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NEW YORK: A mobile payment service backed by Wal-Mart, Best
Buy and other leading retailers is defending its practice of prohibit-
ing its members from accepting alternatives such as Apple Pay. In a
conference call with reporters, Merchant Customer Exchange
shopped short of giving a reason for requiring exclusivity. But offi-
cials say retailers may choose to leave without penalty, so they
could accept those alternatives, which are based on a wireless tech-
nology called near-field communication, or NFC.

The rivalry is heating up as more Americans choose to shop and
spend time on their mobile devices. “Merchants make their own
choices about their commitment to MCX and make their own
choices about other forms of payment,” said Dekkers Davidson, the
group’s CEO. However, an MCX blog post earlier said that when
merchants choose MCX, “they choose to do so exclusively.” MCX is
testing its CurrentC system and plans to launch it in 2015.

The service has garnered criticism as some of the group’s
biggest members, including CVS, 7-Eleven, Best Buy and Wal-Mart,
are refusing NFC payments even though their stores have the
equipment. MCX was also the target of a hack. In Wednesday’s call,
MCX said a small number of email addresses were obtained in a
breach, but no other identifying information or any financial infor-
mation was obtained. The CurrentC app itself was not affected, and
the organization has contacted everyone whose email address was
affected.

When Apple Pay launched on Oct 20, retailer resistance had
been expected because Apple hasn’t offered incentives to install
new point-of-sale terminals and train staff on its new mobile pay-
ment system. But this week it became clear that many large retail-
ers declined to accept Apple Pay because they were part of MCX,
which requires exclusivity.

On Monday, Apple CEO Tim Cook said Apple Pay had over 1 mil-
lion activations in the first three days after it became available and
is now more widely used than any competing payment system. He
called the dispute with retailers a “skirmish.”

Davidson said it was “entirely possible” that in the future mer-
chants can accept both MCX and the other forms of mobile pay-
ments, although did not give a timeline for when that might occur.
CurrentC lets users pay through a checking account, a store-brand
card or a gift card, in addition to regular credit and debit cards. In
that sense, it is different than Apple Pay, which lets users pay only
through credit and debit cards. 

Merchants save transaction fees when customers use some-
thing other than a credit or debit card. Davidson said MCX was in
talks with other “substantial financial institutions” and said “over
time we expect all cards will be welcome at CurrentC.” Officials said
that MCX, which uses barcode technology, also might expand to
include NFC, which Apple Pay uses, if it deems that necessary in the
future. — AP

CALIFORNIA: In this photo, Eddy Cue, Apple Senior Vice President of Internet Software and Services, demonstrates the new
Apple Pay mobile payment system at a Whole Foods store in Cupertino. — AP

Apple Pay rival defends

service, exclusivity

NEW YORK: Amazon.com’s low prices and seemingly end-
less array of goods have made it the biggest online retailer
in the US, commanding about 20 percent of all e-com-
merce. The company is projected to have over $89 billion in
revenue this year. Its massive success has driven other sites
to offer similar perks and deals to woo customers and hold
on to their piece of the retail pie. Some retailers now even
offer to match Amazon’s prices to try to win your business.
That’s good news for shoppers. So if you’re searching for
anything from beauty products to books, here’s a look at
some Amazon-like deals to take advantage of:

Used or new - and cheap!
An old standby that may offer more than you think is

eBay. Though it made its name as the world’s biggest auc-
tion site, it has expanded in recent years to host a vast array
of new and used merchandise from third-party sellers, often
for flat prices. “We don’t see a lot of people going to eBay as
their first stop in the way we see people going to Amazon,”
said Forrester analyst Sucharita Mulpuru. “But there’s an
opportunity for people to find the same items they’re look-
ing for at different retailers.”

Other one-stop shopping discount sites include
Overstock.com, which offers retailers’ excess inventory,
ranging from mattresses to clothing and gifts. Another
option is the little-known Aliexpress.com, a site operated by

Chinese e-commerce powerhouse Alibaba.com. The site
offers Chinese goods to shoppers in the US and some other
countries. And while quality varies, the prices are definitely
hard to beat. Or check out Rakuten.com, a similar site from
Japan that delivers to other countries.

Price match
Best Buy, Target, Staples, Toys R Us, Babies R Us, Home

Depot, Office Depot, Office Max all price match
Amazon.com items. (Some exclude marketplace goods, and
most matching is limited to in-store items, not online). Wal-
Mart, the world’s largest retailer, said Thursday it is consider-
ing matching Amazon’s online prices as it gears up for the
all-important holiday shopping season.

Free shipping
One of the biggest perks of the $99 annual Amazon loy-

alty program is free two-day shipping on many items.
Retailers are increasingly taking a page and offering to ship
you goods at no charge. ShopRunner.com, which partners
with many retailers to offer free two-day shipping, is a good
alternative, says Mark LoCastro, a spokesman at
Dealnews.com. You pay an annual $79 membership. And
ShopRunner works with major retailers such as Neiman
Marcus and American Eagle and smaller brands such as the
NFL Shop and Beauty.com.—AP

Sony says half-year

loss balloons six-fold

to almost $1.0 billion

TOKYO: Sony yesterday announced a whopping $1.0 billion six-
month loss, underlining the Japanese electronics giant’s struggle
to drag itself out of the red, while it falls further behind rivals
Panasonic and Sharp. As the trio published their half-year earn-
ings, Sony said the challenges of a fiercely competitive smart-
phone business had weighed on its bottom line. The company is
also currently in the midst of a broader restructuring as it tries to
move past years of massive losses. While Japan’s electronics
giants have benefited from a sharply weaker yen, analysts have
warned that the impact is fading, saying the industry giants have
more work to do on reinventing themselves.

Sony’s net loss for the six months to September came in at
109.1 billion yen, way up from a loss of 16.5 billion yen in the
same period last year. It also reported an operating loss of 15.8
billion yen, reversing a profit of 49.4 billion yen a year earlier,
although sales ticked up 6.5 percent to 3.71 trillion yen. The earn-
ings announcement comes after Sony last month downgraded
its annual earnings forecasts, revealing that it would lose whop-
ping 230 billion yen in the fiscal year to March, more than four
times its earlier forecast. The company also said it would cut the
smartphone unit’s global staff by 15 percent-about 1,000 jobs-
and not pay dividends for the first time since its shares started
trading in Tokyo in 1958. The smartphone business, Sony said,
has been hit by weaker-than-expected results in emerging mar-
kets, as it battles global rivals including Samsung and Apple. On
the eve of the latest financial announcement, Sony said it would
replace the head of its smartphone unit Kunimasa Suzuki with
finance executive Hiroki Totoki.

‘Challenging businesses’ 
Despite chief executive Kazuo Hirai’s bid to turn around the

vast company, Sony has struggled to clearly define how it will
look in the future or roll out innovative products, analysts say. Its
top executive has brushed off pleas to exit the money-losing tele-
vision business, a sector where one-time Japanese leaders have
been hammered by lower-cost overseas rivals. “The company has
not yet given a clear vision for its smartphone business,” said
Hiroshi Sakai, an analyst at SMBC Friend Securities, who warned
that Sony may have to cut its annual earnings forecast again.

By contrast, rivals Panasonic and Sharp have shifted their
focus away from consumer electronics as they slim down their
operations, Sakai added. “Unlike Sony, Panasonic and other elec-
tronics firms have already changed course to business-to-busi-
ness operations, which have started showing some good results,”
he said. “So they’ve been recovering compared with Sony.”

Panasonic’s net profit drop actually dropped 52.2 percent to
80.9 billion yen ($729 million) for the six months, but it said the
lower profit was mainly due to one-off gains a year ago from
changes made to its pension scheme. Panasonic’s operating prof-
it rose 20.7 percent to 176.9 billion yen, on sales of 3.72 trillion
yen, up 0.4 percent, as it hiked its full-year profit forecast, partially
due to strong solar panel and automotive business sales.—AFP

CALIFORNIA: In this Oct 18, 2010 photo, an Amazon.com package sits in a
UPS truck in Palo Alto. — AP

Online stores fight Amazon for piece of retail pie


