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By Keith Tamboer
James Brehm & Associates in cooperation with IoT Evolution recently conducted a survey to
understand users’ adoption of and experiences with Internet of Things (IoT) products and
services that broadly fall under the umbrella of consumer IoT. The findings of the survey reveal
key trends and insights into areas like connected cars, home security and automation, consumer wearables, and personal property and people trackers. In the following report, we’ve
highlighted a few of the key findings and observations across each area and added some
context around the current market landscape and opportunities in this burgeoning IoT sector.

Connected Car
Most automotive OEMs today offer some sort of branded connected car service. GM’s OnStar, one of the original
connected car offerings, is also one of the most well-known and longest-tenured consumer IoT service offerings in the
market. While early versions of OnStar in the 1990s focused on emergency roadside assistance, the service has evolved
over the last 20 years to include capabilities like navigation, security, vehicle diagnostics, and in-vehicle entertainment.
While OnStar has the largest base of subscribers, additional automotive OEMs like Hyundai, BMW, Chrysler, Volkswagen, and others have all incorporated some sort of connected car service into most new vehicle models in the last
several years.
While automotive OEMs primarily focus on connected car solutions that are built-in and embedded
into new vehicles, companies from across the automotive ecosystem have more recently introduced aftermarket offerings and solutions in an attempt to capture a share of the growing connected car market.
Since 2015, cellular service providers Verizon and T-Mobile have both launch branded aftermarket connected car
solutions that customers can add on to their mobile phone plans. Satellite radio provider SiriusXM recently acquired
Automatic, an aftermarket connected car service provider while the auto repair chain Meineke rolled out an offering
that’s geared toward maintenance and repairs. Companies of all types are looking at the benefits of being a provider of
connected car services.
Despite the increasing availability of connected car offerings, our survey results reveal that very few consumers actually
pay for connected car service(s). Among consumers with a connected car service, 58% said that they are getting the
service at no charge as part of a free trial that was included in the purchase of their automobile. Another 25% said they
receive the service for free as part of their lease. Only 14% of consumers are actually paying for it.
Many automotive OEMs offer free trials (typically for 6 months to a year) with the hope that consumers will subscribe
at the end of the trial period and pay a recurring fee. Our research indicates, however, that most consumers are willing
to let the service lapse at the end of the trial. For those customers who are receiving the service as part of a free trial,
only 15% intend to pay for the service after the trial ends. 52% will not pay for the service and 33% are undecided.
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In 2016, there were approximately 17 million new
vehicles sold in the United States. Because many of
the new automobiles coming out today are already
equipped with a connected car service, even a modest 15% subscription rate creates meaningful volumes
of new subscribers and revenues for OEMs. However,
the vast majority of consumers have determined that
the service isn’t worth paying for once the free trial is over. The opportunity-loss that they represent is
enormous.
We asked consumers without any connected car service why they didn’t want to use these services. While
24% of respondents cited “cost” as their rationale for
opting out, the most common reason given was that
connected car service doesn’t add any incremental
value to what the consumer already gets from their smartphone. The continued focus which connected car
service providers place on the entertainment aspects of the service (e.g. streaming video, Wi-Fi hotspot, etc.),
ultimately stunts the growth potential of connected car services. Providers need to expand the narrative and
messaging about the connected car value proposition to include the benefits of knowing what’s happening
with the vehicle. Based on the information collected from the vehicle, connected car service providers should
be able to demonstrate a meaningful value proposition of improved maintenance that ultimately reduces the
cost of repairs and fuel.
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Home Security & Automation
Another big and burgeoning consumer IoT market is
related to the home for both security and automation
services. Home security is another use case where the
ability to enable two-way communication and control
has propelled the market beyond simple alarm monitoring to advanced automation where homeowners can
remotely or automatically turn lights on and off, adjust
thermostats, see who is ringing the doorbell, and control
a variety of other electronic devices. Home security and
automation is often purchased from a service provider
with professional, 24-hour monitoring service, but it can
also be assembled in more of a “do-it-yourself” situation
where the home occupant enables security and automation services themselves.
With approximately 6 million customers, ADT is generally regarded as a market leader among providers of
professionally-monitored home security and automation
services. Cable companies, like Comcast and Cox, and
smart home companies, like Vivint, are also aggressively targeting this growing market. The addressable market is very large; according to the U.S. Census Bureau,
there are more than 115 million households in the United States. Market leader, ADT, therefore, has effectively
captured less than 10% of the addressable market.
Among respondents with home security systems, 59% have professionally monitored systems and 41% have
taken more of a “do-it-yourself ” approach. The contrast is interesting when you look at the types of devices
used in home security systems.
Those with professionally monitored systems have a high
penetration of “traditional” devices (e.g. alarm panels, door
and window sensors) and a relatively low penetration of indoor and outdoor video cameras. Conversely, those without
a professionally monitored service have a significantly higher
penetration of both indoor and outdoor video cameras.
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Devices that enable remote monitoring and
control of non-security related systems are
becoming increasingly popular. Among
survey respondents with one or more automation devices in their home, 62% said
they have a remote-controlled thermostat
while 49% have remote-controlled lighting.
Having remote control of environmental
and lighting settings enables home owners
to better manage and control energy costs.
The ability to proactively manage energy
consumption could lead to a more meaningful return on investment compared to other
automation devices that focus on convenience such as video doorbells or remote-controlled blinds and
shades. (At 26% and 11%, respectively, both have lower penetration.)
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Wearables
While some may envision a future where connected shirts detect and adjust for perspiration and connected shoes correct your stride, IoT wearables are currently dominated by fitness trackers and smart watches the
primary purpose of which is to monitor activity
While fitness and activity monitoring was the most cited reason for owning a wearable (80%), 26% of respondents said they use a wearable to monitor a specific health condition. According to the Centers For Disease Control (CDC), 86% of health care costs in the United States can be linked to
chronic and mental health conditions. Annually, the total estimated cost
of diagnosed diabetes patients is $245 billion: $176 billion in direct medical costs and $69 billion in decreased productivity. Medical costs linked to
obesity are estimated to be $147 billion. Annual medical costs for people
who were obese were 1,429 times higher than those for people in a healthy
weight range. While more complex medical wearables (which we do not
categorize with consumer IoT wearables for the purposes of this survey) represent a large IoT opportunity in the future, the use of
consumer wearables like fitness trackers and smart watches can encourage people to maintain higher levels of physical activity and,
consequently, reduce medical costs and improve quality of life.
People & Property Trackers
More than 320 million people reside in the the 115 million total households across the
United States. James Brehm & Associates has conservatively estimated that the total addressable market for “trackable personal assets” is somewhere between 800 million and
2.3 billion things. The term “trackable personal assets” covers a wide variety of belongings including keys, suitcases, bicycles, musical instruments, laptop computers, remote
controls, firearms, and recreational vehicles. Currently, the adoption rate of personal
asset tracking devices is low, but considering the sheer size of the addressable market,
the opportunity is high. Tile is
a good example of a company
that’s working to crack the code
on personal property trackers.
In addition to things, people represent a potential use case for trackers. In
the United States, there are approximately 49 million children under the
age of eleven. Some companies are marketing solutions that enable parents
and guardians to keep tabs on their children. Additional people tracking
use cases could include adults tracking elderly parents or other potential
“at risk” groups of people. Although they aren’t people, household pets
represent a large and underpenetrated opportunity for tracking devices.
According to the Humane Society, there are more than 79 million U.S.
households with at least one pet, and the total pet count amounts to more
than 77 million dogs and nearly 86 million cats.
Our survey results show that children are one of the largest uses cases for people currently using trackers (38%). Aside from children, the most frequent responses for trackers include recreational vehicles (39%), keys (25%), pets (19%) and luggage (17%).
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Conclusion
While the hype around connected toys, coffee pots, and tooth brushes has subsided, the prospects for consumer IoT
should not be dismissed. Some of the largest and most viable IoT use cases are associated with consumer applications--the connected car, connected home--while others, like wearables and personal property and people trackers, are
at the very beginning of their growth cycles. Consumer IoT solutions may not have the same economic and transformational potential as smart manufacturing or smart cities, but as these various point solutions evolve to become integrated ecosystems, consumers will experience higher levels of convenience, waste less personal time, spend less money
on energy, and, hopefully, improve quality of life.
The other attractive aspect of consumer IoT is that it holds several big, addressable markets: 320 million people, 115
million homes, 200 million registered vehicles, and 77 million dogs. Even a modest rate of penetration would translate
into a large number of connected endpoints that could deliver meaningful profits to companies that figure out the right
business model, the right price for consumers, and the right distribution.
About the Survey
The analysis in this report is based on the results of 404 online survey responses collected between August 7, 2017 and
September 11, 2017.

“Any new technolog y tends to go through a 25-year adoption cycle.”
-Marc Andreessen
“Ever y once in a while, a new technolog y, an old problem, and a big idea turn into an innovation.”
-Dean Kamen
“Once a new technolog y rolls over you, if you’re not par t of the steamroller, you’re par t of the road.”
-Stewar t Brand
“Good, bad, or indif ferent, if you are not investing in new technolog y, you are going to get lef t behind.”
-Philip Green
“Internet of Things is essentially a service using a product. Find out what is that service you intend to offer your customers.”
- Gyana Pattnaik

James Brehm & Associates is a consulting and marketing intelligence firm that provides project-based and retained strategic
advisory services to technology companies worldwide. With a firm focus on the Internet of Things (IoT), Machine-to-Machine
(M2M) Communications, and Big Data Analytics, James Brehm & Associates provides actionable insight and direction to a wide
range of organizations including Communications Service Providers, Hardware Maunufacturers, Software Vendors, OEMs, Private
Equity, and venture Capital Firms. Through projects on market size and share, competitive intelligence, product development, go-tomarket strategy, and client-specific consulting services, we help companies reach their maximum potential. http://www.jbrehm.com.
If you’d like to continue to receive The Connected Conversation, please email info@jbrehm.com or call (210) 401-0051.
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