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transport
matters
What is the best
MaaS for our cities?

Mobility as a Service (MaaS)
is the integration of different
transport services into a single
mobility service. It’s seen as
the future of buying transport
– purchasing it on an as needs
basis. The big question is what
is the best MaaS for our cities?
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what is MaaS?
Mobility as a Service (MaaS) or Transport as
a Service (TaaS) is the future of how users will buy
and use transport.
sections running on time. Costs will be displayed for
every option, making clear the trade-offs between
speed, ammenity and value.

The informing principle behind MaaS is that users
will be able to buy transport on an as needs basis.
Rather than owning a vehicle for example, travellers
will rent a vehicle for the extent of their journey. This
shift means that travellers are making the transition
to a true user-pays environment where they only
buy the transport they need, when they need it.

Customers can to purchase travel using one-off
trip-based pricing or through a subscription model
or a mix of both.
Behind the scenes, MaaS platforms will also perform
back-office functions such as receiving payments
from users and allocating this revenue to the
providers. The platform will house a dynamic ‘trip
builder’ which will create and price itineraries for
travellers, as well as provide operational information
and notifications advising the user of delays, changes
to schedules and so on

How it works
MaaS is made possible through the use of a
technology platform (app) which aggregates all
available public and private transport services
and creates transport options for travellers. Users
install the MaaS app on their smartphone and
access all services through this platform.

The variety of transport options and mix of public and
private operators gives rise to many possible MaaS
models being considered across the globe. Already,
many cities have smart cards which can be used
across Public Transport modes, and in the case of
Hong Kong, in retail outlets. Cities such as Helsinki,
Birmingham, and Gothenburg have adopted MaaS
models which include Public Transport as well as
taxis, car-share and ride-share operators, and car
rental agencies amongst others.

Users can open the MaaS app and select an origin
and destination. The app will show the best way to
get from A to B using public and private transport
providers depending on user preferences, such as
cost, elapsed time, favoured mode etc. The mix of
transport providers may include services such bikeshare, a train and then a taxi, or maybe a car-share
to a tram and a rented ‘e-bike’.
Once the traveller has chosen the itinerary, the app
will make any bookings needed, and ensure that hire
or share vehicles are available and public-transport

the
‘App’

Transport Service
Provider (TSP)

MaaS Service
Provider (MSP)

Individuals
- Users
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the players
GROUP

KEY NEEDS/REQUIREMENTS

CONSIDERATIONS

Users

 Easy to use app – intuitive, fast, etc.

 Normal Consumer Protections.

 Access to a wide range of Transport Service Providers (TSPs).

 User-centric design – ability
to personalise outputs and
optimise on needs, e.g.
cheapest, fastest, greenest, etc.

 Confidence in the outputs of the app – travel times, costs
and so on.
 Ability to define transport preferences – cost/time/sustainability.
 Pricing is best available.
 Flexibility in pricing – per trip/subscription.
 Seamless back end – payment, invoicing etc.
MaaS Service
Provider
(MSP)
the
‘App’

 Owning the relationship with the users.

 Unique vs Re-badged offer.

 Access to all transport providers to grant choice.

 Ability to incorporate related
offers and other services
(accommodation, food,
recreation/entertainment).

 Ability to strike their own Service Level Agreements –(SLAs)
with each TSP.

 Mode, trip and planning integration – schedules, availability,
time/cost engines.
 Responsible for the integrated booking/payment systems.

 Needs to be ‘agnostic’ in
building transport options.

 Managing delays/alternatives in real time etc.
 Revenue allocation to providers– acting as a revenue
clearing house.
Transport
Service
Provider
(TSP)

 Operations and maintenance.

 Successful SLAs with MSPs.

 Commercial relationship with one/many MSPs through SLAs.

 Integration with other TSPs
could be detrimental to their
own business models – e.g.
taxi vs ride-share, or PT
vs PT+taxi – they will need
to consider operational
relationships.

 Control over their own Brand – promotion and image.
 Control over how their services are presented – when, where and
at what cost, compared to other TSPs.
 Responsibility for safety and maintenance of vehicles.

3rd party
providers

As MaaS matures, these companies would provide mainly transportrelated services through the app, such as:
 Parking – maps, real-time space availability, booking, discounts, etc.
 Event ticketing, e.g. if you are going to an exhibition free PT is
offered as part of the entry ticket.

 Most of the offers in this
space would be adjuncts to
transport services.
 Form commercial relationships
with MSPs – maybe in
conjunction with TSP.

 Vouchers/Offers - food, free entry, etc.

Government

 Regulations - level of service, promotion, accessibility, minimum
standards of consumer protection.

 Policy and regulatory
framework.

 Safety - standards and formal reporting procedures.

 Controlled by Departments
of Transport and/or other
defined authorities.

 Market controls - anti-competitive behaviour, pricing controls, etc.
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the role of government
The role of government will be critical in shaping a
city’s MaaS. This influence will be felt in three broad
areas: creation, regulation and policy.
Government Areas of Inﬂuence

Going to market
– Entry point
Whether MaaS can evolve
organically (market-led) or if it
is a planned introduction - i.e.
to a speciﬁc model/scope as
deﬁned by government.
This model would deﬁne
the ‘rules of engagement’.

Level of Regulation

MaaS as policy Lever

How MaaS will be regulated
and at what level. Examples
of regulatory controls for
MSPs may include pricing,
accessibility provisions,
levels of services
(standards, geographical
coverage, safety, etc.)

How much MaaS can be
used to deliver broader
policy outcomes - travel
demand management,
inﬂuencing congestion,
road-user charging,
sustainability and so on?

Going to Market

Regulation

While it is widely accepted that MaaS has the potential
to be the default method for buying transport, when
and how MaaS develops will be different in each market.

The level of regulation required under MaaS, will
reflect market tensions between the players, as well
as all existing regulatory inputs.

One scenario sees MaaS providers appearing
organically with their own apps/platforms, negotiating
deals with Transport Providers, and taking that offer
to market. Over time it might be that these MSPs will
consolidate and rationalise as the market matures,
potentially around the service offer, the quality of the
app, or the spread of services.

MaaS Service Providers to Users

In a planned environment, the government (or authority)
would define what the MaaS looks like and define the
overall functionality and the services to be offered.
This brief could then be picked up by third party
providers, and/or by Government agencies who would
develop and operate the service.

 Ability of users to input preferences for transport
options – mode, time, cost, etc.

 There may be requirements to provide a range of
payment options such as fixed term, subscription,
trip pricing, as well as concession fares.
 Protection of consumer rights – payment and
access regimes, such as seniors, disabled,
geographic coverage.

 Ability of users to switch between MaaS providers
without exit costs.
 Privacy/data considerations for travellers.
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Regulation

MaaS as a policy lever

MSP TO TSPs

Beyond the preferences of the users, there are some
considerable policy levers available to government or
the policy leader of the Transport Eco-system.

 SLAs which are not anti-competitive, e.g. whether
TSPs will be allowed to provide their services to a
single MaaS provider.

These levers reflect how we can optimise the system:

 Provide a ‘fair’ pricing scheme, e.g. not forcing
TSPs to provide uneconomic trip costs to suit
broader policy/retail aims.

 Optimising the system based on economic benefit.

 Ensuring TSPs operate across all geographies or
that there is coverage at an industry level.

 Optimising funding for PT or road network
infrastructure.

 Allowing TSPs to operate outside of the MaaS offer.
For example, users could purchase taxi services
directly as well as through their MaaS app.

 Encouraging utilisation of existing assets.

These considerations are only a start, and begin to
give an insight into how complicated the regulatory
environment could be.

Having a model which allows for a holistic approach
will increase the efficiency and utility in the system as
well as the ability to meet social and policy objectives.

 Decreasing congestion.

This could be done through a mix of pricing settings,
availability, and ordering of the transport options.
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case study
MaaS Global –
Helsinki, Finland
MaaS Global is a Finnish start up and the world’s
first Mobility as a Service operator. The company
is using its platform to build a holistic transport
ecosystem that combines public and private
transport services from brand-new cars to taxis,
trains, trams, buses, and city bikes.
MaaS Global aims to provide an alternative to owning
a car, an alternative that is not just equally good but
better. By fulfilling people’s everyday travel needs,
complemented by attractive value-added services,
MaaS Global’s vision is a future of easy, efficient and
sustainable mobility that moves away from private
car ownership.

First Street Station, Birmingham, UK

MaaS Global operates through a phone app, Whim,
that calculates the best methods to get from A to
B and provides transport options from a variety of
participating private and public operators.
Users can find all the routes, fees, tickets,
timetables, booking and travel options in one place,
which offers various packages to cover all daily
journeys, or pay-as-you-go services. For 55€ users
get unlimited access to Helsinki’s public transport
network as well as up to 15€ of included taxi or
car hire. Alternatively, individuals can customise
packages with extras like regional public transport
tickets or Whim Car subscriptions.
Starting in Helsinki in 2016, MaaS Global is now offering
services in several Finnish cities. This Whim service is
also being piloted in Birmingham and later this year in
Amsterdam. Despite the recent market entry, the rapid
expansion highlights the popularity of its service as well
as the broader opporunity for such platforms.
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how MaaS could go
to market
MaaS represents a significant shift in how
transport services will be accessed.
There are many business models that will drive considerable difference in the ways any MaaS solution is marketed.
Most of these models revolve around whether there is a single MaaS product which can be re-sold by MSPs or
whether different MaaS offers are allowed to develop.

Possible Business Models

vs

MaaS - one brand

One MaaS - many Brands

Many MaaS - Many Brands

One size ﬁts all - one MaaS
app which is used by all
travellers with the same
transport service providers
(TSPs), same platform and
same front-end.

One ‘white-label’ MaaS app which
can be re-badged and on-sold
to the public. This correlates to
other infrastructure sectors
such as telecommunications
companies, where the three
networks (Telstra, Vodafone
and Optus) are on-sold as
Virgin, or TPG, or Dodo.

A ‘Many-MaaS’ environment
where each MSP develops
their own MaaS app, and sells
them as appropriate – e.g.
Telstra vs Optus. These MaaS
apps could then be on-sold to
other brands who use the
platform and re-badge with
diﬀerent pricing, oﬀers, etc.

Getting the offer right
MaaS works best as a platform which brings together
as many transport options as possible through a
single app. Its universality is one of its strengths. For
the user it increases the level of choice and helps
ensure the best change of meeting everyone’s needs.
However, having a single platform, could give rise
to a monopoly app with all the problems that this
creates. It is rare that one size really does fit all,
and there are segments within the population
which have considerably different needs.

For example, a commuter-based MaaS would look
very different to a community-based MaaS for
people without cars. Can (or should) every MaaS
service each group equally?
Creating competition through more than one MSP,
and creating variable offers between providers,
could help create competition in the sector and drive
continuous improvements of the apps as well as
sharpen the commercial offer.
There are enough recent examples, especially in
energy retailing, which can be used to create the model
that achieves balance in choice and competition, and
facilitates delivery of broader policy aims.
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how will users
buy MaaS?
For MaaS to work it must provide users with
meaningful choices in how they want to complete
their journey.
One key preference will be how users buy transport
and it is therefore important that MaaS offers flexible
pricing options. Most MaaS models have identified
two approaches:

User-driven choice –
preferences

Trip-based pricing
The user pays model would price trips based on
the distance, the mode, and potentially time of day,
or day of the week. Travellers would book and pay
using the app. MaaS operators would be expected to
accept payments through many channels.

The level of personalisation that people have, and the
impacts of that personalisation on transport choices
available in the app, will be key in any MaaS offering.
In an environment with multiple MaaS offerings, the
level of personalisation available could be critical in
determining which MaaS models ‘wins’.

Subscription pricing
Subscription services would provide a package of travel
per month at a fixed cost. As previously mentionned, in
Helsinki 55 € gets you unlimited public transport and
up to 15 € of Taxi/Uber use. It is feasible that each MSP
would have ‘off the shelf’ subscriptions as well as some
capability for travellers to build their own offers.

These preferences can create considerable
complexity in the weighting of transport offers for the
user to choose from. Likely preferences include:

It is likely that subscription services would be priced at
a discount to trip-based prices to encourage regular,
direct-debit payment and build commitment to MaaS,
and certainty in funding for operators.

 Personal - active travel, personal space (car hire vs.
public transport).

 Modal - public transport, car, bike, etc.
 Operational - time, cost, sustainability rating.
 Brand - e.g. Uber vs. Lyft, GoGet vs. Car Next Door.
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Pricing Considerations
VARIABLE PRICING

MaaS and FUNDING FOR
INFRASTRUCTURE

One of the significant upsides of MaaS is the
ability to institute variable pricing regimes to
encourage ‘desirable’ behaviours – e.g. travelling
off-peak, cheaper public transport pricing on
weekends, single user car-hire vs car-pooling etc.
These behaviours could also align with the
economic value of the services.

THE TRANSPORT ECOSYSTEM

DISCOUNTING
All providers will at some stage carry excess capacity
and it is likely they would want to offer discounts to
encourage uplift and utilisation.

As a result, MaaS could be the vehicle through which
we can provide a ‘whole of transport’ solution to a
‘whole of city’ problem – that is putting a solid base
under the funding of all transport infrastructure.

EXTENSIONS FOR SUBSCRIBERS

HOW IT COULD WORK

Users will be able to buy incremental services/trips
as they need. For example, if they had reached the
limit of their subscription or want to choose a service
outside of their subscription.

Under MaaS, there is potential for prices to truly reflect
the underlying value of that trip. The price of each trip
would include a ‘user access fee’ (flag fall) and ‘usage
fee’ which would reflect the true economic costs of
that trip. Prices could be varied by mode, place and
time of day to reflect policy settings, and would help
extract the real value of that trip at that time.

UNEARNED REVENUE
In subscription pricing the net value of the user’s travel
may be less than the amount of the subscription. In
these cases, the unearned revenue will be allocated to
the TSPs as per the subscription agreement.
EQUITY AND TRANSPARENCY
Ensuring that travellers can understand how
prices are generated is important. How this issue
is managed, and the perception of fairness will be
central to creating certainty and comfort with MaaS
apps. This could be overcome through use of bestprice guarantees.

MaaS provides an opportunity to treat a city’s
transport as an ecosystem. The MaaS offer integrates
all modes across all regions, in one place at one time.
If MaaS becomes the prevailing channel for buying
and accessing transport, the pricing model should
also reference how transport infrastructure is funded.

The resultant fares would be split between the
transport provider (as payment) and a funding ‘pool’
for redistribution across a city’s transport eco-system.
For subscription users, a clip from each subscription
would be allocated to the funding pool
As MaaS platforms will be available across all
modes, the funding pool should align to ongoing
maintenance of the road network, public transport
infrastructure and potentially capital expenditure for
a city’s transport infrastructure. Importantly, while
there is likely to be broad alignment between revenue
generated by a mode and funding ‘share’, the fund
would be used on an ‘as needs’ basis to help deliver
over-arching policy aims.
Aligning funding for transport infrastructure
directly to usage, will help to future proof the system
against threats to the existing funding models.
These threats include:
 Shift to electric vehicles which would effect Fuel
Excise funding; and
 Potential shift away from individual car ownership
with the advent of car-share and autonomous
vehicle fleets which could affect registration fees
and so on.
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case study
UbiGo Innovation –
Gothenburg, Sweden
UbiGo began in 2014 as the result of a two-year,
sponsored research project in Sweden. The platform
launched as an initial six-month trial with 70 households
in Gothenburg taking part, the focus on testing the
viability of the business model, not the technology.
UbiGo positions itself as an alternative to car
ownership, not car use per se. The platform seeks
to provide simple access to transport options that
reduce customers’ needs for private car ownership.
The initial experiment was incredibly positive and
showed that half of the group changed their modes of
travel and 40% changing the way they planned trips.
Teaming up with Ericson in 2015, UbiGo launched a
MaaS platform that combines public transport, carsharing, rental car service, taxis and bicycle sharing,

all billed through one invoice. UbiGo also provides
24/7 customer support and a bonus system to
reward customers for sustainable choices.
Households subscribe to a pre-paid amount of travel,
typically billed in hours. The subscription is accessible
to all members of the household via the UbiGo app;
if the purchased amount is depleted, extra days or
hours will be registered and billed afterwards, and any
unused time saved for later use. For every kilo of C02
saved relative to using a private car, users get points
to put towards other services or products from UbiGo
partners (bike services, health clubs, concerts etc).
Following the Gothenburg pilot programme, UbiGo
will launch in Stockholm in 2018. The hope is that by
avoiding private car ownership, households can save
money and still access transport options that are both
economically and environmentally sustainable, while
generating material social benefits. UbiGo believes
that it is possible to run a profitable business based
on procuring, repackaging and delivering every day
transport – the success lies in how it is done.
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MaaS eco-system
TYPE

BRANDS

SHORT TERM

LONG-TERM

Public Transport
Providers

Train, Tram,

Public transport is likely to be a ‘winner’
in a MaaS environment as it is likely to
be key to any meaningful MaaS offer,
especially in the subscription services.

Public transport may have a role in
filling gaps in the system: on-demand
buses, first and last mile services, and
potentially fleets of car-share services
with autonomous vehicles.

Taxi Service/
Hire Car services

Within MaaS, taxis could be ordered and
bought on a $/trip basis, or accessed
as part of a subscription up to a defined
value or number of trips.

The convergence of taxi services and ride
share services such as Uber may occur.
There might be some differentiation on
service level or coverage.

Car-share
services

Likely to be key to any initial MaaS offer.
The offer is likely to be based on hourly
rental, with defined drop off/pick up spots.
Subscriptions are likely to have defined
number of hours available to the user.

Likely to increase share with the advent of
autonomous vehicles as they are placed to
be early adopters of the technology. This
could increase market share through the
MaaS marketplace.

Peer-to-peer
sharing

If the MaaS providers can ensure quality/
availability/pricing etc. of the service,
this group of operators will be wellpositioned in MaaS.

Likely to be a small but persistent
share of MaaS. Given potential modeshift to public transport, there may be
opportunity for peer-to-peer sharing.

Ride-share
services

MaaS presents a new distribution
channel for these services. There might
be some concerns about brand impacts.
For example, UBER leverages its brand
into new service areas such as delivery
services, and being part of MaaS may
affect that strategy.

Although a good candidate for MaaS,
brand conflict could be an issue.
Nevertheless, the real promise of
Car-pooling could be unlocked in this
environment. Clear price-signalling and
an integrated offer should drive better
awareness and increased uptake.

Ferry, Rail, Bus

Active travel

Bikes, Walking

Within a MaaS app, Active travel choices
will help people understand the benefits
of these options. For example, the price
difference between walking home from the
station and using a taxi could become a key
lever in Travel Demand Management.

It’s feasible that MaaS could be a
vehicle for behavioural change. For
example, for trips less than 500m only
walking would be offered as an option.
This may lead to integration of other
apps such as fitness monitors.

Car
manufacturers

All of them

Potential for MaaS to affect private car
ownership with simpler car-share fleets.
The opportunity may lay in supplying
the fleet especially with the advent of
Automated/Electric vehicles.

Manufacturers will need to adapt to
changing attitudes in how people
perceive and buy transport. Long term it
may result in simplified model offers as
individual ownership declines.

An integrated MaaS offer would help
to overcome many of the issues facing
bike-share services, e.g. awareness,
certainty of service etc. It would round
out the offer for all user types.

These modes aren’t for everyone –
especially with respect to personal safety
and helmet usage. However, they are a
viable alternative to car use and electric
bicycles could certainly drive uptake.

Bike-share electric bikes,
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The importance of trust
Regardless of how MaaS is marketed, it is critical that
consumers have the confidence in the system to
produce realistic, cost-effective transport choices.
The technology already exists to build costs
across different itineraries of mixed-mode transport.
Commercially, the problem is not so much in
creating or costing the itineraries, rather the way
itineraries are presented.
If travellers cannot trust the MaaS app to produce the
fastest, cheapest, or greenest transport options then
they will experiment and return to traditional methods.
For transport providers competing for share and
revenue, how their services are presented will have
considerable commercial impact. Similar to internet
browser search results; if a company shows up in the
first few search lines it has considerable marketing
advantage over its competitors.
As a result the success of any MaaS will be in
building trust with travellers while providing an even
playing field for operators.
The ability of the MaaS app to deliver customers to
operators is fundamental to the success of the model,
and that will only happen if they trust the offer. That
is why creating ‘agnostic’ apps which fairly represent
transport choices, based on the preferences of the
user, will be critical in ensuring the success of any
MaaS service.
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