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1. Executive summary

1.1 Introduction

As new car sales reach saturation point in many developed markets, emerging
markets represent the biggest opportunity for vehicle manufacturers to further grow
their businesses. However, consumer expectations and willingness to pay for
features such as navigation are likely to differ significantly in these markets, and it will
become critical to understand local differences in order to successfully adapt.

This report analyses the maturity of the navigation value chains and consumer
characteristics in Brazil, India and Russia. Additionally, this report highlights how
automotive strategies for enabling navigation functionality in the car are likely to differ
between these emerging markets and well-developed markets.

1.2 60-second summary of conclusions
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The first navigation experience for most consumers will be “free”

Smartphones will dominate from the start and OEMs must react accordingly

Maturing navigation value chain and growing consumer demand

Mapping and traffic information expected to improve rapidly in coming years

Smartphones expected to represent 90% of navigation market by 2015

Challenge for OEMs is that vast majority of new car sales will be low-segments

Value chain for navigation still immature and consumer demand is low

Very few vehicle manufacturers offer OE navigation due to poor mapping

OE and PND navigation market will be dwarfed by smartphone navigation

India expected to become world’s second largest smartphone market by 2015

Navigation market is highly competitive in Russia with many suppliers

Traffic services are becoming more mature and there is high demand from consumers

OE navigation has greater opportunities, particularly in luxury segments

However, consumers have a greater interest in smartphones than other markets






