivity to 31 UK’s Banks 

 

 

 

Connectivity to 2 Retailer Payment Networks – 

Paypoint and Post Office 

 

 

 

Connectivity to 10 Mobile Network Operators 

 

 

Secure transaction switching and payment 

processing  

 

 

ATM, Retail,  Internet and Mobile Banking 

Channels 

 

 

Processing data LINK, Faster 

Payments, BACS and Mobile 

P2P Proxy Database 

Single point of convergence 

Interoperable assets 

Extendable message standard  

 

 

 

 

 



Only main title  

in this area 

Main content  

area 

No content in this 

logo 'exclusion' 

zone 
  33 
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We’ll cover 

1. In market experience - MobileID and BankID  (Nordics)  Janne 

2. UK Banking and Mobile linkage      Sharon 

3. “I'm in control”, what the end-user wants    Colin  

 

 



 

THE CONSUMER PERSPECTIVE 
@COLINSTRONG 

 



Big Data can tell us a lot about ourselves: 

Disciplines are revolutionized by the development 

of novel tools: the telescope for astronomers, the 

microscope for biologists, the particle accelerator 

for physicists, and brain imaging for cognitive 

psychologists. [Big Data is] a high-powered lens 

into the details of human behavior and social 

interaction that may prove to be equally 

transformative.  

 

Scott Golder 



We are seeing a sharp rise in consumer interest and 

take-up of privacy related products and services: 



And there is huge, adverse consumer reaction to 

perceived breaches of privacy 



We are seeing the way in which personal data is 

used becoming a source of differentiation for brands: 

69% 

 Find it creepy the way 

that some companies 

use information about 

me 

GfK 2013 

90% 

 Prefer to do business with 

companies that respect 

my privacy 

GfK 2014 



On-line advertising,  the fundamental business model 

for the Internet is facing problems: 

39% 

 Take steps to block 

online advertising 

GfK 2014 

+30% 

 Would block online 

advertising if it was easy 

to do so 

GfK 2014 



Implicit assumption of a linear relationship between 

personalisation & brand attachment: 

L
e
v
e
l 

o
f 

p
e
rs

o
n

a
li

s
a
ti

o
n

 

Brand attachment 



But our relationship with technology is a complex 

one: 

 Recent study found that humans would follow a robot’s 

orders to perform tasks even when they did not want to 

 

 Under human authority 86% of subjects begrudgingly 

finished their arduous file naming task 

 

 Under robot authority 46% of subjects finished their tasks 

– lower but still a significant proportion 

 

 Reminiscent of Milgram obedience tests 

 

 

 



And the ‘Uncanny Valley’ suggests a complicated 

relationship: 

Chart by Masahiro Mori  

and Karl MacDorman  



Instead of a linear relationship we found evidence of a serious 

drop-off in brand attachment after a certain point: 

B
ra

n
d
 A

tt
a
c
h
m

e
n
t 

A B C D E F G 

Level of Personalisation 



GfK researched how different approach to data sharing 

impact brand perceptions: 

 Wanted to understand if different ways in which 

brands could overcome some of these obstacles 

 

 Shown storyboards featuring online transactions 

 

 Tested impact of giving assurances of company’s 

data policies 

 

 Some no mention, others had explicit 

assurances 

 

 Tested in branded and unbranded contexts 

 

 



Consumer willingness to share information: 

+5% 

 Improvement in the 

likelihood of sharing 

information as a result 

of brand being 

specified 

Ctrl Shift 2014 

+12% 

 Improvement in the 

likelihood of sharing 

information when given 

assurances on data 

policies 

Ctrl Shift 2014 

-34% 

 Decline in the likelihood of 

sharing information when 

reminded of dangers of 

information sharing  

Ctrl Shift 2014 



Nudging privacy:  Behavioural science provides insights 

into nuances of consumer behaviour around personal data 

Availability  

heuristic 

 

Risk assessment is 

influenced by 

information which is 

ready to hand 

 

‘Over assurances’  

created fall-off in 

willingness to share 

data 

 

Ctrl Shift 2014 

Control  

paradox 
 

 

 

The illusion of greater 

control leads people 

to over-report  

 

Fine controls on social 

networks led 

consumers to share 

more sensitive 

information with 

larger, audiences 

 

GfK 2013 

 

 

Coherent  

arbitrariness 

When uncertain we 

will frame our 

response based on 

behaviour of others 

 

When consumers 

reminded of dangers 

of indiscriminate 

sharing they perceive 

the brand more 

negatively 

 

Ctrl Shift 2014 

 

 

 

 



There is no one size fits all in attitudes to the use of 

personal data: 

Enthusiasts 

Negative 

perception 

Positive 

perception 

Considered 

effective 

Trust seekers 

Sceptics 

Considered 

ineffective 

Suspicious 

Conditionals 



There is an appetite for greater engagement: 

83% 

 Would like to know 

more about the 

information that 

companies hold on 

me 

GfK 2014 

86% 

 Would like greater control 

over what personal data 

companies hold on me 

GfK 2014 

77% 

 Would provide companies 

with more information if I 

could be sure they were 

not going to share it with 

anyone else unless I gave 

explicit permission  

GfK 2014 



Consumers are typically willing to consider 

volunteering more personal data if the value 

exchange is right:  

71% 

63% 
60% 59% 

57% 56% 
54% 

44% 

Helped me to
save money

Helped me to
save time

Received a
service that was

tailored to my
needs

Helped to give
me a better
quality of life

Was offered more
products and
services that

really did meet
my needs

Helped me to
make better
decisions

Received a better
quality service as

a result

Help improve
other peoples'

lines

Basis on which would be willing to  
volunteer more personal information to brands 



This willingness to share data in return for genuine 

value is fuelling the personal data economy: 



A call for new thinking: 

 Consumer behaviour around personal data is complex 

and multi-faceted  

 

 Challenge is to understand how to engage with 

consumers in a way that enhances rather than detracts 

from the brand 

 

 Balancing act between providing transparency & control 

but also mindful of the pitfalls of consumer decision 

making in this area 

 

 Attitudes are rapidly changing so more ongoing tracking is 

needed of changing consumer attitudes & behaviours 
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We’ll cover 

1. In market experience - MobileID and BankID  (Nordics)  Janne 

2. UK Banking and Mobile linkage      Sharon 

3. “I'm in control”, what the end-user wants    Colin  

 

4. Table breakout  

a. What shape should AssureUK take for banks and mobile operators? 

b. What are the benefits of a central exchange vs. sector-specific exchange vs. 

bi-lateral data interchange agreements?  

c. What is the best next step? 

5. Rapid fire feedback      All 

 



54 

We’ll cover 

1. In market experience - MobileID and BankID  (Nordics)  Janne 

2. UK Banking and Mobile linkage      Sharon 

3. “I'm in control”, what the end-user wants    Colin  

 

4. Table breakout  

a. What shape should AssureUK take for banks and mobile operators? 

b. What are the benefits of a central exchange vs. sector-specific exchange vs. 

bi-lateral data interchange agreements?  

c. What is the best next step? 

5. Rapid fire feedback      All 

 



55 

We’ll cover 

1. In market experience - MobileID and BankID  (Nordics)  Janne 

2. UK Banking and Mobile linkage      Sharon 

3. “I'm in control”, what the end-user wants    Colin  

 

4. Table breakout  

a. what shape should AssureUK take for banks and mobile operators? 

b. What are the benefits of a central exchange vs. sector-specific exchange vs. 

bi-lateral data interchange agreements?  

c. What is the best next step? 

5. Rapid fire feedback      All 

 

6. AssureUK progress and forward plan     
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    When   

Pilot Sponsor Dev Launch 

Age Verification Ticketing Verizon/Miicard Done Available 

Use Case: Comic Relief  Gift Aid Verizon/Piran Now tbc 

Express Account Transfer  SecureKey 
In 

discussion 

As soon 

as 

needed 

Mobile ID Federated Login SecureKey Feb June 

m-Banking passcode re-set using 

biometric authentication 
The Human Chain Feb June 

Verified SIM Card Avoco Secure May Sept 

m-Commerce Low and High Value 

Authentication  
The Human Chain May Sept 

AssureUK Pipeline 



+ 

 

Passcode Reset Pilot 2014 

From The Human Chain 
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Passcode Reset Pilot – What is it? 

 Purpose of  Trial  

 Automate mobile banking, contactless payment or MAV app passcode re-set process by using 

strong mobile biometric authentication mechanisms, reducing complexity, costs and improving 

security and convenience 

 How does it work? 

 Customer clicks to initiate passcode re-set in mobile banking app, which initiates the re-set process 

 Seamlessly the Mobile Adaptive Authentication Manager (MAAM) screen opens and user is 

prompted to use either biometric (voice or facial recognition) authentication to identify themselves 

 Authentication data is authenticated by the MAAM processes and sent to the bank, which initiates a 

secure reset script, which then in app connects to the Visa Mobile Gateway (VMG) which prompts 

the end user to choose a new passcode 

 User completes re-set process and resumes full mobile banking app functionality   

 Benefits 

 Reduce complexity, substantially reduce costs and greatly improve the mobile banking password 

re-set user experience by automating the process using the Visa Mobile Gateway (VMG) 

 Improve security by using strong mobile biometric authentication mechanisms 

 Provides all pilot participants with unrivalled knowledge/expertise and first mover advantage in mID 

58 
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User Journey – Pilot  

59 
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Passcode Reset – Work so far  

 Part of GSMA/OIX Assure UK Programme 

 Passcode Pilot already selected for 2014 pilot programme  

 Agreed support from GSMA, Open Identity Exchange (OIX) 

and Cabinet Office (IDAP Programme)  

 Partners 

 Payment Scheme – Visa  

 Issuer – tbc  

 Biometric Partner – Nuance  

 Identity Providers – UK Government accredited providers – 

Post Office, Verizon, Experian, Mydex & Digidentity  

 App and SDK Provider – Helixion   

 Technology Framework (MAAM) – The Human Chain 

 MNO – UK MNOs 

 Timeline 

 Q1 2014 – Ramp Up   

 Q2-Q3 2014 – Pilot 

 Work still to do 

 Formal engagement with issuing bank  

 Finalise pilot scope and deliverables 

60 
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MAAM Contact 

Tim Jefferson 
 

The Human Chain Limited 
Magdalen Centre 

The Oxford Science Park 

Oxford 

OX4 4GA 

United Kingdom 

 
Mob: +44 7836 660 419 

Tel:   +44 1865 784 386 

Fax:  +44 1865 784 387 

 

E-mail: timj@thehumanchain.com 

Web: http://www.thehumanchain.com 
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mailto:timj@thehumanchain.com
http://www.thehumanchain.com/


Copyright Avoco Secure Ltd 2014

Using a verified identity 



Copyright Avoco Secure Ltd 2014 

 Worked with government agency, DBCDE in 
Australia 

 Large degree of fraudulent activity using pre-paid 
SIM cards 

 Reduce fraud by registering SIM card only if 
verified 

 In Australia used DVS system for online 
verification 

 But could use any other verifying data source 



Copyright Avoco Secure Ltd 2014 

 Benefits to the customer,  
  
 Customers go through registration process to achieve: 
◦ A verified identity that can be used to access Telco account and 

any other federated service / company through SSO 
◦ Activation of their SIM card 

  
 Benefits to the business? 

 
 SIM activation only occurs post verification of that 

customer. This means the business has verified address 
details which helps to prevent fraud and allows traceability 
of SIM cards used for criminal activities. 
 



Copyright Avoco Secure Ltd 2014 

The verification process, not only allows that customer to activate their sim but it also has the potential to 
create them an account at the Telco 

 

This account then: 

 

  Creates a relationship between the customer and the Telco 

 

  Allows the customer to use the same identity with other federated services 

 

  Can offer SSO across those federated services 

 

 And by doing so within the context of a wider data services platform (aka Trust Platform) can offer user 
consent models which build greater trust by giving users choices of who they share data with  - 
ultimately this can be used to target marketing at the customer with their consent 

 

  Other services such as user controlled credential management can be offered, which includes the 
ability to add their newly activated mobile number to their authentication options (both in SMS and 
mobile App form) 

 

 The above can be sold as add on services to the basic identity 



Copyright Avoco Secure Ltd 2014 



Copyright Avoco Secure Ltd 2014 

 Currently working with SecureKey and Human 
Chain to reduce duplication of work, align with 
commercial market and support other GSMA 
pilots. 

 Who else is prepared to work on this? 

 Meetings with Telcos underway. 
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We’ve covered 

1. In market experience - MobileID and BankID  (Nordics)  Janne 

2. UK Banking and Mobile linkage      Sharon 

3. “I'm in control”, what the end-user wants    Colin  

 

4. Table breakout  

a. what shape should AssureUK take for banks and mobile operators? 

b. What are the benefits of a central exchange vs. sector-specific exchange vs. 

bi-lateral data interchange agreements?  

c. What is the best next step? 

5. Rapid fire feedback      All 

 

6. AssureUK progress and forward plan    Andy 

7. Commuting 
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GSMA – Personal Data 

Andy Rudd  +44 7860 400 950 

arudd@gsma.com 

 

OIX – UK Lead 

Sue Dawes +44 7786 391 243 

Sue.Dawes@openidentityexchange.org  

mailto:arudd@gsma.com
mailto:Sue.Dawes@openidentityexchange.org


© GSM Association 2014 

Connected Living – mTransport 
Developing enablers for transport solutions in smart cities 

GSMA mTransport  



© GSM Association 2014 

Mobile Technology in Transport  



© GSM Association 2014 

Scope of mTransport 

• Street Lighting 

• CCTV 

• Public Alarms 

• Tourist Info 

• Waste Collection 

• Buses 

• Trains 

• Public Space 

• Parking 

• Tolls 

• Congestion 

• Traffic Lights 

• CCTV 

• Road 

• Rail 

• Air 

• Sea 

Public 
Transport 

Traffic 
Management 

Environment 
& Public 
Safety 

Advertising 



© GSM Association 2014 

Global Revenue for M2M in Smart Cities and Transport 2012-

2022 source: Machina 



© GSM Association 2014 

Smart Cities market opportunity by 2020 

 337  

 14  

 84  

 38  

 29  

 15  

Connections Addressable Revenue (EUR)

Public Transport, environment, public safety
Intelligent Buildings
Energy and Utilities

450mln 67bn 

Service categories 

Wireless WAN connections (2G, 3G, 4G) and Mobile addressable revenue (USD) 

Smart city mobile opportunity of USD 67bn by 2020 

Source: Machina, Utilities and Smart Cities reports 

• Public space advertising  
• Environment and public safety 
• Public transport 
• Traffic management 

• Building automation 
• LAN equipment 
• Micro-generation 
• Security 

• Electric vehicle charging 
• Smart metering 

≈monthly ARPU 

≈ 36 

≈ 28 

≈ 3 
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A central Horizontal Platform is required to manage Operations 
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eCall – European Union  

 Mandatory in 32 countries 

 All new model passenger 

vehicles from Sept 2015 

must be fitted for eCall 

 Currently 0.4% of vehicles 

are equipped  

 By 2025 its expected 100% 

compliance 

 Emergency Service Only 

 Opportunity to provide other 

Value Added Services  

 PSOP needs to be 

implemented nationally in all 

countries  
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SIM RAV( DENATRAN 245) - Brazil  

 Mandatory tracking for 

every private and 

commercial vehicle 

 25 Million Vehicles 

expected to be fitted by 

2015 

 Complex structure of 

service providers and 

services 

 Strict Data privacy laws 
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ERA Glonass - Russia 

Implementation started in 2013 and phased for completion in 2015 and will save  

8 Billion Rubles in Government costs  annually when fully deployed 
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Others 

e.g. Retailer 
Mobile 

Operator 
Customer 

Transport 

Operators 

Information 

Services 
(external) 

Role of Mobile in the Transport Value Chain 

Opportunity for 

Transport 

Operators to give 

mobile customers 

a better 

experience 

Case depends on 

local factors and 

on relevance of 

charge-to-bill and 

micropayments 

business 

Opportunity for 

Mobile Operators 

to add more 

value, and earn 

more 

Build on 

infrastructure as 

it takes shape 

Commercial 

innovation 
Synergies and 

deals 

Loyalty and 

offers 

Integrated 

wallet 

Ticket 

or credential 

over the air 

Reduced fraud 

Reduced costs 

over the air 

Better journey 

information 

Ticket received & 

managed when 

mobile 

Journey-relevant 

travel info 

Secure over the 

air management 

Credential 

issued with 

SIM 

Top-up 

on the move 

View with App 

Reduced 

distribution cost 

Pay on bill; 

micropayment 

Provide SIM 

Mobile 

Information 

‘New in town’ 

Image and 

customer relations 

Planning 
Play for 

ticket 

Alerts via social 

network 

W W W 

‘New in town’ 
Social network 

presence 

Mobile 

connectivity 
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Case Study : Mobile Ticket in Russia 

 Totally free of charge ‐ no 

entry fee, no additional 

payments, free SIM‐card 

 Easy activation – just put 

SIM‐card in your handset 

and reply via SMS 

 Ticket’s price 

automatically charged 

from your mobile account 

when you tap special 

readers in the 

underground and buses 

 Discounts – trips paid by 

“Mobile ticket” cost less 

than trips paid by cash 

NOVOSIBIRSK 

KAZAN 
• 26 June 2013, “Mobile ticket” was launched by all Russian MNOs 

• Service is available for ALL MNOs customers in region 
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Apps for Events – a success story 

 Plan your total 

journey before 

you leave 

   

 Make the right 

decisions to 

get the best 

experience 

 

 Customise to 

your interests 

 

 Opportunity to 

use Big Data 

to enhance 

and improve 

efficiency •Best 
Route 

•Parking 
Car 

•Pre-paid 
tciket 

•Best and 
Fastest  

Train 
•Delays 

•Fastest 
Route 

Metro 
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Integrated Public Transport Systems for Mobile Users 

 Integrated Transit System 

– Bus , Train, Taxi  

 Mobile Enabled Features 

– Route Schedules, Stop Schedules, Landmarks, Stop Finder, Real-Time Map 

 Implemented in over 50 Cities 
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Key Features of Digital- age Transportation Systems 

User Centered 

Integrated 

Ubiquitous Connectivity  

Public-Private Collaboration 

Dynamic Pricing 
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Transport in Smart Cities – Latest GSMA’s publications 

Published 
17 Feb 
2014 

http://www.forumvirium.fi/en
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Any other business 
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2014 Meeting Dates – Venue: GSMA 

 Monday 24th March 2014  14.00 – 17.00 

      Focus: Daily Banking transactions 
 

 Thursday 19th June, 2014  14.00 – 17.00 

      Focus: Daily Retail transactions 

 High Street, Online and Petrol forecourts 
 

 Thursday 25th September 2014  14.00 – 17.00 

      Focus:  Monthly, seasonal or annual transactions  

  Utilities (metered domestic services) and entertainment ticketing (concerts, sport etc) 

  Insurance and Healthcare 
 

 Thursday 11th December 2014  14.00 – 17.00  

      Focus:  AssureUK market reach, sector coverage and co-working 

 What are the next actions that ensure that the customer experience becomes more intuitive and 

convenient (but retains trust and security) 

Register:  oix.mvine.com           sue.dawe@openidentityexchange.org      
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We’ve covered 

1. In market experience - MobileID and BankID  (Nordics)  Janne 

2. UK Banking and Mobile linkage      Sharon 

3. “I'm in control”, what the end-user wants    Colin  

 

4. Table breakout  

a. what shape should AssureUK take for banks and mobile operators? 

b. What are the benefits of a central exchange vs. sector-specific exchange vs. bi-lateral data 

interchange agreements?  

c. What is the best next step? 

5. Rapid fire feedback      All 

 

6. AssureUK progress and forward plan    Andy 

7. Networking, cakes and tea     Lounge 
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GSMA – Personal Data 

Andy Rudd  +44 7860 400 950 

arudd@gsma.com 

 

OIX – UK Lead 

Sue Dawes +44 7786 391 243 

Sue.Dawes@openidentityexchange.org  

mailto:arudd@gsma.com
mailto:Sue.Dawes@openidentityexchange.org

