Monetizing data in the age of connected
vehicles
Connected services and data monetization have long been seen as a big
opportunity for automotive companies facing an uncertain future. However,
the path to success may require new thinking in terms of where to play and
how to win.
By Jeff Hood, Omar Hoda, and Ryan Robinson
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• What data collection, standardization, curation,
privacy and analytical capabilities are required?

Knowing where to focus
is half the battle

• Where is the value in these activities (i.e., data
standardization, consent management, anonymization)?

The journey to creating new value from the
growing amount of vehicle data starts by setting
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would have to be built?

an ambition and charting a path to success. Most
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Getting started isn’t as easy as simply picking a
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As companies move from concepts to tactical
plans, they should ask several key questions for
each opportunity they identify, including:
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The importance of driver consent
By Lisa Joy Rosner, CMO, Otonomo
As original equipment manufacturers (OEMs), other data generators, and companies in the
connected data ecosystem explore the possibilities for monetizing data by offering new apps
and services, managing driver consent has emerged as a critical issue. Drivers own not only their
connected car, but also their connected car data, and they expect that their personal data will stay
private unless they give explicit consent for its use.
Research shows that many drivers are, in fact, amenable to sharing their data if they see enough
benefit in it. In 2018, a joint Otonomo-Edison Research survey of 514 current American connected
car drivers6 found that approximately 80 percent of the drivers who expressed interest in a
number of services based on connected car data—including real-time alerts of dangerous driving
conditions, early detection of maintenance and repair needs, and faster response times for
emergency responders in the event of an accident—were willing to share anonymous or personal
connected car data in order to gain access to these capabilities.
But despite this, the drivers in the study still had general concerns about sharing data with apps
and services. About two-thirds of respondents had chosen not to use an app or service because
of concerns about how their personal information would be handled. Given that Deloitte’s latest
Global Automotive Consumer Study found that 31 percent of US consumers trust “no one” to
secure the data being generated and shared by a connected car, these findings suggest that
automotive manufacturers and other data generators have a clear need to protect drivers’ privacy
and proactively manage consent.
When deciding whether to allow an app to collect data, the Otonomo-Edison Research study
found that the most important factors that drivers consider are:
• How trustworthy they perceive the company to be (66 percent indicated this was “very
important”). It’s encouraging that the Deloitte study found that 31 percent of consumers trust
their OEMs most—but just as many trust no one.
• Whether they are told exactly what the data is being used for and who has access to it (62
percent indicated this was “very important”). In light of this finding, OEMs should consider
developing consumer-facing transparency apps that are easy for drivers to understand and use.
On the anonymization front, connected car data presents numerous new complexities.
Considerations include:
• Removing traditional personally identifiable information (PII) is not enough to preserve
anonymity. Trip data—such as the route one takes from home to the office—and location data
also can be used to identify a driver.
• More than one person may drive the same vehicle—yet hold different views about what data
they are willing to share.
When communicating with drivers and asking for consent, data generators need to be sure that
they are addressing these and other considerations in their data anonymization strategies as well
as with consent management technology.
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