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Background and Company Performance 

Industry Challenges 

Merits of Mobile Financial Services 

Much like the rapid utilization of the Internet, the penetration of smart phones is perhaps 

one of the greatest market disrupters over the past decade and is causing innovators and 

business decision makers to target it as a new platform for growth. As with many 

emerging markets, Latin America (LatAm) experiences a relatively large unbanked 

population. Frost & Sullivan has observed that 61% of LatAm’s population is unbanked 

and only 52% hold a formal job. Lastly, mobile phone penetration has reached 123% 

throughout LatAm. This creates a strong growth opportunity for mobile financial services 

(MFS) providers since it reaches the unbanked population. 

Some of the major benefits to MFS for service providers are the convenience and security 

it offers subscribers and relatively lower operating expenses (OPEX) for the 

telecommunications (telco) service providers. Telcos are able to reach subscribers much 

easier than banks due to conversion of the client base, existing distribution network of 

agents  and using the smart phone sales to increase the use of MFS. However, MFS are 

not the actual payment processors or a replacement for financial institutions; it is the 

developmental entity that empowers telcos to provide a unified customer experience and 

financial services that subscribers would normally receive from a traditional bank. MFS 

that offer open development architecture with application programming interfaces (APIs) 

for mobile applications make front-end solutions available for a diverse range of platforms 

at a lower production cost. On the back-end, MFS can provide business process 

optimization that further reduces OPEX, and more efficiently runs back office operations. 

Key Challenges that Impact the Mobile Financial Services Industry 

Despite the merits of MFS, certain key challenges stymie the mobile payments ecosystem. 

New technological solutions must always go through a “proving phase” and give users the 

chance to build trust for a new method. Sometimes the issue is simply a matter of 

addressing a generational attitude. Other times it is something more tangible, like 

overcoming insufficient security practices that lead to the compromise of its users’ 

financial assets. Some key challenges MFS providers face in the mobile payments industry 

includes: 

• Misconception: Appeasing the current generation of users who have already grown 

to trust proven methods are hesitant to embrace the newer method of mobile 

payments. While implementing proven security methods may satisfy them, the 

emerging generation of tech-savvy millennials is more accepting of the newer 

payment method. 

• Stagnant ecosystem: The lacking ecosystem for MFS restricts growth. This lack of 



 

BEST PRACTICES RESEARCH 

© Frost & Sullivan 2015 4 “We Accelerate Growth” 

 

 

user adoption discourages merchants from joining a market with an already difficult 

barrier to entry. 

• Regulation: Complying with government regulation is difficult, and astute security 

and auditing practices must be maintained. Payment processors with inadequate 

experience in these practices risk fraudulence and erosion of user trust. 

Solution 

As the ecosystem for mobile payments continues to grow across the globe, MFS providers 

empower telcos to give merchants and users more payment options. The main value 

proposition is a greater degree of convenience and physical security, as the unbanked 

population will no longer need to carry around physical currency. However, security is 

always a legitimate concern in a region that has a cybersecurity problem that continues to 

increase in frequency and complexity annually. Implementing proven security best 

practices while developing an innovative financial platform will give the ecosystem a better 

chance to grow and reach mainstream adoption. 

Visionary Innovation & Performance and Customer Impact of 
Amdocs 

Amdocs is a global mobile financial services (MFS) provider that has over 30 years of 

experience in software development and business process optimization consultation across 

the communications, media, and entertainment industries. Founded in 1980, Amdocs 

works with its clients to simplify and personalize the customer experience, which 

ultimately reduces its client’s OPEX, and drives additional revenue streams via the mobile 

platform. Amdocs has a global workforce of over 22,000 employees across 80 different 

countries, and its regional LatAm support and development center is in Brazil. 

Addressing Unmet Needs and Performance Value 

Amdoc’s solution differentiates itself from other competitors in the mobile space because it 

can provide much more than a payment gateway. Payment gateways are applications that 

simply link a payer identity (verified user) to a banking entity (bank account) or credit 

card. This still requires that the consumer and merchant have access to and association 

with a bank. Amdocs’s platform provides for the underserved population that do not have 

a bank account, leading this staggering 61% of the population to gain more financial 

services to become a participating consumer in the regional economy—i.e., economic 

inclusion. Besides giving the payer more payment options and merchants more potential 

customers, the regional economy grows as the inclusion of more money stimulates it. 

Implementation of Amdoc’s MFS leads to giving consumers additional payment options 

outside of payday loans, potentially breaking a never-ending cycle of indebtedness. With 

intuitive design and intelligent functionality, MFS can be more efficient than traditional 

financial services at a brick-and-mortar bank. For banks who cannot reach their target 
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audience to provide their services, MFS can help them to reach where their physical 

branches cannot. This also saves the banks a significant amount in capital expenses for 

needing to construct and staff local branches. 

Amdoc’s innovative solution is a technological enabler for economic growth in emerging 

markets, allowing consumers to gain access to financial services previously impossible, 

and merchants and banks an opportunity to achieve new revenue streams from a 

previously unserved market segment. 

Implementation of Best Practices and the Customer Purchase Experience 

Amdocs mostly uses the business-to-business (B2B) model, and its clients purchase its 

services as a white-labeled solution. This allows the customer to rebrand the software as 

its own while still being able to leverage the superior design of Amdoc’s software 

development. While B2B applications are most common, Amdoc’s solutions serve a wide 

range of user segments, and can be tailored to a specific MFS application: 

• Business-to-Person: payroll, insurance pay outs, micro-loans 

• Enterprise Business-to-Person: accounting expenses, inventory management 

• Government-to-Person: pension, welfare, social payments  

• Person-to-Person (P2P): international and domestic remittances, college living 

expenses, sibling allowance, family savings  

Amdocs surveyed its clients and identified five factors that consumers want, and believe 

would lead to faster ecosystem growth and greater adoption of MFS: convenience and 

simplicity, stronger security, social influence, incentives from service providers, and cost. 

A stagnant ecosystem is the negative result of the network effect, where not enough 

participants in the market lead to it being of such little perceived value that it discourages 

new participants from entering the ecosystem. Amdocs’s services emphasize cost 

efficiency and integrity to encourage ecosystem growth. Its customization—superior to 

most payment gateway solutions—offers clients more options to create loyalty programs 

that further incentivize its customers. 

Customer Ownership Experience 

Consultation is also a critical part of Amdoc’s MFS services, proving business process 

optimization, and bringing clients into compliance with financial regulations. Amdocs also 

has a vast array of third-party partners to work with for creating the right solution. Since 

fraudulence is such a critical challenge in the payment processing industry, Amdocs has 

worked on a powerful fraud detection engine that performs checks both at the mobile 

platform’s application layer and the network level to prevent the maximum amount of 

fraudulent transactions while also eliminating false positives. This minimizes disruption of 
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services to consumers, while also protecting them—the epitome of unburdening security. 

OffLA Partnership: A Use Case for Preventing Fraudulent Activity 

OffLA is an Israel-based fraud detection firm that partnered with Amdocs for the security 

of its mobile wallet solution. OffLA provides off-line, closed-loop authentication, that works 

at any point-of-sale or P2P scenario. This endpoint security solution analyzes user 

behavior at the device itself, eliminating potential man-in-the-middle attacks. This 

significantly reduces false positives and prevents fraudulent transactions in real time. 

Bottom Line: Recognized Brand Equity 

Amdocs helps over 250 of its clients, across over 2,500 projects, in 80 countries, serve 

over 3 billion subscribers. Amdocs also launched the world’s first digital wallet offered 

through telcos in 2004—GCash—and has facilitated over 50 similar implementations 

worldwide since. In LatAm, Amdoc’s has partnerships with Tier 1 telcos like Telefonica, 

Claro, Oi, TelMex, and TIM. To further expand its support for the LatAm region, Amdocs is 

working to acquire Comverse BSS by October in 20151."Customers should feel assured by 

Amdocs' experience with smoothly integrating acquisitions and their commitment to 

maintaining and growing relationships," said the Comverse BSS CEO with regards to the 

partnerships in April 2015. 

The bottom line is that with over 30 years consulting services with telcos—over 12 years 

in the MFS market—Amdocs has positioned itself globally as the leader in mobile wallet 

applications and business consultation expertise. With its efficient applications designed on 

DevOps methodology, Amdocs has built brand equity globally through intelligent 

acquisitions and key regional partnerships. 

Conclusion 

The mobile financial services (MFS) ecosystem is relatively stagnant, as the current 

generation of consumers is less accepting to the new payment method. Fortunately, 

Amdocs is able to leverage over 30 years of optimizing back-office payment processes, 

especially with telco service providers. Embracing DevOps software development 

methodology and adhering to strict industry security standards, Amdocs is the ideal MFS 

provider to lower the barrier to entry and stimulate industry growth. 

With its strong software development process, business process expertise, and innovative 

fraud prevention system, Amdocs has earned Frost & Sullivan’s 2015 Latin America 

Company of the Year Award for the mobile financial services market. 

                                           
1 Amdocs Has Signed a Definitive Agreement to Acquire Comverse BSS Assets: 
http://www.amdocs.com/news/pages/amdocs-to-buy-comverse-bss-assets.aspx  
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Significance of Company of the Year  

To win the Company of the Year award (i.e., to be recognized as a leader not only in your 

industry, but among your non-industry peers as well) requires a company to demonstrate 

excellence in growth, innovation, and leadership. This kind of excellence typically 

translates into superior performance in three key areas: demand generation, brand 

development, and competitive positioning. These areas serve as the foundation of a 

company’s future success and prepare it to deliver on the two criteria that define the 

Company of the Year Award (Visionary Innovation & Performance and Customer Impact).  

 

Understanding Company of the Year 

As discussed above, driving demand, brand strength, and competitive differentiation all 

play a critical role in delivering unique value to customers. This three-fold focus, however, 

must ideally be complemented by an equally rigorous focus on visionary innovation to 

enhance customer value and impact.  
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Key Benchmarking Criteria 

For the Company of the Year Award, Frost & Sullivan analysts independently evaluated 

two key factors—Visionary Innovation & Performance and Customer Impact—according to 

the criteria identified below.  

Visionary Innovation & Performance 

 Criterion 1: Addressing Unmet Needs 

 Criterion 2: Visionary Scenarios through Mega Trends 

 Criterion 3: Implementation Best Practices 

 Criterion 4: Blue Ocean Strategy 

 Criterion 5: Financial Performance 

Customer Impact 

 Criterion 1: Price/Performance Value 

 Criterion 2: Customer Purchase Experience 

 Criterion 3: Customer Ownership Experience 

 Criterion 4: Customer Service Experience 

Criterion 5: Brand Equity 

The Intersection between 360-Degree Research and Best 

Practices Awards 

Research Methodology  

Frost & Sullivan’s 360-degree research 

methodology represents the analytical 

rigor of our research process. It offers a 

360-degree-view of industry challenges, 

trends, and issues by integrating all 7 of 

Frost & Sullivan's research methodologies. 

Too often, companies make important 

growth decisions based on a narrow 

understanding of their environment, 

leading to errors of both omission and 

commission. Successful growth strategies 

are founded on a thorough understanding 

of market, technical, economic, financial, 

customer, best practices, and demographic 

analyses. The integration of these research 

disciplines into the 360-degree research 

methodology provides an evaluation 

platform for benchmarking industry players and for identifying those performing at best-

in-class levels. 

360-DEGREE RESEARCH: SEEING ORDER IN 

THE CHAOS 
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Best Practices Recognition: 10 Steps to Researching, 

Identifying, and Recognizing Best Practices  

Frost & Sullivan Awards follow a 10-step process to evaluate award candidates and assess 

their fit with select best practice criteria. The reputation and integrity of the Awards are 

based on close adherence to this process. 

STEP OBJECTIVE KEY ACTIVITIES OUTPUT 

1 
Monitor, 
target, and 
screen 

Identify award recipient 
candidates from around the 
globe 

• Conduct in-depth industry 
research 

• Identify emerging sectors 
• Scan multiple geographies 

Pipeline of candidates who 
potentially meet all best-
practice criteria 

2 
Perform  
360-degree 
research 

Perform comprehensive, 
360-degree research on all 
candidates in the pipeline 

• Interview thought leaders 
and industry practitioners  

• Assess candidates’ fit with 
best-practice criteria 

• Rank all candidates 

Matrix positioning all 
candidates’ performance 
relative to one another  

3 

Invite 
thought 
leadership in 
best 
practices 

Perform in-depth 
examination of all candidates 

• Confirm best-practice criteria 
• Examine eligibility of all 
candidates 

• Identify any information gaps  

Detailed profiles of all 
ranked candidates 

4 

Initiate 
research 
director 
review 

Conduct an unbiased 
evaluation of all candidate 
profiles 

• Brainstorm ranking options 
• Invite multiple perspectives 
on candidates’ performance 

• Update candidate profiles  

Final prioritization of all 
eligible candidates and 
companion best-practice 
positioning paper 

5 

Assemble 
panel of 
industry 
experts 

Present findings to an expert 
panel of industry thought 
leaders 

• Share findings 
• Strengthen cases for 
candidate eligibility 

• Prioritize candidates 

Refined list of prioritized 
award candidates 

6 

Conduct 
global 
industry 
review 

Build consensus on award 
candidates’ eligibility 

• Hold global team meeting to 
review all candidates 

• Pressure-test fit with criteria 
• Confirm inclusion of all 
eligible candidates 

Final list of eligible award 
candidates, representing 
success stories worldwide 

7 
Perform 
quality check 

Develop official award 
consideration materials  

• Perform final performance 
benchmarking activities 

• Write nominations 
• Perform quality review 

High-quality, accurate, and 
creative presentation of 
nominees’ successes 

8 

Reconnect 
with panel of 
industry 
experts 

Finalize the selection of the 
best-practice award recipient 

• Review analysis with panel 
• Build consensus 
• Select winner 

Decision on which company 
performs best against all 
best-practice criteria 

9 
Communicate 
recognition 

Inform award recipient of 
award recognition  

• Present award to the CEO 
• Inspire the organization for 
continued success 

• Celebrate the recipient’s 
performance 

Announcement of award 
and plan for how recipient 
can use the award to 
enhance the brand 

10 
Take 
strategic 
action 

Upon licensing, company 
may share award news with 
stakeholders and customers 

• Coordinate media outreach 
• Design a marketing plan 
• Assess award’s role in future 
strategic planning 

Widespread awareness of 
recipient’s award status 
among investors, media 
personnel, and employees  
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About Frost & Sullivan  

Frost & Sullivan, the Growth Partnership Company, enables clients to accelerate growth 

and achieve best in class positions in growth, innovation and leadership. The company's 

Growth Partnership Service provides the CEO and the CEO's Growth Team with disciplined 

research and best practice models to drive the generation, evaluation and implementation 

of powerful growth strategies. Frost & Sullivan leverages almost 50 years of experience in 

partnering with Global 1000 companies, emerging businesses and the investment 

community from 31 offices on six continents. To join our Growth Partnership, please visit 

http://www.frost.com. 

 




