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What is data monetisation in automotive?

Revenue can be generated from data both directly and indirectly. Direct
data monetisation involves selling or sharing data with third parties, such
as drive behaviour to insurance companies. It could also involve using
data to deliver connected services such as predictive maintenance and
vehicle upgrades. Indirect data monetisation, however, involves using
that data to improve processes, products and services. Ultimately, the
goal here is to improve retention and increase lifetime value.

Both strategies are impactful, and OEMs should combine multiple streams
to create a balanced revenue portfolio that drives long-term growth.

Key data monetisation strategies

—> Subscriptions

Subscriptions have seen mixed success among several manufacturers, but OEMs
with feature-rich, tech-forward vehicles tend to perform best. This model could
include access to premium features, frequent software updates made over the

air (OTA), and connectivity packages, like navigation or infotainment.

However, the exponential rise in subscription pricing has seen consumers tire of
this lately, with customers sometimes feeling as though they’re paying twice. It's

crucial to ensure a high perceived value and that the service is priced competi-

tively.

—> Freemium models and OTA upgrades

With a low barrier to entry, drivers can enjoy basic connectivity for free while
given the option to upgrade for premium features. Tesla has seen success with
this, offering customers eight years of free feature use before asking them to up-

grade to its subscription model.

This approach helps attract buyers, familiarise them with connected features and
offer value before asking customers to pay. However, its success relies on care-
fully balancing free versus paid features in line with customer needs.

Alternatively, customers can be charged one-off fees for these upgrades, which
are delivered via OTA updates. Perfect for both individual customers and fleets,
these upgrades allow improvements — and revenue — to be made long into the

vehicle’s lifecycle.

—> Usage-based pricing

This model relies on robust data collection, charging the customer based on their
usage rather than a flat fee. Typically used in usage-based insurance (UBI), this
model leverages real-time data such as speed, braking and manoeuvring to

adjust premiums in line with driver risk and behaviour.

This strategy works well for fleet operators, mobility providers, and younger driv-
ers whose premiums are usually high. A usage-based strategy can also be ap-
plied to fleet analytics services and vehicle health and insights.

—> |In-vehicle commerce

In a feature-rich vehicle, OEMs can allow their drivers to make purchases from the
car, generating revenue from transaction fees, partner commission and
third-party advertising. This model relies on a robust infrastructure, a modern

payment platform and a seamless user interface.

Determining the right strategy

In choosing the best monetisation model for your brand, consider:

Customer expectations
and needs

Identifying what's important
to your customer will be key
to driving forward any
revenue generation. Find out
which services they value and
how much they’re willing to
pay across the vehicle’s
lifecycle.

Vehicle platform
maturity

The more feature-rich your
vehicle, the more you can offer
your customers. Without the
right software and systems in
place, you'll struggle to collect
and leverage data or provide
continuous OTA updates for
customers.

Fleet size and
business model

For those with large B2B
customer bases and fleets,
usage-based services may
be most appropriate, offering
analytics and predictive
maintenance to provide
commercial value.

Brand positioning

New revenue models must fit
with the current brand values
and ethos. Ensure pricing
aligns with the brand and the
customer perception of the
organisation.

Ready to evolve your data monetisation strategy?
touch with one of our experts to begin.

Contactus —

endava .com



