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Executive summary
FAaSR 2y L5/ Q&8 AYRSLISYRSy{d AYLI OGO |aasaayvys
achieved its main objective to attract and fund a group of innovative digital companies
with original business ideas about Open Data and acceleratetime to market and
OKIFyO0Sa 2F adz00Saad® h5Lb9Qa pt FdzytRSR O2 YLJ
the programme, represent a wide variety of value propositions based on either
software solutions, or software solutions with some hardware components (IoT
solutions), or wekbased services. They contribute to the development of an Open
Data ecosystem irfcurope 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 achiemg economi¢ social andnvironmentalbenefits.

The assessment was carried out in Ma#Agbril 2017 and was based on data collection

through an independent survéyf the 57 funded companies and 10 rmded

companies, the information published hlyKS 02 YL} yASas> h5Lb9Qa RI
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 werepaosd with the

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

startups and SMEs, carried out by IDC in 2084

The key research questions examined by the assessment were the following.
What impact has ODINE had onropany growth?

h5Lb9Q& LINBINIYYS gl a oSttt | LILWINBOALKGSR o8&
in terms of value added, with the highest benefits concerrangelerating time to
market, improving the business idgaandimproving the team skills

Based2y L5/ Qad F2NBOIFadG AYLI Ol YBREOD QAT AYKIB O
onther AN GK LISNBLSOGAGSE o+ a NBESOFIyidz NBadz
cumulative revenues in the period 202620, plus 784 jobs created. Average

revenues per companyby@0n aK2dzZ R 6S FNRdzyR m ea> 0O2NNB
revenues per employee, sufficient for sustainability. This means that per our model

! 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



S1DC

estimates, each euro invested by the EC in the ODINE project will have generated up
to 14 euros in cumulative revenadoy 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. Tisey shlow 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,tlvaut ODINE only 34
companies would have survived to 2020, generating half as much cumulative
revenues and 228 less jobs than in the main scenario.

| 26 &dz00SaaFdzZ HSNB (GKS odzaaySaa LIXlya 2F h
The analysis of the business plans of 40 funded companies and Hoimided ones

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

0KS 3INRdzZLJP ¢KS AyFfdzSyOS 2F hs5Lb9Qa YSyi?z
redirectingand 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
h5Lb9Qa &adzl2 NI Ay FFOOSEtSNIGAYy3a GKSANI GAYS
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 levages 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 experimentess, 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 omiccarbon economy, with several companies focused
on energy saving, environmental monitoring, smart mobilltigere is also a positive
correlation between the level or maturity at country level of the Open Data market
(measured by a Capgemini study) and thenber 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 areelik to stimulate private initiatives for the
exploitation of data in a positive virtuous cycle.



IDC

¢

1. Introduction

1.1.Main goals and approach

CtKA&a Aa GKS FTAYlFf NBLER2NIL 2F L5/ Qa8 AYRSLISYRS
by ODINE, the incubation programrfe startups, Small and Medium Enterprises
(SMEs)working with or in the field of Open Data. This assessment is aimed at
yltteaAy3a FyYyR SEGNILREFGAYI GKS AYLI OGa 27
about the progress and perspectives of the 57 SMiBsled and fastracked by

ODINE.

The focus of the impact assessmerhe key research questiophA & ¢ KSGKSNJ 6 KS €
Million invested by the EC in ODINE were well spent, meaning whether they led to a

substantial acceleration of growth by th8MEsseleded 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 collecbea 10

dzy 4dz00Saa¥dzZ | LI AOlFIyida (2 (GKS LINR2SOGQa Ol

The report provides the answers to 3 main research@uibstions in which the overall
evaluation was articulated, as follows:

What impact has ODINE had on company growth?

This impact was measured thugh the following KPIs (Key performance indicators)
estimated by an economic model projecting actual 2017 data for all the 57 funded
companies:

Current and forecast revenues to 2020;

Current and forecast jobs created to 2020;

Number and growth of onlinesgers/customers to 2020;

Amount of additional funding collected by private/public sources;

The same indicators were measured for the #anded SMEs to develop the
counterfactual scenario. This allowed to measure the aggregated economic impact of
h 5L b Y&3tEnenkty’ 2020 and contrast it with the potential impacts achieved by a
counterfactual scenario.

Q¢ O« O¢ O«

| 2¢ adz00S&aa¥FdzZ ogSNBE (GKS odzaAySaa LIXlya 27F h
IDC analysed in depth the achievement of the business plans of 40 funded companies
and 10 nonfunded ones, through a composite achievement indicator measuring

217 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 addi A 2y f Fdzy RAy3 FNRY 20KSNJ a2dzNOS& 0S¢
ASNIBAOSa 6SNB FTAYSR |G AYLINRGAYy3 SIOK 0O2VYl
FaLISO0taszx YSIFadaNRAy3dI GKS&aS | OKASOSYSy(ia LINROA
value added. This helped tonderstand the difficulties faced by the 10 néumded

companies and to develop the assumptions for the counterfactual scenario.

¢

What is the benefit of open data to participant businesses?

h5Lb9Qa YIAY 202SO0AGBS Aa lG2sthedpeNDatal §S ySo
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 necdgdamited to

non-profit business models, as shown by the 57 enterprises successfully applying for
h5Lb9Q&a FdzyRAyad ¢2 S@lLftdad &S h5Lb9Qa& | OKAS
market positioning of the 57 funded companies, with a focus on:

O«

Theclassification of the type of open data they used,;

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

processed,

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

The social and environmental benefits expected.

hyS 2F h5Lb9Qa 1Se& 2062S00A0Sa gla G2 asStSod
I GUNRLIES o6200G2Y ftAySé AyOftdzZRAYy3dI SO2y2YAO:Z
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

oCreating Value through Open Data: Study on the Impact afsReof Public Data

Resourcesfor the European Data Portal in 2016.

O«

O¢ O«

1.2.Data sources

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

0 An adhoc online survey based on a structured questionnaire, with closed
answers, articulated in 6 seohs (Profile, Business performance, Financials,
ODINE services, Momentum, Open Data plus a final section only fer non

Shitps://www.europeandataportal.eu/sites/default/files/edp_creating_value_through_open_data_0.pdf
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funded companie$) The survey collected 4@nswers (32 online plus 10
completed by phone) in the period Apahrly May 2017 of which only 40
provided sufficient data for the business model analysis.

10 interviews with 10 notiunded companiesvith the same questionnaire

The respondentsamefrom the list of87 unsuccessful applicants prided by

the ODINE consortiuniDCreached 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 startups and already existing SMES).

O h5Lb9Qa& RI veradlds,a&a o findddl &rid kdunded companies,

LI NIYSNEQ AYUiUSNBASsa YR R20dzYSyidldAzy
activities and so on. The results of the Business model survey conducted in
December 201€deliverable 6.3)vere particularly seful to fill in the gaps of
L5/ Qa &adaNBSe o

Data and information about the companies sourced from their own websites;
Data and methodologies from -RMPACT, the FP7 CSA (Concertation and
Support Action) led by IDC within the FIWARE accelerator progranfé4n
2016. The project monitored, interviewed and analysed the 1024 -sijast

and SMEs funded by 11 Accelerator projects, forecasting their economic
AYLI OGla G2 wHnund ¢KS&S RFEGF &aSNBS | &
companies results.

Desk research on blic data sources such as Eurostat and other Accelerators
reports.

¢

(@4

O¢ O«

O«

1.3.Structure of the report

The report is structured as follows:

0 Executive summary
0 Chapter 1 describes the goals and approach of the study;
0 Chapter 2 maps the main features of the fundmanpanies;
O / KFLJWGSN) o FylfeasSa (0KS AyTFtdzsSyOS 2F h5Lb
0 Chapter 3 answers to the research question on the benefits of open data;
0 Chapter 5 answers the research question on the successful achievement of
business plans;
0 Chapter 6 answers the rese@rguestion on the economic impacts and the

potential consequences of a counterfactual scenario;

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

5 There wasnly one difference: Instead of questions about ODINE services th&unded companies were asked
about their difficulties without ODINE support.
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Chapter 7 draws the final conclusions;
The Appendix includes the survey data and the questionnaire.

¢

O« O«

2. Mapping ODINE companies

This chapter analyses the profilnd 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 theharacteristics and growth
dynamics, we have found that the most relevant differentiating factor is their age
(companiesncorporatedless than 36nonths before receiving ODINE fundiregsus
companies with more than 3fonths of existencewhich 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 staps and SMEs are digital businesses
whose physical location is less relevant than it would be for traditionalnesses.
Nevertheless, the geographical distribution of these companies is a useful starting
point (Figure 1 below).

Figurel Geographical distributionf the 57 funded comparse

FI1

EE 1
LV 1
I
i . e
AT oK1
FR2 CH1 o5
IT1
ES 4 EL2

IL2

Source: Elaboration on IIB0rvey, April 2017 and ODINE Business Model Survey, December 2016.
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The UK hosts the largest group of compani&3 {dllowed 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, LRtweniaSwitzerland

and Slovakia have 1 funded company. A tentative observation could be that small
dynamic economies with 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 athe single country levelThe 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 tonvestigate whetheicountries with a strong Open Data
market generatd more business ideas applying to ODINB check this, we
compared the national provenance of ODINE companies with the 2016 Open Data
Maturity benchmark of EU Member Statedeveloped by Capgemini csumting on
behalf of the EC (table 1). Countries have been grouped into clustgasding their
different maturity levels. In fact, the largest group of ODINE companies (34) belong to
countries in theTrend Setters clustercharacterized by solid opefata portals and
advanced open data policies, together with a national coordination across domains.
Another 6 enterprises come from countries in thast Trackers clustewhich are in

a good position in their open data journey but need to exploit bettex 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,
ddzOK a4 h5Lb9Qa FTdzy RSR O2YLI yASao

Tablel Distributon of ODINE companies by MS and Open Data Maturity Cluster

Open Data Member States Number of ODINE funded
Maturity Cluster companies

UK(T7), NL(4), ES(4), AT(3),
FR(2), IE(2), FI(1);

Total=3

Estonia, Greece, Slovakia, Romania, EL(2), SK(1), SI(2), EERD(1)
Norway, Croatia, Slovenia, , Luxemburg| Total =7

Belgium, Czech Republic, Cyprus,

Austria, Bulgaria, Finland, France, Irelan

LGS the Netherlands, Spain, UK

Fast Trackers

Followers Denmark, Germany, hhgary, Italy, BE (2), DE(10), IT(1), CH(1);
Lithuania, Poland, Portugal, Sweden, Total = 14
Switzerland

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

Shttps://www.europeandataportal.eu/sites/default/files/edp_landscaping_insight_report2®16.pdf

11
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¢

The exception i§&sermany 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 Datatse 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 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 (liatvhost 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:

O«

31 are startupgborn in or after 14);

15 are youngborn in 2012 or 2013);

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 heady have revenues, and we considered only those generated by
h5Lb9Qa&a o0dzaAAySaa ARSIF F2NJ 6KS S0O02y2YAO Y2RS
role of ODINE was fundamental for most of the sample.

O«

O«

2.3.Profile by number of employees

Young companies and stags 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 todia path to faster growth and applied to
ODINE to do so.

"hitps://www.europeandataportal.eu/sites/default/filekedp_landscaping_insight_report r#016.pdf

12
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Figure2 Percentage of ODINE companies by employment size classes

From2to 5 From 6 to 10 More than 10

¢

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

2.4.Type ofoffering

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

o Pure software 29 companiesoffer software solutions such as apps and
software tools. This is the largest group. For example:

o Contagtis anapp through which visitors can view a building map,
navigate indoors  and report issues by sending photos to the
building operator.

o IPlytics offers anonline-based market intelligence tooto analyze
technology G NBSYR&X YI NJ S RS@PSt 2LIYSy (a
competitive position.

o Hardware and software 6 companies provide hardware components
embeddedwith a software solution most frequently these are Internet of
Things (IoT) solutions. Examples are:

o Liimtec developed PocketDefi, a public accekfibrillator which is
small, affordable  and provides a unique user experience by being
monitored and serviced through amobile network.

o0 Green City Solutionsries tofight the problem ofair pollutionwith a
four-meter-high CityTree installatigrproviding clean and cool air to
hot urban cities.

6 Web-based services22 companiesuse digital technologies to provide a
service for businesses or consumers. For example, this can include
marketplaces or peeto-peer online platforms where companies or

13



IDC

consumerscan find information, purchase goods, look for specific services,
and so on. Examples are:
o Alephgives the whole world access to the best source of information
about oil, gasand mining.
0 Resc.infois 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 insteaa anore likely to offer welbased
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 marketwad| as the greater focus of
startups on cutting edge innovation.

¢

Figure3d Differentiation of ODINE companies by Product and Age

T Mature 15 Young 31 Startup

10% 7% g

36%

32%
45%

B Pure Software We-based Services Hardware & Software

Source: Elaboration on IDC Survey, April 28dd@ 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 questionsyhe indepth 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 thathad from the FIWARE project,
to better understand the maturity level of the businesglod ODINE participants. We
found similarities, such as the Subscription as the most common business model

14
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(chosen by 87% of ODINE companies), followed by the Single Payment model, chosen
by one third of companies.

Figure4 ODINEand FIWARE Business Models comparison

ODINE companies Business Models FIWARE companies Business Models

@ Subscription 87% @ Subscription 57%
( g ) Single payment 29% Freemium 24%
@ Funded by grants 13% i) Licensing 24%
e |
products or services 1% m Usage Fee 24%

@ Lead generation for paid products or
B services 11%

l—gw‘“ds Featuring paid-for advertising 4%

Source: IDC for ODINE Survey, 2017 (42 respondents) plBDINE Business Survey, December 255,
respondents), HMPACT 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
companes, is more difficult to have the maturity level needed to have sales agents at
the beginning of their business life.

Figure5 ODINE and FIWARE Sales Channels comparison

ODINE companies Sales Channels FIWARE companies Sales Channels

B o e R o e
Do L e
ST T
ST
NI
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Source: IDC for ODINE Survey, April 2017 (42 respondkrst©ODINE Business Survey, December 2016,
(15 respondents), MPACT 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 opportuoities f
ANRPGgOKD® ¢KS LINPINIFYYSQa AYyFEdzSyOS 2y (GKSANJ
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

averag, 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 witlsoftware solutiongloTsolutions), or wekbased 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, motaang the ability to attract fast
growing numbers of customers on their web sites a critical success factor.

No significant correlation emerged between specific offerings and growth dynamics,
demonstrating that there is not a single way to succesgifese 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 ditions 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 ODIN&ervices

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 acceleraiod ODD &Startup
programme This chapter presents the evaluation of ODINE services by the
beneficiaries, the funded companies.

3.1.0verview

The acceleration program was tailored for each stgptand SME needs, potential and
performance, with the objective of getting the best resutbut of each one, in a
demanding and constantly challenging context. The acceleration program focuses on
gaining and increasing business traction for its stgg$ and SMEs while bringing
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innovation into well established companies with a duration of sbnths. The main
services are described in the Table below.

Table2 ODINE Portfolio of Services

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

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

ADVICE: Professional services at every stgrtand SME disposal, according to their needs.

MENTORING: Support by professionals of wealbwn experience (investa, entrepreneurs,
experts...) to help entrepreneurs to make sound strategic decisions.

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

SPACE: Possibility to access the spaces provided by partneeyaral locations.

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

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

PR/COMMS: Support the promotion of the image and product of the stapls and SMES, thankg
to the reach of ODINE’s partners, especially The Guardian.

Dw! b¢Y S5ANBOG INIYyG 2F dzLJ G2 emnni LISNI 4GS
from third parties.

INTERNATIONALIZATION: As aBRaopean project, and leveraging on the partners global
footprint, the selected startups and SMEs will have opportunities to introduce themselves in
other countries/regions.

EXPERIENCE/BELONGING: Emotionally engage the entrepreneurs with &i3iNtEg a fruitful
relationship.

OFFERS: Offers 3rd party services and products available tosp@rand SMEs.
Source: ODINBeliverable 3.Accelerator Programme Portfolio

The acceleration stage (level of maturity) of the company is also impddadéntify
the most appropriate services. ODINE defined the acceleration stages as follows:

0 PRECOMMERCIAL STAGE: atpg and SMEs are making final adjustments to
their business idea, evaluating its value proposition, completing its business
model, reating a MVP (marketable value proposition) and validating it.
0 COMMERCIAL STAGE: the sipg are launching their products and/or
services on the market. The objective is to achieve a marketable value
LINR L2 AAGA2Y yR (2 2 oMarkdt i) thatrgn3ate3SYSy ¢ 0o
into Traction. During this stage the starp or SME often goes through a
process of constant trial and error and continuous iterations based on the
FSSRoOoIFO1l 2F aNBtS@lFyidée Odzad2YSNER Ay 2NRS
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0 GROWTH STAGE/SCABEThis is a stage that only stagis 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

O2y @SNzl &AW 2 AdzadlAylIoftS aaoltS dza
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
SPOLtdzr GA2Y Aada ljdzA(GS LRAAGAOSE ¢gAGK Y22ad as
midpoint of the scale and only one (networking with potential invesjarsder 3, as
shown in the Figure below.

¢

Not surprisinglyfunding 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 kicloff 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 isdloeess to open datéB.8). Since open data

is at the core of the companies, thiss a high value for companies. The third and
fourth most valuable services arS&upport services(infrastructure, PR, perk
packages), together witfiraining, Advise and Mentorshiprhese services are critical

in the precommercial phase but also in therBacommercial 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 entreprenewes
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 investor#is is
probably due to the early stage of development of these companies, most of whom
were not in the scaleip stage and therefore were not ready to engage with new
investors such as venture capitalists.
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Figure6 Evaluation of ODINE Services

vdzSadAz2yyY al2g @ltd2oftS R2 &2dz O2yaARSNI 6KS &aSNWBAOS
(very high value)

47
3.8 3.6
: = 31 3
2.6

Funding Access to opendata  Support services Training,Advise, Networking with Networking with Networking with
industry (infrastructure, PR, Mentorship potential customers  potential partners  potential investors
perks packages)

Source: IDC for ODINE Survey, April 2017 (42 respondents) plus ODINE Business Survey, Decédfiber 2016,
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 iraccelerating the time to marketimproving 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 withthis 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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Figure7 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)

4.1 3'8 3.6
3.1 56
' 2.2

Accelerating time to  Improving business idea  Improving the team  Meeting and engaging Networking woth Meeting new investors
market (skills, composition)  with potential customers  potential investors

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

3.3.Conclusions

In conclusion, the 57 companies appreciated the accelerator prograamdetook

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 carriedAqrtl 2017),

AaK2gAy3d 0O2yaArainsSyoe Ay GKS LINIAOALIVYGaQ 2
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 hade ha

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
KAIKEAIKG GKS AyFEdzSyOS 2F h5Lb9Qa LINRPINI YY

4. Open Data Benefits

A major goabf ODINE was to inspire and promote new business ideas in the open
data market. The analysis of the variety of open data setsd by the ODINE
companies and their expected impacts provides a good visibility on how this goal was
achieved.This analysiss based on the survey answers about the type of open data
usedby each companyas shownn Figure 8 belowDatasets 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 @lpiow), 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 en th
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.

Figure8 Type of Open Data used ODINE companies

Number of respondents, multiple answers

Geospatial/Mapping I O
Environment I 13
Demographics & social I 11
Business I 1
Weather I 10
Transportation I 10
Agriculture & food I 10
Government operations NG
Health/Healthcare G S
Energy I S
Economics I———
Housing I
Finance INIIINGNGNGNGNN
Education NI 5
Tourism NG £
Science and research I
Legal NG
Consumer NN |
Public safety NN ?
Manufacturing I 2

International/Global development NN 2 Multiple choice

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

To investigate the meaning of this long list ofaltypologies, 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, Manufacturingransportation, Business,
Legal, Finance;

3. Social comprises Education, Demographics and Social, International/Global
development, Economics, Science & research;

4. Governmentincludes Government operations, Public Safety, Health/Healthcare;
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5. Consumercontainsonly Consumer.

Figure9 Clusters of Open Data by type

Education
Demographics and
Social
International/Global
development
Economics
Science & research

Environment
Energy
Geospatial/Mapping
Weather
Tourism
Agriculture & food

Consumer

Housing
P Manufactur_mg Government
Transportation

Environment ’ Business Social ( operations Consumer
Public Safety

\ Legal / \ Health/Healthcare /
Finance
@ Py

Vertical Markets Government

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 cluser 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.

Figurel0 Number of companies by type of Open Data Cluster

Environment  Vertical Markets Social Government Consumer

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 Ofata. For example, according to
the Capgemini study on Open Dagaoted 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,catian, Transport and
Infrastructure. However, as shown by tabBbelow, 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 57ybcompany age, we notice some interesting diffaresin the

use of Open Data (Figuré)l 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 setéis is shown
specifically by Table 3, where it shod® examplethat 52% of startups use
environment datasets, versumsly 36% of mature companies.

Startups appear to play more the role @xperimenters combining different
typologies of @en Data for their solutionswhile mature companies appear to be
more focused on specific typologies of Open D&tar example, Zazuko is a startup
developing an open source software tool for semantic web cataegleveraging 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
R2gy (KS 2Ly RFEGlF aqairtz2a¢d FyR 002YY2RI (€
different types of data belonging to 4 different clustersigmess demographics &
social economics finance geospatial/mapping government operationk

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 theeriical markets datasets cluster
(finance and business data), while Idalab is focused on urban planning leveraging the
government operations clusteAnother examplelJNICS/SIRIS develops customized
analytics products for High Education and Researchuristits 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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Figurell Companies by age and type of Open Data

16
12
10
10

8 9

6

4

4 4
3 I 3 3
2
, m 2

31 Startup 15 Young 1 Mature

N

B Environment m Vertical markets Government Social m Consumer

Source: Elaboration on IDC survey, April 2017

Table3 Share of companies by age cluster and type of Open Data Glsstr

Open Data
. a D 0, O A > Ola
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
coveringmostsegments of the data value chainith a stronger presence in the more
innovative compnentslike data analytics
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This emerges from the classification shown in Table 4 below, which looks closely at
h5Lb9 O2YLIYASaQ @FftdzS LINRLRaAAGAZY | YR
experience and knowledge of emerging demand trends. This classifioa not
statistically validtec®, 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. Thissshow
h5Lb9Qa AYLI OG0 2y inhd&iveROYSehm2 Huideybacalder |y
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 endsers: if we add the 6 companies addressing healthcare, 5
active in the Real Estate market and 4agriculturewe reach a total of 26 ODINE
companies helping the European industry adopt dataven 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 tewiogy: 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 enviromental 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 smatrt cities. Finally, there are

3 companies providing dataolutions for government transparency or elections
efficiency and 2 more supporting dathiven policies in the urban policy field. Their
F20dza 2y LRfAOE RAFFSNBYIAIlIG1Sa GKSY FTNRY
effort to bring business intéfience into the public sector.

81t is not based on NACE?2 industry classification
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O2YLI yASaqQ OftlaairTAOlIGARZ2Y o

Market Description Number Companies
classification
Brightbook; CommoPrices;
Data solutions specialized by Implisense; openlaws gmbh;
Vertical vertical market (e.gWeb- 11 OpenQil; OpenResort/Infamous
Markets basedservices Education, Labs; Pobble; Prospeh/ Origin
Finance, Food, Legal, Oil) trail; Provenance; Suade Labs;
UNICS/ SIRIS
Data suppl Development of data tools DataPress; imin; instats; Iplytics;
a supply and technologies for data 9 OpensSensors; Thingful; Tilde;
chain : : .
analytics or data science Unigraph; Zazuko
Leverage data to improve Air and Space Evidence; Derilinx
Environment/ environment quality, 7 Environment Systems;
Pollution pollution monitoring, use of Exceedence; Green City Solutior]
energy renewables (CityTree); InSymbio; Plume Lalk
Datadriven services for HybridStat; limtec; Mint Labs;
Healthcare 6 Sickly/StudyBugs/iomedo;
health
Zumol/Yuscale
Datadriven services providin Guide2Property; RentSquare;
Real Estate transparency and advice for 5 Sinergise; Urban Data Analytics;
real estate managers and Whythawk/Pikhaya
buyers
Agncyl_ture / Datadrivensolutions for the A.A.A Taranis Visual; Cropti; Far
Precision agriallture-food industry 4 Dog; green spin
farming 9 '
Smart Cit Datadriven services for smar 3 BikeCitizens; Glimworm (iBeacor
y cities LL); RESC.info/Netage;
Open Datadriven services$or 1848: 3Desk (Wholi): Open
Government/ government transparency or 3
. . Gazettes
Elections voting systems
Media/Tourism Consur_ner ERIpS o) . AskHelmut; AVUXI; We Are
entertainment, travelling or 3
/ Consumer L Colony
city living
Datadriven services for
Smart Buildings| intelligent and energy saving 2 Contagt; Sun Energia
buildings
Smart Mobility Datadrlven_ _solut|ons et 2 Fstr; Konetik
smart mobility
Urban Policy Datadriven services fqr urbat 2 Idalab; Land Insight
management and zoning
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 quaty 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 protectiorand sustainability.

Figurel2. Main Social Benefits of Open data

Improve transparency

Improve access to data for special interest groups
Improve completeness of data

Improve access to public administration data
Improve quality/ efficiency of public services
Improve quality of life

Improve democracy

Improve the environment

Other (please specify)

Improve quality/ efficiency of healthcare

o) co
O
-’
‘-’

Improve quality/ efficiency of public transport use

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

4.4.Conclusions

Drawing from the resultgpresented 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 levei@gesast2 types of
Open Datawith a strong concentratiorof interest in geospatial/ mapping and
environmental dataclusters

We found that startups se a wide variety of Open Data, for example 5 or 6 different
datasets,playing the role oexperimenters combining different typologies of Open
Data for theirsolutions. Mature companies appear to be more focuse@ onat most

3 typologies of Open Datalosely correlated Examples of companies using many
different types of datasets are Zazukonda Unigraph, while focused mature
O2YLJI yASaQ SEI Ykiindee) of ItEb (goNSknEhént).6 2 2
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The variety of business ideas developed by the ODINE compaatigslly compose

an Open Data ecosystem coverimgny segments of the data value chaiwith a
stronger presence in the more innovative componestgh 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 ddtaven innovation.

Overall, 26 of ODINE companies develop solutions for vertical markets, ranging from
healthcare (6 companies) to real estate (5 companies), from-agydulture to Oil

and gas. Another priority of ODINE companies is the emerging sustainable or low
carbon &onomy, 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

e A

A key research questiod2 Y OSNY SR (K f SPSt 2F adz00SaaFdz
LI NIAOALIl yiaQ odzaAySaa LXlFyad ¢2 Ay@Saidadl
individual business plans, with a focus on:

O«

The completeness and depth of plans and business models, compared with
bed practice standards;

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

I32Ay3 G2 YIFENJSG FYyR OF LJWidzZNAy3 SINIeé& Odzad

¢CKS FLIINRFOK A& ljdafAGlrGA@®Ss ol aSR 2y 2dzNJ
achieved by each compairiy their business model development and validation on
the market. The purpose is not to judge the quality of the assumptions and forecast
YIRS o0& O02YLI yASaQ odzaaySaa LXlyas Fa GKSa
(or not) on the market, but to meaure their progressn the period between the
original drafting of the plan and the evaluation in May 2017.

daly

The evidence collected was based on:

O«

Answers to the IDC online surveyO( respondents including 8 direct

interviews)

10interviewswith nonfunded companies;

Addiitional data from lhe ODINE business model survéysiness plans
R20dzySyida |FyR 2GKSNJ RI, iot theOl&pardieS L b 9 Q& N
analysed.

In total, we assessed 40 ODINE companies and 1dumoled companies.

O¢ O«
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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:

™

0 Value proposition assessing how much the value proposition has been

provenby dealing with the market.

Revenue flow assessing the level of achievement in generating revenues from

the new product.

Customer acquisition assessing the level of achievement in finding a

repeatable and scalable way to acquire customers.

Financials asessing 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 | f f 2 & FaaSaaAry3 020K Gt N2 RdzO 5SSt
5S@St2LIYSyideés APSPr (KS LINRPOSaasSa RSFAYSR A
to iteratively improve the product and business model by gathering knowledge of the

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

FyR alfSa aidNlridiS3eod ¢lofS p 0St26x Ay GKS a
FGONROGdzOAY T &a02NBa (2 GKS FaaSaaSR O02YLI yAS
has been assigned the company has not yet validated its value proposition by

I 00SaaAy3d GKS YINJISGZ SAGKSNI GKNRdAzZAK & dzNIJ!
involvement of the final customer.

O«

O«

O«

Table5! OKAS@SYSyYyd LYRAOIFG2NDA RSAONALIIAZY

Value proposition value proposition not validated

value proposition with expert, survey, focus group etc.

early adopters using product

recurring sales on the market

hypothetical business model (the company is pet generating
revenue)

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 Customer acquisition process under definition

acquisition 2 Defined customer acquisition process

Rl Aw[N| -

Revenue flow

N

=

YGSPS . flyls a¢KS F2dzNJ adGSLJa (2 9LIALKIYEES HAMOD
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Customer acquisition process under validation
Customer acquisition channels and process validated
Insufficient funding at the moment to go forward
Funding situation unknown

Funding securedntil breakeven

Breakeven point reached

Financial

ArIWINPFR MW

Source: IDC, 2017

The scores assigned to th@ assessed companigdus 10 noAfundedcompaniesare
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 progres in the corresponding business model area.

Figurel3 Achievement indicators scores distribution (40 respondents)
Achievement indicators

H=<2 N:>=3

68% 68% B68%
57

43%

Value Proposition Revenue Flow Customer acquisition Financial

Focusing on the Value proposition achievement indicator (Figidyeboth 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 obgentbe
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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Value Proposition

W Value Proposition =<2 W Value Proposition >=3

T4%

% Start up % Young % Mature

Figurel5Revenue flow scores by company maturity (40 respondents)

Revenues Flow

B Revenue Flow =<2 B Revenue Flow >=3

74%

5% 45%

26% 20%

% Start up % Young % Mature

Figurel6 Customer acquisition scoresipbby company maturity (40 respondents)

Customer Acquisition

B Customer acquisition =<2 W Customer acquisition >=3

T4%

% Start up % Young % Mature

Figurel7 Financial scores by company maturity (40 respondents)
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Financial
B Financial =<2 @ Financial >=3
70%
58% 55%
42% 45%
- 30% -
% Start up % Young % Mature

Source: IDC 2017
54/ f dzZaGSNAY3IY Yy AYy@Saa2NRa GASs

Based on the Achievement scores, the surveyed companies have dhestered
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:

0 Product development achievementsum of the value proposition and
financial scores. Companies with high aggregated scores have a validated
value proposition and have secured fundiiigm entrepreneurs or venture
capital.

0 Qustomer development achievement:sum of the revenue flows and
cugomer 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 dimersions. This results in 4 main clusters:

1. Question mark: companies with unproven value proposition and scant
1y2¢6ft SRIS 2F GKS YINJ SO 60adzOK a acClkNXY R
O2f 2y e@é> a¢KAYITdz ¢that hdave Aodyetlvalidied theidl OS 9 JA R
value proposition through the first sales and that are not-setainable 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 hbheen able to attract
Fdzy RAy3s o6dzi adGAff R2y Q4G KF@S | adlofsS 3
that is still defining the customer acquisition process, timing and costs).
LYy@SadAay3a Aa |y alOd 2F FlLAGKE cey K2g (K
brought on the market.

32



S1DC

3. Focused investmentcompanies who have established some revenue flows
and active channels on the market, but need more investment to improve
0KSANI @I £ dzS LINRPLRAAGAZ2Y 0adzOK & &/ NRLJA
still validating and refining the customer acquisition process). A small focused
investment should help them develop their product.

4. Bigtime investment:companies who have both excellent products and a firm
grip on the market, producing revenues to enable furtlggowth (such as
Gt £ dzyS [ 0&aés aY2YySGA1€Z aDNBSy /Ate {2f
that have validated their value proposition through recurring sales, have
validated the customer acquisition process and have secured funds to reach
the Break Eve Point). Large investments are needed to segleéhe business.

The other companies are not yet in a clear position:

- {GFNIidzLda Fa &, dzaOl £ Sé¢> G¢AftRSET Gt NP &aLISK
YR AaDdzZA RSHt NBLISNI & ¢ I NE Yy SiginfeSNI C2 Odzs
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 dtitalidating 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 Biyme investment.

- {GFNIOdzLJa Fa o/ NYLKENR OGARIZE F®léysA 3G Ca 0 NE =
| St Ydzié > atA(lKFI@FI£EZ aGaLYLXAaSyaSés al &oN
G%l T dzl 2¢€ = | -tNde inyeftmient &8 they .ark Hoing in the right
direction to scaleaup on the market, both from the value proposition cin
financial point of view.

- hy GKS 20G6KSNJ KIYR G[FYyR Lyaixdakdész a
Gw9{/ PAYF2¢£3 aDf AYE2NNE -BepgenthdaBoyel | 6 € =
groups, as they are in middle of a transformation process. They have changed
the revenie 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.

Ly
I.
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Figurel8 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 goodumber of companies appear to be in the position to attract
significant investments, either to scatelL I LINR @Sy odzaAySaa Y2RSft
AYy@SaitayYSyidéeo 2N 02 FdzNIKSNI RSOSE 2L I LINBYAS
This is lower than top acceldmas in the global market (e.g., Y Combinator) but still
in line with the average results achieved by several renowned acceleration
programs®.

10 https://www.chinsights.com/blog/topacceleratorsfollow-on-fundingrates/
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