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What is Data?
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ot01001 ) Data truly is ...
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... a set of values
of subjects with
respect to
qualitative

or quantitative
variables.
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... how we
express
observation in
reusable form.
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Example: Sales by State
(in thousands) — YTD

Estimated Estimated Asa Reported Asa

Sales Margin Percentage State Percentage

Volume Dollars of Sales Revenue of Sales

State (thousands) (thousands) Volume (thousands) Volume
Alabama 9,407,662 556,288 5.91% 619,628 6.59%
Florida 27,989,966 1,409,475 5.04% 2,233,129 7.98%
Georgia 17,592,770 846,439 4.81% 934,175 5.31%*
Kentucky 8,373,641 446,225 5.33% 563,168 6.73%
Mississippi 6,062,489 363,781 6.00% 431,432 7.12%
North Carolina 14,963,345 717,689 4.80% 1,654,346 11.06%
South Carolina 8,491,004 450,971 5.31% 531,916 6.26%
Tennessee 11,081,297 592,445 5.35% 849,662 7.67%

Virginia 13,897,635 906,978 6.53% 926,932 6.67%
Source: Calculated from U.S. Department of Transportation and Oil Price Information Service data.

*Including Georgia’s 1 percent general fund sales tax increases revenue as a percentage of sales to 6.3 percent.




Why is Data Important? AN s scroot

Crunch time in France
Th e Ten years on: banking after the crisis
E conom i ) t South Korea’s unfinished revolution
Biology, but without the cells

Y §TH-12TH 2017

The world’'s most
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Q Why are data not the new oil?

Crench time in France
Th(‘ Ten yeary o banking after the cri
Economist B T o
Baoiogy bat without the (ein

The world’s most 01100100
valuable resource Plenum 10100110
Discussion 10101101
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Characteristics of Data MANNHEIM

Infinitely durable 1 1010001010

and reusable 1010010101 o _
0010101010 Infinitely available —

Value is created NO SCarce resource

th h use
JEREIE Data is quickly

Data is created outdated
through interaction,
not isolation Data is non-

exclusive in its use

A
Data involves
externalities
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What are the Economics of Data and Analytics?
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Economics and Economic Efficiency BUSTNESS SCHOOT

Economics is the branch of knowledge concerned with the
production, consumption, and transfer of wealth and value.
It is the scientific study of human action and behaviors,
particularly as it relates to human choice and the utilization of
scarce assets to achieve certain outcomes.

Economic efficiency is when all goods and factors of
production are distributed or allocated to their most valuable
uses and waste is eliminated or minimized.
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Core Economic Concepts
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Law of Supply and
Demand

Postponement Theory

Economic Multiplier
Effect

Price Elasticity

o

[e]

\%

Marginal Cost, Marginal
Revenue, Sunk Costs

Economic Utility

Scarcity
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The Economic Value Curve
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The Economic Value Curve measures the relationship
between a dependent variable and independent variables to
achieve a particular business or operational outcome.
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Economic Value Curve Challenge

BUSINESS SCHOOL

The Law of Diminishing Returns is a measure of the decrease
in marginal or incremental output of production as the amount of
a single factor of input is incrementally increased, while the
amounts of all other factors of production stay constant.
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Transforming the Economic Value Curve HEIM
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Maintenance Speed

The way to beat the Law of Diminishing Returns is to leverage
analytics to create a new Economic Value Curve.
That is, increase Uptime with less maintenance spend.
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Transforming the Economic Value Curve HEIM

Q

° Increasing
operational uptime
* Reducing

° Improving customer 9

maintenance costs

satisfaction + @
° Reducing carbon

footprint +
° Increasing job

satisfaction
e
The more diverse the set of variables against which the analytics need
to optimize and the more granular the results, the more holistic the
transformation of the organization’s economic value curve.
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The Law of Supply and Demand
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The Law of Supply and Demand dictates the relationship
between the quantity of a commodity that producers wish to sell
at various prices and the quantity that consumers wish to buy.

P
= supply
P2 . - = demand
P1 « P = price
Q = quantity
Low Q1 Q2 Q
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The Economic Multiplier Effect
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The Economic Multiplier Effect is a ratio of the impact of an
incremental increase in investment on the resulting incremental
increase in value.

+2.6% e Product Dev. oduct introduction
+3.5% 9 Call Center or retention
+2.0% M_wisition

+2.5% Mectiveness
@ Customer Point of Sales Data
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Marginal Propensity to Consume HEM

The Marginal Propensity to Consume (MPC) equals change
in output as a ratio to the change in investment.

Change in -

@ T Output/Production T T
Marginal Propensity to Change in =
Consume Input/Investment an

By focusing marketing spend on the top 5 deciles of customers
(propensity-to-buy analytic score), we can capture 90% of
predicted customer spend with only half the budget.
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Marginal Costs

BUSINESS SCHOOL

Marginal Cost is the incremental change in the total cost that
arises when the quantity produced is incremented by one unit;
that is, it is the cost of producing one more unit of a good.

Fixed Costs Variable Costs

vary with the level of
production

do not vary with the
level of production
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Marginal Revenue versus Marginal Cost HEIM oo

An organization seeking to maximize its profits should produce up
to the point where the Marginal Cost equals the Marginal
Revenue for each additional unit of production.

A
Point of
maximum
$$ profits
>
Quantity
(@, UNIVERSITY | AT AT = 20
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Marginal Costs and Sunk Costs
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Sunk Costs are costs that have already been incurred and
cannot be recovered.

High 4 Marginal Costs versus Marginal Revenues
&
1=74
&
2 -—
n
@]
S
()
=
!
()
= —
©
-]
£
o]
o

Low >

Use Cases
SEEs UNTVERSITY | SHAVER ()

¥’ OF MANNHEIM B gqus  UPAMBA  (Gas) 21

uuuuu



Dilemma of Scarcity
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e

Unlimited use Probler_n of Limited resources
cases scarcity
. e~
@ What to produce?
3 Economic  How to produce?
questions: For whom to produce?

o NP A

Scarcity Resolution Models

\

ree enterprise

centrally
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Postponement Theory
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Postponement Theory is an economic strategy that
maximizes possible benefits and minimizes risks by delaying a
decision in order to gain additional data or analytic insights.

Costs of Type | error Costs of Type |l error
(false positive) (false negative)
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"?-Ei OF MANNHEIM * EQUIS GPAMBA ws\ 23



Making Use of Postponement Theory
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What are the Type | Error (False Positive) and Type i
Error (False Negative) risks and costs associated with
the decision?
What is the estimated effectiveness of the current
decision given the Type | and Type Il decision risks?

What data might be needed to improve the
effectiveness of that decision given the Type | and Type

Il errors?

How much more accurate can the decision be made
given these new data sources and additional data

science time?
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Price Elasticity
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Price Elasticity of demand is the quantitative measure of
consumer behavior that indicates the quantity of demand for a
product/service depending on its increase or decrease in price.

@ Amm % change in quantity
YY) - -
@ " % change in price
v

€>1. elastic demand —— demand is sensitive to a price increase

Price Elasticity
of Demand

€ <1:. inelastic demand—— demand is insensitive to a price increase
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Elastic and Inelastic Goods
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Inelastic Goods

Elastic Goods
@ ! 7
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* Demand only reacts weakly or ° Demand reacts strongly to
not at all to price changes price changes
° E.g., Energy ° E.g., Beverages
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Price Elasticity and Data Ramifications
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Take into consideration all the costs associated with data:

Data storage
costs

Analytical computing
costs

Data access and
exploration costs

Data confidence
costs
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The Economic Utility Function
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An economic good yields utility to the extent to which it is
useful for satisfying a consumer’s want or need.

Marginal utility is the

utility gained by

dnsuming an additional
unit of a good/service.
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The Economics of (Big) Data MANNHEIM
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What about Data?

" What about Economics?

e
v o

"I What about Economics of Data?

IV What about Privacy?

1

ORI B s @AE @ :

AACSB  ibemens ¥ AchcT

SSonenren



Influence of Data on Economics

Vast Growth of Data Availability MANN N o

O
8 8 8

2
8 3

®
8

Data volume in zetabytes
8

Y
8

s
5

Of all data
M was created
} in past two

years

Billion of
loT-devices
in 2020

More Internet
0L users five
years ago

Core Economic Concepts MANNHEM soroot

Law of Supply and
Demand
Postponement Theory
Economic Multiplier
Effect
Price Elasticity
Marginal Cost, Marginal =2
Revenue, Sunk Costs m
Economic Utility
Scarcity
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Big Data results from
the datafication of
most interactions

Data conveys the
accurate descriptions
of reality

Data analyses
increase accuracy of
economic variables

30



Overcoming the Data Scarcity Dilemma
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Are your IT resources focused on capturing or acquiring the most
important data in support of the organization’s strategic business
initiatives and the key supporting use cases?

Are your data science resources focused on the development of the top
priority, reusable analytic assets?

Does your technical and cultural environment support/reward the
capture, refinement, and reuse of the data and analytic assets across
multiple business units?

Does your organization have an agreed upon governance methodology
to manage the scarcity dilemma by prioritizing and focusing your data
and analytic resources against those best use case opportunities?

000600

1@ UNTVERSITY n e A —
"?-Ei OF MANNHEIM * EQUIS GPAMBA ws\ 31



Transforming the Economic Value Curve HEIM

Lift refers to the percent increase or decrease in a particular
metric such as orders, purchases, engagements for users who
received a special treatment vs. a control group.

It is not the volume
’ of data that
monetizes, but it is

the granularity at
the level of the

individual that
PAYBACK Sg@ monetizes.

amazon
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Predicting Lift to Change One’s MANNHEIM
Economic Value Curve

-
Sales amount (AVG) Model Gains Chart-SaI;;/Amg%l%nt o8% 9% 100%
(]
70000 ® 100170 85% 90%
58040 c . A
60000 g 80% 70%
- O 70%
[
5 50000 = 60%
£ 40000 R 50%
o Q 40%
= =
e 30000 T 30%
° 20426 S %
& 20000 TRE g P
8523 O ©
10000 S175—4436 0%
I I [ | 31-88 2081 1447 751 1 2 3 4 5 6 7 8 9 10
0 -m -
6 7 8 9 10 Model decile
Model decile
Model Average

By focusing marketing spend on the top 5 deciles of customers
(propensity-to-buy analytic score), we can capture 90% of
predicted customer spend with only half the budget.
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Analytic Profiles Capture Individual
Entities’ Analytic Insights

BUSINESS SCHOOL

PROPENSITIES PASSIONS

AFFILIATIONS
@ TASTES :

/ ASSOCIATIONS

INTERESTS —7777,,,,; Analytic §
B Profiles A g
@ A \ INCLINATIONS

BEHAVlORS
@ SUaIEE PREFERENCES
TENDENCIES
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Efficiency

BUSINESS SCHOOL

Economic Efficiency is measured by the relationship between
the value of the ends and the value of the means.

2,

|dentifying Proposing Aggregation of New monetization
operational recommendations usage patterns opportunities
deficiencies (prescriptive across customer
analytics) segments
[
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Managing Efficiency Challenges MANNHEIM

BUSINESS SCHOOL

existing data to
most important

e acquired or
) improve operational
portant use cases?

ata and analytics to
ainst which we can flag
elp focus the
improvement initiatives?
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Data as Capital

services.

Driving the on-going optimization
of key operational and business
use cases

Uncovering new revenue
opportunities

based upon superior customer, product,
and operational insights about unmet
customer and market needs

&5, UNIVERSITY . AT NGER =
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Capital are already-produced durable goods and assets, or any
non-financial asset that is used in the production of goods or

Mitigating security, compliance,
regulatory, and governance risks;
avoiding security breaches,
litigation, fines, theft; building
customer trust

Delivering a more compelling
customer experience

that increases customer satisfaction,
advocacy, effectiveness of selling and
cross-selling new products and services
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Leveragin

The Rise of Facebook/Meta

Data Capital

N Meta 6

Age® 30w - 50w

cender o I men  women

Languages @

Potential reach: 360,000,000 people @

© Drop Pin
Estimated daily results

Reach @

6.7K-42K

Link clicks @

173-1.1K

£ searcn

Privacy Shortcuts

Privacy

Account Security

Ad Preferences

Your Facebook Information
Safety

Legal and Policies

Tools to help you control your privacy and
security on Facebook

Privacy

Control who sees what you share on Facebook, and manage data that helps us personalize experiences.

@ Review a few important privacy settings

MANNHEIM

Barbara Home  Create

Detailed targeting @ INCLUDE people who match at least ONE of the following ©

@

Learn about your privacy on Facebook

Behaviour

le Device User > All Mobile Devices by B:

Facebook access (mobile): iPhone XS © Manage your location settings

Facebook access (mobile): iPhone XS Max er Control face recognition

Behaviours > Travel
Frequent international travellers. - See more privacy settings

Frequent travellers.

BUSINESS SCHOOL

Meta's (formerly Facebook Inc.) annual revenue from 2009 to 2021 (in million
donars)
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SEARCH AND LABELS SAVED rREPLIES

AWAY mESSAGE

EQUIS £ 5’AMBA

. ""X
UNIVERSITY
wé()li MANNHEIM A.Ac!s * CA&S%

38



Supply and Demand of Data TN SCHO0T

Not all data is of equal value! The ultimate determinant of the
value of a supply of data depends upon the demand for that data
driven by its applicability and predictive relevance.

.-

What is your data supply Do you have a process for
inventory and what is the identifying, validating,
condition of that data valuing, and prioritizing the
from quality, accessibility, use cases or demand
completeness, granularity, against which to apply

and latency perspective? the data or supply?
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Supply: The Decision to Produce Data
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[ ) )
o Active Collection

Data Collector collects and stores the data while incurring costs

% Fixed costs _~. Variable costs

e.g., installation o] e.g., storage capacity

N>
.!»E Data as Byproduct

e.g., transactional data
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Supply: Personal Data — Bartering
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Data subject Data collector Third
Active participation Data / party

and data provision service
9o

@
ik

O
Person whose =
characteristic c . g
ompensation

are recorded o

Use card while shopping

to provide buying habits Data
Loyalty card Supermarket Advertising

customer Provide discounts Virtual agency
service
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Demand: Data has Two Primary Functions
in Modern Economics
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Data creates and
shifts information
across economic
agents

Data as an input into 0-' f (,
the production of L“’

goods and services W
‘J 1 Affects strategic

Functions of data in interactions and
modern economics information frictions

Fosters innovation
and efficiency
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Demand: D_ata Serves as a Factor ' MANNHEIM
of Production 3

-~ &)
Ongoing
productlon of

an existing

Data collector
gathers data

Creation of
knowledge,
enabled
through data

Development
of new
products &
services

o lex
UNIVERSITY e A
B OF MANNHEIM A.m! fus  PAMBA Cﬂ% 43

SSonenren



Data-driven Product Management
A/B-Testing at Amazon

* Two different ° Behavioral data  ° More engaging

designs are gets aggregated webpage-design
sketched and analyzed is being
identified

* Designs are

presented to real —
customers

* Customer N
behavior is ST P
observed | P

...........

(S UNIVERSITY
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°* AmazonVehicles
adopts the more
engaging
webpage-design

o ° New design will

be monitored,
evaluated and
improved using
the same
process
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Demand: Data Creates Information
and Shifts it Across Agents (1/2) o

BUSINESS SCHOOL

o
Data on characteristics of potential buyers
(e.g., interests, buying habits)
Deliver more superior personalized goods / services
e.g., advertisements for desired products
Make more informed buying decisions

by assessing more accurately how they fit one’s needs

Seller
19Ang

Data on characteristics of potential products

(e.g., product reliability via reviews, popularity via social media)

&
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Demand: Data Creates Information EM
and Shifts it Across Agents (2/2) o

&

Data
collector Airline in a @ Contractor /
with market poorer country craftsman
power

Citizen from a Owner of a very
Customer :

wealthier country valuable home

————

More information can increase economic efficiency. Still,
acquiring exclusive information that others don’t have provides a
strategic advantage, potentially making some groups worse off.
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The Price of Data

Characteristics of Data

Infinitely durable 1 00010

and reusable 1010010101 . )
0010101010 Infinitely available —

Value is created \ no scarce resource
through use \ - . .
Data is quickly
Data is created outdated
through interaction,
not isolation \ ') Data is non-

/ exclusive in its use

Data is only Data involves
partially excludable \\ externalities

NIVERSITY 1 3 =
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Characteristics of data imply heterogeneity

« Data differ in a large number of attributes
 Difficult to determine a single price

WITHIN narrow classes
of data varieties:

Definition of meaningful
markets and prices possible

A WWUNIVERSITY | Pt N =
.w.-‘m MANNHEIM & EQUIS dPAMBA

v

OUTSIDE narrow classes
of data varieties:

7~

*d Y,
Use degree of Use degree of
complementarity substitutability
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The Economics of Data MANNHEIM

BUSINESS SCHOOL

What about Data?
" What about Economics?

"I What about Economics of Data?

IV What about Privacy?
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Consumer Benefits and Costs of sharing Data BUSTNESS SCHOOT

| Improved Quality | | |

; § ~ Price Discrimination

| Personalization | | |

| Product Variety | | |

5 § | Switching Costs |

| Lower Prices | | |
SB0E UNIVERSITY | SHACEY ()
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Usage-based Insurance Driving Trackers

MANNHEIM

BUSINESS SCHOOL
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Privacy as Source of Economic Inefficiencies BUSTNESS SCHOOL

Core Economic Concepts MANNHEM soroot

Law of Supply an
Demand
oooooooo t Theory
Economic Multiplier
Effect
Price Elasticity
M g nal Cost, Mar g I =
enue, Sunk Costs { &8
Economic Utility
Scarcity
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Data Privacy results
in less data shared

Less shared data
means less
information

Less information
causes inaccuracy in
economic models

Economic
inefficiencies arise
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Privacy as Source of Economic Inefficiencies BUSTNESS SCHOOL
- Limitations

Insurance Concepts Lagging Markets

=

Negative consumer
externalities
e.g., unsolicited marketing

Over-investing
in data collection
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Disclosed vs. Protected Data {HEIM

e S

Disclosed Data Protected Data

Disclosed data refers to states in Protected data refers to situations
which the data subject may have in which such disclosures have
knowingly or unknowingly shared not taken place, independently of
data with other parties, or states whether this may be due to the
in which other parties may have data subject’s intentional protection
entered in possession of the of personal information, or the
subject’s data, independently of potential data holder being unable,
her knowledge or even consent. or uninterested in, accessing the
latter.
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Benefits of Disclosed Data for Data Holders

€3

BUSINESS SCHOOL

—

[ \>9 ]
[~

53 EONERIEE Targeted offers Coupqn Improved CRM
costs strategies
a0
Maximize ROMI ~ -€SSINVeNtory oo ict trends Consumer
risk loyalty
® @
2 ] v
Recommen- Price Improve service Sell consumer
dations discrimination offering data
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Benefits of Disclosed Data for Data Subjects

Immediate
Compensation

=

Improved
services

Targeted offers

i#,rxn'}amln .
®¥{OF MANNHEIM ® EQUIS

uuuuu

BUSINESS SCHOOL

Information

Price reductions §§

Wider product

: Free services
choice

Integrated data
profiles

}E{ Less junk mail @
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Costs of Disclosed Data

Supply: The Decision to Produce Data

) . .
- Active Collection

Data Collector collects and stores the data while incurring costs

% Fixed costs
e.g., installation

B UNIVERSITY ]
WEIOF MANNHEIM By equs  UPAVBA
Benefits of Disclosed Data 2
ata Holders =

a 6 a0
Couj

Improved CRM

Less advertising pon
costs Targeted offers | sirategies

a—fa-a—a

_~=. Variable costs
e.g., storage capacity

3
.‘!‘E Data as Byproduct

e.g., transactional data

Less inventory Consumer
Maximize ROMI TR Predict trends o
o, 9
£
Recommen- Price Improve service || Sell consumer
dations discrimination d

(B UNIVERSITY |
(¥ OF MANNHEIM B
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EQUIS

~ BUSINESS SCHOOL

Consumer Benefits and Costs of
sharing Data

Improved Quality
Personalization
Product Variety

Lower Prices

% | SOAVER (2
NHEIM B CEous DAMBA (&

Opportunity Costs

BUSINESS SCHOOL

her knowledge or even consen

BUSINESS SCHOOL

Price Discrimination

Switching Costs

51
Benefits of Disclosed Data X
Data Subjects ES
Immediate Price reductions Information
Compensation

Improved ‘Wider product
Q
Targeted offers Less junk mail '"‘e%:"ﬁ:sda‘a

56



Benefits of Protected Data HEM o1

s

Data Holder

Data Subjects

° Limiting liabilities
* Being less transparent to firms
(e.g., in terms of willingness-to-

pay)

° Limiting costs due to misused
data

° Attracting privacy-savvy

consumers _
* Some foregone benefits are

B dispensable due to suitable
* Less need for additional alternatives

authentication processes

° May be revenue enhancing

¥. .:,l'Nl\'l:.l{Sl I'Y | & curds —
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Costs of Protecting Data

BUSINESS SCHOOL

s

Data Holder

Data Subjects

* Cognitive costs

* Social losses due to incoherent (€.g., time spent on informing,
privacy policies on changing one’s habits, etc.)
* Second order effects ]
(inefficient investments in data ° Money spent for privacy
protection) enhancing technologies

*  Opportunity costs
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Framing the trade-off SUSTNFsssCrOOT

damage to useful flows of
personal data

Economics angle can help
finding a balance between
Privacy needs can be information sharing and
satisfied without significant information hiding
1010 Privacy technologies

1010 might change the framing
of the privacy debate

Expectations on companies N
might increase with regard to

protecting individual privacy
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The Economics of (Big) Data MANNHEIM

BUSINESS SCHOOL

I What about Data?

" What about Economics?

"I What about Economics of Data?

IV What about Privacy?

o B e osm @ ?
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Four Growing Policy Challenges for BUSTNESS SCHOOT

Economics of Data and Analytics

Incumbents hoard -
data and thereby harm ﬁ\grr%slg gggpigioeesr’fhat
competition, <> security levels

reducing — TH T
1 7 iffer severel
overall utility = /% i y

L
Intransparent r.1
data markets N\, ; o

Threat of
fragmented

focus on data global data
collection while they markets puts large

neglect privacy gains at risk

Policy needs to be modernized to tackle current and
future challenges!
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Europe’s Data Legislation - GDPR

BUSINESS SCHOOL

Right to restrict processing

Right to data portability
Right to object

Rights in relation to automated
decision making and profiling

Right to be informed
Right of access
oo @l Right to rectification

Right to erasure

G UNIVERSITY | N
\¥’OF MANNHEIM 8 pouss  IPAMBA Au% 62

uuuuu



US Data Legislation - CCPA

BUSINESS SCHOOL

Right to know

about the personal
information a business
collects about them and
how it is used and shared

Right to delete

personal information
collected from them (with
some exceptions)

Right to opt-out Right to non-discrimiation

of the sale of their for exercising their CCPA
personal information rights

s UNITVERSITY . pe— =
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An Unsolved Issue BUSINESS SCHOOL
Data Concentration

Alphabet Market Cap: 1.542T for Aug. 5, 2022
W 4000 FHANCIAL DATATYPES.

oo | 3 smowse a h Oo‘
Market Cap Chart [ VIEW FULL CHART
s v
M\/\/\/\/\\/\M\/
o
v o = " o

“Facebook and its elite brethren will do anything to make sure they
are not the next Yahoo or Radio Shack, killed by disruption and
failure to innovate. This translates into paying obscene sums for

technology that might challenge their dominance one day.”

Steven Davidoff Solomon (2016), Professor at Berkeley
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Consumer Data Ownership Concept

BUSINESS SCHOOL

m Consumer Data Ownership Concept

1010
1010

Firm stores and
owns data

e a

Firm collects

data
Q) 1010
S 1010
SBEE UNIVERSITY | SDAVER ()

19 OF MANNHEIM & cous  CPAMBA ()
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Consumers sell their
data to multiple firms

Consumers own
their data
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Consumer Data Ownership Concept
Example

BUSINESS SCHOOL

If Tesla owners would own their driving data

S T
N 'y,

The Tesla creates The Owner sells Every firm’s Al
) : the data to Tesla improves and
drive recordings
o and Waymo for cars become
while in use :
a profit safer
oI B on  osE @ 66
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Consumer Data Ownership Concept BUSINESS SCHOOL
Feasibility

Intermediaries could match consumer data with multiple firms

Ll

Consumer provide Intermediary matches
intermediaries with selling preferences Firms gain access
their data and selling with firms in need for to wider data
preferences data
SOV B G wam @ i
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Consumer Data Ownership Concept
Simulation for Efficiency

BUSINESS SCHOOL

Data externalities describe what information of a data subject’s
data reveals about other data subjects’ data.

Welfare fully captured by firms if
“substitutable data” is of interest

Welfare fully captured by
consumers if “complementary
Economically efficient for data” is of interest

situations in which the firm is

interested in specific data

How the firm and consumers divide the surplus created by data
depends on the presence of data externalities.

(B UNIVERSITY | AT AT
19 OF MANNHEIM & EQUIS dPAMBA Au% 68

uuuuu



The Economics of (Big) Data MANNHEIM

BUSINESS SCHOOL

What about Data?
" What about Economics?

"I What about Economics of Data?

IV What about Privacy?

V What about Data Governance?

VI The Importance of Economics of (Big) Data

e
v iz
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What for?

BUSINESS SCHOOL

Outcomes of Economics of Big Data

-

Optimization of business

processes
U Costs of production TR
s receive a
larger quantity
of goods and
services of
4 better quality at
Development of new lower prices
products
M Production quantity
\_

Optimization of existing
products

M Quality of production

~

/

Reduction of
transaction costs

U Marketing costs

v
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Forecast for Valuation of MANNMEIM
Open-Data-Market in the EU

334.20

€bn
= Optimistic

—— Baseline

Z 199.51

T T
2019 2025

GDP in € billion for 1553924 1569463 1589866 1612124 1634694 1657580 1680786
EU27+

ECB: expected real 110 100 130 140 140 140 140
GDP growth in %

Baseline: open data 18445 186.30 18872 19136 194.04 196.75 19951
rmarket size in €
billion for EU27+
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Summary

Organizations seek
to exploit the
economic value

of their data and
analytics

BUSINESS SCHOOL

Improve
operational
decision-making

Power business
models

% UNIVERSITY |
¥ OF MANNHEIM B3~ EQuis

v

Applying economic concepts to data and analytics may help
organizations as they seek to prioritize and optimize their data

and analytic investments.
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