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Mass

commerce

With 70% population holding a Rs 880 bn m-commerce
market potential for this year, telecom operators, _
technology providers and banks need to collaborate tc

write another success story

t was great news for mobile pay-

ment companies when the RBI

doubled the cap on per-day mobile
transactions last October. As per
RBI guidelines the daily transaction
limit for cash transactions rose from
Rs 2,500 to Rs 5,000 and for goods
and services rose from Rs 5,000 to
Rs 10,000, m-Commerce players
believe that rural deployment of m-
commerce is more important than its
deployment in urban areas because
ol more opportunities. Users in the
metros are already equipped with
card-based payments and online pay-
ment system.

/A{:cording to statistics, around
50% of new mobile subscriptions
every month come (rom rural ar-
aas in India. Jagdish Mitra, CEO,
CanvasM says, “The rural market
in India holds a huge potential for
deployment of m-commerce services
and the subscriber base is expected
to grow al a CAGR of 85% in the fol-
lowing years.” ”

Valerie Rozycki, head, strategic
initiatives, mChek says, “In India
alone, two-thirds of the population is
unbanked and has no access to formal
bank accounts or financial services.
So there is a large rural m-commerce
market.”

Empowering the Hinterland

‘As Jagdish Mitra says, next gen-
eration technologies will provide a
single platform to cater to end-to-end

| commerce services for the
end-users including rural

inasses. Electronic or virtual
commerce over mobile has the
potential to literally change how
the average Indian transacts. Ru-

‘al m-commerce will provide easy
accessibility to information, services,
commodities, retailing and banking.
More reach in rural areas can be
enabled using number keys and IVR

with multilingual support. Push to
m-commerce in the rural segment
will provide low-cost information
services. People can cut-down on
their expenses and time because they
can have access to information from
their handsets and complete financial
transactions using the same device.
Needless to say that they can avail a
| wide range of banking and payment
! services including remaote hill pay-
| ments, money transfers, payment to
| over-the-counter merchants. ete. ”
It can help spread important
information on healthcare, farming,
provide branch-less banking, crop
selling, market updates, new offers,
ete. Abhijit Bose, VP product mar-
keting, ngpay says, “Beyond basic
commerce and hanking, a large per-
centage of Indians, especially those
in rural areas, are underserved and
| unbanked. The mobile channel pro-
vides a rare opportunity for India to
leapfrog years of poor infrastructure
development and actually bring the
henefits of technology, low cost/mass

marketl goods and services, and {i-
nancial systems to the rural poor and
lower working class.”

Market Opportunities

The rural Indian market is playing
a fundamental role in the growth of
the mobile sector, thus enhancing
prospects of embracing m-commeree
services and applications. The size of
the rural market is expecting a huge
increase in the customer base bring-
ing mobile phones within the reach
of millions of new customers. On the
market opportunity, Rozycki says,
“Tiven though average transaction
gize might be smaller for poor rural
customers than for higher-income
urhan customers, the sheer volume of
potential transactions creates a huge
opportunity. Approximately 70% of
the Indian population is rural, and
less than hall actually have bank ac-
counts and access to financial services
today. m-Commerce will be critical
for bringing these masses into the
financial system.”

 According to industry sources, the

m-commerce market for the ongoing
lscal is projected Lo be aboutl Rs 880
bn in FY 2010. Ten percent of $230
bn global international remitlance is






