What Is the Price of Data? A Measurement Study of Commercial Data Marketplaces
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We built a cross-DM database and
trained classifiers to compare
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We tested 9 regressors and optimized 4 of them to
get at least one R? > 0.78 for predicting the price
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30% of paid products cover the

US, and prices range up to
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@ © ¢t is mostly "what " (description and categories)

median prices above the global (x2.6, x2.3 and ,@ and "how much” (volume & update rate) data

USDS x00M.

Subscription-based data product prices One-off data product prices
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x2) in AWS. 3% monthly growth in #products

is being traded that determine its price

Predicting power by feature group
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For more information, please feel free to contact us on santiago.azcoitia@imdea.org
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