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Data Monetization
Just collecting and storing data is not enough. Data potential should be recognized. 
Let’s explore the value of data and uncover ways to make use of it.
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Introduction to Data Monetization
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There is a significant shift in the position 
of data in the Enterprise architecture. 
Data nowadays is recognized
as the „Core“ of any successful
21st century enterprise.

To generate its value, data must be 
accessible and available for business 
applications and processes. 

Data is a valuable asset 

that needs to be managed

Customer
satisfaction & intimacy

Workforce 
efficiency

Compliance and 
risk reduction

Data
as a service
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Data

is valuable,

but what

exactly

is this value?

Economic 
value of data

Internal 
value

External 
value

Business Value
• Process driven value
• Value generation from Business 
Intelligence  

• Value derivation from Advanced 
Analytics

Management Accounting Value
• Cost and revenue allocation

Black market value (as reference)

Compliance Value
• Fines/negative impacts from non-

compliance with regulations

Market value
• Data Commercialization

(selling data) 
• Value of the company 
• Enhancement of current 

products/services with 
data/Information

Purchase cost

Accounting value

Internal valuation

Internal cost

Data Monetization
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higher chance for an advertisement on social media 
to be opened thanks to advanced analytics4x

How can companies monetize data?

Management discipline of measuring and accounting 
for the economic benefit of data within an organization.

Infonomics*
Extracting value from data through its internal or external 
application as a raw material, product or service.

Data monetization

increase in repeated purchases thanks
to customers’ data from loyalty programs50 %

decrease in energy consumption used 
for cooling data centers thanks to AI40 %

Source for success stories: SLÁNSKÝ, David. Data a analytika pro 21. století. [Praha]: Professional Publishing, 2018. ISBN 978-80-88260-25-7.* Terminology used by Gartner

direct sale of data as revenue stream
(customer behavior, anonymized customer data on diseases, 
location data, loyalty card data etc.)
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KPMG Approach
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KPMG Infonomics Engine

… because recognizing data value leads 
to discovering new business potential

Can you quantify the value of data?

‘We produce vast amount of data, 
but we are helpless to find
its most beneficial use.’

‘We are wondering how data can 
accelerate our business strategy and what 
revenue or cost savings it might bring.’ 
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Joris Renkens, BE

A user-centric approach to data 

monetization
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An insight is not a product, a data product is:

“Anything that can be offered to a 
market that might satisfy a want 
or need”
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A good product needs to be desirable, viable and feasible

Desirability
Are we solving a 

relevant user 
problems?

Viability
Is there a sustainable

Business model?

Feasibility
Can we build it in an 

effective way?

Start Here
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We take an outside-in approach to identifying opportunities

1 2 3 4 5

1. Who are the (potential) users of our data products?

2. What problems do our customers experience?

3. How can we solve those problems (solutioning)? 

4. Which business and operating model do we need?

5. What technologies and data sources do we need to 
create those solutions?
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Design thinking helps us to build desirable products

Doing the 

right thing

Doing things 

right

Empathize Define Ideate Prototype Test
5 stages of 

design thinking
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Design thinking is not a linear process

Empathize Define Ideate Prototype Test
5 stages of 

design thinking

Learn about users 
through testing

Tests create new 
ideas for the project

Tests reveal new 
insights that redefine 

the problem

Learn from prototypes 
to spark new ideas
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Pivot as many times as possible before you run out of runway

“A pivot is a change in strategy without a 
change in vision”
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MVPs allow us to test assumptions in a cheap & fast way
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MVPs allow us to test assumptions in a cheap & fast way
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Questions
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Lucia Falcioni, NL

Benefit Tracking
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End-to-end D&A value chain 

Value creation doesn’t stop once the Data & Analytics Solution is 
implemented 

Use case 
idea 

generation

Prioritize 
on 

business 
case and 
feasibility 

Product 
development

Industrialization & 
integration

Proof of concept 
development & 

evaluation
Data strategy Scale upRoll-out Use and 

maintain

PHASES Make it real Make it scaleMake it known

MAIN 
ACTIVITIES 

Agile AgileAgile

Pilot

D&A Benefit tracking

D&A benefit tracking is integrated within the funnel process end-to-end
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How to connect benefits and cost drivers truly 
relevant to the business to, often abstract, 
technical model KPIs?

How to accurately measure model performance 
and evaluate true benefits, often in a dynamic 
environment?

How to set up a process or governance that 
ensures responsiveness to changes, while being 
transparent and efficient?

Three key challenges surround D&A benefit tracking

Measuring 
value

Responding to 
changes

Defining value1

Challenge definition

2

3

Challenge
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A leading Dutch bank created value with the right central  steering 
and business ownership

SPEED

VALUE
Competitive use of  

analytics and the new  
stack, allowing the client to  
win in the market of today

and tomorrow

BUSINESS  
OWNERSHIP

• Inspire business to see  
the potential of D&A

• Ensure high quality  
analytics

QUALITY

CENTRAL D&A STEERING

• Push towards usable  
D&A solutions that bring  
instant value to business

• Responsible for budget  
allocation and solution  
success

Defining 
value1
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Besides classical issues like ideation, metrics, scoring and 
prioritization two matrices play a role during benefits tracking

Technical 
challenge Feasible

Edge of the 
possible

Elusive 
business case

Value measurability
Difficult Easy

High

Low

Value 
definition 
accuracy

Use Case Prioritization Use Case implementation

Technical feasibility
• Data Availability
• Solution complexity
• Implementation complexity
• ..

Low High

High

Low

Value
• Net benefit
• Contribution to 

strategy
• Scalability
• ..

Use case prioritization matrix Benefit tracking use case difficulty matrix

Measuring 
value2

TOP PRIORITY
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Using an advanced measuring approach we proved the impact of an 
optimization algorithm 
Benefit tracking use case difficulty matrix

Optimization of salt plant
Objective: Maximize salt production rate by adjusting process settings
1) Algorithm input: production parameters (process parameters, brine rate  

and properties, environment)
2) Algorithm output: optimal process settings
3) Results: Salt production rate
4) Benefits: Contribution of settings improvement to production rate

Case study

Technical 
challenge Feasible

Edge of the 
possible

Elusive business 
case

Difficult Easy

High

Low

Value 
definition 
accuracy

Value measurability

Evaluation: Sequential A/B test
Outcome: Measurement proved that 
there was no significant change derived 
by the algorithm: decreasing trend in 
salt production rate overall.

Due to the effect of external factors (i.e. 
salt quality used) it was hard to 
determine the effect of improved 
settings during the test.

Optimization 
of salt plant
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A supportive governance is key for scalability and implementation

Use case funnelling process

Use case 
idea 

generation

Business 
Case and 
Feasibility 

Pilot Industrialization
Minimal viable 

products & 
evaluation

Embed in the organization

D&A Board
COMPANY-WIDE 
STAKEHOLDERS Benefit tracking central team

Across clients we see 
common challenges of 
funnel management which 
need proper governance 
and process to be 
addressed: 

• Cross-BU involvement
• Business ownership vs 

D&A central steering
• Ownership of post-

release activities 

Company-wide 
use cases Use case intake 

process
Benefit tracking 

input

Responding 
to changes3

D&A LEVEL

BU LEVEL
Use Case ideation 
and prioritization 

workshops 
Use case development team

D&A solution implementation 
governance

Use case maintenance team

BU use 
cases

Inspiration
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‘Business value first’ –
throughout the lifecycle 

Case-by-case methods 
for D&A value tracking

To summarize, three key pillars that help ensure D&A initiatives 
deliver and track true business value

Key pillars for a value-driven approach to D&A benefit tracking

Streamlined governance 
and process

Measuring the benefits of use cases takes time, effort and a structured approach. 
Start with the right use case(s) to make it agile and create support from the organization from the start. 

Measuring value Responding to changesDefining value1 2 3
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Questions
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Loukas Pouis, CY

Leveraging data for optimizing a 

bank's branch network
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Unlocking the value of data in cost optimization

Minimize cost of operation in the 
core organizational functions

Set-up an optimal network 
of stores 

Utilizing workforce efficiently

• What is the current health status of my branch network?
• Where should I open a new store to maximize profitability?
• How to strategically position a new store based on the

competition presence (i.e. increase market share)?

• What is the current status of my operating costs across my core
functions (e.g. finance, IT, etc.) ?

• How to find the best use cases for introducing automation?
• What is the optimal level of cost considering other factors like

performance and profit?

• How to find the sweet spot between workforce power and high
quality of process execution incl. customer service?

• How to set an optimal, automated employee scheduling?
• What factors are associated with higher employee engagement?

Indicative areas where most of the benefits exist How data can be leveraged?
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The Branch Network Optimization case

Key challenges in the banking sector

The current banking environment, as well as the changing customer behaviour towards banking, have posed
several challenges on the banks.

Cost

Competition

Knowledge

 Maintaining a competitive edge.
 Increase profit without affecting customer experience.
 Changing customer behaviour: the rise of the digital customer.

 Monitor current locations to assess markets suitable for expansion or relocation.
 Limited knowledge of new locations related to ambitious expansion programs.
 Absence of intelligent site selection model.

 Imbalanced branch performance
 High operational cost
 Limited budgets as maintaining all branches open, esp. now with many transactions

being completed digitally, is very costly.
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Goal of our solution : Optimizing the Branch Network

Build a solution that sources internal data, which are subsequently enriched with external data sources and executes
different analyses on top of those. The outcome of those steps is the generation of the necessary results to help the
organizations take the right decisions related to:

 Optimized locations

 Optimized and focused services

 Customer-centric approach

 Optimized results

 Differentiation from competition

 Support digital transformation initiative
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Key features of the solution

We supported the Bank to optimize its branch network based on the
business ambition and digital transformation by developing an
algorithmic tool with the capabilities of:

 Customer transactional behavioural analysis and segmentation

 Branch network performance analysis

 Calculation of optimal network size based on customer demand
and capacity to serve by current number of employees

 Recommendation with regards to which branches should close or
open so as to maximize network profitability

 Customer migration within the network in case of closing of their
primary branch while maximizing their retention
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Our solution’s methodology / process

Distances Between 
BoC branches and 

competitors

Crime Events

Revenue

Store Visibility and Signage

National Census 
and Population 
characteristics

Branch 
Placement

Branch Staff
and Management

Branch Characteristics
and Assets

Branch visitsInternal
Data

External 
Data

Traffic Hours

Weather

Data collection Data preparation Data modelling

Aggregating

Cleansing

Detrending

Deseasonalising

Target Variable
(Sales Revenue)

Testing Signals

Predicting Sales Revenue

Local Drivers 
of Demand  

New Branch 
Performance

Prediction Model

Branch 
Signatures
& Clusters

Synthesising

Selecting Signals

Clustering Branches

Generated Outputs
 Recommendations Report (branch performance forecasting / clustering etc.)
 Branch Optimization Solution for (a) performing / replicating the optimization exercise steps and (b) 

delivering advanced visualisation features to assist the Bank with assessing branch performance
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What was the outcome for the client

The Branch Network Optimization solution offered different opportunities to our client:

1

2

3

The development process was one of the key exercises for client to understand
its customer base behaviour and trends

The first automated method for actually measuring the overall branch network
performance

One of the key initiatives, linked to data-driven decision-making and actions
focusing on the branch network and optimizing global profit
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How the client utilizes the solution

Optimize the size of the branch network based on the demand, banker capacity and customer preferences
mapped by district across the country

Migrate the customers to primary branches that match their banking behaviour and have the skillset they require

Optimize the network workforce based on the optimized network that will provide recommendations for branch
network size and customer migration

Decide on optimal locations for opening new branches

Actions taken: 15 (out of 100) stores were closed that resulted in 1.8% profit increase estimation
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Questions
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Data monetization in the automotive industry 

Ondřej Kulhánek, CZ
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CLIENT MOTIVATION

To effectively share customer 
data with dealers and thus 
provide its customers
better services

Our client, large automotive OEM, wants to uncover

customer data potential from both retail and digital worlds

KEY OBJECTIVE 

To find most feasible data-driven 
business use case and discover 
business potential of customer 
data by quantifying its benefits 
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Selection of the most feasible use case

FEASIBILITY
ASPECTS

LEGAL & COMPLIANCE
FEASIBILITY

7

6

5

4

3

2FINANCIAL FEASIBILITY

DATA FEASIBILITY

TECHNICAL FEASIBILITY

STRATEGIC FEASIBILITY

OPERATIONAL FEASIBILITY

1

ETHICAL
& ENVIRONMENTAL FEASIBILITY
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Next Best Action has been selected by top management

The Next Best Action (NBA) is a customer-centric 
approach that describes a sequence of trigger-action 
and their possible combinations along the customer journey. 

Buying a new car Offering new 
products

Offering new 
products

Development of new 
feature / service

 Test drive offering after car 
configuration

 Notification for a client after 
scheduling a test drive

 Predelivery upsell offer

 Driving style tips

 Merchandise offering after 
car delivery

 Expiring warranty notification

EXAMPLES OF SCENARIOS:
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Challenge 

What cost and revenue drivers need to be considered 
(from the car manufacturer’s perspective) when 
calculating the business case for Next Best Action?

Please share your ideas with us now!

Business case calculation of Next Best Action



Document Classification: KPMG Confidential

© 2021 KPMG Česká republika, s.r.o., a Czech limited liability company and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International Limited, a private English company limited by guarantee. All rights reserved.

KPMG prepared a 

sophisticated

business case model

 Referential (generalized) view

 TCO period: 5 years

 HQ point of view

 1 market, possibility to scale

KEY BENEFIT STREAMS

 Increased sales (vehicles, services, equipment, merchandise)

 Saving FTEs (processing of bids, transport time)

OTHER BENEFIT STREAMS

 Products and inventory optimization
 Customer satisfaction (NPS)

COST STREAMS (CAPEX & OPEX)

— Advanced Analytics
— Customer Segmentation
— App development
— Data sharing enablement & system integration
— Data quality & Master data management
— External data
— Next Best Action solution maintenance
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NBA Business Case showcase
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Questions
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Summary 

Introduction
 Data monetization 
 KPMG Approach 

Case studies

A user-centric approach to data monetization

Benefit Tracking

Leveraging data for optimizing a bank's branch network

Data monetization in the automotive industry
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Q&A
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Thank you!

The information contained herein is of a general nature and is not intended to address the circumstances of any particular individual or entity. Although we endeavor to provide accurate and timely 
information, there can be no guarantee that such information is accurate as of the date it is received or that it will continue to be accurate in the future. No one should act on such information 
without appropriate professional advice after a thorough examination of the particular situation.
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