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INTRODUCTION

Have you ever been to the year
20347 Would you imagine it
exactly as described on the
left? Or completely differently?
Our idea of the future
significantly influences how
many possibilities we see to
help shape it ourselves (and this
is directly related to how much
desire we have to do so). The
bigger the variety of different
futures presented to us, the
clearer it becomes that what
will one day be the present has
not yet been defined to a large
extent. So please feel free to
send us your alternative vision
of the world in ten years' time
when you have finished reading
Payment 2034.

Payment 2034 - why should we
be thinking about the future of
payment at all?

Well, once we start thinking
about what characterizes

our everyday lives and the
processes in them, in many
cases it's payment: Paying

for breakfast rolls on a

Sunday morning, doing the
weekly shopping, browsing
through a shopping app on our
smartphone, paying the monthly
subscription for a streaming
service, buying tickets for public
transport, stopping at the petrol
station, perhaps opting for

CO2 compensation payment

for a holiday flight, buying an
afternoon coffee in the office,
paying or receiving a monthly
wage payment, child allowance
or pension contribution.

In the midst of all the
technological, social, climatic
and economic changes that
are currently taking place, we
can safely assume that as our

everyday lives change, so will
the way we pay. If you work in
the payment industry or are
affected by it as a retailer or
operator of an online store, this
means that you too - whether
on a large or small scale - will
be making decisions that shape
our future. To make sure that
these decisions contribute to a
positive future, it is helpful to
look at various alternatives of
the future and explore different
developments of what payment
could look like in 2034.

Behind this publication you will
find a multidisciplinary team: A
highly specialized management
consultancy for the payment
and banking industry, Osthaven
GmbH deals with the operational
challenges and practical
implications of payment for

the business world on a daily
basis. In a sense, payment is



part of the company's DNA.

The Zukunftsinstitut Workshop
GmbH operates as at the
interface between social change
and economic transformation.
Trendwatching, futurology and
making possible futures tangible
is its daily business. (= The
Brains behind Payment 2034)
What you see here has grown
out of the interrelationship
between these two disciplines.

To create the content you will
find on the following pages,

we read studies and books,
evaluated podcast
conversations and identified
signals of change that already
show on a small scale what
could one day be normal on a
large scale. (= Methodology)
We also interviewed a -
Knowledge Council consisting
of 13 experts from the payment
sector about their predictions
for the payment of the future.
We distilled all this information
into six directions for the future
of payment, namely the Age

of Seamlessness, New Money,
War for Data, Omniverse Pay,
Planet Centricity and New
Ecosystems. You can explore
these different directions in
the following chapters. Short
scenarios at the beginning of
each chapter hint at future
worlds (showing some, but not
all, elements of a possible future
that you can further develop by
adding your own ideas), which
help you experience some of
the facets of each of these
futures. A contextualization

for each chapter offers a

contextualization of what you
have read and possible starting
points for your own approach.
At one point or another, you
may think that, for instance, a
scenario from the New Money
chapter would fit just as well

in the Omniverse Pay chapter
and vice versa. And this is
absolutely right. After all, there
is not always a clear distinction
between future paths. The
future is always made up of the
overlapping and interplay

of different developments.

Before you dive into the future
of payment on the following
pages, we would like to share
one more insight with you.

The point of departure for our
observations was the interplay
between three perspectives

on payment: The perspective

of retailers, payment service
providers and end customers.
However, at different points in
our process, we noticed that
most visions of the future
ended up being from the end
customer's point of view. We
kept “slipping” into the user-
centred perspective, even
though we had set out to
develop scenarios from all three
perspectives of the outlined
triangle. After many discussions
and much contemplation during
our team meetings, we came

to the conclusion that perhaps
this outcome was only logical.
The future of payment is
experienced by the individual.
The point of view of the user
ultimately describes the world
we are shaping.

Because regardless of whether
you work in retail or payment
services, at the end of the day,
you too are an end customer
(perhaps in addition to your

role as a payment provider

or retailer) and work with or

on systems that affect you
directly or indirectly. The future,
therefore, will be experienced on
an individual basis.

Dive in.
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Age of Seamlessness:

Payment becomes
invisible

The future of payment is
seamless. The slightest bit of
friction in the payment process
can make all the difference
between a purchase and
jumping off at the last second.
Sellers who let consumers
shop instead of holding them
up with payment processes

will create successful payment
experiences. This is equally true
for digital ecosystems, super
apps, comprehensive payment
and return options, the battle
for the top position in digital
wallets and invisible payment
processing that runs behind the
scenes. When finding a balance
between convenience and
security, retailers and service
providers need to adapt their
concepts to meet the future

of payment.
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Gliding through the evening

You would hear the ice cubes
clinking in the glasses along

the terrazzo counter if it wasn't
so loud. The bass in the bar
doesn't just get the people on
the small dance floor moving

- multi-coloured liquids also
slosh up and down in tumblers,
champagne flutes and stemmed
glasses.

“A Zero Pinot Gris!" shouts

a mixologist behind the bar,
taking the non-alcoholic wine
handed to her by the iMix robot.
On contact with the robot, a
few digits light up first on the
robot's arm, then on a narrow
band on the mixologist's wrist,
indicating the price of the wine
she has just picked up. “A Zero
Pinot Gris!" she calls out again
and looks around. A young man
pauses his conversation with the
person sitting next to him and
raises his arm at the end of the
bar, wearing an identical band
to the one of the mixologist.
The mixologist pushes past a
colleague and two other iMix
robots. Simultaneously, she
and the customer glide their
forearms across the bar towards
each other: She to push the
wine to him, he to move his
Paycelet over the contact
reader, checking the price as it
lights up on his wrist and pulling
the glass towards him in the
same movement. The mixologist
winks at him and disappears
behind the bar, while the
customer turns to the person

sitting next to him, raises his
glass briefly and then resumes
his conversation.

Creative and unique - this
Saturday, the atmosphere of
Frankfurt's Skybar was raised

to a whole new level. Once
Germany's highest rooftop bar,
the conceptual dreams of the
operators are not restricted by
mere architectural boundaries.
The creative spirits are flying
high here: After hip mix & pour
robots “in a sleek chrome look”
became an integral part of

the service team in 2025 and

a completely cashless concept
was introduced in in 2026,

the tech-loving Skybar team

has upgraded their location
once again: If one weren't
paying attention, it would be
easy to overlook the discreet
grey, rectanqgular surfaces
measuring around twenty by ten
centimetres in size incorporated
seamlessly into the bar surface.
Customers can simply glide
over them with their Paycelet
(or another wearable device)

to pay. The idea behind it is

as simple as it is ingenious,

and is described by Spanish-
Japanese Paycelet founder
Mirabel Kawamoto as follows:
"You pick up your wine glass and
pull it over the counter towards
yourself - why shouldn't you
also pay with this gliding motion
when you are accepting your
order?” and in the same breath

promises “Seamless pay for a
seamless day."”

The company Paycelet was
founded in Bilbao in 2024 and,
after merging with Paypal over
the last few years, has grown
from a product design company
for payment wearables into

one of the leading technology
service providers for the
patented “glide" technology.

As Frankfurt is a multicultural
hotspot in Germany, it can be
expected that the payment
service will be very popular here,
at least with an international
audience. And what's more,
members of the popular Sky
Circle get the new Paycelets for
free. Other visitors can decide
for themselves if they want to
jump on the bandwagon of the
future and join fellow “gliders"
or if they prefer to continue
using the tried-and-tested Tap
and Pay system with an extra
movement. The least they could
do is download the Paycelet
app to their smartwatch.
Activating Seamless Mode can
already increase their payment
convenience significantly. In the
end, only the test run will show
how sceptical smartphone lovers
react to the new technology.
We look forward to seeing what
heights the Skybar will take us
to next. Cheers!

17



ENTERTAINMENT

18

i
J

Merger of the month:
Feel, nod,
experience.

Disney x Smart Eye

Disney Pay and the Swedish
behavioural analysis experts
from Smart Eye have joined
forces to make Disney Life,
the entertainment group’s
shopping integration service,
even more convenient. With
the introduction of the Disney
Pay payment backend and the
Disney Life frontend visible
to users eight years ago, the
consumption of films and TV
shows changed significantly:
End customers were suddenly
no longer only able to buy fan
merchandise online, but also
clothing, furniture and other

interior design objects directly
from their favourite TV shows.
More and more retailers listed
their products on Disney Life.

No more endless browsing:

In an effort to improve the user
experience, the cooperation
between digital giants Disney
Pay and Smart Eye is now
delivering an update that should
make orientation within the
extensive product catalogue
easy again. Once the

emotion recognition function

in the personal Disney+ profile
is activated, users will only see
those products to which they
have had a positive emotional
reaction. If streaming is paused,
new products appear on the
pause screen.

But that's not all: Thanks to

the new Pay per Nod biometric
payment function, these

products can bevordered simply
by nodding your agreement.
And as if that wasn't enough:

Users can select or adjust

the account used for product
payment at a later date - even if
the order is already on its way.
To do so, they only need to save
a selection of

payment options, for instance
their Mastercard, their PayPal
account or their World ID. Smart
Eye bears the risk. And if a
retailer listed on Disney Life
offers bonus points, rewards and
loyalty partners on its website,
rewards points are credited
directly to the accounts of
Disney+ users. Writing this from
our editor's couch fresh out of
the 18th Mandalorian season we
cannot stress it enough: That's
what we call convenient!
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EUERYDAY

Checking the value of his share
portfolio in his neobroker app
just after getting up. Then,
ordering milk for breakfast from
Getir. The bus ticket on the
way to the office was bought in
the Rhein-Main-Verbund app.
He used Apple Pay to pay for
lunch at a fast-food restaurant.
For afternoon appointments he
called an Uber or unlocked a
Bolt bike. And he used Airbnb
to book a hotel for his annual
holiday with friends.

What madness. As if life wasn't
already complicated enough.
When Paul thinks back to
2024, it seems to him like a
technological Stone Age. Back
then, very convenient services
did exist - with a super app for
daily life - just not in Germany.
Things were very different

in China, where more than a

million services could already

be accessed via WeChat: Food
delivery, driving services, dating,
parcel delivery, payment and so
on and so forth. You could live
your life and never had to leave
the super app to coordinate it.

In the meantime, WeChat has
also become available in Europe
- a novelty that was only made
possible by the democracy
movement and the country's
warming relations with the West.

For Paul, however, Everyday

is the only viable option.

The Dutch super app simply
combines everything that is
important in everyday life.
What's more, the B corporation
behind it, Alledag, which reacted
at just the right moment to
the break-up of Google by US
anti-trust authorities, has a
strong ecological philosophy -

What a hassle i1t all was back
then, Paul thinks. He remembers
his life 1n the year 2024:
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something he might not have
paid much attention to ten years
ago.

Today, Paul really appreciates
the Daily Carbon Competition.
People compete against each
other in neighbourhood areas

to see who produces the lowest
CO2 emissions.Everyday awards
bonus points for cycling to work,
which are doubled if you choose
a plant-based lunch. Of course,
Paul is biking today.

He redeems the points at his
supermarket in the evening.
Even though he could afford

to have his plant kangoroo
burger delivered, he prefers

to shop in actual stores. Why?
Everyday recently introduced
Food Dating: The Everyday in-
store map quides people with a
microbial match to the relevant

supermarket shelf. Admittedly,
it's pretty questionable. But

it's also great fun. And who
knows - maybe it does work.

At least Paul finds Elin quite
likeable at first glance. Their
mutual microbial match is 97%.
They decide to book a table at
Solar Sushi with the Everyday
voice booking service and use
the bonus points from their
joint walk to the restaurant
when paying - with Everyday, of
course.

Scenario







AGE OF
SEAMLESSNESS

DON'T PAY _
EXxPERIENCE

Commuting to work with a
smooth transition between
e-scooter, train and shared bike.
The coffee you order with an
app, which is delivered when
you enter the office. The garage
door that opens automatically
as soon as you turn into the
driveway. The light that comes
on in the hallway when you

slam the car door shut. The gig
economy that delivers the pizza
to your living room sofa at short
notice for streaming evenings.
The dishwasher tabs on a
monthly subscription. The fridge
that tells you when you have run
out of food. The personalized
muesli mix and the baby food
that matches the stage of
development of your baby.

These are just a few indicators
of a world committed to
reducing friction. A world in
which seamlessness is the
foundation of a good user
experience. Steps that once
required explicit actions are
increasingly fading into the
background. No one is interested
in small-scale processes in
which we need ten steps to

to rent a bike, for example, or
(as we are ultimately looking
at payment in this text) to
complete our purchase. If we
look at the drivers of change,
Apple has made a major
contribution to the trend
towards simplicity with the
development and expansion of

the iPhone and other products.
When children can intuitively
use an iPad almost better

than their parents, then the
developers must have done

a good job. However, this

also means that consumers
have become more and more
accustomed to these simple and
very efficient applications.

If we were to design services
from scratch today, we would
probably consider the seamless
nature of our solutions from

the outset. But anyone who
wants to create something

new to improve what already
exists must deal with precisely
that: The existing product. The
present does not appear out of
nowhere. The moment that we
are experiencing right now is the
result of many decisions made
in the past. These decisions are
almost always made by different
market participants at different
times. The present grows out of
many past situations. What does
this have to do with payment?

Today's payment landscape

is the natural result of the
decisions and actions that
various retailers, service
providers and other market
participants made in the past.
Some of these different players
have developed systems
together, while others have
developed alternative payment
technologies, systems and

solutions alongside each

other. That is why today's
payment landscape is
fragmented, characterized by
the coexistence of solutions,
but not always by their
interconnectedness. If we were
to take stock of the current
payment landscape, we would
find ourselves in the middle of a
payment archipelago: We would
be standing in the middle of an
area made up of many different
islands trapped in a common
body of water. This image can
be applied to almost any other
industry. However, why it is

so important to visualize this
image in the truest sense of
the word is due to the fact that
in the studies and articles,

in the podcast conversations
we analysed and also in

the interviews with experts
conducted for this publication,
a vision of the future was
formulated that makes us
especially aware of our current
payment archipelago. The
forecast found in all these media
is as follows:

The future of payment is

seamless and increasingly
moving into the background.
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01_ Age of Seamlessness

Payment is becoming
natural

Experts see a future or the
desire for a future of payment
that is seamless or invisible.
While there is a lot of talk about
this future, many of us probably
view the present as anything
but seamless, that is, precisely
as the fragmented archipelago
described before instead of a
singular large area of land. This
begs the question: How can we
make sure that this predicted
seamlessness in payment does
not remain mere rhetoric, but
actually becomes the future of
payment? How can we achieve
a truly seamless payment
experience in 20347?

In the scenarios presented
earlier, we are immersed in

a world in which payment
becomes part of us - remember
the bar scene: A payment is
made by gliding a wristband
over a contact reader when

a wine glass is accepted. Any
movements we make are
integrated into the payment
process, so that payment takes
on an almost natural form. It
will become an extension of
the human body without us
having to have chips implanted
in our skin. Form factors (chips,
wristbands, apps, etc.) and

the actual payment process
(which payment method is
stored where? Who bears

the risk of payment? Which
technology is used?) play a
decisive role. There are already
developments in this area.

28

The company Payletti from
Rédermark sells payment
bracelets. The focus here is

on turning functional objects
into fashion. In the Pull & Pay
scenario, the emphasis changes:
It is certainly conceivable that
the Paycelet could be purchased
in different designs, but that

is not the point. Noris it a
guestion of whether we want

to use a bracelet, a ring or our
voice (difficult in a noisy bar
environment). It is first and
foremost about the interweaving
of functionality and naturalness.
The first Shop & Go concepts
are already making use of

this integration, as are an
increasing number of mobility
providers who are incorporating
voice commerce or integrated
payment solutions such as in-
car payments into their service
portfolios. Preferred means of
payment will be stored once
and customers will only need

to select the products and
services. This could give rise

to completely new business
models, for example car
manufacturers integrating
functions and services (that
were once traditionally selected
as optional extras when
configuring “their" cars) as
pay-per-use vehicles, leading to
additional monetization options
for the original equipment
manufacturers (OEMs).

Hence, if you want to make

the payment of the future
seamless, you need a real talent
for observation and a strong
sense of context. This includes
combining everyday movements,

We will see a trend
where objects that
are already used
for another func-
tion can also be
used for paument.
Who knows whether
these will be head-
phones or earrings?
But one thing is
certain: We have all
the technology
needed for this.
This is no grandiose
future scenario.

If we are talking
about a future in
ten years’ time, we
will definitely be
able to do this.

_Laura Treude,
Douglas

objects and technologies
already in use and payment
playgrounds with new solutions.
These new solutions could, for
example, build on objects that
customers already own, such

as pieces of jewellery that can
be enhanced with a chip and
used for payment, or watches

that are connected to apps.
Simultaneously, the question of
what can actually be omitted
at the moment of payment, for
instance selecting a bank card,
entering a PIN, etc., can also be
used to compress a payment
process on the user side,
resulting in convenience, speed
and the absence of friction.
The challenge lies in providing
something radically new with a
feeling of familiarity on the side.

Jens Hachmeister,
Deutsche Borse

Contextualization

Why do I have to pay rent once a month?

I could also start thinking in terms of
pay-per-use models. This makes things and
services much more granular, much small-
er, as well as more readily available and
much more rewardable.

Most important Lechnological developments cver Lhe next thres ysars

{comparison 2821/2023)
Al/Machine Learning
Seamless Checkout
Customer Centricity
Process Digitalization
Cloud

Analylics

Connecled Retail

I
tntrastruetors |
Networks
I

Cybersecurity

n=97/92, for Seamises Checkout § Cytersarurity
<027 not listed separeiedy
Fisure Dased o B L2003)

@ 2023 @ 2021
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01_ Age of Seamlessness

Omnichannel:
More than just online

Whenever friction disrupts
consumer processes, the
conversion of prospective
customers into actual
consumers is stopped. Does
this only apply to e- and
m-commerce or also to the
point of sale (POS) in stationary
retail? Although the topic of
conversion originated in the
online world, it is becoming
increasingly important at

the POS. The two worlds

are becoming increasingly
intertwined (= Omniverse Pay)
and the omnichannel topic is
gaining importance due to the
increasingly high demands of
consumers, for example for truly
interlaced consumption and
seamless checkouts

(= Figure: Most important
technological developments
over the next three years)

for a cross-channel shopping
experience. Retailers and
service providers offer
approaches that are designed
to allow for seamless shopping
experiences as well as
complaints processes. These
processes also have an impact
on payment and its processing.
A shopping experience can
only be said to be completely
seamless when the payment
processes are seamless, too.

It should not be forgotten
that omnichannel solutions
are interactions between
organizations, business
processes and IT systems (for

30

instance ERP systems) on the
retailer side and the payment
solutions on the service
provider side (for example

PSPs, acquirers and providers
of payment methods). These
include the connection for
authorization and processing

of payments, clearing and
settlement, reversal or crediting,
reporting, etc. This means

that the main challenges lie in
the creation of an end-to-end
omnichannel solution where it
does not matter which channel
is used to initiate a purchase

or whether the purchase and
return processes take place
through different channels (such
as a purchase in the online store
and a return in the store with
credit to the payment medium
used online). On the other hand,
the challenges lie in setting

up the necessary business
processes, which are supported
or specified by IT platforms and
ERP systems.

With these solutions, the
individual payment transactions
must be clearly identifiable in
all systems and be applicable
and modifiable for possible
business transactions. This also
includes the reporting functions
for retailers and customers. And
although these concepts are
easy to work out in theory, many
retailers fail to implement them
in practice. This might be due

to the organizational structure
of a chain store (franchise),
legacy systems, a lack of IT
harmonization or a lack of
cooperation across national
borders. Young retailers or

start-ups with a multi-channel
strategy have it much easier
because they focus on these
approaches and processes in
the shopping experience right
from the start and build their
organization in line with them.
However, established companies
such as Nike, Starbucks and
Douglas also have very good
omnichannel

solutions, whereby the focus is
more on appealing to customers
across different channels and
the shopping experience and
less on the purchasing process.
Even with these good examples,
customers will often have to
start from scratch when they
switch from one channel to
another.

When it comes to digital

payments, wallets are

becoming increasingly

important. This is true both

for storing digital payment
cards for use at the POS
through the NFC interface

and for identification
or registration for the
payment applications

mentioned in this text at
REWE Pick&Go sites or at
ticketless public transport

applications as in the

example of Stadtwerke
Augsburg. Digital wallets
are currently the bridging

PayPal
Apple Pay
Google Pay

Klarna

Sparkasse -
mobile pay

Payback Pay
bitpay
Bluecode

Fitbit Pay

Volksbank
Raiffeisenbank -
digital cards

Garmin Pay

Muller Pay

Other

technology that may be
expanded or even replaced
by natural, process-based
and biometric features

in the future. They pave
the way for a digital
culture characterized by
seamlessness. This digital
culture will determine our
future, and this future
begins here and now.

For years, card providers
have been engaged in a
fierce battle for the top
position in digital wallets.
They have tried numerous

Contextualization

approaches to come out at
the top of wallet, including
custom card designs,
loyalty program integration
and personal photos.
However, as usage is
shifting to the digital realm,
the area of engagement is
also changing: The future
belongs to digital wallets.
With the emergence of
value-added services and
digital ecosystems, service
and card providers should
focus precisely on this.
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Age of Seamlessness

A study by Mastercard
shows that around half the
population of Great Britain
believe that physical wallets
will become less important
in the future, with a fifth
of them (and two fifths of
millennials) saying they

no longer expect to use a
physical wallet or purse
within five years.

These opinions are linked
to the continuing decline of
cash usage. A decade ago,
around 60% of payments
were made with cash, and
UK Finance estimates that
this figure will fall to 6%

Numbar of cerd papnanis

the U menber states 1n 28

Lilheanie

by 2031. Looking to the
future, these developments
may of course occur sooner
in some regions thanin
others due to cultural

and individual consumer
preferences. Nonetheless,
the trend is clearly
recognizable (- Figures:
Number of card payments
per inhabitant in the EU
member states, Mobile
payment in stationary
retail, mobile payment
providers). VISA says “the
digitalization of payment
transactions is progressing
faster than expected -

and the battle for the top
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position in consumers’
wallets is getting tougher
and tougher as more

and more new payment
options are becoming
available. However, card
providers have one major
advantage in this battle:
The ability to understand
transaction data can

help them to meet the
expectations of cardholders
and build better customer
relationships.” VISA is
clearly focusing on data and
the associated added value
for providers and retailers
(= War for Data).

Contextualization
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The exciting question
remains: Who will ultimately
prevail from a payment
perspective? Who will win
the battle for the preferred
and stored payment
medium? In terms of the
technological interface,
there is no clear winner -
NFC and QR code-based
payment methods are
equally established in the
market today. In addition,
in-app payments are
growing in importance and
are increasing the lead of
e- and m-commerce
payment methods over

traditional payment
solutions in stationary
retail that are generally
seldom available in the
online world, such as the
girocard. In Germany,
banks and financial service
providers are struggling
with restrictive data and
data protection laws and

often find it difficult to
develop value-added
services. As a result, digital
wallets from Apple, Google
and PayPal currently
dominate in Europe. In Asia,
their counterparts are

WeChat Pay, Alipay

or Paytm. Ultimately,
however, it is not about
the specific payment
method that is stored as
a preference in the digital
wallet, but about who wins
the overall battle in terms
of digital ecosystems,
benefits, identity and data
of the customer.
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Payment stands for
ambition

Let's imagine a future in which
we can pay with just one
technology in every situation
- sounds too good to be true?
It probably is. We only have

to look at the present to see
that this idea is a utopia.
That's all right. Imagine you
had to create a payment
solution for everyone. With
divergent needs, generational
preferences and different
technological capabilities, who
has the confidence to shape this
future? That means we have
to be prepared for solutions
to emerge gradually over

the coming years. Different
technological standards will

continue to coexist in the future.

The future of a seamless and
seemingly invisible payment
process is still on the sidelines,
not only when it comes to
omnichannel solutions, but
especially in the linking of
products and services with
added value, which often only
arises from invisible payments.
Examples can currently be
found in local public transport,
where different channels and
many confusing price and fare
systems increase customer
frustration. With the swa BiBo
app, Stadtwerke Augsburg has
introduced a ticketing system
that makes it possible to use
bus and streetcars without
having to purchase a traditional
ticket. Trips are recorded by the
app and billed automatically

at the end of the month
promising customers the best
price. Passengers currently

still have to check in and out in
the app, but this step will also
be eliminated in the future as
the app will then automatically
recognize when a person boards
or leaves the vehicle. A similar
solution has already been in use
in London for many years with
the Oyster card as a prepaid
model. Other examples from the
transportation sector are taxi
apps such as Uber or FREENOW,
which a passenger uses to

book a taxi ride to a specific
destination. At the end of the
trip, you simply get out of the
car while your payment is being
processed in the background.
The preferred payment method
and the amount for the tip are
already stored in advance in the
app settings. Back to Augsburg
and the ambition to offer a
seamless mobility experience.
With the swa BiBo app, you no
longer have to worry about
one-way tickets, day tickets or
season tickets once you have
registered and entered your
preferred payment method:
There is a best price guarantee
from the public transport
provider based on travel history.
The added value of this solution
is obvious, and in the future,

we will probably only have to
choose our preferred type of
transportation because the

rest will run in the background,
including billing and payment.
Solutions such as the swa BiBo
app show that seamlessness

is absolutely possible on a

small scale. Now all that is left

Contextualization

is for someone to harmonize
the numerous regional public
transport providers so that we
as users don't have to switch
apps when we change regions.

A seamless payment future
won't happen if we only focus
on small niche concepts. The
central challenge we are facing
requires solutions that do not
violently push our fragmented
payment archipelago into a
single island, but ensure that
firstly, payment transactions
are seamless on each individual
island and secondly, the
individual payment islands are
so well connected that it feels
as if they were just one land
mass. In line with the subject

of mobility from the previous
paragraph:

We need a boat that
conveniently connects the
islands of our payment
archipelago. As a payment
player, you can choose what you
want to work on (first). What is
certain, however, is that we need
to make an effort if we want to
create a truly seamless payment
future, which should be the
norm in around ten years' time.




I find it surprising
that we are
celebrating instant
payments when we
know what is tech-
hologically possi-
ble. It is surprising
that we are
applauding the fact
that transferred
money 1s visible
right away even
though wallet solu-
tions like PayPal
have been enabling
this for years.

_Laura Treude,
Douglas

It is of course important

to celebrate successes.

They provide the necessary
motivational boost on the road
to the future. However, it is just
as important to always look at
things from the point of view of
retailers, service providers and
end customers and critically
examine the situation: Does the
solution we are designing really
create noticeably less friction,
is it more natural, is it simpler,

more invisible, etc.? And could it

be even more seamless?
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The second challenge essentially
involves interweaving and
bundling any decentralized and
organically grown structures in
order to create seamlessness.
Let's make it concrete:

In the second future scenario,
Paul uses Everyday, an
application that allows him to
manage his daily life. Payment is
part of this and becomes a self-
evident service that is closely
and conveniently interwoven
with other services, leading

to a better quality of life. For
example, bonus points earned
by walking will also become

a means of payment in this
future. If you want to offer a
seamless payment experience,
you have to ask yourself the
guestion (as emphasized in the
omnichannel section of this
chapter): When, where and how
should a payment be made?
And even before that, there is
the question: What experience
do | want to offer my customers
and how can payment become a
seamless part of my service?

Seamlessness, with
its accessibility
and simplicity, is a
basic requirement
for the younger
generations.

_Jurgen Schubel,
UISA

Everyday is a fictitious

super app. Although not yet
widespread in Europe, we are
already seeing a centralization
of similar services in specific
areas of life and on a small
scale, for example, in the case of
Jelbi in Berlin. The mobility app
bundles all sharing options and
local public transport services.
If we look beyond our national
borders, we can see much more
ambitious projects. Gojek from
Indonesia is a real super app. It
can be used to buy groceries,
medicine (with integrated
medical advice), restaurant
meals and basically “everything
everywhere". Users can order
taxis and taxi scooters, deliver
parcels and even have their
move from one apartment to
another organized. You can
stream movies and shows, play
games and book tickets for
concerts. And of course, with
Gojek's motto of “Drop the
wallet, go cashless”, you can
make mobile payments, pay
bills, defer payments, take out
insurance, invest and donate.

Organizations can use it to
manage employee transport
costs and payments, set up a
cloud-based POS and monitor
the development of their own
company. Gojek's business
model is equally B2C and B2B.
A look at such a range of
services shows that in addition
to the majority of internally
developed services, there

are a handful of external
brands. A future that promises
seamlessness needs alliances
and partnerships (= New
Ecosystems). It requires
economic thinking in terms of
common goals and formulating
the benefits for all sides

to stimulate the necessary

Cashierless store

17

not relevant
for the company

17

currently in use

motivation to get started.
After all, very few brands and
organizations are already so
prominent in the daily lives of
end customers today that they
can build a seamless super
system on their own.

Don’t pay -
experience

The results of the biennial
survey of CIOs and IT managers
conducted by the EHI on the
most important technological
trends and developments in
retail shows that artificial
intelligence continues to be
perceived as the most important

future technology for retail.
Organizations have already
invested in initial projects but
still see room for improvement.
Driven by staff shortages,
decision-makers are especially
focusing on process automation.
The Scan & Go and cashierless
store approaches (- Figure:
Cashierless store) mentioned
earlier are considered here with
regard to future investments, as
are personalized user journeys.
Many large retail chains are now
experimenting with cashierless
stores, and we expect the
number of these stores to
increase enormously over

the next ten years. There will
certainly continue to be hybrid
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concrete plans for
Lhe coming yeartls

31

Interesting for the future,
but not relevant at present
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01_ Age of Seamlessness

models, but the opportunities
offered by artificial intelligence
in particular will massively
reduce the investment required
in new infrastructure and will
also be able to meet today's
requirements, such as weighing
goods, even better. At present,
the investment for this type of
store for well-known discount
chains or full-range retailers are
in a very high range, sometimes
seven figures per location. This
figure will decrease over time
and consumers will start to
become accustomed to a more
seamless shopping experience.
Today's familiar self-scanning
checkouts used by customers,
just like app-based scanners,
only serve as a bridging
technology and are not really
an experience worth mentioning
from the point of view of many
consumers. Who wouldn't much
rather just go shopping instead
of having to worry about paying
or queuing at the checkout?

Frictionless pay-
ments is about
being able to pay
with the least
amount of fuss.

_Nuutti Kotivuori,
Nexi Digital Finland

So, what does this kind of future
mean for service providers and
retailers?
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What are the promises of

a transformed payment
experience in an age of
seamlessness? In our interviews
on the payment of the future,
many variables were mentioned
that need to be considered when
working toward seamlessness:
Friction or the lack thereof,
mobility, convenience, speed and
time savings and emotionality.
All of these points indirectly
address the question of how
payment can be a positive
experience so that we can focus
on shopping, eating or travelling,
in short: On experiencing
instead of paying.

If an organization focuses on
responsibility and not only

on profit, the more serious
aspects of payment are at least
as important and need to be
addressed: Data protection,
legal requirements and the
financial well-being of end
customers.

Is it important
that payment

really works seam-
lessly everywhere _
or is it equally
important that pay-
ment is so secure
that no one can
hack a system?

_Dr Lea Maria
Siering, Token.io

The answer to the previous
guestion is probably: Both.

Seamless payment appropriates
supposed paradoxes and turns
them into value-creating
payment experiences.

If you want to be forward-
thinking when navigating
through the payment
archipelago described above,
you need good solutions for land
and water in a figurative sense.
Navigation hybrids that help us
(whether retailer or customer)
seamlessly wherever we need
help. Anyone who successfully
creates seamless processes in
the future will therefore not only
look at technological feasibility,
but also at the reality of the
users' lives, who should enjoy a
seamless experience.

True seamlessness means
recognizing pain points and
integrating systems organically
into end customers’ daily
routines and retailers’ processes
that have evolved over time.
This means that payment

must take on a central role for
retailers and service providers
so that it no longer needs

to play a role for customers.
Those working on a seamless
future of payment will be able
to offer a seamless payment
experience in line with legal and
security requirements and a
keen awareness of the context,
they will increase convenience
responsibly. Not an easy task.
But a desirable future.

Contextualization
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“w' The future
of paument 1s
seamless.

Simplicity and efficiency are moving to the centre of the
customer journey and will form the strategic success
factor for future services. We will then be talking about
"experience’” and no longer about “payment”.

~+ Omnichannel
pauyment 1s gaining
1N iImportance.

Consumers have much higher expectations
and demands for a cross-channel shopping
experience. The payment processes must
be invisible and fade completely into the
background.
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~Invisibility be-
comes added value.

It is not only in the context of omnichannel
approaches that the future lies in a seemingly
invisible payment process which fades into the

background. This is the foundation for linking
products and services with additional added value.

| Digital
wallets are the
bridge to the future.

In the future, they will be expanded or even
replaced by natural, process-based and
biometric features. Humans will become part of
the payment process. Artificial intelligence is
driving this development.
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New Money:

Payment is driven by
digital money and new
values

The future of payment is digital
and diverse. The types of
payment used in the future will
not be exempt from this. Cash
is giving way to new payment
methods and solutions such

as cryptocurrencies, dentral
bank digital currencies and
wallet services. Retailers face
the challenge of accepting the
growing portfolio of exciting
new forms of payment while
traditional standards remain

in place. Let's dive into this
fascinating world of new money
and look at the implications for
payments.
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UP-COIN

Nadira really needs a drink.

Her pitch at the European Start-
up Contest 1n Amsterdam was an
emotional rollercoaster ride.

The number of spectators in
the sold-out arena alone was
overwhelming. She would never
have thought that she would
win the audience award with
her greentech approach of a
bacteria-to-energy grid. She
certainly got some sympathy
points because of her story:
Born and raised in Jordan, she
founded her start-up PowerBac
and acquired digital EU
residency at the age of just 16.
She deliberately chose Romania
as her digital headquarters: The
virtual offices that the country
offers provide the perfect VR
setting for meetings. Visually,
they were also the best match
for her taste - minimalist
furnishings, elegant wood, plus
the digital twin of an Italian
espresso machine of the finest
guality, which she can use to
send coffee to her business
appointments anywhere in the
world with the click of a button
at the start of a meeting.

Schiphol Airport,
Amsterdam, 06.06.2034, 5:54 p.m.

»What would you like to drink?"
The bartender snaps Nadira out
of her thoughts.

“A wheatgrass sour, please.”
“How would you like to pay?"
“Do you take Up-Coins?"

"Up-Coins, of course. This is
Amsterdam. We're open to
anything."”

Nadira activates her smart ring
and makes the payment with a
smile. Of course, she could have
paid in digital euros or dollars.
The Up-Coin doesn't give her
any special price advantages.

"Cryptocurrencies are a well-
established way to pay these
days.” The bartender raises a
bulbous bottle of transparent
orange liguid in front of his face
as he speaks. “Is Up-Coin any
good?" he asks, swirling the
bottle back and forth, following
the sprigs of rosemary dancing
in the liquid with his eyes.

“Yeah, after some initial
difficulties, the Up-Coin is quite
successful now,” Nadira replies.

She knows that by using Up-
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Coin, she is bypassing traditional
payment methods, as the Up-
Coin runs on a blockchain-based
infrastructure whose primary
payment flows are not based

on SEPA, SWIFT or similar
established procedures. With
Up-Coin, Nadira has chosen a
fully-fledged currency to pay
her bill. On the one hand, it uses
many integration functions in
subsystems (for instance loyalty
schemes such as Payback), and
on the other hand, it is also
accepted by retailers as a valid
currency.

Nadira sips her drink
thoughtfully, not sure if she
should give her standard speech
to the bartender or just keep
quiet.

“And Up-Coin hasn't just left the
legacy of the cryptocurrencies
of the past decade behind,"” she
gushes. “It's a globally regulated
monetary value with a fixed
conversion rate to the euro.

And whether people like it or
not, Up-Coin has to a certain
extent become a prestigious
advertising tool for socially-
oriented economic activity as
the proceeds from the exchange
into euros are used to support
social sustainability projects
throughout the EU."”

The barman raises his eyebrows
with interest. While he seems
to be thinking about what
Nadira has said, someone at
the other end of the bar raises
their voice: “Can we get two
Crodino spritzers over here?"
The bartender turns around and
guickly says: “One second,” to
Nadira and turns to the couple
who are pulling their suitcases
next to the bar stools. Nadira
watches as amber-coloured
liquid is poured into two
stemmed glasses. Thoughtfully,
her finger wanders over the
surface of her smart ring.

She likes the idea that Up-Coin
is about more than just money.
That it promotes development of
a Eurasian start-up community.
Nadira has earned most of her
Up-Coins by acting as a mentor
for other founders. She reflects
on how the crazy idea of two
students from Israel turned into
a really big corporation - with
the approach of in-vitro apples.

“Flight 743 to Amman ready for
boarding” can be heard from the
ceiling speakers.

Nadira downs the rest of her
wheatqgrass sour. Off to the gate.

Scenario
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E-NION

Uoices f1ill the air on this mild
summer evening. People fill the
sidewalk of the side street 1n
Leipzig where the gallery i1s located.

The large shop windows have
been pushed open and glasses
of water, wine and spritzers
sitting on the wide windowsill
are occasionally picked up,
sipped, and put down again. The
interior of the gallery is softly
lit. That's all it needs on this
July evening.

Yara pushes past an animated
couple leaning inquisitively

over a swirling salmon-coloured
sculpture. Both are wearing
sensory enhancement gloves.
With transfigured gazes, they
gently stroke the surface of the
sculpture. Yara stops in front

of the thick tapestry hanging
from the ceiling on barely visible
silvery threads. She looks
attentively at the coarse fibres
of the fabric, the nearly invisible
seams and the iridescent
colours of the materials sliding
into each other. She likes the
object even better than she

imagined after the VR tour from
her apartment in Ljubljana -
and she had already been
impressed then. The view and
the atmosphere in the gallery
alone made it worth taking a day
off work at the bank and taking
the night train to Leipzig. Yara
slowly walks around the gently
swaying fabric, but who is she
kidding? She really wants this
beautifully crafted tapestry. She
has been following the works of
the artist and his commitment
to various social causes for
many years. She knows his
biography, his evolution, his
brand. She has seen many of
his group exhibitions and every
solo exhibition in Europe in
person. She pulls out her phone
and scans the glowing green

QR code on the floor. Her NION
wallet opens:
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Category: Art
Title: Minataurus
Material: Algae-hair-composite,
avocado-stone-pigment, banana fiber,
denim waste, fishing net
Year: 2034
Artist: Anas Hadid (Germany)
Price: 3.500€

Account: claudia_richter@e-nion.eu
Recipient: Galerie Claudia Richter
Amount: e-NION 3,395
(recommended transaction currency)
Reference: GCRMina2034

pay e-NION 3,395 now*

*Galerie Claudia Richter offers as 3%
discount for this payment method compared
to other payment methods - you save €105

other payment method from
my wallet

Yara has made a conscious
decision to pay with e-NION,
the digitalized euro model from
NION. She has spent the last
few months dealing intensively
with all the new payment
methods and currencies for

the Slovenian bank where she
works. This is the only reason
she knows that the transaction
she is initiating is not taking
the traditional route with the
SEPA payment systems of
banks and processors, but is
instead processed in a closed-
loop procedure on the NION
platform without having to go
through the traditional banking
system. With this form of wallet-
to-wallet transfer, the amount
due is immediately credited to
the recipient wallet. Yara sees
this as a win-win situation for
buyers and sellers: The seller,
Claudia Richter, can immediately
use her e-NIONs and Yara could
immediately take her beloved
work of art home with her - if it
wasn't so big. What's more - and
only an insider like Yara would
know this - the retailer also pays
lower transaction costs since
there is no SEPA processing

and therefore no fees to pay. Of
course, the e-NION also offers
more options for payment.
However, Yara has chosen the
solution that makes the most
sense for her. Yara taps on the
top button with the NION logo in
the middle:

pay e-NION 3,395 now

The QR code on the bottom
turns purple. This is probably

a built-in feature of the gallery
to indicate that the payment

is being processed. A moment
later, the colour changes and the
QR code turns blue.

“There you go,” Yara thinks
while her phone screen lights up,
confirming in Slovenian:

The money has been credited to
Galerie Claudia Richter's NION
account. Thank you for choosing
e-NION as your payment
method.

“Yara?" A young woman

approaches her. “I'm Claudia, |
think we've met virtually. | was
in the middle of a conversation

when you arrived, but | can

see that you didn't need any
help anyways.” She winks. “I'm
glad you've decided to buy
Minataurus. Should we make an
appointment to figure out the
transport of your beautiful new
artwork?"
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FRIENDSRHOP

y'| Deichmann | Dein Markt | dm | Douglas |
Jd: HT'nann | Flix Reisen | F'arm Finance | Fressnapf
Baleria | lkea | Jacques Naturwein-Depot |
factum | Media Marki | Penny Planet | reBuy' s
" Sl}aled Wardrobe | syle Social Commerce ! 8
_:3 plekom | Tom & Sally's | toom Baumarkt .58
e Waldpaten | Thirdhend-Kaufhaus.
i »

Your
ShopFriends account

Paid at ShopFriends retailers in February:
€87.91

Your shopping list (17/23)

Apples, Dein Markt organic, 500 g - €3.49
Dijon mustard, Maille, 215 g - €5.45
Steak, Lab-Grown Not Slaughtered, 250 g - €4.37
Mushroom tea: Cocoa Relax,
Schrum, 200 g - €4.99
Carrots, Dein Markt Bio, 1 kg - €3.65
Oats, Kélin, 500 g - €3.88

v

show completed purchases
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COUNCIL

The paument
of the future
is natural,
ahytime and
ahywhere.

As Chief Product Officer, Delia
Konig is responsible for the prod-
uct development of Solaris, Europe’s
largest embedded finance platform.

THE
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Delia

Kénig
Solaris

In future, paument will
continue to be simple,
secure and reliable.
That’s all it needs.

David Lais is a social entrepreneur. He
uses his payment expertise to promote
responsible consumption. He is CEO of the
Organisation fur nachhaltigen Konsum and

co-founder of ecoluytig GmbH.

Frank

~ Buttner In future,
S-Paument payment will be
secure, imper-
ceptible and
convenient.

Having been responsible for DSU’s payment di-
vision since 2012, Frank Buttner has been Man-

aging Director of S-Payment GmbH since 2015.
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In future, we will pay even the
smallest amounts seamlessly
with a wide variety of solutions.

Jens Hachmeister, Managing Director, is Head
of Issuer Services & New Digital Markets

at Deutsche Bdorse and a member of Clear-
stream’s Management Committee.

In future, payment will
be much cheaper than
it is today, convenient
and transparent, so
that I won’t even no-
tice that I'm paying.

Dr Jochen Biedermann is Managing
Partner of FinTech Consult and Man-
aging Director of the World Alliance

of International Financial Centers.
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