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ABSTRACT

Thetelematicstechnol ogy, intended to streamlinethe’infor mation processing
requirements of consumer sdriving avehicle, hasbrought to surfacetheneed
for integrating the information technology architectures of various service
providers with/ the' manufacturing technologies of various
automotive firms. While system integration has always been an issue
when multiplevendorsareinvol vedin providing enter prise-wide solutionsin
business, thisissue takes on greater prominence when it can impact the
privacy and security of thedriving publicasawhole. Thisarticlebrieflylooks
at various opportunities telematics can provide.to satisfy the “ mobile”
soci ety, and di scusses the organi zational behavior requiredtooperationalize
the technological capability and-inter-company behavior to enable flexible
businessmodels. Itwil| alsodiscussthe role multiplebusinessand gover nment
leaders have-to-play to ensure that these opportunities do not come at a
significant social cost.
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Mobile commerce (M-commerce) in the automotive industry could be
characterizedinparallel andinconjunctionwithanother termframedwithinthe
industry—telematics. The*telematics’ industry isanemerging bus nessareathat
allowscar manufacturersand aftermarket producersto provideinnovativesol u-
tionsfor informationservices. Theseinformati onservicesincludeautomaticand
manual emergency calls, roadsideass stanceservices, GPS, trafficand dynamic
routeguidance, | nternet communi cationsand personal conciergeservices.

In the highly competitive automotivebusiness, both product quality and
competitivepricingnolonger providesufficient differentiationtocaptureandretain
aconsumer. A manufacturer must provideeach consumer withanattractiveand
desirabledesign; customer care, user experienceandanoverall vehicleservice
package, whichincludestel ematics. Theextenttowhichautomobilemanufacturers
aresuccessful inproviding suchapackageisbecomingadifferentiatingfactorinthe
consumer’ sbuying decision (Hogan, 2001). Infact, afirm’ sability to provide
informati ontechnol ogy capabilitiesinanautomobilemay becomeasimportant as
cargo capacity and mileage of an automobile for bothretail customers and
businessserviceproviders,i.e.,leasing agencies, transportationand distribution
companies, etc. Whiletherearea ready somemobileapplicationssuch asfleet
management, other applicati onssuchasin-vehi clecomputing, navigationand
|ocation-based serviceswill starttotakeshapeto support both customer groups.

Inthischapter wewill provideananalysisof themarket thatismoving the
automotiveindustry inthisdirection, aswell asthebusinessopportunitiesthat | ay
overthehorizon. Wewill thendiscussafew majorissuesthat will, whenresol ved,
ultimately dictatethepotential growthand successof theM-commercemarketin
theautomotivesector.

MARKET ANALYS S

Thetel emati csmarketpl acei sexperiencingexplosivegrowthinunit salesand
user- acceptanceinthedomestic market and abroad. Thein-vehicleinformation
systemsmarket for personal andcommercia vehicleswill risefrom$300millionin
1999t0$5.1 billionin2003 (Greengard, 2000). | n-vehiclenavigationhasaready
seenacceptanceoverseas, and will account for aglobal market of $16 billionby
theendof 2004. Several other studiesal sopointtotheanti cipatedexpl osivegrowth
inthismarket (Kalakota, 2002; Thurston, 2000). Thisanticipated growth has
created anextraordinary opportunity fortheautometiveindustry and consumer
electronicsmarketplace. Ithasthepotential to generatesignificant automotive,
marine, and heavy truck OEM andaftermarket product sales, aswell asdternative
andadditional revenuestreams.
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