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Executive Summary
7KH�'LJLWDO�&DWDSXOW·V�PLVVLRQ�LV�WR�VSDUN�LQQRYDWLRQV�DORQJ�WKH�GDWD�YDOXH�FKDLQ��
through encouraging and nurturing innovative activity by others. In order to target 
LWV�UHVRXUFHV�ZHOO��LW�QHHGV�WR�XQGHUVWDQG�KRZ�WKHVH�SURVSHFWLYH�LQQRYDWRUV�DQG�
HQWUHSUHQHXUV�DUH�WKLQNLQJ�DQG�IHHOLQJ��ULJKW�QRZ��7KLV�LV�WKH�LGHD�EHKLQG�WKH�
,QQRYDWLRQ�2SWLPLVP�,QGH[��D�ILUVW�RI�LWV�NLQG��ZKLFK�VXUYH\HG�����EXVLQHVVHV�WR�
DVVHVV�WKHLU�OHYHOV�RI�RSWLPLVP�DURXQG�LQQRYDWLRQ�DQG�WKHLU�DWWLWXGHV�WR�ZRUNLQJ�
with data. 

:H�FRQGXFWHG�WHOHSKRQH�LQWHUYLHZV�DVNLQJ�TXHVWLRQV�RQ�WKH�IROORZLQJ�WRSLFV�
KRZ�WKH\�DUH�FXUUHQWO\�XVLQJ�DQG�ZRUNLQJ�ZLWK�GDWD�
KRZ�RSWLPLVWLF�WKH\�IHHO�DERXW�D�UDQJH�RI�IDFWRUV�OLNHO\�WR�LPSDFW�WKHLU�SURSHQVLW\�
WR�LQQRYDWH�
DQG�ZKDW�LV�VWRSSLQJ�WKHP�IURP�GRLQJ�PRUH�

7KHVH�ILQGLQJV�DUH�LQWHUHVWLQJ�LQ�WKHPVHOYHV��EXW��SUREDEO\�PRUH�LPSRUWDQWO\�� 
this distribution can now be used as a benchmark for future editions of the 
Innovation Optimism Index��DQG�RYHU�WLPH�LW�ZLOO�EH�SRVVLEOH�WR�EXLOG�XS�D�PRUH�
GHWDLOHG�SLFWXUH�RI�WKH�FKDUDFWHULVWLF�EHKDYLRXUV��DWWLWXGHV�DQG�FRQFHUQV�RI�KLJKO\�
innovative data-led companies.

:H�UHFRPPHQG�WKDW�WKH�&DWDSXOW�UHSHDW�WKH�VXUYH\�RQ�D�UHFXUULQJ�EDVLV��WR�
FUHDWH�D�WLPH�VHULHV�IRU�WKH�LQGH[�DQDO\VLV��DQG�FRQGXFW�PRUH�GHWDLOHG�DQDO\VLV�RI�
VRPH�RI�WKH�FRQVWLWXHQW�IDFWRUV�LQ�WKH�LQGH[��H�J��RSWLPLVP�DQG�DFWLYHQHVV��SHU�
VXEVHFWRU��SHU�UHJLRQ��HWF�

2Q�WKH�EDVLV�RI�WKHLU�DQVZHUV�ZH�FUHDWHG�DQ�,QGH[�DQG�PDSSHG�WKH�����
EXVLQHVVHV�DFURVV�IRXU�SULQFLSOH�FOXVWHUV�

A. Proactive Optimists: 29%�RI�EXVLQHVVHV�LQWHUYLHZHG
B. Inactive Optimists: 23%
C. Active Pessimists: 27%
D. Inactive Pessimists: 20%
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Background and Findings from Literature Review
“There’s some valuable activity already taking 
place to map innovation investment and SME 
support across the UK, but nothing which directly 
assesses the mood of the UK’s SME innovators 
who are driving so much of our business growth. 
How often are SME innovators themselves offered 
the opportunity to collectively inform the 
organisations and networks that exist to help 
them about what they need most to grow?”
²�&KULV�7KRPSVRQ��3DUWQHUVKLSV�'LUHFWRU��'LJLWDO�&DWDSXOW

The Challenge
7KH�'LJLWDO�&DWDSXOW�LV�YHQWXULQJ�LQWR�QHZ�WHUULWRU\��7KH�REMHFWLYHV�RI�WKH�
RUJDQLVDWLRQ�DUH�WR�VSDUN�LQQRYDWLRQ�DQG�QHZ�SURGXFWV��VHUYLFHV�DQG�EXVLQHVVHV�
along the data value chain. But success in this endeavour is dependent on 
HQFRXUDJLQJ�LQQRYDWLRQV�E\�RWKHUV�²�WKHUHIRUH�LW�LV�LPSRUWDQW�WR�WU\�DQG�
XQGHUVWDQG�DW�WKH�RXWVHW�KRZ�WKRVH�EXVLQHVVHV�DQG�LQQRYDWRUV�DUH�WKLQNLQJ�DQG�
IHHOLQJ�DERXW�WKH�FRQWH[W�IRU�WKHLU�ZRUN��7KH�LGHD�EHKLQG�WKH�,2,��WKHQ��LV�WR�WUDFN�
WKH�PRRG�RI�HQWUHSUHQHXUV�DQG�LQQRYDWRUV�DFURVV�WKH�8.��WKHLU�SURSHQVLW\�WR�
LQQRYDWH��DQG�WKHLU�DWWLWXGHV�WR�ZRUNLQJ�ZLWK�GDWD�

The knowledge gap
,Q�WHUPV�RI�H[LVWLQJ�LQGLFHV��WKHUH�DUH�¶EXVLQHVV�FRQILGHQFH·�LQGLFHV�ZKLFK�DVN�IRU�
SUHGLFWLRQV�RI�NH\�PHWULFV��H�J��H[SHFWHG�VDOHV���EXW�QRW�XVXDOO\�WKH�RSWLPLVP�RU�
PRRG�RI�WKH�UHVSRQGHQW��7KHUH�DUH�¶LQQRYDWLRQ�LQGLFHV·�RU�¶VFRUHERDUGV·��EXW�
WKHVH�WHQG�WR�PHDVXUH�LQQRYDWLYH�FDSDFLW\�WKURXJK�WKLQJV�OLNH�LQYHVWPHQW�LQ�
5	'��DQG�XVXDOO\�DW�D�QDWLRQDO�OHYHO�
7KHUH�LV�VRPH�LQWHUHVWLQJ�UHVHDUFK�ORRNLQJ�DW�WKH�EHKDYLRXUV�DQG�FRQWH[WV�WKDW�
HQFRXUDJH�LQQRYDWLRQ��EXW�WKHUH�DUH�IHZ�LQQRYDWLRQ�VXUYH\V�RU�SLHFHV�RI�UHVHDUFK�
WKDW�FRPELQH�WKLV�ZLWK�DQ�DQDO\VLV�RI�DWWLWXGHV�WR�GDWD��$QG�PRVW�LQQRYDWLRQ�
VXUYH\V�FRYHU�D�EURDG�UDQJH�RI�VHFWRUV��UDWKHU�WKDQ�IRFXVLQJ�VSHFLILFDOO\�RQ�WKH�
FUHDWLYH��GLJLWDO��GDWD�LQWHQVLYH�VHFWRU��1HVWD·V�UHVHDUFK�RQ�¶GDWDYRUHV·�LV�WKH�
QRWDEOH�H[FHSWLRQ�KHUH��OLQNLQJ�LQWHQVLW\�RI�GDWD�XVH�ZLWK�LQQRYDWLRQ��'DWDYRUHV�
DUH�GHILQHG�DV�EXVLQHVVHV�WKDW�¶JDWKHU�RQOLQH�FXVWRPHU�GDWD�LQWHQVLYHO\��VXEMHFW�
WKLV�GDWD�WR�VRSKLVWLFDWHG�DQDO\VHV��VXFK�DV�FRQWUROOHG�WULDOV�DQG�GDWD�DQG�WH[W�
PLQLQJ���DQG�XVH�ZKDW�WKH\�OHDUQ�WR�LPSURYH�WKHLU�EXVLQHVV�·��7KH�UHSRUW�DOVR�
PDNHV�GLVWLQFWLRQV�DERXW�VRSKLVWLFDWLRQ�RI�GDWD�XVH��ZKLFK�LV�KHOSIXO�IRU�
XQGHUVWDQGLQJ�KRZ�UHDG\�FRPSDQLHV�DUH�WR�LQQRYDWH�RQ�WKH�EDVLV�RI�GDWD��

+RZHYHU�WKH�'DWDYRUHV�UHSRUW�GRHVQ·W�DGGUHVV�WKH�TXHVWLRQ�RI�RSWLPLVP�LQ�WKH�
VHFWRU��6R�WKH�,2,�VHHNV�WR�XQGHUVWDQG�SURSHQVLW\�WR�LQQRYDWH�DV�D�FRQVHTXHQFH�
RI�RSWLPLVP�LQ�UHODWLRQ�WR�YDULRXV�FRQGLWLRQV�IRU�JURZWK��DQG�WR�VLPXOWDQHRXVO\�
XQGHUVWDQG�KRZ�EXVLQHVVHV�IHHO�DERXW�ZRUNLQJ�DQG�LQQRYDWLQJ�ZLWK�GDWD�
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Process / Methodology
2Q�WKH�EDVLV�RI�WKH�OLWHUDWXUH�UHYLHZ�DQG�WKH�&DWDSXOW·V�REMHFWLYHV��D�TXHVWLRQ
QDLUH�ZDV�GHYLVHG�WR�ILQG�RXW�IURP�EXVLQHVVHV�
��KRZ�WKH\�DUH�FXUUHQWO\�XVLQJ�DQG�ZRUNLQJ�ZLWK�GDWD�
��KRZ�RSWLPLVWLF�WKH\�IHHO�DERXW�D�UDQJH�RI�IDFWRUV�OLNHO\�WR�LPSDFW�WKHLU�SURSHQVLW\�
WR�LQQRYDWH�
��DQG�ZKDW�LV�VWRSSLQJ�WKHP�IURP�GRLQJ�PRUH�

:H�WKHQ�LQWHUYLHZHG�D�VDPSOH�RI�����UDQGRPO\�VHOHFWHG�EXVLQHVVHV��IHZ�RI�
ZKRP������ZHUH�SUHYLRXVO\�DZDUH�RI�WKH�&DWDSXOW��DQG�DQDO\VHG�WKH�UHVXOWV�

Defining the target sector
1HVWD�QRWHV�LQ�WKH�¶'DWDYRUHV·�UHSRUW�WKDW�¶GDWDYRUHV�DUH�SUHVHQW�DFURVV�DOO�
FRPSDQ\�VL]HV��DQG�LQ�HYHU\�VHFWRU·��$Q�LPSRUWDQW�TXHVWLRQ�IRU�WKH�&DWDSXOW�WKHQ�
was how to sensibly direct their resources as an organisation towards 
EXVLQHVVHV�OLNHO\�WR�JDLQ�WKH�JUHDWHVW�EHQHILW��DQG��UHODWHGO\��KRZ�WR�UHILQH�WKH�
IRFXV�RI�WKH�,2,��

7KH�'LJLWDO�&DWDSXOW�KDV�D�SDUWLFXODU�LQWHUHVW�LQ�WKH�FUHDWLYH�LQGXVWULHV��DV�D�KLJK�
JURZWK��KLJK�SRWHQWLDO�VHFWRU�IRU�WKH�8.��:LWKLQ�DQG�DORQJVLGH�WKDW��LW�ZDV�
GHFLGHG�WR�WDUJHW�EXVLQHVVHV�WKDW�DUH�DOUHDG\�OLNHO\�WR�VHH�WKHPVHOYHV�DV�
GDWD�XVHUV��ZKLFK�PHDQW�QDUURZLQJ�GRZQ�WR�D�IHZ�NH\�¶GLJLWDO�HFRQRP\·�VHFWRUV��
7KLV�ZDV�GRQH�RQ�WKH�EDVLV�RI�VHFWRUV�WKDW�RWKHU�UHSRUWV�DQG�GDWD�IRFXVHG�
UHVHDUFK�KDYH�FDWDORJXHG��IRU�H[DPSOH�1,(65·V�0HDVXULQJ�WKH�8.·V�GLJLWDO�
HFRQRP\�ZLWK�ELJ�GDWD���������DQG�D�VHFWRUDO�EUHDNGRZQ�RI�WHFK�FOXVWHUV�VXFK�
DV�LQ�WKH�7&,2��UG�$QQLYHUVDU\�5HSRUW��������

7KH�EURDG�VHFWRUDO�FDWHJRULHV�IURP�ZKLFK�EXVLQHVVHV�ZHUH�VHOHFWHG�WR�LQWHUYLHZ�
were:
• publishing; 
��LQWHUQHW��VHFXULW\�DQG�QHWZRUN�WHFKQRORJLHV��
• digital design; 
��FRPSXWHU�VRIWZDUH�DQG�GDWDEDVH�GHYHORSPHQW��
• audio-visual content; 
��DGYHUWLVLQJ�DQG�PDUNHWLQJ�

7KH�����EXVLQHVVHV�ZHUH�VSOLW�HYHQO\�DFURVV�WKHVH���FDWHJRULHV�
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The Businesses We Interviewed
7KH�IROORZLQJ�FKDUWV�VKRZ�WKH�VSUHDG�RI�EXVLQHVVHV�DFURVV�DJH�UDQJH��VL]H�DQG�UHJLRQ��%\�IDU�WKH�JUHDWHVW�QXPEHU�RI�EXVLQHVVHV�LQWHUYLHZHG�ZHUH�60(V��IHZHU�WKDQ�����
IXOO�WLPH�HTXLYDOHQW�HPSOR\HHV���KRZHYHU�RQO\�D�KDQGIXO�ZHUH�VWDUW�XSV�OHVV�WKDQ���\HDUV�ROG��7KLV�LV�SDUWO\�WR�GR�ZLWK�WKH�SURSRUWLRQ�RI�VXFK�EXVLQHVVHV�WR�EH�IRXQG�RQ�
EXVLQHVV�GDWDEDVHV��$OWKRXJK�WKH�VXUYH\�ZDV�QRW�WDUJHWHG�DW�SDUWLFXODU�UHJLRQV�RU�FOXVWHUV��WKH�PDMRULW\�RI�EXVLQHVVHV�LQWHUYLHZHG�ZHUH�LQ�/RQGRQ�DQG�WKH�6RXWK�(DVW��
with another sizeable cluster in the North West.

Age of company

20+ years 145

10-20 years 168

�����\HDUV 85

����\HDUV 67

0-2 years 35

Size of company

'RQ·W�NQRZ

�N�

�N����N

�������

������

�����

10-24

���

Location of company

6RXWK�(DVW��(QJODQG� 12112

/RQGRQ 1015

1RUWK�:HVW��(QJODQG� 484

6RXWK�:HVW��(QJODQG� 4010

(DVW�RI�(QJODQG 4027

Scotland 3032

:HVW�0LGODQGV��(QJODQG� 2674

Wales 25336

<RUNVKLUH�DQG�7KH�+XPEHU 20

1RUWK�(DVW��(QJODQG� 20

(DVW�0LGODQGV��(QJODQG� 15

Northern Ireland 12

,VOH�RI�0DQ 2
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‘Human-generated data’ 
was exemplified as ‘e.g. 
emails, application forms’, 
and so represents fairly 
basic use of of data. 

‘Cloud data’, ‘public 
datasets’ and ‘website 
analytics’ were three of 
the more common 
spontaneous answers 
given under ‘other’, so 
have been separated out 
in the analysis.

How Are Businesses Using Data Today?

6RXWK�(DVW��(QJODQG� 74%

/RQGRQ 70%

1RUWK�:HVW��(QJODQG� 60%

6RXWK�:HVW��(QJODQG� 46%

(DVW�RI�(QJODQG 45%

Scotland 38%

:HVW�0LGODQGV��(QJODQG� 33%

Wales 31%

<RUNVKLUH�DQG�7KH�+XPEHU 5%

1RUWK�(DVW��(QJODQG� 4%

(DVW�0LGODQGV��(QJODQG� 2%

Northern Ireland 1%

,VOH�RI�0DQ 1%

1A: Data sources that companies are making use of currently (q3)
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CRM 59%

Billing and rating 57%

Campaign optimisation 48%

Grouping & relationship analysis 37%

:RUNIORZ���ORJLVWLFV 34%

5LVN�PDQDJHPHQW 31%

Behavioural analysis 25%

Sentiment analysis 24%

None 8%

Other 3%

1B: Current applications of data within businesses (q6)

How Are Businesses Using Data Today?

The majority of businesses 
are using data in a fairly 
simple way – more 
sophisticated analysis, 
such as behavioural 
analysis and social media 
sentiment mining, is rarer.
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Very important
Important

Overall 81% of businesses 
questioned in this survey 
said data was either 
‘important’, or ‘very 
important’ to their 
success.

Businesses in ‘publishing’, 
‘advertising and 
marketing’, and ‘computer 
software and database 
development’, were 9-12 
percentage points more 
likely than the average to 
say data was ‘very 
important’.

How Are Businesses Using Data Today?

All 50%
31%

60%
24%

38%
40%

39%
37%

62%
19%

40%
35%

59%
30%

Publishing

,QWHUQHW��VHFXULW\�	
QHWZRUN�WHFKQRORJLHV

Digital design

&RPSXWHU�VRIWZDUH�	
database development

$XGLR�YLVXDO�FRQWHQW��)LOP�
EURDGFDVWLQJ��DQLPDWLRQ��PXVLF�

$GYHUWLVLQJ�	�PDUNHWLQJ

1C: How businesses rate the importance of data to their success (q4)
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This chart records those 
issues deemed ‘high 
priority’. Businesses are 
currently marginally more 
focused on how to 
improve data 
management and 
security, rather than data 
analysis, or the 
development of new 
products / services based 
on data.

How Are Businesses Using Data Today?

Improve how we store
and manage data 58%

56%

54%

48%

44%

Increase data security

Develop new products and
services based on data

Improve the analysis
RI�WKH�GDWD�ZH�KDYH

6SHHG�XS�TXHU\
response times

1D: Companies most pressing priorities around how they use data (q5)
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Perhaps unsurprisingly, 
‘finance’ and ‘political 
support’ are the two areas 
respondents are least 
likely to be optimistic 
about. 

These two categories also 
have the greatest variance 
between sub-sectors: 
digital design is most 
optimistic about political 
climate, publishing least; 
advertising most optimistic 
about finance; 
audio-visual least. 

How Optimistic Are Businesses About Innovating with Data?

2A: Optimism about a range of conditions for innovation and growth (q2)

$FFHVV�WR�WHFKQRORJ\�LQIUDVWUXFWXUH���KDUGZDUH�\RX�QHHG 88%

$YDLODELOLW\�RI�WKH�ULJKW�NLQG�RI�RIILFH���ZRUN�VSDFH 87%

$YDLODELOLW\�RI�PDUNHWLQJ���VWUDWHJ\�H[SHUWLVH 77%

$YDLODELOLW\�RI�WKH�WHFKQRORJ\�WDOHQW�\RX�QHHG 75%

(DVW�RI�(QJODQG 70%

Scotland 66%

:HVW�0LGODQGV��(QJODQG� 65%

Wales 54%

<RUNVKLUH�DQG�7KH�+XPEHU 53%
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Internet, security and 
network technologies, 
computer software and 
database development, 
and advertising and 
marketing are currently 
most likely to be offering 
one or more product or 
service based on the 
exploitation of data. 
Digital design is the sector 
most likely to be doing 
nothing.

How Optimistic Are Businesses About Innovating with Data?

2B: Innovation activity based on the exploitation of data (q7)

Publishing

,QWHUQHW��VHFXULW\�	�QHWZRUN
technologies

Digital design

&RPSXWHU�VRIWZDUH�	�GDWDEDVH
development

$XGLR�YLVXDO�FRQWHQW��ILOP�
EURDGFDVWLQJ��DQLPDWLRQ��PXVLF�

$GYHUWLVLQJ�	�PDUNHWLQJ

41%
12%

17%
29%

40%
10%

13%
37%

51%
14%

11%
24%

38%
10%

16%
36%

48%
14%
14%

23%

55%
5%

15%
24%

With regard to new 
products or services 
based on exploiting 
data, is your company 
currently;

2IIHULQJ�RQH�RU�PRUH�
product/service

Seriously planning to 
start doing so

0DNLQJ�VRPH�LQLWLDO�
investigations

Doing nothing
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Perhaps unsurprisingly, 
‘finance’ and ‘political 
support’ are the two areas 
respondents are least 
likely to be optimistic 
about. 

These two categories also 
have the greatest variance 
between sub-sectors: 
digital design is most 
optimistic about political 
climate, publishing least; 
advertising most optimistic 
about finance; 
audio-visual least. 

How Optimistic Are Businesses About Innovating with Data?

2C: Perception of attitudes to innovation within own company (q8)

:H�DVNHG�LI�WKH\�ZRXOG�GHVFULEH�WKHLU�FRPSDQ\�DV�
��%UDYH��LQLWLDWLQJ�FKDQJH
��+DSS\�WR�WU\�RXW�QHZ�LGHDV�EXW�LQ�D�FDUHIXO�ZD\
��7KRXJKWIXO��DFFHSWLQJ�RI�FKDQJH�PRUH�TXLFNO\�WKDQ�DYHUDJH
��6FHSWLFDO��RQO\�XVLQJ�D�QHZ�LGHD�ZKHQ�WKH�PDMRULW\�DUH�XVLQJ�LW
��2U�FULWLFDO�WRZDUGV�QHZ�LGHDV��RQO\�DFFHSWLQJ�FKDQJH�ZKHQ�LW�KDV�EHFRPH�PDLQVWUHDP

:H�WKHQ�PDSSHG�WKHVH�DQVZHUV�RQ�WR�WUDGLWLRQDO�FDWHJRULHV�RI�LQQRYDWLRQ�DGRSWLRQ��GLIIXVLRQ�

Innovator 28%

36%

23%

5%

4%

(DUO\�$GDSWHU

(DUO\�0DMRULW\

/DWH�0DMRULW\

/DJJDUG
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A large number of 
companies either 
struggled or refused to 
answer the question: 
‘what do you see as the 
market opportunity for 
products and services 
based on exploiting data?’ 
which is interesting in 
itself, suggesting it’s either 
viewed as sensitive 
information, or not 
something they readily 
think about.

Only a small number 
mentioned data-driven 
decision making. Only one 
person said ‘connected 
physical products’.

How Optimistic Are Businesses About Innovating with Data?

2D: Perceived market opportunities for new products / services based on exploiting data (q9)

1%�7KLV�ZDV�DQ�RSHQ�TXHVWLRQ��DQVZHUV�KDYH�VXEVHTXHQWO\�EHHQ�FDWHJRULVHG�

'RQ·W�VHH�DQ\�RSSRUWXQLWLHV���FDQ·W�DQVZHU�TXHVWLRQ 27%

See opportunities but currently unclear about what they are 15%

0RYH�LQWR�QHZ�PDUNHWV�RU�H[SDQG�FXUUHQW�UHDFK 10%

'RQ·W�UHDFK 9%

Customer insight / tailoring products and services 8%

Other 8%

Other specialist application 7%

,PSURYH�RQOLQH�SODWIRUPV���WUDQVDFWLRQV 5%

([SORLWDWLRQ�RI�GDWD�HVVHQWLDO�WR�JURZWK 4%

$GYHUWLVLQJ���PDUNHWLQJ 3%

'HYHORSLQJ�QHZ�SURGXFWV�	�VHUYLFHV���XVLQJ�GDWD�IRU�VWUDWHJLF�GHFLVVLRQ�PDNLQJ 3%

Internal data management 2%
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Overall, there is a fairly 
even split here between 
deficiency in skills, 
knowledge and 
stakeholder buy-in.

‘Lack of finance’, and 
‘amount of time available’, 
have been separated out 
as two of the most 
common spontaneous 
responses given under 
‘other’.

It’s interesting to note that 
12% of respondents 
reported ‘no internal 
obstacles’.

What’s Stopping Them Do More?

3A: Internal obstacles to innovating with data (q10)

/DFN�RI�NQRZOHGJH�DERXW�ZKDW�LV�SRVVLEOH�DQG�ZKDW�WKH�EHQHILWV�ZRXOG�EH 35%

6NLOOV�WR�DQDO\VH�GDWD 33%

$OLJQLQJ�GDWD�SURMHFWV�ZLWK�\RXU�RYHUDOO�EXVLQHVV�VWUDWHJ\�	�MXVWLI\LQJ�LQYHVWPHQW 33%

6NLOOV�WR�LPSOHPHQW�DQG�PDQDJH�PXOWL�VWUXFWXUHG�GDWD�SODWIRUPV� 31%

Data is not relevant to our business 15%

No internal obstacles 12%

Other 3%

/DFN�RI�ILQDQFH���FRVW�RI�LQYHVWPHQW 2%

$PRXQW�RI�WLPH�DYDLODEOH 1%
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This set of responses is 
one of the most important 
for the Catapult in 
informing how its efforts 
are directed.

At the moment businesses 
are facing some fairly 
fundamental issues: 
‘finding the right 
companies to partner 
with’ and ‘finding the 
space and resources to 
experiment’ are seen as 
more pressing than 
‘access to diverse 
datasets’.

What’s Stopping Them Do More?

3B: External obstacles to innovating with data (q11)

)LQG�WKH�ULJKW�FRPSDQLHV�WR�SDUWQHU�ZLWK 39%

)LQGLQJ�WKH�VSDFH�DQG�UHVRXUFHV�WR�H[SHULPHQW 34%

*HWWLQJ�WKH�EX\�LQ�DQG�DJUHHPHQW�RI�NH\�VWDNHKROGHUV 33%

Trust / privacy / security issues 32%

Access to next generation connectivity 29%

*RRG�H[DPSOHV���FDVH�VWXGLHV�WR�VKRZ�ZKDW·V�SRVVLEOH 29%

$YDLODELOLW\�RI�DQG�DFFHVV�WR�GLYHUVH�GDWD�VHWV 25%

Other 4%

)LQGLQJ�LVVXHV 1%

No external obstacles 17%
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Innovation Optimism Index: Methodology

To create the IOI, we scored all companies on the basis of their answers to 4 key questions:

$YHUDJH�VFRUHV�RI���LWHPV�LQ�4���ZKHUH�¶RSWLPLVWLF·� ����¶SHVVLPLVWLF·� ���
Optimism

6FRUH�RI�4���ZKHUH�¶FXUUHQWO\�RIIHULQJ�RQH�RU�PRUH�SURGXFW�VHUYLFH·� ����¶VHULRXVO\�SODQQLQJ�WR�VWDUW�GRLQJ�GR·� ����¶PDNLQJ�
VRPH�LQWHUQDOLQYHVWLJDWLRQV·� ����¶GRLQJ�QRWKLQJ·� ���

Actions

$YHUDJH�VFRUHV�RI���LWHPV�LQ�4����ZKHUH�LGHQWLI\LQJ�D�FKDOOHQJH� ���
Internal Challenges

$YHUDJH�VFRUHV�RI���LWHPV�LQ�4����ZKHUH�LGHQWLI\LQJ�D�FKDOOHQJH� ���
External Challenges

All the scores were normalised so that the average equals 100. This will constitute a benchmark for all our analysis but 
it will also serve as the base point for future surveys
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Innovation Optimism Index

We created 4 different clusters based on ‘optimism’ and ‘action’ scores,
and mapped the 500 companies across them.

Companies in quadrant A 
have a higher than 
average optimism score 
and are likely to be 
‘currently offering one or 
more product/ service’ 
based on the exploitation 
of data. 

The ideal scenario would 
be to move as many 
companies as possible 
into A from other 
quadrants. But the most 
obvious immediate 
opportunity for the 
Catapult is in converting 
the ‘inactive optimists’ to 
be ‘proactive optimists’.

This distribution can now 
be used as a benchmark 
for future editions of the 
Innovation Optimism 
Index. 
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Innovation Optimism Index: Regional Variations

We plotted the regional breakdown of 500 companies across the 4 clusters

Optimism

Action

A. Proactive OptimistsB. Inactive Optimists

C. Active PessimistsD. Inactive Pessimists

This set of responses is 
one of the most important 
for the Catapult in 
informing how its efforts 
are directed.

At the moment businesses 
are facing some fairly 
fundamental issues: 
‘finding the right 
companies to partner 
with’ and ‘finding the 
space and resources to 
experiment’ are seen as 
more pressing than 
‘access to diverse 
datasets’.
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Innovation Optimism Index: Perception of Challenges

We incorporated an analysis of how companies in each quadrant perceive
external and internal obstacles to innovation and growth. 

A. Proactive Optimists
,QWHUQDO��&KDOOHQJHV� ���
([WHUQDO�&KDOOHQJHV� ����
Difference -5

B. Inactive Optimists
,QWHUQDO��&KDOOHQJHV� ���
([WHUQDO�&KDOOHQJHV� ����
Difference -7

C. Active Pessimists
,QWHUQDO��&KDOOHQJHV� ����
([WHUQDO�&KDOOHQJHV� ����
Difference 3

D. Inactive Pessimists
,QWHUQDO��&KDOOHQJHV� ����
([WHUQDO�&KDOOHQJHV� ����
Difference 12

Businesses with a higher 
average score in optimism 
tend to perceive external 
obstacles to growth as 
more significant than 
internal obstacles. 

The less optimistic 
businesses are more likely 
to see internal challenges 
as the most acute.

In general, the optimists 
perceive fewer challenges 
overall than the 
pessimists.
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Appendix

The IOI Questionnaire

Q1. What does your company do?

Q2. Are you feeling optimistic or pessimistic with regard to the following?
(GXFDWLRQ�SURYLVLRQ�IRU�\RXU�VHFWRU
$FFHVV�WR�ILQDQFH�IRU�\RXU�EXVLQHVV
7KH�SROLWLFDO�FOLPDWH��VXSSRUW�IRU�\RXU�VHFWRU
$YDLODELOLW\�RI�WKH�ULJKW�NLQG�RI�RIILFH��ZRUN�VSDFH
$YDLODELOLW\�RI�JRRG�PHQWRUV
$YDLODELOLW\�RI�WKH�WHFKQRORJ\�WDOHQW�\RX�QHHG
$YDLODELOLW\�RI�WKH�EXVLQHVV�WDOHQW�\RX�QHHG
$FFHVV�WR�WKH�WHFKQRORJ\�LQIUDVWUXFWXUH�DQG�KDUGZDUH�\RX�QHHG
$YDLODELOLW\�RI�PDUNHWLQJ��VWUDWHJ\�H[SHUWLVH

Q3. Which of the following internal and external data sources do you currently make business use of?
1 Image content 
2 Audio content
3 Social media data 
��&OLFN�VWUHDP�GDWD�IURP�RQOLQH�DSSOLFDWLRQ�DQG�PRELOH�DSSV
��*HR�ORFDWLRQ�GDWD�IURP�PRELOH�DQG�VPDUW�GHYLFHV
��([WHUQDO�PDUNHW�VHJPHQWDWLRQ�GDWD��H�J��GHPRJUDSKLFV�
��+XPDQ�JHQHUDWHG�GDWD��H�J��HPDLOV��DSSOLFDWLRQ�IRUPV�
��2SHUDWLRQDO�DSSOLFDWLRQ�GDWD��H�J��SRLQW�RI�VDOH��FXVWRPHU�FDUH�
��1�$�²�GDWD�LV�QRW�UHOHYDQW�WR�RXU�EXVLQHVV
���2WKHU��VSHFLI\�
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Appendix

The IOI Questionnaire

Q4. How important to the success of your business is how you use and exploit data? 
1 Not important 
2 Important
3 Very important

Q5. Which of the following goals related to data are a High priority, Low priority or Not a priority for your company?
Improve how we store and manage data
Increase data security
,PSURYH�WKH�DQDO\VLV�RI�WKH�GDWD�ZH�KDYH
6SHHG�XS�TXHU\�UHVSRQVH�WLPHV
Develop new products and services based on data

Q6. In which of the following ways are you using data in your business? 
1 Customer Relationship Management 
2 Billing and rating
��*URXSLQJ�DQG�UHODWLRQVKLS�DQDO\VLV��JHRJUDSKLF�WDUJHWLQJ��H�J��FOXVWHULQJ��VRFLDO�QHWZRUN�DQDO\VLV�
4 Campaign optimisation; Cross-sell / up-sell recommendation
��6HQWLPHQW�DQDO\VLV�RU�RSLQLRQ�PLQLQJ��H�J��QDWXUDO�ODQJXDJH�SURFHVVLQJ��WH[W�DQDO\WLFV�
��%HKDYLRXUDO�DQDO\VLV��H�J��FXVWRPHU�FKXUQ�
��:RUNIORZ���ORJLVWLFV���VWDII�VFKHGXOLQJ
��5LVN�PDQDJHPHQW��H�J��IUDXG�DQDO\VLV�
��2WKHU��VSHFLI\�
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Appendix

The IOI Questionnaire

Q7. With regard to new products or services based on exploiting data, is your company…?
��&XUUHQWO\�RIIHULQJ�RQH�RU�PRUH�SURGXFW�VHUYLFH
2 Seriously planning to start doing so 
��0DNLQJ�VRPH�LQLWLDO�LQYHVWLJDWLRQV
4 Doing nothing

Q9. What does your company see as the market opportunity for products and services based on exploiting data?

Q8. Would you describe your company as:
��$Q�,QQRYDWRU��H�J��EUDYH��LQLWLDWLQJ�FKDQJH�
��$Q�(DUO\�$GRSWHU��H�J��WU\�RXW�QHZ�LGHDV�EXW�LQ�D�FDUHIXO�ZD\�
��3DUW�RI�WKH�(DUO\�0DMRULW\��H�J��WKRXJKWIXO��DFFHSWLQJ�FKDQJH�PRUH�TXLFNO\�WKDQ�DYHUDJH�
��3DUW�RI�WKH�/DWH�0DMRULW\��H�J��VFHSWLFDO��XVHV�D�QHZ�LGHD�RQO\�ZKHQ�PDMRULW\�DUH�XVLQJ�LW�
��$�/DJJDUG��H�J��FULWLFDO�WRZDUGV�QHZ�LGHDV��RQO\�DFFHSW�FKDQJH�ZKHQ�LW�KDV�EHFRPH�PDLQVWUHDP�
��2WKHU��VSHFLI\�

Q10. Which of the following internal obstacles apply to your company in implementing data projects that would achieve a step change 
in your business?
��/DFN�RI�NQRZOHGJH�DERXW�ZKDW�LV�SRVVLEOH�DQG�ZKDW�WKH�EHQHILWV�ZRXOG�EH�
��$OLJQLQJ�GDWD�SURMHFWV�ZLWK�\RXU�RYHUDOO�EXVLQHVV�VWUDWHJ\�DQG���RU�MXVWLI\LQJ�LQYHVWPHQW
��6NLOOV�WR�LPSOHPHQW�DQG�PDQDJH�PXOWL�VWUXFWXUHG�GDWD�SODWIRUPV��H�J��+DGRRS��0RQJR'%�
��6NLOOV�WR�DQDO\VH�GDWD��H�J��EHKDYLRXUDO�DQDO\WLFV��VRFLDO�PHGLD�VHQWLPHQW�DQDO\VLV�
��1�$�²�GDWD�LV�QRW�UHOHYDQW�WR�RXU�EXVLQHVV
��2WKHU��VSHFLI\�

23



Appendix

The IOI Questionnaire

Q11. Which of the following external obstacles apply to your company in implementing data projects that would achieve a step change 
in your business?
��7KH�DYDLODELOLW\�RI��DQG�DFFHVV�WR��GLYHUVH�GDWD�VHWV
��*HWWLQJ�WKH�EX\�LQ�DQG�DJUHHPHQW�RI�NH\�VWDNHKROGHUV��H�J��SDUWQHUV��FXVWRPHUV��
��)LQGLQJ�WKH�ULJKW�FRPSDQLHV�WR�SDUWQHU�ZLWK
4 Trust/ privacy/ security issues
��)LQGLQJ�WKH�VSDFH�DQG�UHVRXUFHV�WR�H[SHULPHQW
��*RRG�H[DPSOHV��FDVH�VWXGLHV�WR�VKRZ�ZKDW·V�SRVVLEOH
��$FFHVV�WR�QH[W�JHQHUDWLRQ�FRQQHFWLYLW\
��2WKHU��VSHFLI\�

Q13. Is your company multi-site or single-site?

Q12. Before today, had you heard of the Connected Digital Economy Catapult?

4����,V�WKH�ORFDWLRQ�\RX�DUH�EDVHG�LQ�WKH�FRPSDQ\·V"
*OREDO�+4
8.�+4
Other
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Appendix

The IOI Questionnaire

Q15. Approximately how many Full Time equivalent Employees (FTEs) are employed across the company as a whole? 
�����
2 10-24
�������
��������
���������
��������WR������
��������
��'RQ
W�NQRZ

Q17. What is the postcode of your current business location?

Q16. How many years has the company been in business?
1 0-2
�����
������
4 10-20
�����

Q18. A version of this survey will be repeated annually so we would like to keep your contact details on file to contact you again
in a year’s time – are you happy for us to do so?

Q19. If you’d like to sign up to the Connected Digital Economy Catapult email list, to be the first to find out about how to
participate in demonstrator projects, free events and funding opportunities, please provide us with your email address.
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