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Until now, automakers and suppliers
have relied heavily on a business model
that worked well for making and selling
automobiles, but soon revenue will
result more from service businesses
around those cars, which demand
entirely different business models. CFOs
in the industry have a critical role to play
in overseeing this transformation and
ensuring the future of their companies.
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A message from Gary Silberg
Imagine 25,000 automobile
parts sourced in wildly different
locations throughout the world,
magically converging upon an
assembly plant to create an
extraordinary vehicle. Consider
the complexity for the CFO—
the billions of dollars spent for
design, for building plants, and
for marketing and advertising.
The attention necessary to
address taxation and regulation.
The complex economic rationale
derived from vehicle line
profitability, return on invested
capital, cash flow, and optimal
capital structure.
For the carmaker and supplier, the financial implications of
this extraordinary accomplishment largely ends when the
vehicle leaves the factory. The car then becomes mostly
someone else’s business, except for auto financing and
parts supply. The sale is made to the dealer, the revenue
recognized.

The traditional car-making business is not going away
anytime soon, but we believe car sales will decline as
mobility services reduce the need to own automobiles.1
Car companies must change themselves to accommodate
a world where revenue comes more from the providing of
services.1 That is a dilemma for the Chief Financial Officer
(CFO) office, a clockspeed dilemma of business models:
CFOs must maintain the traditional business clockspeed
necessary for the sale of cars (consumer interaction once
every three to five years), but they must accommodate
new business clockspeeds for the faster-paced transactions
necessary for emerging, service-oriented markets
(consumer interactions as often as many times per day).
Those emerging markets have great potential: mobility
services, power provision, fuel services, data aggregation,
and insurance, for example. We believe this will produce
a trillion-dollar market for mobility services alone, thus
changing the auto industry.2 But adding service businesses
requires far-reaching strategic decisions affecting complex
revenue models, balance sheets, capital structure, taxation,
and governance.
Just as important, the business models will be entirely
new to CFOs in the automobile industry. They require
performance metrics and finance considerations that are
foreign to how traditional auto models have operated
but similar to business models for airlines, hotels, and
e-commerce. To illustrate the demands these new
businesses place on CFOs of OEMs and suppliers, we will
take a deep dive into how their offices change if they were
to enter the mobility service market.

Automotive revenue is, of course, primarily limited by car
sales. But as we have written in The Clockspeed Dilemma
and subsequent papers, a vast range of new technologies
and technological abilities—graphic processing unit (GPU)chips, Light Detection and Ranging (LIDAR), mapping
software, deep learning, and artificial intelligence—are
transforming consumer behavior and revolutionizing
the way we lead our lives, including how we use our
automobiles. Consumers are behaving differently around
cars. They are using technology to order rides rather than
own cars.

1

(I See. I Think. I Drive. I Learn). (KPMG, 2016) and Islands of Autonomy (KPMG, 2017)

2

(I See. I Think. I Drive. I Learn). (KPMG, 2016)
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National Automotive
Industry Leader
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Chapter 1

New clockspeeds for
the CFO office
Business models for mobility as a service
For the traditional business of selling cars, nearly all sources of profit result from
car sales, car financing, and parts sales. That has led to a business model which
is well-established and well understood by financial markets. CFOs speak that
language fluently: SAAR, holdbacks, pricedowns, ATPs, incentives, and lease
residuals.
The development of mobility service models, however, requires a fundamental
shift in orientation from the existing sales transactions of the traditional auto
business to an ongoing sales and revenue relationship focused on selling miles,
trips, or bytes: models with decidedly more complex revenue streams, different
asset ownership approaches, and unfamiliar finance environments.

Revenue streams, asset ownership,
and finance environments
Mobility services may lead carmakers and suppliers into the business-toconsumer or business-to-business markets in mobility services. They can become
direct providers of mobility services to consumers, from ride hailing to ride
sharing. They can choose to sell or lease fleets of cars to mobility providers and
then support, maintain, and manage those fleets. Entering either market will
present CFOs with a myriad of potential business models that require the CFO
office to support new revenue models. Some potential options include pay-perride or mobility subscriptions in the business-to-consumer market or for service
revenue or full-service lease revenue in the business-to-business market.
Those potential business models may also lead to asset ownership approaches
that require new capital structures, in which the timing of debt, revenue, cash
flow, and deferred tax assets are unfamiliar to the existing business and to auto
investors. These mobility business models will certainly require a CFO office to
contend with significantly different finance environments, including new ways of
handling accounting, taxation, and related internal controls.

Almost every OEM and
many suppliers have service
experiments underway on
nearly every continent. And yet
the transition to the mobility
business is far from complete,
and the business models for
mobility are truly unfamiliar to
the auto industry.
Todd Dubner, Principal,
Strategy, KPMG

Mobility and other service businesses are not simply opportunities but
necessities to meet changing customer needs. OEM and suppliers recognize
as much: Almost every OEM and many suppliers have service experiments
underway on nearly every continent. And yet the transition to the mobility
business is far from complete, and the business models for mobility are truly
unfamiliar to the auto industry. A deeper dive into the complexities of these new
potential mobility models follows.
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Chapter 2

Strategic decision
support
Financial planning and analysis
As the CFO office outfits itself for mobility service businesses, its financial
planning and analysis enters territories that are familiar to airlines, hotels, and
e-commerce but relatively unfamiliar to the automotive industry. The business
models for mobility services require entirely new performance metrics—an
entirely new language—or their strategic drivers of growth, profitability and
sustainability. Without them, the strategic decisions that boards of directors,
CEOs, and management teams make, cannot be realized.

Following those strategic decisions, the CFO plays a critical
role in setting the drumbeat for that organization: measuring,
communicating, and driving a discussion about the amount of capital
needed, the expected returns, the expectation of how the investment
community measures those returns, and the measure of the business
going forward. All of these actions depend on the CFO identifying new
performance metrics for its new mobility business model.

Growth

6

Profitability

Sustainability

Unifying Metrics
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New KPIs to set a new drumbeat
Growth
Revenue
Passenger
Miles

Revenue Passenger Miles (RPM) is a critical metric that signals the shift from unit
sales to a miles-denominated business. Consumers may buy a car once every three
to five years but take mobility rides many times a day, operating at a totally different
clockspeed. Like the fundamental metric for airline passenger traffic, RPM enables a
mobility business to evaluate revenue generation activity that moves people across
distances.

Recurring
Revenue

Often tracked in e-commerce, technology companies, and subscription services such
as Netflix, recurring revenue is an essential metric for any service-oriented business.
It measures the transaction frequency of pay-per-ride or subscription based mobility.
CFOs will need to measure and manage for Monthly Recurring Revenue (MRR) at a
granular level to anticipate changes in consumer usage patterns.

Number
of Active
Customers

For telecom, e-commerce, and streaming services such as Netflix and Youtube, the
number of active customers and revenue per active customer—those who use a
service repeatedly—are important measures of growth. It is a more accurate gauge
of growth than simply the number of people who sign up, and it is sensitive to the
fluctuation in service usage by time of day and seasonality that a mobility service will
encounter.

Profitability

8

Passenger
Revenue per
Available Seat
Mile

As vehicle and passenger miles soar, the metrics of profitability for a mobility service
must provide granularity. Passenger Revenue per Available Seat Mile (PRASM)—a
common airlines metric—enables the CFO to understand how much each seat of
its vehicles is generating revenue for all their miles driven. It is a critical measure of
utilization.

Revenue per
Available Seat
Mile

Unlike PRASM, the Revenue per Available Seat Mile (RASM) metric assesses
gross revenue, including passenger as well as ancillary revenue streams. RASM is
therefore well-suited for an enterprise or fleet mobility business that moves both
people and goods.

Cost per
Available Seat
Mile

From the cost of supplying fuel to the expense of cleaning a party vehicle; from
maintenance to utilization expenses, a mobility business must understand cost fully
and precisely. Cost per Available Seat Mile (CASM) provides that comprehensive
measurement and allocates it by seat mile to arrive at a granular cost of service.

Customer
Acquisition
Costs

In its advertisements and by other means, the auto industry has shown the world
exactly how to acquire customers for selling cars. Capturing a mobility customer is
entirely different. For example, what is the cost and how does a mobility business
attract a customer to download an app and to push a button? Customer Acquisition
Cost (CAC) for mobility is an indicator of sales and marketing effectiveness.

Recurring
Margins

In a traditional auto business model, the focus is typically on measuring gross and
net margins. For mobility businesses, it is important to track recurring revenues and
associated margins. This approach excludes the impacts of ‘events’ such as entry
into a new city, license fees and lead/ referral payout. Using a recurring revenue
approach provides a better indicator of the organic growth of the mobility business.
This also provides stakeholders a better understanding of the health of, and growth
prospects for, mobility as a service businesses in the portfolio.
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Sustainability

Churn

The lifeblood of any service business is its existing customer base and their
continued use of services. Managing churn, the loss of customers, and the resulting
loss of revenue, is essential—as businesses from Amazon to Netflix to Verizon know.
For the CFO of a mobility service, evaluating churn requires thinking like a marketing
executive: understanding customers and revenue streams on a segmented basis, in
aggregate, and with granularity.

Sales
Effectiveness

Sales Effectiveness evaluates the ability to generate leads and convert them to
paying customers. While many metrics track sales effectiveness, including sales
growth, channel mix, quota attainment, and sales pipeline/ funnel metrics, Sales
and Marketing Spend Efficiency measures it in aggregate. It tracks the lag effect
associated with return on sales and marketing investments by assessing the
relationship between sales-and-marketing spend within a given time and revenue
growth in the subsequent time period.

User Adoption

Automakers are used to focusing on initial purchase decisions with retention
typically at the end of the lease or useful life. However, mobility businesses operate
at a far higher velocity due to low initial costs as well as low switching costs for
customers. That makes customer renewal and retention far more important. User
adoption metrics evaluate just that by closely tracking activity and satisfaction, as
well as measuring signs of potential customer churn, through a continuous analysis
of service usage.

Unifying Metrics
Unifying Metrics such as Customer Lifetime Value (CLTV) suggest the inherent
interrelatedness between growth, profitability, and sustainability. CLTV combines
revenue per customer, revenue growth, and customer churn to measure what a
mobility service earns from a customer over a lifetime using the services of the
company. Viewed alongside Customer Acquisition Cost (CAC), CLTV offers insight
into whether the business is attracting the kind of customer that generates longterm returns for the mobility service.

Mobility services business models differ
markedly from traditional auto businesses. So
should the way they are tracked and measured.
It is important to draw lessons from multiple
industries—across automotive, other consumer/
business services as well as e-commerce—to get
the mix right. In many cases, investor expectations
and benchmarks provide a good reference point
for comparable industries.
Chaitanya Gogineni, Director, Financial Management,
KPMG
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Financial reporting and accounting
For financial reporting and accounting for mobility services,
the CFO office finds itself in equally unfamiliar terrain as it
does with financial planning and analysis. Deferred revenue
increases in importance, revenue recognition becomes
more complex, and its finance systems will demand
substantial new investment.

Deferred revenue and mobility
Automaker CFOs have some familiarity with deferred
revenue, but primarily in fleet sales structured as leases.
In a mobility service, especially a business-to-business
service model, it is often fundamental—as it is for real
estate, media, and technology companies. For all of them,
billing typically occurs on a quarterly or annual basis in
advance of service. Moreover, because investors find
deferred revenue especially attractive—it is assured and
completely in the control of the business—CFOs will need
to embrace it as a critical element of their external reporting.

Revenue recognition and mobility
Revenue recognition in a mobility business places far
greater demands upon a CFO office than the traditional
auto business because mobility service involves more
complex revenue streams, greater ambiguities about the
location of revenue, and greater challenges for recording
revenue.
CFOs must account not simply for recurring and deferred
revenue but for the timing of revenue recognition,
especially revenue recognition milestones and revenue
allocations. They must also account for the multiple ways
a vehicle might earn revenue. A mobility subscription or
usage model would change the point of revenue recognition
from the familiar vehicle sales CFOs know to a far more fluid
billing system required to capture monthly subscriptions,
usage fees, and other complexities, such as variable pricing
revenue streams that might include immediate, ratable, or
deferred according to usage-based billing. This would also
make revenue and earnings forecasting more complicated for
most public automakers.
Geographic location adds further complexity to revenue
recognition: if a trip starts in New York and ends in New
Jersey, where is the revenue recognized? The answer
to this question is neither simple nor certain. In a leasing
arrangement, the revenue might be split based on where

10

the car travels while revenue associated with the use of a
mobile app might be linked to the location of the individual
using the app.
Finally, the accurate and timely recording of revenue is far
more complex than in the traditional auto business model.
The differences in revenue recognition heavily impact
financial accounting and reporting (which have already
undergone substantial change with the new FASB ASC 606
standards). A new mobility service will require a system of
revenue assurance for tracking potential revenue leakage
from entitlements to accounting.

Finance systems and mobility
From financial planning and analysis to revenue recognition,
a mobility business imposes new and greater demands
on the CFO office for the capture and processing of data.
Revenue recognition alone produces far more data and
requires far more processing to account for the various
forms of revenue in a mobility service. On top of that are
the increased demands of data from taxation and financial
controls and governance. Collectively, they show a clear
and urgent need to invest carefully and substantially in
robust finance systems, including staff.

Netflix faced a similar complexity for
evaluating margins as a result of new
cost streams from creating original
programming. Its streaming services
began in 2007 by selling licensing
rights only, even of Netflix originals.
As it produced more and more of
its own capital-intensive content, it
adopted new accounting treatments
specifically for that material. In July
of 2017, Netflix hosted an investor
conference to ensure the market
understood these changes and their
new accounting for content cost.
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Chapter 3

Tax strategies
From a tax perspective, the difference between the
business model for selling cars and for selling mobility is
profound. For the making and selling of autos, taxation
focuses on assets and depreciation. Some mobility
business models may require a CFO to pay attention to
assets and depreciation, but taxation for mobility services
will in general focus on revenue stream identification and
characterization. What is more, the taxation of revenue
streams to be derived is likely to be ambiguous in some
cases, with little or no guidance available. In entering the
mobility service business, an auto company will encounter
a complex environment for taxation, one that requires new
systems for identifying and tracking revenue, as well as
expert advice on applying tax law in an evolving terrain.
In the traditional auto manufacturing and sales model,
taxation focuses on assets and on tax advantages—such
as for accelerated depreciation, the domestic production
activity deduction (DPAD), and deductions and credits
associated with research and development. For a mobility
business, the identification and character of revenue will
be an important driver in determining how the business is
taxed. Car companies will choose from a range of business
models that may or may not include asset ownership but
will require a platform to provide connectivity between
asset owners and passengers. Those different business
models divide into three important kinds, each with
different implications for taxation.
The critical concerns for taxation around a mobility/service
model are how and where revenue will be taxed and
how one determines the allocation of that revenue. For
example, when a consumer buys mobility in New Jersey
and drives to another state, where does the income for
that purchased mobility reside? From a tax standpoint, is
the passenger renting a car, paying for a service, or some
combination of the two? Is the mobility provider offering a
transportation service or generating transportation income?
Or is it generating rental income, as a traditional car rental
service does?

12

Short-term lease model:
Similar to a “dry lease,” the mobility business
maintains ownership of the vehicles, and the
value resides in providing a customer the
equivalent of a short-term lease of a car, with
revenue-generating services potentially added
to that lease but all under the control of the
rider. (Although this model involves asset
ownership, so accelerated depreciation may
provide an important shelter against taxable
income.) The short-term lease model likely
has the most relevance where autonomous
vehicles are involved and the autonomous
capability is viewed as part of the equipment
being leased rather than as a separate service
provided to a passenger.

Transportation service model:
As in the short-term lease model, the business
maintains ownership of the vehicles—
depreciation remains important—but the value
comes from providing customers with rides, as
in the commercial airline or taxi business. Like
a commercial airline, the mobility service might
include a variety of revenue-generating services
associated with the ride.

Ride-sharing service model:
In this model, the mobility business does
not own assets. Instead, a mobility platform
connects passengers to third-party asset
owners as they do with Uber and Lyft.

These three kinds of business models bring
considerable tax ambiguity with them, from
how one defines their revenue streams to who
gets to tax it.
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If the mobility service does not own the cars, as in the ride-sharing service
model, the focus will be on platform revenue from connecting passenger and
vehicle, and the ambiguity will be about whether that revenue occurs simply as
one makes the connection or as the ride proceeds.
These complexities are compounded when there are ancillary services involved,
including internet access, media streaming, or charges for baggage, food,
or drink. They too raise questions about their tax character—whether rental,
service, or sale of goods - and about sourcing—who gets to tax and what kind
of tax is levied.

In entering the mobility
service business, an auto
company will encounter a
complex environment for
taxation, one that requires
new systems for identifying
and tracking revenue, as well
as expert advice on applying
tax law in an evolving terrain.
Jennifer Stafeil, Partner,
Tax, KPMG

From the standpoint of states,
there is also considerable
ambiguity about who is entitled
to tax this income:
—— The state where the trip begins?
—— The state where the passenger
uses the app?
The same issue holds true for an
international trip:
—— Is the income foreign or
domestic?
—— If foreign, what countries are
permitted to tax?

14

From the standpoint of states, there is also considerable ambiguity about who
is entitled to tax this income: The state where the trip begins? The state where
the passenger uses the app? The same issue holds true for an international
trip: Is the income foreign or domestic and if foreign, what countries are
permitted to tax?
Autonomous capabilities built into vehicles will make it still more difficult to
determine the nature of mobility revenue and how it should be taxed: That will
depend on determining who “controls” the vehicle. If it is the passenger giving
the vehicle instructions where to go, the revenue might be like that of a shortterm car rental with a GPS option. If the asset owner or the mobility platform
is “controlling” the vehicle, the revenue might be comparable to what would
be earned by a commercial airline, a taxi, or other transportation service. These
determinations of the character of the revenue are by no means clear, but they
will influence how, where, and to what extent the revenue will be taxed.
While the transition from selling cars or supplying carmakers to selling services
introduces complexities into the tax analysis, it also raises several tax planning
opportunities that may not have existed in the prior business model. As
traditional car makers and suppliers develop new business strategies to address
mobility, they will need, among other things, new software, new technology,
new supplier relationships, new partner networks, new performance metrics,
and new data collected and analyzed, from which strategic decisions will be
made. Each of these items, developed directly as a result of a new mobility
platform, has the potential to create significant value for an organization.
From a tax perspective, the following are some of the questions that should be
considered as these new value drivers are created: (a) in what country and/or
legal entity should such value be attributed? (b) which legal entities should bear
the costs and risk associated with of developing these new value drivers? and
(c) who will make the strategic decisions related to developing these new value
drivers and managing the risks associated with them? The answers to questions
such as these will influence the potential taxation of the value created from
these new value drivers. In summary, by integrating tax considerations into the
design of a new mobility business model, it should be possible to create lasting
benefits for a company in terms of after-tax financial returns.
These questions are just a sample that show the uncharted territory of taxation
as it relates to mobility, and the challenges and planning opportunities they
bring. Companies will need to prepare themselves for both with new systems
and expert guidance.
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Chapter 4

Financial Controls and Governance

For a CFO who must contend with adding mobility
businesses to their car manufacturing business, the
changes needed within their organizations’ governance,
risk, and control structures will be extensive. Adding
mobility means the organization shifts from a standard
operating model within a single, automotive-based vertical
to that of a conglomerate operating within an evolving
mobility-based vertical. From a practical perspective that
means the CFO will be operating diverse businesses
with very different capital, operational, and governance
requirements. For example, becoming a mobility provider
will require significant capital investment. So, too,
will becoming a power provider (think battery farms),
which operationally will look more like a utility than a
manufacturer, and will be subject to new, and different,
regulatory and reporting requirements. Conversely,
adding data aggregation services to your portfolio will not
require substantial capital, compared with automotive
manufacturing, but it will require processes and systems
which can successfully, and consistently, handle millions
of daily transactions that involves many more partners and
consumers (think Amazon). To illustrate these potential
changes, consider two key areas under the purview of the
CFO: the finance function and internal audit.

People: The finance function will need to add

The finance function will necessarily become more
complex and segmented because the organization will be
operating multiple businesses within the finance function,
for example the traditional manufacturing business plus
one or more mobility businesses. The finance function will
therefore shift in structure, and that greater complexity will
affect the people, processes, and systems that the finance
function relies upon to provide the financial information
the business and ultimately the capital markets need. Its
impact will materialize in the following ways:

Systems: Finally, the finance function will
require new interfaces and modules added to
existing systems so that they can capture and
allocate the revenues these new businesses
generate—revenues, costs, and operating
performance that arise far differently than they do
in the traditional automotive space. For example,
if the company has entered into the multimodal
provider market, they will need to team with or
become a payment processor to collect, record,
and then disburse the right amounts of cash to
the right parties for services provided.

personnel with relevant business-to-consumer
experience, for example from e-commerce, or
to train existing personnel to plan, process, and
prepare financial information that accurately
communicates internally and to the capital
markets the results of operations, financial
position, and value the new businesses create.

Processes: The finance function will also need

to create new processes and modify existing
ones—and their related controls—to handle the
new businesses. CFOs will be able to leverage
process models from other industries—for
example, software providers—but will ultimately
need to customize and right-size these borrowed
models to fit their businesses. These new and
modified processes and controls must properly
record new types of transactions as well as
capture data for new metrics, such as customer
churn, that the organization needs to evaluate the
ROIC within their new businesses.

Meanwhile, the internal audit function will undergo
similarly profound change. As the organization shifts from
a standard operating model within a single vertical to that
of a conglomerate within an evolving vertical, the internal
audit function will also need to plan for and ultimately
make significant changes in its people, processes and
systems. Those changes include a significant shift in the

16
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internal audit structure that will place a heavier emphasis
on flexibility, on a hub-and-spoke approach to staffing,
and on digitally-enabled capabilities to ensure the internal
audit operation keeps pace with the changes in the overall
organization and the finance function.

People: The audit function will need a smaller,
core set of individuals focused on running the
overall processes and supporting a team with a
broader, deeper set of skills in the new business
areas and adjacencies that will ultimately develop.
The noncore team will also likely rotate or change
on a more frequent basis to keep apace as the
mobility business, and their related risks, evolve.
Processes: Leading internal audit shops are

already using “virtual” planning to more readily
adapt the nature and extent of their audits
based upon the changing nature of the risks the
organization faces. As the automaker acquires
this new “clockspeed” of finance, its internal
audit shop will also need to create an ever more
nimble internal audit process.

Systems: The internal audit shop will have
to accelerate its use of key technologies into
its programs and quickly assimilate digital
transformation capabilities. Internal audit
organizations have been talking for some time
about better using advanced features of their ERP
systems and implementing more sophisticated
data and analytics into their audit programs.
Many internal audit shops, however, either have
not begun to take significant advantage of the
computing capabilities around them or are in
the early stages of implementing it. With the
launching of a new mobility business, the internal
audit shop will have no time to spare. It will
need such capabilities not only for itself but to
validate the governance, risk, and controls models
that rely upon this digital transformation—for
example, the digital labor related to the move
from manufacturing to a mobility-based vertical.

Complexity is going to increase rather than
decrease in a mobility model. This means CFOs
are going to need to anticipate, and plan for,
a strain on existing resources by pro-actively
evaluating other industry models that are
relevant to their mobility plans
Samuel Fogleman, Partner and National Risk Consulting
Leader, Industrial Manufacturing, KPMG

For the CAE:
As digital labor, data analytics, and AI
become a greater part of the organizational
superstructure, how are you going to shift
your internal audit function to audit the
machine?
For the CFO:
How are you going to ensure that your backoffice and middle-office functions have the
skills and resources needed to match and
engage the front-office?

Moving from being a traditional automotive manufacturer to
a mobility company—in essence becoming a conglomerate
within a new, single, fast-evolving vertical—will require
CFOs to rethink and re-create their governance structures.
They will certainly borrow from other industries, but
borrow in a way that makes it their own and maintains a
balance between control and responsiveness, enabling
the organization to quickly manage new and evolving
businesses.

© 2017 KPMG LLP, a Delaware limited liability partnership and the U.S. member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered
trademarks or trademarks of KPMG International. NDPPS 708982

The clockspeed dilemma of the automotive CFO 17

Chapter 5

Key Takeaways
Be thoughtful and lead
Study your internal mobility strategies and look outside the
industry to find innovative solutions and business models.

Establish a strategic framework with
a disciplined process
Develop a structured, rigorous process that aligns
investments to strategic, operational, and financial plans to
ensure your organization is nimble and competitive.

Create the new KPIs to set a strategic drumbeat
Focus on the metrics that matter: growth, profitability,
sustainability, and the unifying metrics to run the business.

Adopt strong governance to drive alignment
Deployment of scarce capital and labor requires structure
that drives alignment from the C-Suite down through
operations, products, and new services – to prevent value
leakage. New talent will be required.

18

© 2017 KPMG LLP, a Delaware limited liability partnership and the U.S. member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“KPMG International”), a Swiss entity. All rights
reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International. NDPPS 708982

© 2017 KPMG LLP, a Delaware limited liability partnership and the U.S. member firm of the KPMG network of independent member firms affiliated
with KPMG International Cooperative (“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered
trademarks or trademarks of KPMG International. NDPPS 708982

The clockspeed dilemma of the automotive CFO 19

Chapter 6

How KPMG can help

Entering the mobility service or any service
business market is a profound change. For the
CFO office, it will be a radical difference in how
they operate. Both the metrics for strategic
drivers and key finance considerations require
rethinking, restaffing, and reinvesting in
infrastructure to accommodate an entirely
different kind of business model—one that
requires knowledge of and experience
with service businesses, from e-commerce
to airlines to hotels, where knowledge of
recurring revenue models underwrites their
business. As such, being successful will
require knowing both the car making business
and service industries.

Our KPMG Automotive team is
equipped with the tools to help
you:
Design your new planning
process to focus on the key
metrics
Refine and enhance
systems and processes to
generate reliable, timely
and appropriate information
for the evolving businesses
within your organization
Develop new governance
processes, talents, and
capabilities aligned to the
new risks involved

We believe we are uniquely positioned to help because of our deep knowledge
of the automotive industry and the considerable thought we have devoted to
its future. We also know the service industries and service markets. In sum,
we are uniquely positioned to help you understand comprehensively and with
nuance how to maintain your traditional business and to develop successful
service business models—according to how you, as an individual car maker and
supplier, operate. We are eager to meet with you and to show you how we can
help.

Being successful will require knowing
both the car making business and service
industries.
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The KPMG U.S. Manufacturing Institute’s Automotive Center is an open forum where industry specialists
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KPMG recognizes that success in business is not a result of random inspiration, but rather of focused, strategic
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