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One of the greatest challenges facing car makers is how to 
capitalize on the emerging revolution in vehicle 
connectivity. Driven by competitive pressures and 
government mandates, car makers are beginning to accept 
the fact that it is in their best interest to be connected to 

their cars and, by extension, their customers. 
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Connecting Cars 

Connectivity comes primarily in two forms: an embedded telecom module built into the car or a 

connected mobile device. (There are a variety of aftermarket connectivity options, but this paper is 

focusing on the strategies of auto makers and their factory fit solutions.)   

Nearly every car maker has a smartphone connectivity solution. These range from Ford SYNC and 

MyFord Touch to Chevrolet’s MyLink and Toyota’s EnTune.   

The introduction of smartphones in cars has enabled the exploration of auto-oriented application eco-

systems. More and more car makers are introducing apps for everything from streaming audio and 

video to navigation, weather and traffic. 

Car makers with app solutions are also introducing apps for remotely accessing vehicle information and 

for remotely controlling the car – including remote start and door lock/unlock. Apps have also been 

introduced for locating parking cars (or parking spaces) and for checking vehicle battery or fuel status. 

Six car makers are in the process of bringing built-in LTE connections to their cars in multiple markets 

around the world within the next 18 months including GM, Audi, BMW, Mercedes Benz, PSA and Volvo. 

The investment in embedded connectivity hardware and software is a major wager by these 

organizations that they will be able to cover the cost and capture profitable aftersales opportunities via 

vehicle connections. 

These and other car companies see connectivity enhancing safety, security and customer care and, 

ultimately, the bottom line. Wireless connectivity to the car and customer is expected to improve 

customer satisfaction and customer retention while opening the door to new revenue opportunities. 

The Connected Opportunity 

There are multiple undiscovered or underappreciated upside revenue opportunities from car 

connectivity.   While the customer may pay for the system, it is the car maker that stands to benefit the 

most from vehicle connectivity, especially if the auto maker plays the cards correctly.  

The wireless connection to the vehicle not only provides a layer of added security for the customer, it 

also provides a cocoon of privileged communications managed by the vehicle manufacturer, controlled 

by the customer and spanning everything from urgent traffic bulletins to the price of fuel locally. 
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Outlook for Wireless Connectivity – Global by Cellular Format 

 

Source: Strategy Analytics AMCS 

But bringing connectivity to cars will not, in and of itself bring customer acceptance and market 

success.  And, in fact, the growing number of inactive embedded systems in the market speaks 

eloquently to the failure of existing telematics programs to universally inspire consumers. 

Telematics: Active/Inactive Hardware in Market 

 

Source: Strategy Analytics AMCS 
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The Business Model: Identity Management 

But it is not the customer’s fault that these systems fail to inspire. The immediate challenge for car 

makers is to justify the expense of adding a telecom module and service subscription to an already 

expensive piece of equipment – a car.  But nothing could be worse than justifying and making that 

investment and then failing to convince the customer with a compelling connectivity value proposition. 

Properly configured and supported by off-board resources, the on-board connection in the car is 

capable of enabling new revenue opportunities, boosting customer satisfaction scores and retention 

and establishing stronger brand-related ties to the customer. Instead of inspiration, car makers have 

been left with alienation – customers are turning off and turning away from telematics. 

There are many points of connection with the customer today that are creating friction and resistance or 

even outright alienation. A core weak point in existing systems is the failure to build a personalized and 

secure platform with built in awareness of the vehicle owner and/or multiple drivers. 

Getting identity management right is at the core of creating a customer bond that grows with each 

communication and connection. An embedded connectivity system in a car ought to be the glue, the 

connective tissue, to bind the customer to his or her dealer and car maker. 

Not all systems on the road today are failing.  A growing number of auto makers recognize that 

embedded connectivity ought to connect the customer directly to the dealer. This thinking is manifest in 

the growing number of telematics systems from BMW, Hyundai, Acura, Volvo and others that provide 

for service scheduling directly from the car. 

But service scheduling from the car is only the tip of the iceberg of hidden revenue opportunities waiting 

to be discovered. Car makers are beginning to recognize and embrace the fact that automotive 

connectivity is a three screen proposition with smartphone apps, Web portals and on-board displays. 

Hidden within each of these points of connection are massive revenue opportunities including 

unperformed service ($60B, as estimated by the Automotive Aftermarket Suppliers Association), and 

collision aftercare ($40B, as estimated by Auto Care Associates, formerly the Automotive Aftermarket 

Industry Association).   

Collision aftercare, in particular, stands out as roadside assistance organizations report that 40% of 

customers who suffer a total loss on their vehicle change brands.  Connectivity to the customer ought to 

provide an invaluable safety net to ensure that the dealer and the car maker are available to the 

consumer when he or she is at their lowest point of customer satisfaction and highest point of brand 

defection. 
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Collision Aftercare 

 

Source: Strategy Analytics AMCS 

In the end, vehicle connectivity is about cultivating the customer experience to ensure robust customer 

connections in the interest of driving improvements in customer satisfaction scores and customer 

retention. General Motors senior vice president global quality and customer experience, Alicia Boler-

Davis, was quoted earlier this year saying that a single percentage of customer retention was worth 

$700M in revenue to GM. 

These findings confirm the fact that there are profitable revenue opportunities at the nexus of customer 

connectivity.  Maximizing this opportunity involves an enhanced coordination of customer interactions 

within a secure framework. The hallmarks of this new engagement paradigm are security, privacy and 

personalization further enhanced by transparency and customer control. 
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Aligning Customer, OEM & Dealer Priorities 

 

Source: Strategy Analytics AMCS 

Today, embedded telematics systems have moved beyond automatic crash notification.  Service 

scheduling from the car and remote diagnostics are now check-off applications that have become 

standard equipment.  But along with diagnostics has come condition-based maintenance for 

anticipating customer needs in real time. 

To be successful requires: 

 Universal connectivity (as much as possible) 

 Dealer participation and acceptance  

 Customer support.  

Strategy Analytics consumer research has shown resistance to paying an additional subscription for the 

telematics service, but also has shown that consumers are receptive to one-time, upfront fees at the 

time of purchase. 
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Connected Service Payment: Driver Preferences 

 

Source: Strategy Analytics Consumer Insights 

The key is to get to higher levels of customer adoption and usage.  In fact, the goal is to ensure that all 

cars are connected for the benefit of the customer, the dealer and the car maker.  At least two car 

makers in China, Qoros and BYD, have stepped forward to offer lifetime wireless connectivity built into 

the cost of the car.  This is a hint of what is to come globally and what is unfolding in the U.S. 

Car makers increasingly want to use the vehicle connection to change the fundamental nature of the 

customer relationship. The car should demonstrate in every way possible that it is aware of the 

customer and his or her preferences including access to content and applications as well as 

transactional resources and credentials. More importantly the customer will opt in and have access to 

and some control of vehicle information. 

Cars typically have multiple drivers during any particular period of ownership and a typical car will have 

multiple owners during its lifetime.  Built-in and brought in connections should be crafted in such a way 

as to provide for intelligent interactions with the current driver or owner with appropriate credentialing 

policies and protocols. 

Each owner or driver will have their own application and content preferences as well as transactional 

resources.  The on-board system should seamlessly integrate these resources.  Similarly, these 

resources, most of which will reside off-board, should be portable and enabled in other owned or 

shared vehicles. 
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Making all of this happen in an intelligent and non-invasive fashion is a challenge.  A typical new car 

customer receives more than 60 mailed or emailed communications from their dealer or the OEM in the 

first year of ownership.  It is often the case that these communications are not properly coordinated 

and, in fact, some may be sent to the customer in error, are irrelevant to their needs, and/or 

inappropriate for their car. 

Overcoming these hurdles requires superior and secure customer identification technology intended to 

render every client communication as yet another targeted, appropriate and welcome touch point. More 

coordinated customer communications will ensure that each communication brings the customer closer 

to the dealer and the OEM rather than being alienating. 

Looking After the Connected Customer 

The care for the customer is essential to bringing down barriers to adoption and acceptance of vehicle 

connectivity. The next phase in the connected car market will be one characterized by car companies 

building their branding around their connectivity solutions. 

The outlook for embedded connectivity is extremely positive.  As noted earlier, multiple car makers are 

introducing 4G LTE connectivity into their cars all over the world.  

In addition to deploying expensive LTE modules, car companies are extending the free periods for their 

basic services.  BMW already offers 10 years of free service in North America, Hyundai has boosted its 

free period to three years, 

GM’s OnStar is the most recent market participant to extend the free period for its Basic Plan – vehicle 

diagnostics, remote start and remote door lock/unlock – for five years.  But the real market 

transformation comes with platforms that provide a secure framework for customer engagement within 

which customer needs are anticipated and solutions delivered in a timely and intelligent manner. 

It isn’t enough to build connectivity into the cost of the car. The connectivity proposition needs to bring 

intelligence in the form of customer awareness to the car.  The value ultimately lies in nurturing stronger 

customer ties via wireless vehicle connections.   

The customer expects a connected car to recognize the driver.  The OEM has an obligation to deliver 

that cognition.  The dealer has the opportunity to reap the rewards of a customer more intimately 

connected to a robust vehicle and customer care eco-system. 

These ties will allow dealers to tap into profitable aftersales opportunities over the longer run in the 

interest of more effectively retaining customers and extending existing customer relationships into 

subsequent or additional vehicle purchases along with merchandise, content, services and applications.   
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Thoughts from Covisint, White Paper Sponsor 
By Timothy R. Evavold, Director of Automotive Delivery 
 

Vehicle owners are connected consumers. They are used to, and frankly expect to, connect whenever 

and wherever they are. They fully expect their cars to be another “connection” point to help them 

simplify and improve efficiency during their daily life. 

Several new companies are reaping huge rewards, and older companies such as Comcast are 

redefining themselves by embracing this connectivity desire. However, if not done correctly there are 

huge risks to customer dissatisfaction and alienation. The automotive industry has already experienced 

some of this negative impact in degraded quality scores, lower CSI (Customer Satisfaction Index) 

scores, and negative press with less than optimal connected car implementations. 

As seen through Strategy Analytics’ research, there are huge revenue and positive brand impacting 

opportunities with automotive connectivity. This research however, also confirmed the current failing of 

connectivity solutions resulting in customer apathy and distrust of current implementations. This can be 

seen by the increase in the number of inactive embedded systems. 

To attain the potential of the connected car, OEM’s need to stop focusing only on the technology and 

the vehicle/brand objectives. They need to focus on the consumer/driver and recognize and eliminate 

the “friction” that exists in an already complex purchase and ownership experience. Success will be 

defined by a “frictionless” experience where the: 

 Brand, dealer and vehicle technology work together seamlessly without undue attention and effort by 

the customer/driver; 

 Driver is known and recognized no matter which partner/solution they happen to engage with; 

 Driver’s lives are simplified, and they are allowed to be innovative;  

 Data from the drivers and vehicle is fully protected. 

Maximizing the revenue and brand experience opportunity requires enhanced coordination of ALL 

customer interactions across ALL involved partners. The first step to reach this goal is to adopt a 

customer/driver centric engagement paradigm vs. a vehicle centric approach. This will open everyone’s 

eyes up to the waste and friction that hurt customer experiences and fail to meet their expectations. 
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The next step is to adopt a secure interoperability framework, which will:   

 Drive relevance through managed awareness across all parties and transactions; 

 Orchestrate data and transactions across complex network of partners; 

 Provide customer transparency and control. 

Such a framework will ultimately achieve the “frictionless” experience and true personalization required 

to meet today’s connected consumer’s expectations. 

 


