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Key Takeaways

. Maximizing data investments and overcoming barriers is key to unlocking value from data.
. There is universal agreement of the importance of data products and the challenges in achieving business value.
. An overwhelming 92% of respondents across industries say well-constructed data products are critical to success.
. Only 35 percent of respondents have achieved extensive value from their data product initiatives.
. Success often correlates to industry. The consumer and retail sector is the frontrunner in leveraging data products to realize
significant business value.
o The C&R, financial services, healthcare and life sciences and technology, media and telecommunications industries are
more likely to have implemented data products, conducted proof-of-concept tests, and established successful use cases.
. The survey also found:
o Leaders in data product initiatives are prioritizing revenue growth as a key performance indicator with 53% of leaders

measuring value through revenue growth.
o 96% respondents say they are moving legacy data assets to modern data products.

o 58% are transitioning, 20% are planning to make the transition,13% are partially transitioned and 6% have fully
transitioned.

o Internal data monetization (52%), data-as-a-service (44%), and monetizing insights and analytics (38%) are top strategies.
o The top three functions utilizing data products are IT/Tech (86%), Operations (76%), and Finance/Accounting (72%).
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Introduction

Companies spend billions on data ecosystems, assets, and services every year to shorten time to insights, increase productivity, and increase

margins. Even when data investments underperform expectations, leaders remain convinced: The road to growth begins with data—and often,
data products.

KPMG recently surveyed 250 executives across multiple industries to learn more about their views on data products. Key findings include:

90%

A 4 A 4 A 4
describe data products as plan to increase their data of respondents have
critical to their product investments by at achieved extensive value
organizations’ success least 10 percent. from their data product
over the next three years. initiatives.

KPMG 2024 Data Products Survey, KPMG LLP, October 2024.

KPMG



Current state of data products in organizations

96% of respondents indicate that their organization is moving from legacy data assets to modern data products. Of these, 58% are in the
process of transitioning, 20% are planning to make the transition, 13% are partially transitioned and just 6% have fully completed the transition

Yes, actively transitioning

96 /o Yes, planning to transition

Partially transitioned

v

say they are moving from
legacy data assets to
modern data products

Yes, fully transitioned
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Leaders are driving data products within their firms

The top three functions that utilize data products are IT/Tech, Operations, and Finance/Accounting. Top strategies today include internal
monetization, service delivery, and insights monetization.

Top three data modernization strategies out of 11 being
—=o Finance/accounting pursued by organizations currently.

i/l —e I T/Tech

44%

76% —=e QOperations

Data-as-a- Monetizing
Service insights and
(DaaS) analytics

Internal data

monetization
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Data products will help organizations uniock value

Areas where respondents anticipate unlocking value from data products

5%

17% o B Operational excellence B Data-driven decision support
0 B Speed to market B Technology simplification
B Competitive advantage Support regulatory compliance
Shortened time to insights Workforce refactoring
10% 12% B New revenue generation B Cost reduction

of respondents across all sectors say
well-constructed data products are
critical to their organizations’ success.

KPMG 2024 Data Products Survey, KPMG LLP, October 2024.
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Data nrO[IUCtS @ GraWI The organization is interested and in the initial phase of exploring data products. They are

deliberating on the possibilities, scoping the requirements, and planning the strategic roadmap for

r e a din e s s integrating data products into their processes, but have not yet started the practical implementation.
@ WalkThis intermediate stage sees the organization actively pursuing the development and integration
We asked respondents to self-assess their of data products. They have moved past the planning phase and are in the process of executing plans.
ability to activate data products.
Responses ranged by sector from being ® Run o _
at the beginning consideration stage, to The organization has not only implemented data products but also conducted proof-of- concept

tests and established successful use-cases. They are fully operational with data products,

planning the approach, to being fully demonstrating their capabilities, and looking forward to reaping the benefits of their investment.

ready to activate.

Respondent self-assessments of data product readiness by industry

C&R 16% 60% 24%
ENRC 36% 64%
HCLS 8% 72% 20%
IM 24% 68% 8%
FS 15% 60% 25%
T™T 12% 50% 38%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
B Crawl B Walk M Run
KPMG 2024 Data Products Survey, KPMG LLP, October 2024.
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Dataaccessibility tops the list of barriers to success

A quarter of respondents said accessibility to data between functional areas is the largest challenge they face. The operating model for data
products should ensure that those closest to data are empowered to own and act, and promote thoughtful collaboration.

B Slow data acquisition time
B Burdensome data accessibility
11% B Low quality of data
Lack of data understanding
B Misunderstood data utility
B Unclear data ownership responsibilities

11%

B Tech not available or too complicated to use

Mismatched or misallocated skills and/or resources

What are the top three challenges you currently face with your data assets?

KPMG 2024 Data Products Survey, KPMG LLP, October 2024.
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Data product ownership ambiguity creates challenges

What functions within your organization use data products?

IT/Tech
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56%

85%

27%

Finance/accounting

75% 72%

82%
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82%

Product development/R&D

75% 61% 50%

Marketing &

Sales

81% 61% 55%

Risk & Legal
48%

34% 35%

Corporate development/M&A

50%

M Leaders

28% 32%

M Intermediates M Laggards

KPMG 2024 Data Products Survey, KPMG LLP, October 2024.
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68%

Who typically sponsors the data product initiatives within your
organization?
IT/Tech Chief Data Officer (CDO) or similar data-focused executive

45% 31% 16%

Chief Information Officer (ClO) or Chief Technology Officer (CTO)
67% 72% 57%

Other C-level executives (e.g., CEO, CFO, COO)
42% 60% 43%

Business unit leaders (heads of departments or functional areas)
44% 40% 46%

Data Governance Committee or Data Steering Committee

28% 30% 24%

IT department or IT leadership team

33% 27% 22%
Innovation or research and development (R&D) team
19% 10%8%
Analytics or business intelligence (BI) team
34% 30% 23%

Finance department
11%}15%  15%

Other (please specify)
| 1%
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Collaboration and governance are keys to long-termsuccess

KPMG 2024 Data Products Survey, KPMG LLP, October 2024.
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33% 31%

Select a pilot function for data product deployment
23% 22% 26%

Hire data science and analytics talent
44% 38%

Build consensus among key stakeholders

34% 44%
Develop a comprehensive data product strategy
51%
Establish robust data governance frameworks

53%

Invest in advanced data infrastructure and tools
40% 43%

of executives surveyed believe data
management is a collaborative effort
co-owned and managed by IT and the
business.

Conduct data literacy and skill development programs
31% 34%

Implement data quality and standardization measures
30% 34%

Other (please specify)

M
N/A
1%

B Leaders M Intermediates M Laggards
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45%

32%

52%

30%

35%

32%

39%

39%

What policies and standards do you need to effectively govern data products?

Secure funding for data product initiatives

50%

42%
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Methodology

» This survey was conducted in October 2024. It included 250 business and technology leaders in the United States.

« Participants included C-level and senior leaders in: Sales and marketing, finance, human resources, operations, research and development,

information technology, data management, strategy development, product development, and regulatory/security.

» Sector breakdown included the following number or respondents:

Consumer & Retail — 25

Energy — 25

Healthcare and Life Sciences — 50
Industrial Manufacturing — 25
Financial Services — 75
Technology — 26

Telecoms/Media/Entertainment - 24
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clients and their affiliates or related entities.
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The information contained herein is of a general nature and is not intended to address the circumstances of any
particular individual or entity. Although we endeavour to provide accurate and timely information, there can be no
guarantee that such information is accurate as of the date it is received or that it will continue to be accurate in
the future. No one should act upon such information without appropriate professional advice after a thorough
examination of the particular situation.
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