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Executive summary  

.ŀǎŜŘ ƻƴ L5/Ωǎ ƛƴŘŜǇŜƴŘŜƴǘ ƛƳǇŀŎǘ ŀǎǎŜǎǎƳŜƴǘΣ h5Lb9Ωǎ ƛƴŎǳōŀǘƛƻƴ ǇǊƻƎǊŀƳƳŜ 

achieved its main objective to attract and fund a group of innovative digital companies 

with original business ideas about Open Data and accelerate their time to market and 

ŎƘŀƴŎŜǎ ƻŦ ǎǳŎŎŜǎǎΦ h5Lb9Ωǎ рт ŦǳƴŘŜŘ ŎƻƳǇŀƴƛŜǎΣ ƻŦ ǿƘƛŎƘ ом ŀǊŜ ǎǘŀǊǘǳǇǎ ōƻǊƴ ǿƛth 

the programme, represent a wide variety of value propositions based on either 

software solutions, or software solutions with some hardware components (IoT 

solutions), or web-based services. They contribute to the development of an Open 

Data ecosystem in Europe covering all segments of the data value chain, with a 

stronger presence in the more innovative components. Overall, we can see a common 

thread running across many of these companies aiming for what ODINE calls the triple 

bottom line, that is achieving economic, social and environmental benefits.  

The assessment was carried out in March-April 2017 and was based on data collection 

through an independent survey1 of the 57 funded companies and 10 non-funded 

companies, the information published by ǘƘŜ ŎƻƳǇŀƴƛŜǎΣ h5Lb9Ωǎ ŘŀǘŀōŀǎŜǎ ŀƴŘ 

documents repositories. IDC developed a forecast model estimating potential 

revenues, jobs created and the number of customers of these companies to 2020, 

under a main and a counterfactual scenario. The results were compared with the 

impact assessment of the Fiware accelerator programme, which funded over 1000 

startups and SMEs, carried out by IDC in 2014-16.  

The key research questions examined by the assessment were the following.  

What impact has ODINE had on company growth?  

h5Lb9Ωǎ ǇǊƻƎǊŀƳƳŜ ǿŀǎ ǿŜƭƭ ŀǇǇǊŜŎƛŀǘŜŘ ōȅ ǘƘŜ ǇŀǊǘƛŎƛǇŀƴǘǎΣ ǿƘƻ ƎŀǾŜ ƛǘ ƘƛƎƘ ǎŎƻǊŜǎ 

in terms of value added, with the highest benefits concerning accelerating time to 

market, improving the business idea, and improving the team skills.  

Based ƻƴ L5/Ωǎ ŦƻǊŜŎŀǎǘ ƛƳǇŀŎǘ ƳƻŘŜƭ ƻŦ ǘƘŜ рт ŦǳƴŘŜŘ ŎƻƳǇŀƴƛŜǎΣ h5Lb9Ωǎ ƛƳǇŀŎǘ 

on their ƎǊƻǿǘƘ ǇŜǊǎǇŜŎǘƛǾŜǎ ǿŀǎ ǊŜƭŜǾŀƴǘΣ ǊŜǎǳƭǘƛƴƎ ƛƴ ŀƴ ŜǎǘƛƳŀǘŜŘ ммл ϵa ƻŦ 

cumulative revenues in the period 2016-2020, plus 784 jobs created. Average 

revenues per company by 20нл ǎƘƻǳƭŘ ōŜ ŀǊƻǳƴŘ м ϵaΣ ŎƻǊǊŜǎǇƻƴŘƛƴƎ ǘƻ ррΣллл ϵ ƻŦ 

revenues per employee, sufficient for sustainability. This means that per our model 

                                                      
1 The survey was sent to all 57 companies with multiple follow ups and collected 42 respondents (32 
via the online questionnaire and 10 via telephone interview). Data gaps were filled using the ODINE 
questionnaire survey 
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estimates, each euro invested by the EC in the ODINE project will have generated up 

to 14 euros in cumulative revenues by 2020, which is a good multiplier.  

Participant companies show growth rates of revenues, employment and users aligned 

with main accelerators and better than the average performance of the 1000 

companies funded by the FIWARE accelerator program. They also show a good 

capability to collect additional funding, even though many are still in the early phase 

of development.  

The counterfactual scenario shows that due to longer time to market, greater 

difficulty in getting funding, and higher failure rates, without ODINE only 34 

companies would have survived to 2020, generating half as much cumulative 

revenues and 228 less jobs than in the main scenario.  

Iƻǿ ǎǳŎŎŜǎǎŦǳƭ ǿŜǊŜ ǘƘŜ ōǳǎƛƴŜǎǎ Ǉƭŀƴǎ ƻŦ h5Lb9Ωǎ ǇŀǊǘƛŎƛǇŀƴǘǎΚ 

The analysis of the business plans of 40 funded companies and 10 non-funded ones 

shows a good level of achievement of the main objectives, particularly the startups of 

ǘƘŜ ƎǊƻǳǇΦ ¢ƘŜ ƛƴŦƭǳŜƴŎŜ ƻŦ h5Lb9Ωǎ ƳŜƴǘƻǊǎ ƛƴ ƘŜƭǇƛƴƎ ǎŜǾŜǊŀƭ ŎƻƳǇŀƴƛŜǎ ƛƴ 

redirecting and improving their business idea or business plan is clear. The companies 

with a high level of achievement of their business plans are also more appreciative of 

h5Lb9Ωǎ ǎǳǇǇƻǊǘ ƛƴ ŀŎŎŜƭŜǊŀǘƛƴƎ ǘƘŜƛǊ ǘƛƳŜ ǘƻ ƳŀǊƪŜǘ ŀƴŘ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ŎƻƭƭŜŎǘ 

external funding from other sources.  

What is the benefit of open data to participant businesses? 

ODINE succeeded in inspiring and promoting a range of new business ideas 

highlighting the value added of Open Data in the data market. Each of the 57 startups 

and SMEs leverages 2 or more types of Open Data, with a strong concentration of 

interest in geospatial/ mapping and environmental data. We found that startups use 

a wider variety of Open Data than young or mature companies in the group, playing 

the role of experimenters, combining different typologies of Open Data for their 

solutions. More than half of the group have a strong vertical focus aiming for the 

emerging needs of new and traditional sectors. Another priority of ODINE companies 

is the emerging sustainable or low carbon economy, with several companies focused 

on energy saving, environmental monitoring, smart mobility. There is also a positive 

correlation between the level or maturity at country level of the Open Data market 

(measured by a Capgemini study) and the number of ODINE successful applicants by 

country points out that a rich open data environment provides favorable conditions 

for innovators in this field. This means that proactive policies improving the usability 

and availability of open data sets are likely to stimulate private initiatives for the 

exploitation of data in a positive virtuous cycle.  
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1. Introduction  

1.1. Main goals and approach 

¢Ƙƛǎ ƛǎ ǘƘŜ Ŧƛƴŀƭ ǊŜǇƻǊǘ ƻŦ L5/Ωǎ ƛƴŘŜǇŜƴŘŜƴǘ ƛƳǇŀŎǘ ŀǎǎŜǎǎƳŜƴǘ ƻŦ ǘƘŜ ǿƻǊƪ ŘŜƭƛǾŜǊŜŘ 

by ODINE, the incubation programme for start-ups, Small and Medium Enterprises 

(SMEs) working with or in the field of Open Data. This assessment is aimed at 

ŀƴŀƭȅǎƛƴƎ ŀƴŘ ŜȄǘǊŀǇƻƭŀǘƛƴƎ ǘƘŜ ƛƳǇŀŎǘǎ ƻŦ h5Lb9Ωǎ ŀŎǘƛǾƛǘȅ ōȅ ŎƻƭƭŜŎǘƛƴƎ ŜǾƛŘŜƴŎŜ 

about the progress and perspectives of the 57 SMEs funded and fast-tracked by 

ODINE.  

The focus of the impact assessment ς the key research question ς ƛǎ ǿƘŜǘƘŜǊ ǘƘŜ ϵтΦу 

Million invested by the EC in ODINE were well spent, meaning whether they led to a 

substantial acceleration of growth by the SMEs selected by the incubator. This 

evaluation would not be complete without a counterfactual scenario outlining the 

alternative impacts if the investment had not been made. This alternative scenario 

was developed based on desk research and the evidence collected from 10 

ǳƴǎǳŎŎŜǎǎŦǳƭ ŀǇǇƭƛŎŀƴǘǎ ǘƻ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ŎŀƭƭǎΦ 

The report provides the answers to 3 main research sub-questions in which the overall 

evaluation was articulated, as follows:  

What impact has ODINE had on company growth?  

This impact was measured through the following KPIs (Key performance indicators) 

estimated by an economic model projecting actual 2017 data for all the 57 funded 

companies: 

ǒ Current and forecast revenues to 2020; 

ǒ Current and forecast jobs created to 2020; 

ǒ Number and growth of online users/customers to 2020; 

ǒ Amount of additional funding collected by private/public sources; 

The same indicators were measured for the non-funded SMEs to develop the 

counterfactual scenario. This allowed to measure the aggregated economic impact of 

h5Lb9Ωǎ ƛƴvestment to 2020 and contrast it with the potential impacts achieved by a 

counterfactual scenario.  

Iƻǿ ǎǳŎŎŜǎǎŦǳƭ ǿŜǊŜ ǘƘŜ ōǳǎƛƴŜǎǎ Ǉƭŀƴǎ ƻŦ h5Lb9Ωǎ ǇŀǊǘƛŎƛǇŀƴǘǎΚ 

IDC analysed in depth the achievement of the business plans of 40 funded companies2 

and 10 non-funded ones, through a composite achievement indicator measuring 

                                                      
2 17 companies did not provide sufficient data on their business models.  
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success in 4 key performance areas: effectiveness of the value proposition, ability to 

generate revenue flows, to acquire customers, to finance business development by 

capturing addiǘƛƻƴŀƭ ŦǳƴŘƛƴƎ ŦǊƻƳ ƻǘƘŜǊ ǎƻǳǊŎŜǎ ōŜȅƻƴŘ h5Lb9Φ !ǎ ǘƘŜ ƛƴŎǳōŀǘƻǊΩǎ 

ǎŜǊǾƛŎŜǎ ǿŜǊŜ ŀƛƳŜŘ ŀǘ ƛƳǇǊƻǾƛƴƎ ŜŀŎƘ ŎƻƳǇŀƴȅΩǎ ǇŜǊŦƻǊƳŀƴŎŜ ǳƴŘŜǊ ŀƭƭ ǘƘŜǎŜ 

ŀǎǇŜŎǘǎΣ ƳŜŀǎǳǊƛƴƎ ǘƘŜǎŜ ŀŎƘƛŜǾŜƳŜƴǘǎ ǇǊƻǾƛŘŜǎ ŀƴ ŀǊǘƛŎǳƭŀǘŜŘ ŜǾŀƭǳŀǘƛƻƴ ƻŦ h5Lb9Ωǎ 

value added. This helped to understand the difficulties faced by the 10 non-funded 

companies and to develop the assumptions for the counterfactual scenario.  

What is the benefit of open data to participant businesses? 

h5Lb9Ωǎ Ƴŀƛƴ ƻōƧŜŎǘƛǾŜ ƛǎ ǘƻ ǎǘƛƳǳƭŀǘŜ ƴŜǿ ōǳǎƛƴŜǎǎ ƛŘŜŀǎ ŀǎ ǿŜƭƭ ŀs the Open Data 

market, which is not (contrary to widely held beliefs) the same as the Public Sector 

Information (PSI) market. The use of Open Data in combination with private data can 

lead to a wide range of potential business opportunities, not necessarily limited to 

non-profit business models, as shown by the 57 enterprises successfully applying for 

h5Lb9Ωǎ ŦǳƴŘƛƴƎΦ ¢ƻ ŜǾŀƭǳŀǘŜ h5Lb9Ωǎ ŀŎƘƛŜǾŜƳŜƴǘ ƛƴ ǘƘƛǎ ŀǊŜŀ L5/ ŜȄǇƭƻǊŜŘ ǘƘŜ 

market positioning of the 57 funded companies, with a focus on: 

ǒ The classification of the type of open data they used; 

ǒ The analysis of the way in which open datasets were leveraged/ transformed/ 

processed; 

ǒ The classification of the markets targeted and their type of offering; 

ǒ The social and environmental benefits expected.   

hƴŜ ƻŦ h5Lb9Ωǎ ƪŜȅ ƻōƧŜŎǘƛǾŜǎ ǿŀǎ ǘƻ ǎŜƭŜŎǘ ŀƴŘ ŀŎŎŜƭŜǊŀǘŜ ŜƴǘŜǊǇǊƛǎŜǎ ŀōƭŜ ǘƻ ŀŎƘƛŜǾŜ 

ŀ άǘǊƛǇƭŜ ōƻǘǘƻƳ ƭƛƴŜέ ƛƴŎƭǳŘƛƴƎ ŜŎƻƴƻƳƛŎΣ ǎƻŎƛŀƭ ŀƴŘ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ōŜƴŜŦƛǘǎΦ ¢Ƙƛǎ 

analysis therefore helped to establish whether this objective was achieved.  The 

assessment builds on the most recent research and analyses on Open Data markets, 

first of all the maturity benchmarks developed by Capgemini Consulting in the study 

άCreating Value through Open Data: Study on the Impact of Re-use of Public Data 

Resourcesέ for the European Data Portal in 2016.3  

1.2. Data sources 

This study is based on extensive desk and field research. The evidence collected comes 

from:   

ǒ An ad-hoc online survey based on a structured questionnaire, with closed 

answers, articulated in 6 sections (Profile, Business performance, Financials, 

ODINE services, Momentum, Open Data plus a final section only for non-

                                                      
3https://www.europeandataportal.eu/sites/default/files/edp_creating_value_through_open_data_0.pdf 
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funded companies)4. The survey collected 42 answers (32 online plus 10 

completed by phone) in the period April-early May 2017, of which only 40 

provided sufficient data for the business model analysis.  

ǒ 10 interviews with 10 non-funded companies with the same questionnaire.5 

The respondents came from the list of 87 unsuccessful applicants provided by 

the ODINE consortium. IDC reached out via email and telephone to all 87 

potential respondents until it completed a small sample of 10 cases 

differentiated by time of application (cohort) and company age (mixed 

between start-ups and already existing SMEs).  

ǒ h5Lb9Ωǎ ŘŀǘŀōŀǎŜ ƻŦ ŘŜƭƛverables, data on funded and non-funded companies, 

ǇŀǊǘƴŜǊǎΩ ƛƴǘŜǊǾƛŜǿǎ ŀƴŘ ŘƻŎǳƳŜƴǘŀǘƛƻƴ ƻƴ ǎŎǊŜŜƴƛƴƎ ŎǊƛǘŜǊƛŀΣ ŀŎŎŜƭŜǊŀǘƛƻƴ 

activities and so on. The results of the Business model survey conducted in 

December 2016 (deliverable 6.3) were particularly useful to fill in the gaps of 

L5/Ωǎ ǎǳǊǾŜȅΦ  

ǒ Data and information about the companies sourced from their own websites; 

ǒ Data and methodologies from FI-IMPACT, the FP7 CSA (Concertation and 

Support Action) led by IDC within the FIWARE accelerator programme in 2014-

2016. The project monitored, interviewed and analysed the 1024 start-ups 

and SMEs funded by 11 Accelerator projects, forecasting their economic 

ƛƳǇŀŎǘǎ ǘƻ нлнлΦ ¢ƘŜǎŜ Řŀǘŀ ǎŜǊǾŜ ŀǎ ǳǎŜŦǳƭ ōŜƴŎƘƳŀǊƪǎ ŦƻǊ h5Lb9Ωǎ 

companies results.  

ǒ Desk research on public data sources such as Eurostat and other Accelerators 

reports. 

1.3. Structure of the report 

The report is structured as follows: 

ǒ Executive summary 

ǒ Chapter 1 describes the goals and approach of the study; 

ǒ Chapter 2 maps the main features of the funded companies; 

ǒ /ƘŀǇǘŜǊ о ŀƴŀƭȅǎŜǎ ǘƘŜ ƛƴŦƭǳŜƴŎŜ ƻŦ h5Lb9Ωǎ ǎŜǊǾƛŎŜǎΤ 

ǒ Chapter 3 answers to the research question on the benefits of open data; 

ǒ Chapter 5 answers the research question on the successful achievement of 

business plans; 

ǒ Chapter 6 answers the research question on the economic impacts and the 

potential consequences of a counterfactual scenario; 

                                                      

4 The questionnaire and the survey results are annexed to this report  

5 There was only one difference: Instead of questions about ODINE services the non-funded companies were asked 

about their difficulties without ODINE support.  



 
 

 

10 
 

ǒ Chapter 7 draws the final conclusions; 

ǒ The Appendix includes the survey data and the questionnaire.  

 

2. Mapping ODINE companies 

This chapter analyses the profile and characteristics of the 57 companies ODINE 

selected for funding out of over 1000 applicants, describing them in terms of 

geographical location, age, number of employees, type of offering, customers 

targeted. After checking for correlations between their characteristics and growth 

dynamics, we have found that the most relevant differentiating factor is their age 

(companies incorporated less than 36 months before receiving ODINE funding versus 

companies with more than 36 months of existence) which influences their use and 

approach to Open Data, as shown in the following paragraphs. The variety of their 

other features and commercial strategies demonstrates that there is not a single way 

to success (a silver bullet) for these companies.  

2.1. European landscape  

ODINE did not select companies based on their geographical location, but on the 

quality of their business idea. Also, these start-ups and SMEs are digital businesses 

whose physical location is less relevant than it would be for traditional businesses. 

Nevertheless, the geographical distribution of these companies is a useful starting 

point (Figure 1 below).  

Figure 1 Geographical distribution of the 57 funded companies 

 

Source: Elaboration on IDC Survey, April 2017 and ODINE Business Model Survey, December 2016. 



 
 

 

11 
 

The UK hosts the largest group of companies (17) followed by Germany (10). Together 

they represent half of the total. Except for 2 from Israel, the rest of the group is spread 

around Europe: Netherlands and Spain have 4 each, Austria 3, Belgium, France, 

Greece, Ireland, Slovenia 2 each. Estonia, Finland, Italy, Latvia, Romania, Switzerland 

and Slovakia have 1 funded company. A tentative observation could be that small 

dynamic economies with a strong focus on digital technologies (Estonia, Ireland) are 

more represented than most of the EU Big 6 (particularly Italy and France, not to 

mention Poland which is not present at all). But the sample is too small to provide 

significant correlations at the single country level. The ODINE partners in charge of 

dissemination were based respectively in UK and Germany, so this was likely a factor 

in the prevalence of applicants from these countries. 

However, it is interesting to investigate whether countries with a strong Open Data 

market generated more business ideas applying to ODINE. To check this, we 

compared the national provenance of ODINE companies with the 2016 Open Data 

Maturity benchmark of EU Member States6 developed by Capgemini consulting on 

behalf of the EC (table 1). Countries have been grouped into clusters regarding their 

different maturity levels. In fact, the largest group of ODINE companies (34) belong to 

countries in the Trend Setters cluster, characterized by solid open data portals and 

advanced open data policies, together with a national coordination across domains. 

Another 6 enterprises come from countries in the Fast Trackers cluster, which are in 

a good position in their open data journey but need to exploit better the benefits of 

either open data policies or portals. This seems to confirm that advanced Open Data 

markets provide a favorable environment for innovators with new business ideas, 

ǎǳŎƘ ŀǎ h5Lb9Ωǎ ŦǳƴŘŜŘ ŎƻƳǇŀƴƛŜǎΦ  

Table 1 Distribution of ODINE companies by MS and Open Data Maturity Cluster 

Open Data 
Maturity Cluster 

Member States  Number of ODINE funded 
companies  

Trend Setters 
Austria, Bulgaria, Finland, France, Ireland, 
the Netherlands, Spain, UK 

UK(17), NL(4), ES(4), AT(3),  
FR(2), IE(2), FI(1);  
Total=33 

Fast Trackers 
Estonia, Greece, Slovakia, Romania, 
Norway, Croatia, Slovenia, , Luxemburg 

EL(2), SK(1), SI(2), EE(1), RO(1);  
Total = 7 

Followers 

Belgium, Czech Republic, Cyprus, 
Denmark, Germany, Hungary, Italy, 
Lithuania, Poland, Portugal, Sweden, 
Switzerland 

BE (2), DE(10), IT(1),  CH(1);  
Total = 14 

Beginners Liechtenstein, Latvia, Malta LV (1); Total = 1 

                                                      
6https://www.europeandataportal.eu/sites/default/files/edp_landscaping_insight_report n2 2016.pdf 

https://www.europeandataportal.eu/sites/default/files/edp_landscaping_insight_report%20n2
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Source: IDC elaboration on Capgemini Consulting7 

The exception is Germany, which generated 10 successful applicants to ODINE but 

has a low Open Data Maturity, because of the fragmentation and low coordination of 

the internal open data portals system (managed at the regional/ local level), as well 

as low usability of Open Data sets. Given the size of the German economy, 10 

successful ODINE companies are not so many: the UK is smaller and generated almost 

twice as many. Perhaps this fact can be read in the opposite way: that the German 

market has a strong innovation potential which is currently hindered and may be 

realized faster if the national Open Data policy and activities will catch up with private 

initiative. A few other countries (Belgium, Italy and Switzerland) in the Followers 

cluster and 1 in the Beginners cluster (Latvia) host ODINE innovators but they 

represent a small minority of the group.  

2.2. Profile by age  

Startups and very young companies are different from established companies, as they 

typically grow at faster rates and are at higher risk of failure. In terms of age the ODINE 

57 companies can be classified in 3 groups:  

ǒ 31 are startups (born in or after 2014);  

ǒ 15 are young (born in 2012 or 2013); 

ǒ 11 are mature (born in or before 2011).  

Startups and young companies derive most of their revenues from the business idea 

funded by ODINE, so the programme economic impact on them is stronger. Mature 

companies already have revenues, and we considered only those generated by 

h5Lb9Ωǎ ōǳǎƛƴŜǎǎ ƛŘŜŀ ŦƻǊ ǘƘŜ ŜŎƻƴƻƳƛŎ ƳƻŘŜƭΦ hǾŜǊŀƭƭ ǘƘƻǳƎƘ ǿŜ Ŏŀƴ ǎŜŜ ǘƘŀǘ ǘƘŜ 

role of ODINE was fundamental for most of the sample.  

2.3. Profile by number of employees 

Young companies and startups typically have a very small number of employees, but 

all the companies in this group are very small. Among the 57, only 14% have more 

than 10 employees and only a few have more than 30. Perhaps also the mature 

companies in the group were looking to find a path to faster growth and applied to 

ODINE to do so.  

 

 

 

                                                      
7https://www.europeandataportal.eu/sites/default/files/edp_landscaping_insight_report n2 2016.pdf  

https://www.europeandataportal.eu/sites/default/files/edp_landscaping_insight_report%20n2
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Figure 2 Percentage of ODINE companies by employment size classes 

 

Source: Elaboration on IDC Survey, April 2017 and ODINE Business Model Survey, December 2016. 

2.4. Type of offering 

The main differentiation between the ODINE companies, besides age, is the type of 

offering, which dictates the business development strategy. We define offering as the 

type of product or service offered on the market which represents the main source of 

revenues. We found that the 57 companies can be classified in 3 main groups:  

ǒ Pure software: 29 companies offer software solutions such as apps and 

software tools. This is the largest group. For example:  

o Contagt is an app through which visitors can view a building map, 

navigate indoors  and report issues by sending photos to the 

building operator. 

o IPlytics offers an online-based market intelligence tool to analyze 

technology  ǘǊŜƴŘǎΣ ƳŀǊƪŜǘ ŘŜǾŜƭƻǇƳŜƴǘǎ ŀƴŘ ŀ ŎƻƳǇŀƴȅΩǎ 

competitive position.  

ǒ Hardware and software: 6 companies provide hardware components 

embedded with a software solution, most frequently these are Internet of 

Things (IoT) solutions. Examples are: 

o Liimtec developed PocketDefi, a public access defibrillator which is 

small, affordable and provides a unique user experience by being 

monitored and serviced through a  mobile network. 

o Green City Solutions tries to fight the problem of air pollution with a 

four-meter-high CityTree installation, providing clean and cool air to 

hot urban cities.  

ǒ Web-based services: 22 companies use digital technologies to provide a 

service for businesses or consumers. For example, this can include 

marketplaces or peer-to-peer online platforms where companies or 
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consumers can find information, purchase goods, look for specific services, 

and so on. Examples are: 

o Aleph gives the whole world access to the best source of information 

about oil, gas  and mining. 

o Resc.info is a service that shares local data with fire departments 

looking to tailor programmes to residents at risk. 

Breaking down the group of companies by age and type of offering (Figure 3) we 

notice that there are more young and startup companies providing pure software 

solutions than mature companies, who instead are more likely to offer web-based 

services. More interesting, there are many more startups providing hardware and 

software products. Since these are mainly IoT solutions, this may be a function of the 

increasing attractiveness in time of the IoT market as well as the greater focus of 

startups on cutting edge innovation.  

Figure 3 Differentiation of ODINE companies by Product and Age 

 

Source: Elaboration on IDC Survey, April 2017, and on ODINE data 

2.5. Commercial strategies 

To understand the way in which the variegated group of 57 funded projects run their 

business, we asked companies about their business models and their sales channel 

(with multiple answers questions). The in-depth evaluation of the business models is 

presented in chapter 5, but is limited to 40 companies who provided additional data 

on top of the data shown here.  

We compared their answers with the responses that we had from the FIWARE project, 

to better understand the maturity level of the business of the ODINE participants. We 

found similarities, such as the Subscription as the most common business model 
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(chosen by 87% of ODINE companies), followed by the Single Payment model, chosen 

by one third of companies.   

Figure 4 ODINE and FIWARE Business Models comparison 

 

Source: IDC for ODINE Survey, April 2017 (42 respondents) plus ODINE Business Survey, December 2016, (15 
respondents), FI-IMPACT project 2016 

On the sales channels side, the personal website is the most common channel for half 

of them, while for the FIWARE project was higher. In particular, FIWARE companies 

had already established sales agents, while for startups, or in general, for young 

companies, is more difficult to have the maturity level needed to have sales agents at 

the beginning of their business life.  

Figure 5  ODINE and FIWARE Sales Channels comparison 
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Source: IDC for ODINE Survey, April 2017 (42 respondents) plus ODINE Business Survey, December 2016, 
(15 respondents), FI-IMPACT project 2016 

2.6. Conclusions 

As originally planned, ODINE attracted and funded a group of innovative digital 

startups and very young companies, plus a few SMEs looking for opportunities for 

ƎǊƻǿǘƘΦ ¢ƘŜ ǇǊƻƎǊŀƳƳŜΩǎ ƛƴŦƭǳŜƴŎŜ ƻƴ ǘƘŜƛǊ ǇŜǊŦƻǊƳŀƴŎŜ ŀƴŘ ƎǊƻǿǘƘ ǇŜǊǎǇŜŎǘƛǾŜ ƛǎ 

clearly very strong, since for most of these companies the project launched with 

ODINE represents their core business.  This is confirmed by their very small size on 

average, with only 14% of them counting more than 10 employees.  

They are digital businesses, with an offering based on either software solutions, or 

hardware embedded with software solutions (IoT solutions), or web-based services. 

This is confirmed by their commercial strategies, where the prevalent business model 

is subscription or single payment and sales channels are mostly digital, complemented 

for 24% of them by sales agents. Therefore, momentum ς the ability to attract fast-

growing numbers of customers on their web site ς is a critical success factor.  

No significant correlation emerged between specific offerings and growth dynamics, 

demonstrating that there is not a single way to success for these companies. However, 

a positive correlation between national maturity of the Open Data market (measured 

by a Capgemini study) and the number of ODINE successful applicants by country 

points out that a rich open data environment provides favorable conditions for 

innovators in this field. This means that proactive policies improving the usability and 

availability of open data sets are likely to stimulate private initiatives for the 

exploitation of data in a positive virtuous cycle.  

3. Evaluation of ODINE services 

ODINE´s acceleration program provided to the selected companies a catalogue of 

services to increase their ability to perform successfully and grow, built on the 

expertise from WAYRA, Telefonica´s business accelerator, and ODIΩǎ Startup 

programme. This chapter presents the evaluation of ODINE services by the 

beneficiaries, the funded companies.   

3.1. Overview 

The acceleration program was tailored for each start-up and SME needs, potential and 

performance, with the objective of getting the best results out of each one, in a 

demanding and constantly challenging context. The acceleration program focuses on 

gaining and increasing business traction for its start-ups and SMEs while bringing 
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innovation into well established companies with a duration of six months. The main 

services are described in the Table below.  

Table 2  ODINE Portfolio of Services  

TRACKING: Follow up, challenge, and boost the progress of start-ups and SMEs.  

TRAINING: Train entrepreneurs in business areas or skills required for their development.  

ADVICE: Professional services at every start-up and SME disposal, according to their needs.  

MENTORING: Support by professionals of well-known experience (investors, entrepreneurs, 
experts...) to help entrepreneurs to make sound strategic decisions.  

NETWORKING: Open up opportunities for the entrepreneurs through the generation of relevant 
contacts.  

SPACE: Possibility to access the spaces provided by partners in several locations.  

ACCESS TO INDUSTRY: Provide linking ways for the teams who develop interesting solutions for 
Telefónica and other industrial partners close to the consortium.  

INFRASTRUCTURE: Provision of tools developed by partners that will help in the management of 
different activities. Special offers from private cloud providers 

PR/COMMS: Support the promotion of the image and product of the start-ups and SMEs, thanks 
to the reach of ODINE´s partners, especially The Guardian.  

Dw!b¢Υ 5ƛǊŜŎǘ ƎǊŀƴǘ ƻŦ ǳǇ ǘƻ ϵмллƪ ǇŜǊ ǘŜŀƳ ŀƴŘ ǎǳǇǇƻǊǘ ǘƻǿŀǊŘǎ ǘƘŜ ŀŎƘƛŜǾŜƳŜƴǘ ƻŦ ŦǳƴŘƛƴƎ 
from third parties.  

INTERNATIONALIZATION: As a Pan European project, and leveraging on the partners global 
footprint, the selected start-ups and SMEs will have opportunities to introduce themselves in 
other countries/regions.  

EXPERIENCE/BELONGING: Emotionally engage the entrepreneurs with ODINE, ensuring a fruitful 
relationship.  

OFFERS: Offers 3rd party services and products available to start-ups and SMEs.  
Source: ODINE  Deliverable 3.1 Accelerator Programme Portfolio 

The acceleration stage (level of maturity) of the company is also important to identify 

the most appropriate services. ODINE defined the acceleration stages as follows: 

ǒ PRE-COMMERCIAL STAGE: start-ups and SMEs are making final adjustments to 

their business idea, evaluating its value proposition, completing its business 

model, reaching a MVP (marketable value proposition) and validating it. 

ǒ COMMERCIAL STAGE: the start-ups are launching their products and/or 

services on the market. The objective is to achieve a marketable value 

ǇǊƻǇƻǎƛǘƛƻƴ ŀƴŘ ǘƻ ƻōǘŀƛƴ ά9ƴƎŀƎŜƳŜƴǘέ όtǊƻŘǳŎǘ-Market Fit) that translates 

into Traction. During this stage the start-up or SME often goes through a 

process of constant trial and error and continuous iterations based on the 

ŦŜŜŘōŀŎƪ ƻŦ άǊŜƭŜǾŀƴǘέ ŎǳǎǘƻƳŜǊǎ ƛƴ ƻǊŘŜǊ ǘƻ ǇƻƭƛǎƘ ǘƘŜƛǊ ǇǊƻŘǳŎǘΦ 
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ǒ GROWTH STAGE/SCALE UP: This is a stage that only start-ups with the best 

performance will achieve. The focus will be to reach a dominant position at 

regional or international level. The aim of the acceleration program will be to 

ŎƻƴǾŜǊǘ άǎǘŀǊǘ-ǳǇǎέ ƛƴǘƻ ǎǳǎǘŀƛƴŀōƭŜ άǎŎŀƭŜ ǳǇǎ. 

ODINE participants were asked to assess how valuable they considered the services 

received, on a scale from 1 (very low value) to 5 (very high value). Overall, the 

ŜǾŀƭǳŀǘƛƻƴ ƛǎ ǉǳƛǘŜ ǇƻǎƛǘƛǾŜΣ ǿƛǘƘ Ƴƻǎǘ ǎŜǊǾƛŎŜǎ ǎŎƻǊŜŘ ŀōƻǾŜ ǘƘŜ άƳŜŘƛǳƳ ǾŀƭǳŜέ 

midpoint of the scale and only one (networking with potential investors) under 3, as 

shown in the Figure below.  

Not surprisingly, funding is the service that got the highest score (4.7). One of the 

main reasons is the companies' profile: young and very new companies that need to 

be funded to just start their business. Even if the actual amount of funding was small, 

it was sufficient to kick-off their activities and take the first steps in the growth 

process. Also, in Europe seed money is relatively scarce for startups.  

The second most appreciated service is the access to open data (3.8). Since open data 

is at the core of the companies, this has a high value for companies. The third and 

fourth most valuable services are Support services (infrastructure, PR, perk 

packages), together with Training, Advise and Mentorship. These services are critical 

in the pre-commercial phase but also in the early commercial stage, when companies 

are launching their services on the market, and were well appreciated because of their 

contribution to the development of the business idea.  

The networking services (generating relevant contacts for the entrepreneurs) were 

evaluated at a lower level compared to the previous ones, but still close to 3 (medium 

value). Networking with potential customers was best appreciated, followed by 

networking with potential partners and only last with potential investors. This is 

probably due to the early stage of development of these companies, most of whom 

were not in the scale-up stage and therefore were not ready to engage with new 

investors such as venture capitalists.  
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Figure 6 Evaluation of ODINE Services 

vǳŜǎǘƛƻƴΥ άIƻǿ ǾŀƭǳŀōƭŜ Řƻ ȅƻǳ ŎƻƴǎƛŘŜǊ ǘƘŜ ǎŜǊǾƛŎŜǎ ǊŜŎŜƛǾŜŘ ŦǊƻƳ h5Lb9Κ {ŎƻǊŜ ŦǊƻƳ м όǾŜǊȅ ƭƻǿ ǾŀƭǳŜύ ǘƻ р 
(very high value)   

 

Source: IDC for ODINE Survey, April 2017 (42 respondents) plus ODINE Business Survey, December 2016, (15 
respondents)  

3.2. Evaluation of Benefits 

The evaluation of benefits gained from the participation to the programme confirms 

the evaluation of services, with an overall positive assessment score. ODINE services 

helped the most in accelerating the time to market, improving the business idea, 

and improving the team skills. This confirms the assessment of the stage of 

development of these companies, who applied to ODINE to bring their idea to market 

and received the type of support needed to do so.  

Coherently with this picture, engaging with potential customers was considered of 

medium value, while networking with potential or new investors was scored at low 

value.  
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Figure 7 Evaluation of ODINE benefits 

Question: Which have been the most important benefits of participation to the ODINE programme? Score from 1 
(very low value) to 5 (very high value)   

 

Source: IDC for ODINE Survey, April 2017 (42 respondents) plus ODINE Business Survey, December 2016, (15 
respondents)  

3.3. Conclusions 

In conclusion, the 57 companies appreciated the accelerator programme and took 

advantage of the support provided, achieving exactly the main benefit aimed for, that 

is faster entry into the market and better chances of success. The scoring results were 

similar in both surveys (ODINE's own survey and the IDC one carried out in April 2017), 

ǎƘƻǿƛƴƎ ŎƻƴǎƛǎǘŜƴŎȅ ƛƴ ǘƘŜ ǇŀǊǘƛŎƛǇŀƴǘǎΩ ƻǇƛƴƛƻƴǎΦ Lƴ ŦŀŎǘΣ ǿƘŜƴ ŀǎƪŜŘ ŀōƻǳǘ ǘƘŜ 

potential consequences if they had not been selected by ODINE, 97% of respondents 

said their time to market would have been longer, 62% said they would have had 

lower chances of success. Moreover, 21% of respondents said they would have 

dropped the business idea and 31% would not have used Open Data. The results 

ƘƛƎƘƭƛƎƘǘ ǘƘŜ ƛƴŦƭǳŜƴŎŜ ƻŦ h5Lb9Ωǎ ǇǊƻƎǊŀƳƳŜ ƻƴ ŎƻƳǇŀƴƛŜǎΩ ōŜƘŀǾƛƻǊΦ  

4. Open Data Benefits 

A major goal of ODINE was to inspire and promote new business ideas in the open 

data market. The analysis of the variety of open data sets used by the ODINE 

companies and their expected impacts provides a good visibility on how this goal was 

achieved. This analysis is based on the survey answers about the type of open data 

used by each company, as shown in Figure 8 below. Datasets were then grouped in 

clusters with similar topics.  
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4.1. Use of Open Data 

ODINE companies use on average 2 or more types of Open Data (Figure 8 below), first, 

because they have multiple markets focus, second, because they want to improve 

their competitiveness with a strong value proposition, and lastly, because they are 

conscious of the potential economic and social impacts of open data on the 

ecosystem, and they want to contribute to it.  

 As shown by the data, there is a large variety of the type of datasets selected but 

there is clearly a concentration of interest in geospatial/ mapping and environmental 

data.  

Figure 8  Type of Open Data used ODINE companies 

Number of respondents, multiple answers 

 

Source: IDC for ODINE Survey, April 2017 (42 respondents) plus ODINE Business Survey, December 2016, (15 
respondents)  

To investigate the meaning of this long list of data typologies, we have grouped them 

in 5 clusters based on their similarities. They are the following:  

1. Environment: includes Environment, Energy, Geospatial/Mapping, Weather, 

Tourism, Agriculture & food; 

2. Vertical Markets:  includes Housing, Manufacturing, Transportation, Business, 

Legal, Finance; 

3. Social comprises Education, Demographics and Social, International/Global 

development, Economics, Science & research; 

4. Government includes Government operations, Public Safety, Health/Healthcare; 
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5. Consumer contains only Consumer. 

Figure 9 Clusters of Open Data by type 

 

 

Source: Elaboration on IDC survey, April 2017 

We then analyzed companies in terms of how many clusters of open data they use 

and which of them. Again, we found a high concentration of companies using the 

Environment Open Data cluster (approximately half of them), followed by the Vertical 

Markets cluster and the Social cluster. Interestingly, the Government cluster comes 

fourth in terms of the ranking by number of companies. This confirms that the 

typologies of Open Data of interest for business is not necessarily dominated by PSI 

data.   

Figure 10 Number of companies by type of Open Data Cluster 

 

Source: Elaboration on IDC survey, April 2017 

The environment cluster includes geospatial and weather datasets which represent 

some of the most frequently used typologies of Open Data. For example, according to 

the Capgemini study on Open Data quoted above, the top 5 data domains most 

consulted in public Portals in the EU in 2016 were (in order of priority) statistics, 

geospatial, Government accountability and democracy, Education, Transport and 

Infrastructure. However, as shown by table 3below, many of ODINE innovators 
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develop solutions focused on environment monitoring or pollution measurement 

with potentially relevant social and ecological benefits.  

Breaking down the 57 by company age, we notice some interesting differences in the 

use of Open Data (Figure 11). Startups, which represent the larger group, use a greater 

variety of datasets for all typologies of data (excluding consumer) and are particularly 

interested in Environment or Vertical Markets Open Data sets. This is shown 

specifically by Table 3, where it shows for example that 52% of startups use 

environment datasets, versus only 36% of mature companies.  

Startups appear to play more the role of experimenters, combining different 

typologies of Open Data for their solutions, while mature companies appear to be 

more focused on specific typologies of Open Data. For example, Zazuko is a startup 

developing an open source software tool for semantic web catalogues, leveraging 6 

different types of data: agriculture and food, business, transportation (vertical 

markets cluster); environment, geospatial/mapping (environment cluster), 

government operations (government cluster). This is an innovative combination. 

Another startup, Unigraph, has designed a knowledge graph technology to break 

Řƻǿƴ ǘƘŜ ƻǇŜƴ Řŀǘŀ άǎƛƭƻǎέ ŀƴŘ ŀŎŎƻƳƳƻŘŀǘŜ ƛƴŦƛƴƛǘŜ Řŀǘŀ ƛƴǇǳǘǎΣ ƭŜǾŜǊŀƎƛƴƎ с 

different types of data belonging to 4 different clusters (business, demographics & 

social, economics, finance, geospatial/mapping, government operations).   

On the other hand, mature companies instead tend to use a smaller number of 

datasets which appear strongly correlated. For example, Brightbook provides an 

innovative accounting solution leveraging the Vertical markets datasets cluster 

(finance and business data), while Idalab is focused on urban planning leveraging the 

government operations cluster. Another example, UNICS/SIRIS develops customized 

analytics products for High Education and Research institutions and focuses on 3 main 

typologies of datasets (education, government operations, and science and research) 

but they are closely correlated and fall in 2 clusters only.  
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Figure 11  Companies by age and type of Open Data 

 

Source: Elaboration on IDC survey, April 2017 

Table 3 Share of companies by age cluster and type of Open Data Cluster used 

Open Data 
Cluster 

Startups Young Mature total 

Environment 52% 40% 36% 46% 

Vertical Markets 39% 33% 27% 37% 

Government 29% 20% 27% 26% 

Social  32% 27% 27% 30% 

Consumer 3% 13% 9% 7% 

total 100% 100% 100% 100% 

Source: Elaboration on IDC survey, April 2017 

4.2. Building an Open Data ecosystem 

ODINE companies consider Open Data as extremely or very important for their 

business model (88% of respondents) or at least moderately important (the remaining 

12%). This is natural, because the use of Open Data was one of the criteria of selection 

of this group of companies. But, even more relevant, the variety of business ideas 

developed by the ODINE companies naturally compose an Open Data ecosystem 

covering most segments of the data value chain, with a stronger presence in the more 

innovative components like data analytics.  
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This emerges from the classification shown in Table 4 below, which looks closely at 

h5Lb9 ŎƻƳǇŀƴƛŜǎΩ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴ ŀƴŘ ǘƘŜƛǊ ǘŀǊƎŜǘ ƳŀǊƪŜǘǎΣ ōŀǎŜŘ ƻƴ L5/Ωǎ 

experience and knowledge of emerging demand trends. This classification is not 

statistically validated8, but highlights how these companies are developing data-

driven innovation by sector or market segment, focusing on the value added brought 

by the combination of Open Data and commercial or proprietary data. This shows 

h5Lb9Ωǎ ƛƳǇŀŎǘ ƻƴ ǘƘŜ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ ŀƴ innovative ecosystem in Europe, because 

data-driven innovation links companies and customers in new ways, providing value 

added based on data, business intelligence, matching demand with supply.  

The largest group of enterprises (11) develop data solutions specialized by vertical 

market addressing end-users: if we add the 6 companies addressing healthcare, 5 

active in the Real Estate market and 4 in agriculture we reach a total of 26 ODINE 

companies helping the European industry adopt data-driven innovation. We could 

also add to this group the 3 companies developing consumer apps for the 

entertainment or traveling, as they are focused on end users. Another group of 

companies are more focused on technology: 9 companies develop tools and solutions 

for what we see as building blocks of the data supply chain, helping to improve quality 

or solve problems in data analytics.  

7 companies address the emerging sustainable economy or low carbon economy 

market, with a focus on environmental, energy saving and pollution monitoring 

solutions, either for consumers, or public authorities, or other businesses. A similar 

focus on environmental sustainability is a common element of the 2 companies 

developing smart mobility solutions, the 2 companies developing smart building 

solutions, and the 3 companies developing solutions for smart cities. Finally, there are 

3 companies providing data solutions for government transparency or elections 

efficiency and 2 more supporting data-driven policies in the urban policy field. Their 

ŦƻŎǳǎ ƻƴ ǇƻƭƛŎȅ ŘƛŦŦŜǊŜƴǘƛŀǘŜǎ ǘƘŜƳ ŦǊƻƳ άǘǊŀŘƛǘƛƻƴŀƭέ L¢ ǎƻƭǳǘƛƻƴǎ ŀƴŘ ƘƛƎƘƭƛƎƘǘǎ ǘƘŜ 

effort to bring business intelligence into the public sector.  

 

 

 

 

 

 

                                                      
8 It is not based on NACE2 industry classification 
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Table 4 h5Lb9 ŎƻƳǇŀƴƛŜǎΩ ŎƭŀǎǎƛŦƛŎŀǘƛƻƴ ōȅ ǘŀǊƎŜǘ ƳŀǊƪŜǘ 

Market 
classification 

Description Number Companies 

Vertical 
Markets 

Data solutions specialized by 
vertical market (e.g. Web-
based services, Education, 
Finance, Food, Legal, Oil) 

11 

Brightbook; CommoPrices; 
Implisense; openlaws gmbh; 
OpenOil; OpenResort/Infamous 
Labs; Pobble; Prospeh/ Origin 
trail; Provenance; Suade Labs; 
UNICS/ SIRIS 

Data supply 
chain 

Development of data tools 
and technologies for data 
analytics or data science   

9 
DataPress; imin; instats; Iplytics; 
OpenSensors;  Thingful; Tilde; 
Unigraph; Zazuko 

Environment/ 
Pollution 

Leverage data to improve 
environment quality, 
pollution monitoring, use of 
energy renewables 

7 

Air and Space Evidence; Derilinx; 
Environment Systems; 
Exceedence; Green City Solutions 
(CityTree); InSymbio;  Plume Labs 

Healthcare 
Data-driven services for 
health  

6 
HybridStat; limtec; Mint Labs; 
Sickly/StudyBugs; Viomedo; 
Zumo/Yuscale 

Real Estate 

Data-driven services providing 
transparency and advice for 
real estate managers and 
buyers 

5 

Guide2Property; RentSquare; 
Sinergise; Urban Data Analytics; 
Whythawk/Pikhaya 

Agriculture / 
Precision 
farming  

Data-driven solutions for the 
agriculture-food industry 

4 
A.A.A Taranis Visual; Cropti; Farm 
Dog; green spin 

Smart City 
Data-driven services for smart 
cities  

3 
BikeCitizens; Glimworm (iBeacon 
LL); RESC.info/Netage;  

Open 
Government/ 
Elections 

Data-driven services for 
government transparency or 
voting systems 

3 
1848; 3Desk (Wholi); Open 
Gazettes  

Media/Tourism
/ Consumer 

Consumer apps for 
entertainment, travelling or 
city living  

3 
AskHelmut; AVUXI; We Are 
Colony 

Smart Buildings 
Data-driven services for 
intelligent and energy saving 
buildings  

2 Contagt; Sun Energia 

Smart Mobility 
Data-driven solutions for 
smart mobility  

2 Fstr; Konetik 

Urban Policy 
Data-driven services for urban 
management and zoning  

2 Idalab; Land Insight 

Total  57  

Source: IDC classification April 2017 
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4.3. Social Benefits 

ODINE companies indicate the improvement of transparency and access to data as 

the main social benefits expected from their business ideas, out of a closed list of 

potential benefits proposed by the questionnaire (Figure 13 below). The 

improvement of quality of services is mentioned quite often, while the improvement 

of environment is surprisingly chosen only by 8 respondents, even though we have 

seen in Table 4 above how many companies provide solutions with potential benefits 

for environmental protection and sustainability.  

Figure 12 . Main Social Benefits of Open data 

 

Source: IDC for ODINE Survey, April 2017 (42 respondents) plus ODINE Business Survey, December 2016, 
(15 respondents)  

4.4. Conclusions 

Drawing from the results presented above, ODINE succeeded in inspiring and 

promoting a range of new business ideas highlighting the value added of Open Data 

in the data market. Each of the 57 startups and SMEs leverages at least 2 types of 

Open Data with a strong concentration of interest in geospatial/ mapping and 

environmental data clusters.  

We found that startups use a wide variety of Open Data, for example 5 or 6 different 

datasets, playing the role of experimenters, combining different typologies of Open 

Data for their solutions. Mature companies appear to be more focused on 2 or at most 

3 typologies of Open Data closely correlated. Examples of companies using many 

different types of datasets are Zazuko and Unigraph, while focused mature 

ŎƻƳǇŀƴƛŜǎΩ ŜȄŀƳǇƭŜǎ ŀǊŜ .ǊƛƎƘǘōƻƻk (finance) or Idalab (government).  
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The variety of business ideas developed by the ODINE companies naturally compose 

an Open Data ecosystem covering many segments of the data value chain, with a 

stronger presence in the more innovative components such as data analytics. A 

classification developed by IDC based on their value proposition and target market 

highlight how these companies are developing the building blocks of the data 

economy, helping the European industry to adopt data-driven innovation.  

Overall, 26 of ODINE companies develop solutions for vertical markets, ranging from 

healthcare (6 companies) to real estate (5 companies), from food-agriculture to Oil 

and gas. Another priority of ODINE companies is the emerging sustainable or low 

carbon economy, with several companies focused on energy saving, environmental 

monitoring, smart mobility. A cluster of 7 companies are developing clever technology 

solutions for the data value chain.  

5. Evaluation of Business Plans  

5.1. Approach 

A key research question ŎƻƴŎŜǊƴŜŘ ǘƘŜ ƭŜǾŜƭ ƻŦ ǎǳŎŎŜǎǎŦǳƭ ŀŎƘƛŜǾŜƳŜƴǘ ƻŦ h5Lb9Ωǎ 

ǇŀǊǘƛŎƛǇŀƴǘǎΩ ōǳǎƛƴŜǎǎ ǇƭŀƴǎΦ ¢ƻ ƛƴǾŜǎǘƛƎŀǘŜ ƛǘ ǿŜ ŎŀǊǊƛŜŘ ƻǳǘ ŀƴ ŜǾŀƭǳŀǘƛƻƴ ƻŦ 

individual business plans, with a focus on: 

ǒ The completeness and depth of plans and business models, compared with 

best practice standards; 

ǒ The level of validation of business models, based on the progress made in 

ƎƻƛƴƎ ǘƻ ƳŀǊƪŜǘ ŀƴŘ ŎŀǇǘǳǊƛƴƎ ŜŀǊƭȅ ŎǳǎǘƻƳŜǊǎΩ ǊŜǎǇƻƴǎŜΦ  

¢ƘŜ ŀǇǇǊƻŀŎƘ ƛǎ ǉǳŀƭƛǘŀǘƛǾŜΣ ōŀǎŜŘ ƻƴ ƻǳǊ ŜȄǇŜǊǘǎΩ ŀǎǎŜǎǎƳŜƴǘ ƻŦ ǘƘŜ ǇǊƻƎǊŜǎǎ 

achieved by each company in their business model development and validation on 

the market. The purpose is not to judge the quality of the assumptions and forecast 

ƳŀŘŜ ōȅ ŎƻƳǇŀƴƛŜǎΩ ōǳǎƛƴŜǎǎ ǇƭŀƴǎΣ ŀǎ ǘƘŜǎŜ Ŏŀƴ ƻƴƭȅ ōŜ ǾŀƭƛŘŀǘŜŘ ōȅ ǘƘŜƛǊ ǎǳŎŎŜǎǎ 

(or not) on the market, but to measure their progress in the period between the 

original drafting of the plan and the evaluation in May 2017.  

The evidence collected was based on: 

ǒ Answers to the IDC online survey (40 respondents including 8 direct 

interviews); 

ǒ 10 interviews with non-funded companies; 

ǒ Addiitional data from the ODINE business model survey, business plans 

ŘƻŎǳƳŜƴǘǎ ŀƴŘ ƻǘƘŜǊ Řŀǘŀ ŦǊƻƳ h5Lb9Ωǎ ǊŜǇƻǎƛǘƻǊȅ, for the 40 companies 

analysed.  

In total, we assessed 40 ODINE companies and 10 non-funded companies.  
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5.2. Measuring Achievement  

To compare the level of success of the business plans we designed a set of 4 

complementary indicators measuring the key performance areas of a business plan:  

ǒ Value proposition: assessing how much the value proposition has been 

proven by dealing with the market. 

ǒ Revenue flow: assessing the level of achievement in generating revenues from 

the new product. 

ǒ Customer acquisition: assessing the level of achievement in finding a 

repeatable and scalable way to acquire customers. 

ǒ Financials: assessing the level of achievement in financing the product and 

business development. 

The measurement is based on a scoring scale of 1 to 4, where a high score indicates a 

positive achievement in developing that aspect of the business model. The 4 

indicators ŀƭƭƻǿ ŀǎǎŜǎǎƛƴƎ ōƻǘƘ άtǊƻŘǳŎǘ 5ŜǾŜƭƻǇƳŜƴǘέ ŀƴŘ ά/ǳǎǘƻƳŜǊ 

5ŜǾŜƭƻǇƳŜƴǘέΣ ƛΦŜΦΣ ǘƘŜ ǇǊƻŎŜǎǎŜǎ ŘŜŦƛƴŜŘ ƛƴ ǘƘŜ ǇƻǇǳƭŀǊ άƭŜŀƴ ǎǘŀǊǘǳǇέ ƳŜǘƘƻŘƻƭƻƎȅ9 

to iteratively improve the product and business model by gathering knowledge of the 

customers and of the target market, before putting in place a conventional marketing 

ŀƴŘ ǎŀƭŜǎ ǎǘǊŀǘŜƎȅΦ ¢ŀōƭŜ р ōŜƭƻǿΣ ƛƴ ǘƘŜ ά5ŜŦƛƴƛǘƛƻƴέ ŎƻƭǳƳƴΣ ƭƛǎǘǎ ǘƘŜ ŎǊƛǘŜǊƛŀ ǳǎŜŘ ŦƻǊ 

ŀǘǘǊƛōǳǘƛƴƎ ǎŎƻǊŜǎ ǘƻ ǘƘŜ ŀǎǎŜǎǎŜŘ ŎƻƳǇŀƴƛŜǎΣ ŜΦƎΦΣ ŀ ǎŎƻǊŜ ƻŦ м ƛƴ ά±ŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴέ 

has been assigned if the company has not yet validated its value proposition by 

ŀŎŎŜǎǎƛƴƎ ǘƘŜ ƳŀǊƪŜǘΣ ŜƛǘƘŜǊ ǘƘǊƻǳƎƘ ǎǳǊǾŜȅΩǎΣ ŦƻŎǳǎ ƎǊƻǳǇǎ ƻǊ ǘƘǊƻǳƎƘ ŘƛǊŜŎǘ 

involvement of the final customer.  

Table 5 !ŎƘƛŜǾŜƳŜƴǘ LƴŘƛŎŀǘƻǊΩǎ ŘŜǎŎǊƛǇǘƛƻƴ 

  Score Definition 

Value proposition 1 value proposition not validated 

2 value proposition with expert, survey, focus group etc. 

3 early adopters using product 

4 recurring sales on the market 

Revenue flow 1 hypothetical business model (the company is not yet generating 

revenue) 

2 some revenues but not from product sales 

3 some revenues but still insufficient to grow the product and the 

company 

4 revenue flows sufficient to grow 

Customer 

acquisition 

1 Customer acquisition process under definition 

2 Defined customer acquisition process 

                                                      

9 {ǘŜǾŜ .ƭŀƴƪΣ ά¢ƘŜ ŦƻǳǊ ǎǘŜǇǎ ǘƻ 9ǇƛǇƘŀƴȅέΣ нлмоΦ  
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3 Customer acquisition process under validation 

4 Customer acquisition channels and process validated 

Financial 1 Insufficient funding at the moment to go forward 

2 Funding situation unknown 

3 Funding secured until breakeven 

4 Breakeven point reached 

Source: IDC, 2017 

The scores assigned to the 40 assessed companies plus 10 non-funded companies are 

available in an open data set.  

5.3. Main results 

Figure 13 shows the distribution of scores for the entire population of assessed 

companies. Overall, the ODINE companies show good results, with roughly 60% or 

more companies scoring 3 or higher in all four Achievement indicators, testifying a 

good progress in the corresponding business model area.  

Figure 13 Achievement indicators scores distribution (40 respondents) 

 

Focusing on the Value proposition achievement indicator (Figure 14), both startups 

and mature companies are well positioned, a large majority of companies having 

validated their value proposition through direct engagement with customers (early 

adopters and recurring sales). A similar level of achievement can be observed for the 

Revenue Flow and Customer Acquisition indicators. On the Financial indicator (Figure 

17), mature companies appear as more advanced, which can be expected since they 

have an already sustainable business that can support new products development. 

Figure 14  Value proposition scores by company maturity (40 respondents) 
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Figure 15 Revenue flow scores by company maturity (40 respondents) 

 

Figure 16 Customer acquisition scores point by company maturity (40 respondents) 

 

 

Figure 17  Financial scores by company maturity (40 respondents) 
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Source: IDC 2017 

5.4. /ƭǳǎǘŜǊƛƴƎΥ ŀƴ ƛƴǾŜǎǘƻǊΩǎ ǾƛŜǿ 

Based on the Achievement scores, the surveyed companies have been clustered 

taking the viewpoint of a typical investor deciding whether to invest on a new product, 

and to what purpose. 

The clusters are designed on 2 dimensions: 

ǒ Product development achievement: sum of the value proposition and 

financial scores. Companies with high aggregated scores have a validated 

value proposition and have secured funding from entrepreneurs or venture 

capital.  

ǒ Customer development achievement: sum of the revenue flows and 

customer acquisition scores. Companies with high aggregated scores have 

substantial revenue flows from the new product and a proven customer 

acquisition process. 

The chart below shows the distribution of the ODINE assessed companies according 

to the two dimensions. This results in 4 main clusters:  

1. Question mark: companies with unproven value proposition and scant 

ƪƴƻǿƭŜŘƎŜ ƻŦ ǘƘŜ ƳŀǊƪŜǘ όǎǳŎƘ ŀǎ άCŀǊƳ ŘƻƎέΣ άDǊŜŜƴ {ǇƛƴέΣ ά²ƘƻƭƛέΣ ά²Ŝ ŀǊŜ 

ŎƻƭƻƴȅέΣ ά¢ƘƛƴƎŦǳƭέΣ ά!ƛǊ ŀƴŘ {ǇŀŎŜ 9ǾƛŘŜƴŎŜέΣ that have not yet validated their 

value proposition through the first sales and that are not self-sustainable since 

the funds they internally have or they have received from external sources are 

not enough to go forward). 

2. Act of faith: companies who have a nice product and have been able to attract 

ŦǳƴŘƛƴƎΣ ōǳǘ ǎǘƛƭƭ ŘƻƴΩǘ ƘŀǾŜ ŀ ǎǘŀōƭŜ ƎǊƛǇ ƻƴ ǘƘŜ ƳŀǊƪŜǘ όǎǳŎƘ ŀǎ ά.ƛƪŜ /ƛǘƛȊŜƴǎέ 

that is still defining the customer acquisition process, timing and costs). 

LƴǾŜǎǘƛƴƎ ƛǎ ŀƴ άŀŎǘ ƻŦ ŦŀƛǘƘέ ƻƴ Ƙƻǿ ǘƘŜ ǇǊƻƳƛǎƛƴƎ ǇǊƻŘǳŎǘ ǿƛƭƭ ǇŜǊŦƻǊƳ ƻƴce 

brought on the market.  
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3. Focused investment: companies who have established some revenue flows 

and active channels on the market, but need more investment to improve 

ǘƘŜƛǊ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴ όǎǳŎƘ ŀǎ ά/ǊƻǇǘƛέΣ ǘƘŀǘ ƛǎ ƎŜƴŜǊŀǘƛƴƎ ǊŜǾŜƴǳŜǎ ōǳǘ ƛǘ ƛǎ 

still validating and refining the customer acquisition process). A small focused 

investment should help them develop their product. 

4. Big-time investment: companies who have both excellent products and a firm 

grip on the market, producing revenues to enable further growth (such as 

άtƭǳƳŜ [ŀōǎέΣ άYƻƴŜǘƛƪέΣ άDǊŜŜƴ /ƛǘȅ {ƻƭǳǘƛƻƴǎέΣ άhǇŜƴ hƛƭέ ŀƴŘ ά{ǘǳŘȅōǳƎǎέΣ 

that have validated their value proposition through recurring sales, have 

validated the customer acquisition process and have secured funds to reach 

the Break Even Point). Large investments are needed to scale-up the business. 

The other companies are not yet in a clear position: 

- {ǘŀǊǘǳǇǎ ŀǎ ά¸ǳǎŎŀƭŜέΣ ά¢ƛƭŘŜέΣ άtǊƻǎǇŜƘέΣ ά!ǾǳȄƛέΣ aƛƴǘέΣ ά[ƛƛƳǘŜŎέΣ άLtƭȅǘƛŎǎέ 

ŀƴŘ άDǳƛŘŜнtǊƻǇŜǊǘȅέ ŀǊŜ ƴŜƛǘƘŜǊ CƻŎǳǎŜŘ LƴǾŜǎǘƳŜƴǘ ƴƻǊ .ig-time 

investment but they can reach one or the other based on their focus on 

product development, since currently they are validating the value 

proposition through early adopters,. In addition, to  working on the sales and 

marketing strategy and are still validating the customer acquisition process.  If 

they will focus more on product development and on how to get new funds 

and allocate those already available, they could have more chances to 

becameo a Big-time investment. 

- {ǘŀǊǘǳǇǎ ŀǎ ά/ƻƳƳƻǇǊƛŎŜǎέΣ ά¦ƴƛƎǊŀǇƘέΣ άLŘŀƭŀōέΣ άCǎǘǊέΣ άмупуέΣ ά!ǎƪ 

IŜƭƳǳǘέΣ άtƛƪƘŀȅŀέΣ άLƳǇƭƛǎŜƴǎŜέΣ άIȅōǊƛŘǎǘŀǘέΣ ά¦bL/{έΣ ά{ƛƴŜǊƎƛǎŜέ ŀƴŘ 

ά½ŀȊǳƪƻέΣ ŀǊŜ ƴƻǘ ȅŜǘ .ƛƎ-time investment but they are going in the right 

direction to scale-up on the market, both from the value proposition and 

financial point of view. 

- hƴ ǘƘŜ ƻǘƘŜǊ ƘŀƴŘ ά[ŀƴŘ LƴǎƛƎƘǘέΣ άLƴǎǘŀǘǎέΣ άtƻōōƭŜέΣ ά.ǊƛƎƘǘōƻƻƪέΣ 

άw9{/ΦƛƴŦƻέΣ άDƭƛƳǿƻǊƳέ ŀƴŘ ά/ƻƴǘŀƎǘέΣ ŀǊŜ ǎƻƳŜǿƘŀǘ ƛƴ-between the above 

groups, as they are in middle of a transformation process. They have changed 

the revenue business model or customer acquisition process and are still 

evaluating the best way to go forward. They must focus both on customer 

development and product development to have a chance to attract further 

investments. 
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Figure 18 Clustering companies by level of achievement (40 respondents) 

 

Source: Elaboration by Bluegreen and IDC, 2017 

5.5. Conclusions 

5.5.1. Achievement of ODINE companies 

Figure 19 shows the size of each cluster in percentage of the total assessed 

companies. A good number of companies appear to be in the position to attract 

significant investments, either to scale-ǳǇ ŀ ǇǊƻǾŜƴ ōǳǎƛƴŜǎǎ ƳƻŘŜƭ όмо҈ ά.ƛƎ ǘƛƳŜ 

ƛƴǾŜǎǘƳŜƴǘέύ ƻǊ ǘƻ ŦǳǊǘƘŜǊ ŘŜǾŜƭƻǇ ŀ ǇǊƻƳƛǎƛƴƎ ǇǊƻŘǳŎǘ όо҈ άCƻŎǳǎŜŘ ƛƴǾŜǎǘƳŜƴǘέύΦ 

This is lower than top accelerators in the global market (e.g., Y Combinator) but still 

in line with the average results achieved by several renowned acceleration 

programs10. 

 

 

 

                                                      
10 https://www.cbinsights.com/blog/top-accelerators-follow-on-funding-rates/ 






























































