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of Data Consumers consider
evaluating data quality
their biggest challenge
in data exchange.

86%
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INTRODUCTION
Companies, now more than
ever, are looking for new
ways to collect, analyse and
use mobility data, making
monetization opportunities
ever more relevant.

The 33 zettabytes of worldwide-data generated in 2018, are
meant to reach 175 zettabytes in 2025 driven by new

technologies and the proliferation of IoT devises and business
models.¹ Similarly, the global data monetization market,

valued at USD 1.6 billion in 2021, is expected to reach USD 27.2
billion by 2028.² Availability of third-party data is also

supported by a regulatory push such as the EU Data Act
issued early on February 2022, which aims to unlock unutilised

data through increased data-sharing.³ Mobility data is
capable of playing a key role in the development of more

sustainable modes of transport, safer roads and more
personalized and efficient mobility services.

¹ Coughlin, T., 2018. 175 Zettabytes By 2025. [online] Forbes. Available at:
<https://www.forbes.com/sites/tomcoughlin/2018/11/27/175-zettabytes-by-2025

³ European Commission - European Commission. 2022. Press corner. [online] Available at:
<https://ec.europa.eu/commission/presscorner/detail/en/ip_22_1113>

² MarketWatch. 2022. Data Monetization Market Trends 2022 [online] Available at: <https://www.marketwatch.com/press-
release/data-monetization-market-trends-2022-global-industry-share-size-industry-analysis-market-growth-analysis-
segments-emerging-technologies-opportunity-supply-demand-scenario-and-forecast-research-report-2022-02-14> 



To uncover the state of the Mobility Data market today, Mobito
partnered with the University of Bath to run an industry-wide
survey. In this report, we aim to better understand the parties
involved in the data transaction process by examining topics

like the challenges faced in sourcing and monetizing data, the
use-cases and the main benefits of internalizing external data.
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Most stakeholders in the
mobility space are

increasingly recognizing the
value of data and how it can

be leveraged to develop
connected, personalized and

contextualized services.

In partnership with
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RESPONDENTS

Industries surveyed

We reached out to more than 3000 industry participants and
gathered responses from >100 industry participants that play
a key role in the b2b mobility data exchange space.

Others
32.3%

OEM
18.3%

Tier Supplier
17.2%

Insurance
10.8%

Road Maintenance
7.5%

Consulting
6.5%

Traffic Management
4.3%

Fleet Management
3.2%



Engineering
23.5%

CXO
20.6%

Others
11.8%

Legal
11.8%

Project Management
11.8%

Marketing
11.8%

Commercial
8.8%

According to the survey respondents, various
departments are involved in the data exchange process.

The most cited answers are: engineers,
data professionals and management teams.
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Who is involved in the
decision-making process?
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DATA CONSUMERS

Main Challenges

Frequency & Channels

Third-Party Data Usage



Checking data quality

High cost of data sets

Complex Commercial and or legal sign off

Complicated process of data preparation

Selecting the right data provider

Understanding cost-benefit analysis of specific data sets

Filtering out irrelevant data

Missing information because of data preprocessing

Lacking support and assistance from provider’s side

Lacking relevant skill-sets in internal team

Lack of understanding of external data benefits 

3.9

3.4

3.4

3.2

3

3

3

3

2.7

2.6

2.3

When asked about the challenges of external data acquisition,
we found out that most organizations consider assessing the

quality of datasets as their biggest issue. Other significant
challenges include the high-cost of data products and the

complexity of Commercial and Legal Sign-Off.
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Challenges faced by Data Consumers
on a scale of 1 to 5

Main challenges
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Different challenges accross industries
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Ranking data acquisition challenges varies among industries.
Below, consumer challenges are ranked on a scale from 1 to 11,

with 11 being the most challenging. For example, the lack of
understanding of data benefits is considered a top challenge

for the Original Equipment Manufacturers (OEM) but not for
Fleets and Tier Suppliers. Across the board, checking datasets

quality is an important pain point.



Daily
31.6%

Project-Based
23.7%

Weekly
21.1%

Monthly
13.2%

Quarterly
7.9%

Yearly
2.6%

Consumption frequency differs from one company to another
according to their industry, data maturity and teams involved.

Overall, more than 65.9% of respondents are sourcing data
either on a daily, weekly or monthly basis. 

How frequently do you look for
external data? 

Frequency &
Channels
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Data consumers mainly use three types of channels to
purchase mobility data:

1) Marketplaces
2) Direct Providers

3) Consultants
 

Others include self-collection and access to limited datasets
online.

What channels do you use to
purchase data ?

0 10 20 30 40

Consultant 

Marketplace 

Direct Provider 

Others 



Train Models
41.5%

Operation Optimisation
21.9%

App Integration
19.6%

Market Research
9.7%

Pricing
7.3%

When it comes to applications of third-party data usage, over
40% of respondents claim using mobility data to train models.  
Optimisation of Operations ranks 2nd and App Integration is

the 3rd most cited usage.

What is the use of this data
in your organisation?

Third-party
Data Usage
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 Data usage also differs from one
department to another

Engineering Product Management

App In
tegra

tio
n

Model T
ra

ining

Optim
ise

 Pro
cess

En
ric

h Data
base

Marke
t R

ese
arch

75 

50 

25 

0 

The engineering department is more likely to consume
data to train internal models
Product management teams use data for market research
more than 25% of the time

 Usage of mobility data differs between departments: 
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DATA PROVIDERS

Main Challenges

Data Transaction Characteristics

Mobility Data Survey 12



We asked survey respondents to rank challenges in the data
monetization process. Data providers highlight the challenges

of addressing market needs effectively including
understanding the business value potential of specific clients

and sourcing clients for their data products. 

Challenges faced by Data Providers
on a scale of 1 to 5

Main challenges

Understand the business value potential of specific clients

Sourcing clients for my data products or services

Coordinating with all internal members

Legal sign off

Deciding the most appropriate data structure & attributes

Setting the price and Commercial Negotiations

Agreeing on specific data exchange specifications data

3.9

3.8

3.7

3.6

3.4

3.3

3
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"Yes, it must be verified that data does not contain
information related to customers. Data provided for
specific purposes should not be related to customer

behaviours but only to asset utilisation."

Do you face data compliance/
sensitive data challenges?
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face compliance and
sensitivity challenges in
monetizing their data.

80%

The General Data
Protection Regulation

(GDPR) passed by the EU in
2018 is one of the most

advanced and demanding
regulations on data

protection and privacy.
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Different data monetization challenges
across industries

We asked mobility stakeholders to rank their top challenges. 
 Responses varied from one industry to another. For example,
OEMs consider defining an appropriate data structure one of
their biggest challenge whereas insurance companies did not.
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We asked survey respondents about the duration of a data
transaction. A given data transaction duration may highly vary
following the size of one company, the underlying industry and

the specific project.  Only 33.6% of respondent execute
transactions in less than 2 months.

How long does it take to execute
a data transaction?

Data transaction
characteristics

Unsure
33.7%

1 year
22.5%

1 month
11.2%

2 months
11.2%

2 weeks
11.2%

2 years
10.1%
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The survey respondents claim that of all the parties involved in
the data monetization process, the engineering department
comes first in managing data transactions 25% of the time.

The management team is also heavily involved in the process,
by handling the monetization 20% of the time. However, this
process is rarely handled exclusively by one department but

rather as a collaboration between several ones. 

Who is involved in the transaction ?

Legal Commercial CXO Engineering Others
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Throughout this report, mobility data stakeholders have
participated in identifying data-sharing pain points and
defining the main challenges.
On one hand, data consumers need more transparency to
improve their models, optimise products, and effectively
integrate the right data products. On the other, data providers
seek ways to improve their current practices to source
relevant clients and facilitate the data-sharing process. 

SUMMARY

Third-party data is increasingly used as a key input
in production processes, smart products and 

 decision making. In this environment, the effective
distribution and procurement of data are
becoming key competitive advantages for

companies. New tools and platforms are needed 
to help mobility players use data effectively to

deliver more sustainable modes of transport, safer
roads and a better urban lifestyle.

Future outlook
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