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Executive Summary
There is no question that the Internet of 
Things (IoT) has become one of the most 
talked about technology trends of today. 
Some might even say that the IoT hype has 
far outpaced the realities of this intriguing, 
new marketplace. However, no one will 
debate that the IoT can create exciting new 
business opportunities for those companies 
that can properly monetize them. 
And there lies the problem: monetizing 
the IoT has become the battle cry of a 
growing number of companies offering a 
variety of solutions to capitalize on the IoT 
movement, but no one is talking about the 
potential pitfalls along the way. 
As a result, THINKstrategies has 
researched several real-world issues that 
have become serious obstacles for many 
companies seeking to make money in the 
IoT marketplace. 
This white paper will identify these common 
pitfalls and prescribe a realistic path to 
properly monetize the IoT. It will also 
provide a series of real-world success 
stories to illustrate IoT industry best 
practices and to show how companies are 
leveraging agile monetization platforms to 
achieve their IoT business objectives. 

Today’s IoT Forecasts 
Nearly every IoT market forecast and 
industry survey indicates that the world 
of connected products and services is 
growing rapidly and that an increasing 
number of corporate executives want 
to capitalize on the new business 
opportunities being created. 
For instance, Gartner projects that 
6.4 billion connected things will be 
deployed worldwide by the end of 
2016, up 30 percent from 2015. It also 
predicts this number will nearly triple 
by 2020, when 20.8 billion connected 
things will be in place worldwide1. 
 

Category 2014 2015 2016 2020

Consumer 2,277 3,023 4,024 13,509

Business: Cross-Industry 632 815 1,092 4,408

Business: Vertical-Specific 898 1,065 1,276 2,880

Grand Total 3,807 4,902 6,392 20,797

  Source: Gartner (November 2015)

Table 1: Internet of Things Units Installed Base by Category (Millions of Units)
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The World Economic Forum makes an 
even bolder prediction for the year 2020 
and expects there to be two and a half 
times more connected things that year, or 
over 50.1 billion2. 
Similarly, converting the forecasts of 
connected things to dollars produces plenty 
of varying predictions.

Machina Research predicts the total value 
of the IoT market will jump from $750 billion 
in 2015 to $3 trillion in 20253. 
Cisco Systems believes the global IoT 
market will be three times Machina 
Research’s estimates by 2020, reaching 
$14.4 trillion4. 

Meanwhile, McKinsey estimates fall in 
between, with the potential economic 
impact of IoT expected to jump from $3.9 
trillion today to $11.1 trillion in 20255. 
Given these bold predictions, it isn’t 
surprising a growing number of companies 
are moving quickly to capitalize on new 
IoT opportunities. However, many appear 
less focused on the potential new sales 
opportunities and more on generating cost 
savings.  

IoT Market Realities
A 2015 Gartner survey of 465 IT and 
business professionals from 18 business 
sectors in North America, EMEA, Asia/
Pacific and Latin America found that 
43 percent are already using or plan to 
implement the IoT in 20166. Nevertheless, 
the survey also found that the majority of 
respondents see the primary business case 
for IoT as improving operating efficiencies, 
gaining cost savings and increasing asset 
utilization (52 percent of total). By contrast, 
the potential externally focused IoT benefits 
of enhancing customer experience and 
increasing revenue were only compelling to 
40 percent of survey respondents. 
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A 2015 KPMG study found a similar 
focus on improving internal operations 
rather than focusing on new marketing 
and revenue opportunities7. The reasons 
why companies are shying away from 
pursuing new revenue opportunities include 
technical complexity, lack of organizational 
experience, potential disruption and 
security concerns.
THINKstrategies believes the issues 
highlighted by KPMG’s survey results 

have caused enough hesitancy among 
corporate executives to call into 
question the aforementioned IoT market 
forecasts.
These concerns have also led to a 
series of serious mistakes for some 
organizations currently pursuing IoT 
monetization opportunities. Here are 
some of the most common mistakes 
observed by THINKstrategies and how 
to avoid them.

Enterprise technologies - Internet of Things/M2M benefits & challenges

“...monetizing IoT entails 
converting standalone 
products into a new 
generation of value-added 
services...”

The Most Common IoT Monetization 
Mistakes
Only Delivering Connected Products 
Rather Than Value-Added Services

Too many organizations believe that the 
IoT is about simply adding connectivity to 
existing products to enhance their value. 
As a result, they focus their attention on 
technical requirements associated with 
embedding sensors, supplying sufficient 
power and providing adequate network 
connections rather than thinking about 
the real business value of these product 
enhancements. 
These technical considerations are 
essential to be successful in the IoT. 
However, it is even more important to 
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recognize that monetizing the IoT entails 
converting standalone products into a 
new generation of value-added services 
that enable an organization to better 
satisfy customer needs while creating new 
revenue opportunities and streamlining 
operational costs.

Lack of a Unified Corporate Vision about 
IoT Objectives

Because the idea of the IoT means different 
things to different people, it is very common 
for organizations to lack a singular vision. 
The IoT poses some unique challenges 
that make a single vision imperative to 
properly align resources to achieve a 
common set of objectives.
Even the simplest and most targeted IoT 
project will require involvement from a 
broad cross-section of corporate business 
units, extending from R&D, product 
development, sales, marketing and 
customer support. Therefore, it is essential 
to ensure that all of these constituent 
groups are in agreement about their IoT 
goals and prepared to coordinate efforts.
In many cases, this means a new corporate 
leader has to emerge to manage the goal-
setting process and guide the execution 
of the objectives. In fact, a recent survey 
commissioned by Webroot and IO found 
that 54% of UK-based businesses said that 
they need someone to guide them through 
the IoT planning and execution process 
and that they plan to employ a Chief 
Internet of Things Officer (CIoTO) in the 
next 12 months8.  

Taking a Monolithic Approach to IoT 
Monetization

As suggested above, companies tend to 
believe that simply adding connectivity 
to their existing products automatically 
increases their value. This is not 
necessarily true, and it ignores the many 
ways connected products can be packaged 
and priced to respond to the varying needs 
and preferences of customers.
For instance, simply applying a monthly 
subscription fee to a connected product 
doesn’t take into account the various ways 
the customer might want to acquire and 
pay for the new service connection. Some 
customers may want to pay by the number 
of connections, others by the number of 
users. 
Even if an organization adopts a single 
packaging and pricing approach to launch 
its IoT strategy, it has to be prepared to 
offer multiple alternatives that respond to 
differing customer expectations as well as 
the growth of competitive offerings over 
time.
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Failing to Capture and Properly Utilize 
IoT Activity Data

Making the right IoT packaging and pricing 
decisions requires data. 
In fact, the real value of IoT is derived from 

the data that is collected from connected 
products. This data provides insight into 
how products are being used and who is 
using them. This information can enable 
organizations to better design their 
products, better target their sales/marketing 
efforts as well as better optimize their 
infrastructure, operational and customer 
care resources as demand for their 
products and services grow. 
Unfortunately, many organizations are 
unsure of what data they should collect and 
how to best analyze and use it. 
The truth is connected products can 
generate an overwhelming volume of data, 
and few organizations have the skills and 
experience to target the right data. Even 
fewer have the analytic tools to interpret the 
significance of the data in order to inform 
how they package and price products and 
services. 
It is for these reasons that some 
industry observers have suggested that 
organizations should assign a Chief Data 
Officer (CDO) to spearhead corporate IoT 
initiatives9. 
Effectively capturing and analyzing IoT 
data requires more than the right corporate 
leadership and staff skills. It also requires 
the right systems and software. 

Underestimating IoT Monetization 

System Requirements

Because the IoT market is still relatively 
new, only a few organizations have 
properly determined the right software and 
systems needed to effectively administer 
the IoT monetization process. 
Many make the mistake of assuming 
that their existing ERP and financial 
management systems can be employed to 
handle the multitude of pricing scenarios, 
sophisticated discounting, entitlement 
management and revenue recognition 
necessary to support IoT solutions. 
Businesses are reluctant to replace their 
existing on-premise systems because of 
the time and effort required to migrate to 
a new platform. However, these legacy 
systems were not architected to handle the 
flexibility and scale needed for IoT pricing 
and packaging. 
Some organizations are hoping that a 
new generation of Software-as-a-Service 
(SaaS) agile monetization solutions will 
satisfy their needs. 
Unfortunately, most of the new cloud-
based applications are designed for simple, 
subscription services and not equipped to 
handle more complex, multi-dimensional 
IoT pricing schemes. 

“Effectively capturing 
and analyzing IoT data 
requires more than the 
right corporate leadership 
and staff skills...it also 
requires the right systems 
and software.”



7

Making the Right Moves to Maximize 
Today’s Real Market Opportunities
The good news is a growing number of 
organizations are avoiding these common 
mistakes and successfully monetizing their 
IoT initiatives. 
These organizations are achieving success 
by taking the following steps: 

Set Realistic IoT Objectives

The organizations that are making serious 
inroads in the IoT market and generating 
monetary value from their IoT initiatives 
are establishing the right combination of 
long-term goals and practical interim steps 
to test their ideas before making “big bets” 
regarding their corporate investments.
THINKstrategies refers to this approach 
as the “reverse long-tail strategy”. Over 
the past decade, many organizations have 
adopted a long-tail strategy to capitalize 
on niche market opportunities after new 
ideas became generally accepted across 
the broader marketplace. This “long-tail” 
approach is being reversed in the IoT 
where industry leaders are testing their 
broad IoT strategies in niche-oriented pilot 
programs before attempting to scale them 
on a larger level. 

This tactic reduces the risks associated 
with IoT deployment, accelerates the 
time-to-value and provides useful 
information and insight that can be used 
to pursue additional IoT monetization 
opportunities.

Recognize the Multi-Dimensional 
Nature of IoT Opportunities

Even though the IoT market is still 
relatively nascent, there are already 
plenty of reasonable use-cases to 
justify corporate investment in various 
monetization alternatives. 
THINKstrategies has seen a growing 
number of organizations focus their 
attention on IoT deployments 
which enable them to react more 
quickly to product failures and 
resolve them before they create 
additional customer problems. 
Many of these IoT initiatives can 
enable organizations to develop 
systems that can anticipate and 
predict potential issues before they 
actually occur in order to prevent 
customer dissatisfaction. 
The accumulated insights from 
this product data can help 
organizations to continuously 

improve their product design, customer 
support systems, sales and marketing 
efforts and other business processes. The 
information generated from IoT initiatives 
can even uncover entirely new market 
opportunities that can fundamentally 
transform the nature of its business. 
The common characteristic of the 
companies that are gaining measurable 
results from their IoT initiatives is the ability 
to capture data about connected product 
transactions and utilization patterns.
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Take a Data-Centric Approach to IoT 

Monetization

As Thomas Davenport wrote in the Wall 
Street Journal in 2013, Like It or Not, You’re 
in the Data Business, “It could be argued 
that virtually every firm in every industry is, 
or could be, in the data business10.” Many 
others have added that the IoT is all about 
the data. 

Given this reality, the companies that are 
succeeding in the IoT are those which are 
designing their connected products and 
architecting their IoT systems to capture 
the appropriate data to achieve the multi-
tiered business benefits outlined above. 

Today’s sensors can collect an 
overwhelming volume of data. However, 
the key to successfully monetizing this 
data is converting it into actionable insights 
that enable an organization to better serve 
their customers, design their products, 
streamline their operations and uncover 
new market opportunities.

Implement an Agile Monetization Engine 
to Maximize IoT Opportunities

The right IoT monetization platform should 
be able to handle multiple packaging and 
pricing scenarios. These scenarios include 
subscription service and consumption/
usage-based pricing schemes across 
a highly diverse population of product 
endpoints that can be activated and even 
changed rapidly based on various triggers. 
The platform must include real-time 
monitoring, metering, rating and revenue 
recognition capabilities. It should be easily 
configurable and include APIs for the major 
ERP and financial management solutions 

as well as other third-party applications. 
Most importantly, though, the platform 
must possess strong analytic capabilities, 
a user friendly dashboard and a robust 
reporting mechanism in order to produce 
actionable information and insights that 
enable an organization to properly package 
and price their IoT offerings in a dynamic 
environment.
One such platform is TRACT® by 
goTransverse. TRACT is an agile 
monetization management platform 
designed to address the unique challenges 
associated with the IoT. TRACT includes 
the critical features mentioned above in 
addition to expanded configurability for 
usage and subscription-based billing, APIs, 
and fast-loading user dashboards and 
other reporting options to enable managers 
to make data-based business decisions 
in response to customer demands, 
competitive developments and other 
market forces. 

“goTransverse’s TRACT 
agile monetization 
management platform 
has been designed to 
address the unique 
challenges associated 
with the IoT.”
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IoT Monetization Success Stories
Smart homes and smart cities are on 
the forefront of many companies’ IoT 
monetization strategies, particularly as it 
relates to security. 
The Smart Home. Our first success story 
profiles a company that sells hardware, 
software, monitoring and home automation 
services to end-consumers through a large 
dealer network. Millions of connected 
devices generate billions of data points 
each year, making them one of the largest 
connected home platforms in the world.
With plans to expand internationally along 
with the need for new ways to package 
and price their services, the company knew 
they needed to augment their internal 
systems to support growth. This required 
new technology with the capability to 
support the unique go-to-market strategies 
of the various dealers in each country. 
They also needed the ability to customize 
the packages, offers, discounts and prices 
while tracking and managing all settlements 
clearly and concisely amidst the massive 
volume of data being generated across the 
globe in multiple currencies. The company 
also knew the technology would have to 
have a robust library of APIs to seamlessly 
automate their end-to-end technology 

stack amidst the massive volume of data 
being processed. While subscription-
based offerings would be the first phase of 
international expansion, product strategy 
teams wanted to be able to roll out usage-
based packages with dynamic charging in 
the near future. 
TRACT by goTransverse was chosen as 
the monetization platform to support the 
company’s vision. By configuring TRACT 
within their technology stack, monetization 
flexibility, revenue recognition complexity 
and price book personalization for the 
international dealer network were no 
longer issues. TRACT utilizes a single 
configuration that logically separates 
the services, products (including auto-
population of each dealer’s Product 
Catalog), data and system users so that 
only appropriate users can view and/
or modify their data. TRACT’s API-first 
philosophy and highly elastic cloud-based 
platform allows them to call into and from 
other systems and scale up (or down) as 
their demand fluctuates. 

High Tech. In the next example, we’ll look 
at a leading innovator in IP-based security 
systems that provides customers with 
a unified portfolio of video surveillance, 
access control and automatic license plate 

recognition solutions. The company’s IoT 
products are built on an open architecture, 
allowing customers across 80+ countries to 
choose from a wide range of edge devices 
and third party systems that provide plenty 
of flexibility to evolve and grow with the 
needs of customers over time. The organic 
nature of their system’s growth presented a 
special billing and monetization challenge: 
how to reduce and minimize revenue 
leakage while still maintaining the highest 
level of customer service possible. This 
company is not alone. MGI Research 
shows that over 40% of organizations 
today face similar challenges11. 
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The company needed a flexible 
monetization platform that could support 
an endless combination of product and 
service offerings while also supporting 
a global dealer network. TRACT by 
goTransverse was chosen to support the 
move to recurring revenue streams and 
the eventual addition of usage-based 
offerings. Being able to configure product 
and offering packages without the need 
for time-consuming and expensive custom 
implementation services was a key concern 
for their market-focused product team 
who wanted to be able to go to market as 
quickly as possible and adjust offerings 
based on need and demand. They needed 
to provision and bill for a variety of complex 
offerings, and they needed to do it quickly 
without exhaustive customizations. 
Telematics. The third success story 
involves the connected car, another 
burgeoning market that would not have 
been possible before the ubiquitous 
availability of inexpensive IoT technology. 
Everyone from device manufacturers and 
major car brands to telecommunication 
providers are realizing the potential for new 
services, especially for fleet management. 
A leading platform provider for connected 
intelligence has fleet location technology, 
information and services products 

distributed in more than 100 countries 
for some of the world’s largest vehicle 
manufacturers. 
The company experienced rapid growth, 
and their technology couldn’t scale to 
meet their business expansion plans. 
Their customers consisted primarily of 
trucking and delivery companies with 
fleets of vehicles that numbered anywhere 
between 1,000 to 50,000 vehicles. With 
the number of connected devices growing 
exponentially, they wanted the flexibility to 
package and bundle various hardware and 
service plans in a more dynamic fashion, 
including per company, per fleet and even 
per vehicle so the company could respond 
to the needs of each market served. 
Flexible invoice formatting was a must, 
including granular line-item detail on usage 
as appropriate to the service. 
TRACT by goTransverse was chosen 
as the monetization platform for the new 
subscription services which relied heavily 
on device connectivity, tracking, service 
assignment(s) and the flexibility required for 
fleet management. The ability to not only 
track Service Identifiers (SIDs) to specific 
vehicles but to also support changes in 
devices, fleets, and subsequent usage was 
essential to accurate tracking. Additionally, 
the tracking and usage data needed to be 

correlated back to the associated operators 
for billing on a specifically configured 
cadence all while avoiding product catalog 
proliferation. 
The transportation industry is a ripe 
market for leveraging connectivity. Another 
success story involves a worldwide 
provider of telematics and analytics 
who focuses on providing data-driven 
transportation solutions for systems 
engineering, validation, warranty reduction 
and certification. 

Rapid adoption of subscription services 
in their customer base necessitated a 
proactive approach in solving the limitations 
created by the existing systems before 
adoption hit critical mass. The biggest 
limitation was their inability to determine 
which devices were active in any given 
month, review actual device usage, create 
corresponding invoices and subsequently 
bill the customer accordingly. They also 
struggled to provide accurate monthly 
revenue and inventory forecasts. 
In this case, TRACT’s device tracking 
functionality along with real-time metering 
and rating quickly streamlined the monthly 
forecasting and billing scenarios. The 
sophisticated subledger in TRACT handled 
the most complex revenue recognition 
rules without custom programing and 
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fed the results directly into the company’s 
master ERP system. By augmenting the 
existing ERP and CRM with TRACT’s 
adjunct monetization platform, the company 
was able to quickly and efficiently meet the 
needs of even their most demanding clients.   

Summary
The IoT is creating a widening array of 
new business opportunities for companies 
across nearly every industry. 
These companies are hoping to leverage 
a new generation of connected “things” to 
reduce their operating costs, better serve 
their customers and gain a competitive 
advantage in the marketplace.
However, many companies are quickly 
discovering that their current systems are 
not adequately equipped to capture the 
information necessary to achieve these 
strategic objectives. Unfortunately, they are 
too often being confronted with a common 
set of obstacles in their efforts to capitalize 
on the promise of the IoT.
In many cases they not only lack the ability 
to track the product/service transactions 
in an increasingly dynamic environment 
but also the ability to capture and interpret 
the activity data to make critical business 
decisions regarding product/service 

packaging, pricing and other important 
considerations.
Legacy ERP systems are not designed 
to handle the complexities of the new 
IoT market opportunities. They are too 
cumbersome to respond to the realities of 
the IoT.
The IoT not only requires businesses to 
assign prices to various “things”, but it 
also demands that they fundamentally 
rethink how they repackage their solutions, 
transforming them from standalone 
products to a series of interconnected 
services.
Consequently, they must incorporate new 
solutions that can establish “as-a-service” 
subscription or usage-based pricing 
schemes and package the offerings to 
encourage greater up-sell and cross-sell 
adoption.
These rapidly evolving market realities 
demand a new monetization platform that 
can more easily administer the increasingly 
dynamic packaging and pricing alternatives 
that customers desire.
goTransverse’s agile monetization 
platform has been designed specifically 
to address these issues. TRACT provides 
the functional capabilities necessary to 
handle today’s IoT packaging and pricing 

requirements. TRACT has also been 
designed to integrate with a company’s 
existing ERP system to accelerate the 
deployment process and capture the 
data necessary to continuously adjust the 
way their IoT products and services are 
packaged and priced.
As the customer success stories described 
in this white paper clearly illustrate, TRACT 
by goTransverse is uniquely structured to 
overcome the common pitfalls of today’s 
IoT marketplace and help organizations 
address these challenges in a variety of 
business environments. 
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About goTransverse
goTransverse powers leading-edge 
companies who push conventional 
boundaries with disruptive product and 
service offerings. The agile monetization 
platform TRACT supports any combination 
of one-time, subscription and usage-
based offerings with near real-time 
metering, rating, business insights and 
native revenue recognition. The result is 
top-line revenue growth, faster time-to-
market, visibility into revenue streams 

and operational savings. The customer 
base of goTransverse includes publicly-
traded and privately-held companies that 
are technology-focused in cloud solutions, 
digital entertainment and media, the 
Internet of Things (IoT), logistics/telematics 
and hosting/managed services. For more 
information, go to www.gotransverse.com. 

About THINKstrategies, Inc.
THINKstrategies, Inc. is the only strategic 
consulting services company focused 
entirely on helping its clients capitalize on 
the unprecedented business opportunities 
created by the technology industry shift 
from a product-centric to a services-
driven orientation and an “on-demand” 
delivery model, such as Cloud Computing, 
Software-as-a-Service (SaaS) and 
Managed Services.
THINKstrategies’ mission is to help 
our clients re-THINK their corporate 
strategies, refocus their resources and 
re-align their operations to achieve their 
business objectives. THINKstrategies 
helps enterprise decision-makers with their 
sourcing strategies, IT solutions providers 
with their marketing strategies, and VCs 
with their investment strategies. 
THINKstrategies has also created the 

Cloud Computing Showplace online 
directory and best practices resource 
center to help IT and business decision-
makers find and fully leverage today’s 
leading SaaS, Platform-as-a-Service 
(PaaS) and Infrastructure-as-a-Service 
(IaaS) solutions. To learn more about the 
Cloud Computing Showplace, go to  
www.cloudshowplace.com. 
THINKstrategies also hosts a series of 
executive forums focused on the latest 
business opportunities and technological 
developments in the Cloud marketplace, 
called the Cloud Innovators Summits. To 
learn more about these events, go to  
www.cloudsummits.com. 
For more information regarding our unique 
capabilities, visit www.thinkstrategies.com, 
or contact us at info@thinkstrategies.com.  
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