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Learning Series
ACG Webinars

The learning series highlights the use of technology and analytics at every stage of the PE value chain

1

ACG and TresVista have collated a 6-part learning series that talks about how the current PE landscape is evolving 
with technology and analytics

2
Alternative Data – Competitive Advantage in Investment Research 
(8th July,2020)

3

4 Process Automation – Improving Operational Efficiency (29th October,2020)

Data Analytics in Private Equity (16th April,2020)

Portfolio Management – Bird’s Eye View of Business Health (8th October,2020)

Due Diligence – Analytics Accelerating Value Creation (TBD)

5

6

Data Monetization – Fueling growth for PE (3rd December,2020)
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Overview
About TresVista

 High-end customized 
data intelligence 
services, financial 
services, and CFO office 
services

 Includes predictive 
analytics, business 
intelligence, financial 
modelling, portfolio 
management services 

What

 Global footprint, with 
clients across the US, 
Europe, Asia, Africa, 
Australia, LatAm, and 
MENA region

 Offices in New York, 
Mumbai, Pune and 
Bangalore, Singapore, 
and London

Where

 For Private Equity 
Funds, Asset Managers, 
Research Firms, 
Investment Banks, and 
Corporates

 By talented Associates 
& Analysts; managed by 
experienced Assistant 
Vice Presidents

Whom

 Deliver best-in-class 
quality and financial 
expertise

 Enable clients to focus 
on their core 
competencies

 Enable cost savings

Why

 Flexible staffing 
structure based on 
client requirements

 Project based 
assignments

 Annual contract option 
partners clients with 
dedicated resources

How
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Highlights
About TresVista

1,000+ CLIENTS ACROSS 
GEOGRAPHIES

ROBUST IT AND COMPLIANCE POLICIES: 
INCIDENT FREE BUSINESS OPERATIONS

EXTENSIVE EXPERIENCE
WORKING WITH LEAN TEAMS

INTEGRATE WITH CLIENT’S 
OPERATING STRATEGY

OVER 75%
BUY-SIDE CLIENTS

CLIENTS WITH OVER
US $10 TRILLION IN AUM

FOSTERING CHANGE AND 
MAKING AN IMPACT TOGETHER

With focus on quality, value chain integration and robust infrastructure, we work across asset classes and geographies

info@tresvista.com
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What is Alternative Data?

 Alternative data (or non-traditional data) is a collection of third-party data from independent providers that can help gain an edge (or alpha) to the investors

 It helps investors get faster, or more granular insights into the company’s performance which can be supplemented with the traditional data to derive 
actionable insights

Alternative Data

Alternative data provides unique insights into investment opportunities

Data obtained from social 
media and news

Geography-specific 
Satellite Images

Temperature, 
Pressure Data

Website visitor data, 
Demographics

Transaction history 
generated by credit 
card

Sales data, Corporate 
data

Geospatial
& Satellite
Geospatial
& Satellite

SentimentSentiment

Alternative 
Data

Alternative 
Data

Weather 
Sensor

Weather 
Sensor

Web Traffic 
Data

Web Traffic 
Data

Credit-card 
Based

Credit-card 
Based

Corporate 
Data

Corporate 
Data
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Need for Alternative Data

 Alternative data is processed and deciphered, using big data analytics, to generate actionable insights to supplement key business decisions
● This edge in informational coverage also enables beneficiaries to make relevant business decisions before the general population

Alternative Data

Alternative data along with data analytics help investors gain unique insights and competitive advantage 

M
od

er
n 

Ap
pr

oa
ch

Data Analytics Traditional + AI Based 
Valuation Method

Financial  Data

Alternative Data
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TresVista DIG: Role in Alternative Data Lifecycle
Alternative Data

Data Analytics can help data buyers with generating insights and sellers in monetizing data 

Data Seller
(Satellite data,

mobile data,
Weather data, 

etc.)

Companies looking 
to monetize their 

data

Alternative Data 
Source

Alternative Data Market 
Places

Data preprocessing, 
structuring, anonymizing, 

and distribution

Data Monetization ProcessData Monetization Process

Alternative Data Market 
Places

Data preprocessing, 
structuring, anonymizing, 

and distribution

Data Monetization Process

Data Buyer
(PE, Hedge Funds, etc.)

Data Quality Report and Data 
Relevancy Evaluation

Data Screening and Purchase

Descriptive 
Analytics

Diagnostic 
Analytics

Predictive 
Analytics

Prescriptive 
Analytics

Generating 
Actionable Insights

TresVista DIG Value Addition

 TresVista Data Intelligence Group is a team of highly skilled professionals that provide support to firms across geographies, domains, asset classes, and sizes

 Extensive experience in providing detailed business intelligence solutions, reporting, process automation and customized analytics

Dashboarding

Reporting

Automation

Customized 
Analytics
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Paths of Data Monetization
Data Monetization

(1) Source: https://sloanreview.mit.edu/article/demystifying-data-monetization/
(2) These paths are not mutually exclusive, and some companies accomplish either one or both (External and Internal)
(3) Additional examples in the Appendix

Data 
Monetization

Internal

Cost Reduction Revenue Growth

External

Insights as a 
Service

Analytics platform 
as a Service Data as a Service

• Process, sanitize 
and anonymize data 
before selling

• Aggregate, package, 
distribute and 
market the data

• Combine internal 
and external data 
source applying  
analytics to provide 
insights

• Offer solution based 
on data analysis

• Generate cloud-
based, self-service 
platforms for 
providing specific 
solution

• Offer maintenance 
support for the 
product/platform 

• Optimize operations
• Improve 

productivity
• Automate recurring 

processes

• Improve data 
quality & pipeline

• Analyze operational 
data for insights

• Perform predictive 
and prescriptive 
analysis to target 
revenue growth
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Why Monetize Data?
Data Monetization

In
te

rn
al

Ex
te

rn
al

Data Quality 
Improvement

Data Pipeline 
Improvement

 The ability to make money from the data may give a company the motivation it needs to invest more in the quality of its 
data

 Checking the data before you selling it may help catch problems or issues that would otherwise have gone unnoticed and 
caused issues with company’s internal operations.

 Before a company can sell its data, it has to ensure that it is accurate, organized and secure

 The company has to set up an efficient means of collecting and organizing its data for monetization purposes

 This provides an added benefit for the company to be able to use its data more effectively internally as well

Revenue 
Generation

Relationship 
Building

 Data monetization directly benefits businesses by increasing the revenue, hence, boosting the bottom line

 Companies can also generate revenue by selling insights derived from their data or other data-related products

 When selling data to other organizations either directly or through a second-party data marketplace, the company 
communicates with those organizations, which can begin a mutually beneficial business relationship

 The relationship can even result in regularly exchanging data across
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Internal – Cost Reduction

Example: Performance Improvement Model

Data Monetization

Anonymized and aggregated datasets are sold to end customers who mine the data for insights

Process

 Data was pulled from the database and 
processed to handle any outliers or missing data 
point

 Data was structured as per the requirements

Analyze

 Data was analyzed to identify patterns 

 Predictive model was built to predict and 
diagnose issues early based on the historic data 
patterns

Objective: 
Improving the overall efficiency 

and performance of a supply chain 
by estimating the issues ahead of 

time

Capture

 Machines and equipment were digitally 
monitored to capture various metrics

 The data was then stored in a common database 
system

Act

 Lead signals helped the team to:
● Correct supply chain losses
● Take preemptive corrective actions
● Avoid a portion of issues upfront

 Improved the overall throughput
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Internal – Revenue Growth

Example: Competitive Market Analysis

Data Monetization

Anonymized and aggregated datasets are sold to end customers who mine the data for insights

Integrate & Extract

 Integrated multiple data sources to create a 
single view of the data before further processing

 Created a robust data warehouse for ad-hoc 
reporting

Analyze

 Designed a geospatial analyses to visually track 
prospect customers and their proximity to the 
nearest store

 Identified clusters of prospect customers on the 
map based on location

Objective: 
Perform geospatial analyses to 
evaluate competitive market 

landscape

Set-up

 Set up a big-data AWS database to structure and 
store data

 Structured data pipeline to automate data flow 

Act

 Planned the locations of the new store based on 
the prospect customers clusters

 Tracked the major competitors based on the 
location and the services provided
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External – Insights as a Service

Example: Sales Tracking Dashboard

Data Monetization

Anonymized and aggregated datasets are sold to end customers who mine the data for insights

Automate Process

 Data wrangling to ensure data sanity

 Data Integration across multiple systems

 Data Analysis and QA

Dashboard Development

 Developed an interactive dashboard

 Ensured error free report generation

 Handled additional ad-hoc requests based on 
requirement (separate scope)

Objective: 
Analyze product-level sales data to 
observe trends over time, check for 

seasonality, inflation and 
geographic trends

Design Framework

 Explored data systems

 Checked for data accesses

 Finalized the business rules

 Designed a process map with the detailed plan 
of action

Generate Insights

 Identified volatility in profits over recent months 
as compared to historical values

 Assessed major products and customers 
contributing to fluctuating trends
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External – Analytics Platform as a Service

Example: Web-based solution for tracking fund transactions

Data Monetization

Anonymized and aggregated datasets are sold to end customers who mine the data for insights

Structure

 Gather data from the day transactions systems 
at the client's end

 Reference Investors holding pattern and 
payment data into the system

 Gather currency and market prices from the 
data providers

Design

 Create a robust web-app for the client’s team 
using Open-Source Technologies

 Give a functionality to enter Net Asset Value and 
Investor details using an intuitive web front

 Implement check and balances

Objective: 
Create an automated system to 

monitor Hedge Fund Transactions 
across funds

Scope

 Create an automated system to monitor Hedge 
Fund Transactions across funds

 Replace the existing excel model for a robust tool

 Help the client understand how funds are 
performing

Analytics

 The web-app had inbuilt reporting module, to 
compute all the analysis across funds

 The web-app runs advanced analysis like risk 
analytics….

 Automated reporting to the concerned 
investors per month
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Value Chain
Data as a Service

Data Monetization helps in increasing Portfolio Companies’ bottom-line, and thereby Private Equity firm’s IRR

Preparation Management Distribution

Data

Incentives

1. Aggregated, anonymized data
2. Data-based services

Incentives
Data MarketplaceData Owners Data Consumers

Incentives

Market

Data Analytics

Plan Gather Sanitize Storage Governance CoC Packaging Pricing Distribution
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TresVista Value Addition
Data as a Service

TresVista assists its clients from data preparation to its distribution

 Includes 
● Data Extraction & Integration
● Quality Assurance
● Segmentation & Categorization 
● Sanitization & Anonymization

 Data Sanitization and Anonymization is done 
to remove the Personal Identifier 
Information (PII)

Preparation Management

 Includes 
● Data Storage
● Security
● Governance
● Lineage Management

 Digital Chain of Custody (CoC) is maintained 
to understand the overall flow of data from 
multiple owners 

 Includes 
● Data Pricing
● Packaging 
● Marketing 
● Distributing

 Data is further distributed as Alternative 
Data by meta tagging a segment across 
various Marketplaces

Distribution
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Telecom Company Data Monetization

Example: Customer Geolocation Data

Data as a Service

Anonymized and aggregated datasets are sold to end customers who mine the data for insights

Analytics

 Data was sanitized, anonymized, segmented and 
aggregated

 Data was processed to ensure quality and sanity

 Data Pipeline was designed to ensure consistent 
flow of information

Marketplace

 Data was distributed and marketed across 
different market platforms

 Data can also be marketed and provided directly 
to the buyers

Objective: 
Telecom company wanting to 
generate additional revenue 
stream by selling their data

Data Owners

 A Private Equity portfolio company in the 
telecom sector had data with respect to 
customers’ location

 The data had PII information

Buyers

 Data can be used by restaurant chains looking to 
open a new outlet

 Target buyers can also be the authorities who 
might be planning an effective traffic 
management system



Appendix



TresVista

27

Overview

 Data monetization refers to the process of identifying and marketing data or data-based products to generate monetary value

 The insights driven from the data can be used to improve operational efficiency, or/and they can also be sold externally to those who can leverage it to 
generate insights

 Example: Companies such as Verizon, Deutsche Telekom, and Telefónica have achieved internal monetization by using data to optimize operations and client 
services, and they also leveraged that data, anonymized and aggregated, across various use cases for their B2B clients and partners by offering:

Data Monetization

(1) Source: https://www.audienceplay.com/blog/data-monetization/
(2) Source: https://sloanreview.mit.edu/article/demystifying-data-monetization/

Companies have figured out that data monetization can be used in day-to-day operations to reduce costs and grow revenue

Internet of things (IoT) applications 
for a variety of companies

Geotargeting and geofencing for 
retailers and tourism

Traffic flow and density planning 
for ad agencies, government 
agencies, etc.

Fraud detection for financial 
institutions and credit card 
companies

Smart targeting and click-stream 
insights for brands and digital 
advertisers

Location, layout, and staff planning 
for retail stores

Geo-TargetingGeo-TargetingIoTIoT

Data 
Monetization

Data 
Monetization Traffic FlowTraffic Flow

Fraud 
Detection

Fraud 
Detection

Smart 
Targeting

Smart 
Targeting

DemographyDemography
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Market Summary

Overview

 Data monetization explains the goal of creating actual value from the data in the form of revenue increases, cost savings, and risk minimization

 34.6% of total data monetization market is occupied with customer data
● Companies are investing in millions for getting the customers data
● Marketing professionals are leveraging this data for targeted marketing

 North America is estimated to hold the largest market share of ~30% by 2026

Data as a Service

Yearly Trend

(1) Source: https://www.reportsanddata.com/report-detail/data-monetization-market
(2) Source: https://www.maximizemarketresearch.com/market-report/data-monetization-market/11628/

Global Data Monetization Market is expected to reach US$ 4.9 Bn by 2026 from US$ 1.5 Bn in 2018 at a CAGR of 17 %
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Internal Data Monetization – Examples
Data Monetization

(1) Source: https://sloanreview.mit.edu/article/demystifying-data-monetization/

 Energy and process industry companies (refineries, hydroelectric dams, and other power-generating 
facilities) are urgently reengineering to outperform competitors and increase productivity and 
profitability

 Challenge: Rising production costs challenge their bottom lines, and fluctuating prices challenge the top 
lines. 

 Using data, operators can proactively make better decisions, machines and equipment can be 
monitored digitally, and analytics can predict and diagnose issues early

 Digital-native disruptors, such as Amazon, Netflix, and Airbnb, and digitally transformed (and savvy) 
players, such as Capital One and Disney, monetize data internally by gaining an intimate understanding 
of their customers

 They look at things such as demographics, special needs, historical purchases and interactions, shopping 
behaviors, and pivotal events

 This helps them in offering highly personalized products and services from discovery and purchase to 
post-purchase and reengagement

 This customer-centricity allows internal data monetization, creating competitive advantage

Cost Reduction

Revenue Growth
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External Data Monetization – Business Model Examples
Data Monetization

(1) Source: https://sloanreview.mit.edu/article/demystifying-data-monetization/

Data as a Service
 Telecommunications companies provide aggregated and anonymized customer geolocation data to local 

governments

 This allows city planners to design more effective traffic management systems

Analytics Platform as a Service

 GE’s Predix platform provides additional value to customers through data-based services that increase 
the efficiency of its machines

 Through Predix platform, GE makes predictive and prescriptive analysis available to its customers around 
energy use, maintenance, and other outcomes

 This allows cost-reduction decisions by simplifying energy processes, leading to automation and 
operational efficiencies.

Insights as a Service

 AkzoNobel has created a decision-support model for ship operators to enable fuel and CO2 savings

 They provide an advanced analytics-enabled mobile iOS app to ship operators

 App provides continuous performance prediction of coating technologies

 This allows financial and performance benefit analysis of coating choices, thus optimizing important 
investment decisions.
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