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EVERY COMPANY IS A DATA COMPANY
A few years ago, even leaders of successful
businesses might have raised an eyebrow at
that statement. But in 2021, it rings true. Every
company has data. In fact, 85% of companies
say that improving use of data insights in
business decisions is a moderate, high or critical
priority.1 What’s more, an increasing number
of companies—as many as 51% according to
Forrester—sell or share their data as a source of
revenue, up from 32% in 2016. 2 This concept has
many names, including data productization, Data
as a Platform (DaaP), and Big Data 2.0.

Prevalence of Selling/Sharing Data as a Source of Revenue
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Keep in mind that a commitment to data
productization also creates more responsibilities
for Chief Data Officers, who must now look beyond
their own walls: instead of simply using data to
drive improvements within their own organization,
they must find creative ways to take data to market.
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of revenue

Those who are already using data effectively for
internal purposes should consider identifying new
ways to monetize it. Of course, first you must have
a clear understanding of the data you have, which
must take into account metadata definitions, data
quality, privacy, and more. To have a healthy data
governance infrastructure, everyone within your
organization must share responsibility to ensure
data lives inside—not beside—your business.

Expand beyond current reach

51%
NEW PRODUCT FOR
EXISTING CUSTOMER
Scale to known customers and markets

INTERNAL APPLICATIONS
The burgeoning trend creates a domino effect: it
provides an incentive for companies who are not
already harnessing their own data efficiently to do
so—not just to create or augment revenue streams,
but simply to remain competitive by increasing
internal efficiency and understanding their end users.

Test and learn internally

TECHNOLOGY AND COMPLIANCE
Lay foundation for scaling and new use cases

IDENTIFICATION
Identify and gather useful information
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DATA PRODUCTIZATION: EXAMPLES
FROM LEADING COMPANIES
There are myriad ways to monetize data, including
leveraging it to enhance an existing product
and/or optimize the customer experience (smart
companies do both). A good example of this is
Amazon’s recommendation engine, which aims to
increase revenue by selling more of the company’s
own products to customers already on their site.
Companies can also monetize data by leveraging
existing information to create products for new
customers. For example, FICO (initially Fair, Isaac
and Company) has evolved in how they generate
revenue from the data they use to power their
main offering—credit scoring.
FICO started in 1956 as a company that developed
algorithms to show consumers’ past behavior,
then employed predictive analytics to determine
their level of credit risk and sell that information
to lenders. By the early 1990s, they used artificial
intelligence (AI) for credit card fraud detection. At
present, their technologies drive 65% of all credit
card decisions, with large financial institutions
relying heavily on this information.
In 2016, FICO unveiled the Analytic Cloud
and the Decision Management Suite (DMS),
delivering predictive analytics at a lower cost. It
also released a comprehensive suite of new B2B
software tools for customer credit, marketing,
fraud, cybersecurity, and compliance based on
the data collected to generate credit scores. Since
launching the Analytic Cloud and the DMS FICO
has experienced impressive sales growth year over
year, growing earnings from $881 million in 2016
to over $1.1 billion in 2019. While their FICO score
business is also still wildly lucrative, DMS has been
the most rapidly growing segment.
Of course, FICO is dependent on data—it’s intrinsic
to their business. But what about companies where
data productization opportunities aren’t so obvious?
For example, when you think of those most likely
to be an innovative data company, an automotive
parts manufacturer is probably not the first idea
that comes to mind. However, one company in this
industry created a new revenue stream by turning
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their buyer data into a data and analytics solution
that helps their distributor partners sell more
inventory. Distributors subscribe to the service,
which provides direct revenue to the parent
company, and the insight it provides helps them
sell more of the company’s primary products.
Analytic Cloud and the DMS FICO has experienced
impressive sales growth year over year

2016
2019

$881 m
$1.1 b

CapTech has worked on data productization
efforts like this with clients as well. We recently
worked with a sports industry leader, developing
standardized, repeatable, and reusable APIs
that deliver sports statistics to a wide range of
customers, including those in media, betting, and
technology. These API-driven data feeds provide
sports data to customers—which includes but is
not limited to sports technology firms, broadcast
partners, and other sports websites—within a
tiered pricing and access model. While historical
data might be offered at a lower price point, any data
from real-time sporting events would be higher.
In addition, CapTech developed a streaming
solution that allowed the near instantaneous
delivery of data. In this instance, the sports
company’s customer was a gaming syndicator
whose goal was to enable real-time sports
gambling. Now the sports organization is able
to process, enrich, transform, and deliver data
within one second from the time it is recorded.
Every bit of the latency in the streaming process is
measured: from devices to the on-site mobile data
center, mobile data center to cloud service, cloud
service to database, database to betting service.
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DATA PRODUCTIZATION TAKES
IN-DEPTH PREPARATION
These two examples show the endless possibilities
for data productization. While the tire distributor
offered a new product that adds a completely
different type of value to its customers, the sports
company used its data to create more content for
its fans, partners, and communities worldwide.
Both efforts brought entirely new revenue streams
into existence. Data productization doesn’t work
unless the business plans are in place that allow
organizations to learn and improve processes
based on initial results. In the case of the sports
industry leader, CapTech developed the client’s
data and suite of interactive dashboards to allow
the company to do just that.

So whether you’re an organization lagging behind
in your data and analytics efforts, or even if you’re
already leveraging it for the betterment of your
business, it’s important to view data through a new
lens. Because the power of data isn’t having it. It’s
in activating it. And with the right data strategy
and partner, you have the potential to generate
new business for your organization.
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But turning data into a service or product doesn’t
happen overnight. Companies should make
infrastructure engineering investments upfront
before any new revenue streams based on the data
can be launched. As noted at the outset of this
article, there are also important data governance
issues to consider as you prepare to embark on
this path.
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About this publication. This white paper contains general information for educational purposes only. In posting this publication CapTech is not providing
business, financial, investment, tax, legal or other professional advice or services. This white paper is not a solicitation for business for any of the companies or
the organizations included in it, nor does CapTech recommend or endorse the services or products provided by these companies or organizations. CapTech
provides this white paper on an “as is” basis and makes no representation or warranty as to its suitability or validity for any specific purpose. CapTech is not
responsible for any loss sustained by any person or company who relies on this white paper for making business decisions. Some links in this white paper
connect to other websites maintained by third parties over whom CapTech has no control and CapTech makes no representations as to the accuracy or anything
else contained in other websites. This white paper contains copyrighted and trademarked material. If you wish to use copyrighted or trademarked material
from it for purposes of your own that go beyond fair use, you must obtain permission from CapTech or the applicable owner.
captechconsulting.com
CapTech is a national consulting firm that helps clients grow efficient, successful businesses. We do so by bringing the data, systems, and ingenuity
organizations need to stay ahead and transform what’s possible in a changing world. Here, we’re master builders, creators, and problem solvers who find
inspiration in the unknown and enjoy getting our hands dirty as we design solutions for each client. Across industries and business goals, we fuse technical
depth and analytical prowess with creative savvy to ignite innovation and move business forward. This drive helps each organization use technology,
management, and insight to turn ideas into action. Together, we create outcomes that exceed the expected — which is one of the reasons we’ve been on the
Inc. 500/5000 list for over a decade.
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