
When General Motors launched its 
OnStar telecommunications business 
in 1996, management planned to put 
the safety, navigation, and communi-
cation service in all GM cars, enabling 
motorists to plan travel, make phone 
calls, or even track stocks f rom behind 
the wheel. GM figured subscription and 
fee revenue f rom electronic services 
could get so big that OnStar's profits 
might surpass those of its car business. 
That proved true: OnStar was modestly 
profitable while GM's car business lost 
$101 billion f rom 2005 until the compa-
ny's 2 0 0 9 bankruptcy. 

Now, with former telecom execu-
tive Daniel F. Akerson in the chief ex-
ecutive officer's seat at GM, the auto-
maker once again has big ambitions for 
OnStar. Akerson hopes to expand the 
communications service by both in-

creasing the number of GM car owners 
who continue to subscribe after their 
six months of free service ends, and 
by selling the system to owners of rival 
auto brands. He named former Revol 
Wireless executive Linda Marshall in 
January to run the unit, which has set 
out to transform cars into 2-ton smart-
phones. GM will also rollout this year a 
separate in-car entertainment system 
called Chevrolet MyLink for its biggest 
brand. "What's happening is a crashing 
of technologies between consumer elec-
tronics and the automobile," says Micky 
Bly, GM's executive director of global 
electrical systems. "Our research says 
that infotainment is one of the top five 
reasons to buy a car." 

This spring OnStar will begin sell-
ing its signature hardware, at a cost of 
$299 plus installation, through retailers 

such as Best Buy to get systems into 
cars sold by rivals. GM has even debat-
ed selling off par t of OnStar to outside 
shareholders to create some distance 
f rom its corporate parent and make 
competi tors comfortable with install-
ing OnStar in their new cars. 

GM may have waited too long to 
press its first-mover advantage, howev-
er. Although OnStar has earned a repu-
tation for safety and security, thanks to 
features that alert police if a connect-
ed car is stolen or involved in a crash, 
newcomer Ford has jumped ahead of it 
in the hot market for in-car entertain-
ment content . Ford's Sync system plays 
music on voice command and even 
reads tweets to drivers. Meanwhile, 
this summer Hyundai Motor will 
launch a competing system called 
Blue Link to go toe-to-toe with 



OnStar for safety and security features. 
"It's almost like Rip Van Winkle," said 
Roger Lanctot, an analyst with tech-
nology consultant Strategy Analytics. 
"[GM] woke up and realized they could 
do other things. But it's kind of late." 

For now, OnStar is the leader. It has 
6 million users, more than 4 million of 
whom pay an average of $240 a year. Add 
in the mobile-phone minutes from Veri-
zon that OnStar resells, and the GM unit 
logs more than $1 billion a year in rev-
enue, with double-digit profit margins. 
Its staff of 2,200 agents answers 99.7 per-
cent of emergency calls within a second, 
faster than police 911 agents, OnStar says. 
During GM's bankruptcy, OnStar was 
valued between $2 billion and $4 billion. 

OnStar hopes its lead in safety tech-
nology will lure buyers of non-GM cars 
to buy it at retail. That was a contro-
versial move within GM, where some 
executives thought that selling OnStar 
to anyone just gives away a competi-
tive advantage. Others argue that going 
retail gives GM a pipeline to more cus-
tomers who one day might buy GM 
cars. The mission, says GM Vice-Chair-
man Stephen J. Girsky, is to aggressive-
ly expand OnStar. "There 's a huge op-
portuni ty there," he says. 

Also, consumers who buy OnStar 
at a retailer don ' t get the full range of 
features that owners of GM cars enjoy. 
OnStar can alert GM's car buyers to 
most malfunctions in the vehicle and 

schedule repairs at a dealership. The 
system currently can't do that for cars 
made by other companies, nor will it 
be able to unlock their doors remotely 
or slow down those cars if they've been 
stolen. GM is working to add such fea-
tures, says Nick Pudar, OnStar's vice-
president of planning and business 
development. Yet GM will have to engi-
neer OnStar to tap into every other car-
maker 's electronic systems, which will 
take time, he says. 

By late March, OnStar will launch 
an ad campaign targeting drivers who 
have the system equipment installed 
in their car bu t don ' t subscribe. (After 
a six-month free trial about 57 percent 
of buyers continue their service at an 
average of $20 a month.) The campaign 
will tell GM owners to push their car 's 
OnStar but ton on the rearview mirror 
and they will get a free year of the ser-
vice and qualify to win a new car, say 
two people with knowledge of the plan. 
GM also has launched OnStar for its ve-
hicles in China, complete with Man-
darin-speaking agents. The subscriber 
base there hit 2 0 0 , 0 0 0 in February and 
is growing by 4 0 , 0 0 0 a month . 

Egil Juliussen, an analyst with re-
search firm iSuppli, forecasts that 
OnStar could sell 1 million units annu-
ally through retailers in a few years. 
But getting rival carmakers to offer the 
system is less certain. In the 2000s , 
GM had various deals with seven other 
automakers including Acura, Audi, 
Lexus, and Volkswagen to install 
OnStar in their cars. The arrangements 
fizzled when those companies, always 
uneasy about sharing customers with 
a rival, decided either to develop their 
own systems or go without. Michael 
Deitz, Hyundai North America's na-
tional manager for connected cars, says 
that using OnStar wasn' t even consid-
ered before Hyundai decided to roll 
out its own Blue Link system. It offers 
many of the same safety and security 
features and even has a blue but ton 
on the rearview mirror like OnStar's. 
"It's about forming a more intimate re-
lationship with our customers," Deitz 
says. "We like to have control over our 
technology. Having our information go 
outside the company is not the best so-
lution." —David Welch 

Food 

Soy Takes Its Place at 
America's Dinner Table 

• Food companies hope to profit 
from new federal diet guidelines 

• "We hear consumers cite Oprah far 
more than the USDA" 

Can the feds get Americans to trade in a 
sizzling rib-eye for a soggy block of tofu? 
It's a question Kraft Foods, Kellogg, 
and Hain Celestial Group are keen to 
answer since the U.S. Agriculture Dept. 
in January began encouraging Ameri-
cans to eat more soy. 

In coming months, Americans will 
be inundated with commercials push-
ing everything f rom soy-infused chili to 
corn dogs, as food companies try to po-
sition the bean curd as a healthy protein 
alternative. The trick will be getting con-
sumers past the "ick factor," says Tripp 
Hughes, who oversees soy products at 
Organic Valley, which makes organic 
soy milk and coffee creamers. Soy is an 
integral part of Asian diets, but it has 
never been widely accepted by Ameri-
cans even though they routinely eat i t -
perhaps unwittingly-in processed foods 
that use soy oil such as sauces, salad 
dressing, baked goods, and snack foods. 

Soy has come a long way since 
Hong Kong soymilk maker Vitasoy first 
brought its products to San Francisco's 
Chinatown in 1979. Back then it was gob-
bled up mostly by vegetarians and hip-
pies. With the introduction of refrigerat-
ed soy milk in supermarkets, and a Food 



& Drug Administration proclamation 
that it is heart healthy, soy moved out of 
the shadows in the late 1990s. 

Big Food soon noticed soy's double-
digit sales growth, and Kraft and Kellogg 
both acquired companies that made 
soy-based veggie burgers. In January the 
USDA included soy in its revised dietary 
guidelines, and the Soyfoods Associa-
tion of North America is hoping its time 
has finally come. "We've been preparing 
for an opportunity to bring soy foods to 
the mainstream," says Executive Direc-
tor Nancy Chapman. 

The recession has not been kind 
to the other, other white meat. The 
$5.5 billion industry has been in a 
slump for the past two years, accord-
ing to industry tracker Soyatech. Many 
soy products are organic, which means 
they often carry a hefty price tag, and 
the downturn took its toll on sales. Plus, 
soy foods have gotten some bad press 
because high consumption has been 
linked in some studies to hormonal can-
cers in women and even so-called man 
boobs. New, trendier products, such as 
coconut and rice milk, have been taking 
up precious shelf space once devoted 
to soy drinks. "The category is getting 
squeezed by a lot of new alternative bev-
erages," says Hughes. 

Many Americans ignore USDA guide-
lines. "We hear consumers cite Oprah 
far more than the USDA, so we don ' t 
expect a huge increase in soy consump-
tion based on government advice," 
says Melissa Abbott of Hartman Group, 
which studies consumer behavior. 

Even so, soy foodmakers view the 
USDA's nod as opportunity knocking, 
and they're answering with new prod-

ucts, marketing campaigns, and educa-
tional sites like Vitasoy USA's "Tofu U," 
which offers an idiot's guide to handling 
and cooking bean curd. (Sample tip: 
"Drain the water from the package. Feel 
free to water your plants with it!") Chap-
man says her association has beefed up 
its marketing budget by 20 percent this 
year, launched a Twitter account, and is 
working with retailers like Kroger and 
Whole Foods Market to pitch soy prod-
ucts. "We don' t expect everyone to eat 
veggie burgers," she says. "We just want 
people to be aware of them." 

Among the newer soy products 
being hyped are kid-friendly veggie corn 
dogs from Hain Celestial's Yves Veggie 
Cuisine and frozen dinners such as the 
new Three-Bean Chili from Kellogg's 
MorningStar Farms. Chapman is trying 
to get restaurant bars to replace peanut 
bowls with edamame, soybeans boiled 
in their pods and sprinkled with salt. 
Food scientists also are looking for ways 
to make soy products taste less like soy. 
Organic Valley adds a hint of vanilla 
even to its unsweetened soy milk. 

Solae, a joint venture between chem-
ical giant DuPont and agribusiness 
outfit Bunge that proselytizes for soy, 
has seen a 35 percent increase in new-
product development so far this year, 
according to Michele Fite, Solae's global 
marketing vice-president. Solae is trying 
to persuade food companies to incorpo-
rate crunchy soy nuggets in energy and 
weight-loss bars. "Not everyone likes 
getting all their protein f rom eggs and 
bacon," Fite says. —Matthew Boyle 

The bottom line Food processors say soy products 
will experience their fastest growth for uses other 
than as meat and milk substitutes. 





their mic'd advisers-and video instant 
replays to confirm officials' line calls at 
all tour matches. She also has increased 
the tour 's presence on social network-
ing websites such as Facebook and 
Twitter. The women's tour has more 
than twice as many Facebook fans as the 
men's ATP World Tour. The WTA and its 
players combined now have more than 
11.4 million fans across Facebook and 
Chinese social media. 

As part of its current two-year deal 
with Sony Ericsson, reached in March 
2010, the tour dropped the mobile-
phone maker's name and now calls 
itself the WTA. Sony Ericsson remains 
the lead global sponsor, retaining prime 
signage at all tour matches. The name 
change was crucial in attracting new 
sponsors, Allaster said. "We've got that 
brand back," she says. "It created own-
ership and clarity." 

Nigel Currie, director of Lon-
don-based sports marketing agency 
brandRappor t , says women's tennis 
"has become so big and so global that 
the wider branding opportunit ies prob-
ably outweigh the safer option of just 
going with the one sponsor and re-
stricting yourself accordingly." 

Sony Ericsson says the tour's geo-
graphic spread and social networking 
presence-most of its top players send 
out daily Twitter updates to their f an s -
were reasons for its decision to remain 
a WTA sponsor. The company's 
six-year relationship with the tour 
has given it "a very recognizable brand 
name across the world," says Stephan 
Croix, head of global marketing part-
nerships. 

WTA has since signed new agree-
ments with Swedish cosmetics 
maker Oriflame Cosmetics, 
Chinese sports apparel 
maker Peak, and jetstar, 
the budget unit of Austra-
lia's Qantas Airways. The 
tour also renewed deals 
with London-based Trav-
elex and Salt Lake City-
based vitamin and health 



UBS says annual sales of the medicine, 
the first pill to treat the au to immune 
disease afflicting more than 2 million 
people worldwide, may exceed $5 bil-
lion annually by 2018. That would 
rank it among the 10 best-selling 
drugs worldwide, based on data f rom 
researcher IMS Health. Mitsubishi 
Tanabe will likely book royalties equiv-
alent to 10 percent of sales, based on 
the median of estimates by four ana-
lysts surveyed by Bloomberg News. 

"Little did I think that it would 
be a t rea tment for multiple sclerosis," 
says Fujita, 80. "I knew nothing about 
the disease back then." Multiple sclero-
sis causes the immune system to 
attack the myelin sheath, which pro-
tects nerve cells, leading to symptoms 
including numbness , difficulty in coor-
dination, and memory loss. In its 
severest form, multiple sclerosis also 
can shorten life. 

Gilenya, approved to treat the 
relapsing-remitting form of multiple 
sclerosis, the most common, competes 
with injected drugs including Biogen 
Idec's Avonex and Teva Pharma-
ceutical Industries' Copaxone. 
The Novartis pill cut the number of 
relapses by more than half compared 
with Avonex, according to a study 
published last year in the New England 
Journal of Medicine. 

European regulators are expected 
to make a decision on the drug by 
the end of April. Gilenya is also being 
reviewed by regulators in Japan. 
In the U.S. the drug is priced at $4 ,000 
for a monthly prescription. A month ' s 
supply of prefilled Avonex syringes 
costs $2,414.99. Analysts expect Gile-
nya to be cheaper in Europe. 

Current medicines require patients 
to inject themselves every other day 
or once a week, says Kyoko Nakata, 
chairman of Japan's MS Cabin, a sup-
port group. "Gilenya would make 
it easier to treat the disease, as it 
saves t ime and brings patients closer 
to having a normal life," says Nakata. 

That 's gratifying to Fujita, now a 
professor emeritus at Kyoto University. 
"Although it took a quarter of a century," 
he says, "I 'm happy it's become a drug 
while I 'm still alive." 
—Kanoko Matsuyama 

The bottom line According to analysts' estimates, 
Mitsubishi Tanabe will likely book royalties equivalent 
to 10 percent of sales from its new pill to treat MS. 

National Public Radio 
CEO departs after video sting 

National Public Radio CEO Vivian Schiller 
resigned on Mar. 9 after a secretly recorded 
video surfaced showing another NPR execu-
tive, who had already tendered his resigna-
tion, referring to the Tea Party wing of the 
Republican party as racist and suggesting 
the network would be better off without fed-
eral funding. The comments, made to men 
posing as possible donors from a Muslim 
organization, follow Schiller's controversial 
dismissal of commentator Juan Williams in 
October for saying on Fox News that air-
line passengers in "Muslim garb" make him 
nervous. NPR Chairman Dave Edwards an-
nounced that Schiller's resignation was 
accepted with "genuine regret." 

Text Box
Fonte: Bloomberg Businessweek, New York, p. 19-24, 14 a 20 March 2011.   




