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Summary
The data quality tools market continues to show strong revenue growth, driven by cost, process
optimization and digital business initiatives. Applying data quality tools to existing and emerging
business scenarios will enable data and analytics leaders to deliver greater business value.

Market Definition/Description
CIOs, chief data officers (CDOs), and data and analytics leaders are held to account for
information that supports a landscape of changing business processes. Increasingly we are
seeing organizations seek to monetize their information assets, curate external with internal data
using a trust-based governance model, and apply machine learning as they explore the value of
the Internet of Things (IoT). Unless adequate focus is given to improving data quality, many of
these business opportunities cannot be fully realized.

Data quality assurance is a discipline focused on ensuring that the condition of data is fit for use
in existing business operations and emerging digital business scenarios. As a discipline, data
quality assurance covers much more than technology. It also includes:

Program management

Roles and organizational structures

Business process use cases

Processes for monitoring, measuring, reporting and remediating data quality issues

Links to broader information governance activities via data-quality-specific policies

But, given the scale and complexity of the data landscape across organizations of all sizes and in
all industries, tools to help automate key elements of this discipline continue to attract more
interest and grow in value. Consequently, the data quality tools market continues to show
substantial revenue growth, at 13.54% in 2015, compared with the average revenue growth of
9.07% across the enterprise software markets over the same period, in constant dollars (see
"Forecast: Enterprise Software Markets, Worldwide, 2013-2020, 3Q16 Update" ).

The market definition for data quality tools has been updated in 2016 to reflect market dynamics
driven by emerging adjacent technology developments as well as the growing maturity of the
market. The data quality tools market comprises vendors that offer stand-alone software
products to address the core functional requirements of the discipline, which are:

Data profiling, measurement and visualization: The analysis of data to capture statistics
(metadata) that provide business and IT users analysis and insight into the quality of data, and
to help identify and understand data quality issues.

https://www.gartner.com/home
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Parsing and standardization: The decomposition and transformation of text fields and content
into component parts and the formatting of values into consistent layouts, based on industry
standards, local standards (e.g., postal authority standards for address data), user-defined
business rules, and knowledge bases of values and patterns using a variety of techniques,
including machine learning.

Generalized "cleansing": The modification of data values to meet domain restrictions, integrity
constraints or other business rules that define when the quality of data is sufficient for an
organization.

Matching: The identifying, linking or merging of related entries within or across sets of data
using a variety of techniques, including machine learning.

Monitoring: The deployment of controls to ensure that data (static and streamed) continues to
conform to business rules that define data quality for an organization.

Issue resolution and workflow: The identification, quarantining, assignment, escalation and
resolution of data quality issues through processes and interfaces that enable collaboration
with key roles, such as data steward.

Enrichment: The enhancement of the value of internally held data by appending related
attributes from external sources (e.g., consumer demographic attributes and geographic
descriptors).

Usability: The provision of all the above functionality through a business-oriented interface,
available to business and technical users in a manner relevant to their role (e.g., as self-service,
data preparation etc.).

In addition, data quality tools provide a range of related functional abilities that are not unique to
this market, but that are required to execute many of the core functions of data quality
assurance, or for specific data quality applications:

Connectivity/adapters confer the ability to interact with a range of different data structure
types, both at rest (such as relational databases and Hadoop) and in motion (such as data
streams and machine data).

Subject-area-specific support provides standardization capabilities for specific data subject
areas (such as packaged functionality for postal address and the IoT).

International support provides the ability to offer relevant data quality operations on a global
basis (such as handling data in multiple languages and writing systems).

Metadata management enables the ability to discover, capture, reconcile, trace (lineage) and
interoperate metadata relating to the data quality process.

Configuration environment abilities enable the creation, management and deployment of data
quality rules.

Operations and administration facilities support the monitoring, managing, auditing and
control of data quality processes.

Service enablement provides service-oriented characteristics and support for API-based
access.
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Choice of deployment options to offer abilities to implement some or all data quality functions
and/or services beyond on-premises deployments (e.g., via the cloud).

The tools provided by vendors in this market are used by organizations for both internal
deployment in their IT infrastructure and as cloud deployments such as SaaS. They use them to
directly support various scenarios that require better data quality for business operations (such
as transactional processing, master data management [MDM], big data, business intelligence [BI]
and analytics), and to enable staff in data-quality-oriented roles, such as data stewards, to carry
out data quality improvement work. Off-premises solutions, in the form of hosted data quality
offerings, SaaS delivery models and cloud services, continue to evolve and slowly grow in
popularity (currently at 11% adoption, based on 2016 survey data for data quality tools).

Magic Quadrant
Figure 1. Magic Quadrant for Data Quality Tools
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Source: Gartner (November 2016)

Vendor Strengths and Cautions

Ataccama

Ataccama (http://www.ataccama.com/) has headquarters in Stamford, Connecticut, U.S., and
Prague, Czech Republic. Its data quality products are DQ Analyzer, Data Quality Center, DQ Issue
Tracker and DQ Dashboard. We estimate that Ataccama has 254 customers for these products.

STRENGTHS

Market understanding, product strategy and pricing: Ataccama's clarity of understanding
business issues has led to a product strategy and roadmap focused on packaging combined
offerings, such as MDM with data quality, to deliver increased business value at a compelling
price point.

Customer experience: Reference customers report a positive postsales experience with the
data quality product and with Ataccama itself. Professional services and technical support
were highlighted as contributing to customers' high level of satisfaction.

Data profiling: Reference customers continue to highly rate Ataccama's data profiling
technology, DQ Analyzer. Ataccama offers free trial licenses for full testing of its profiling
capabilities, resulting in high-level sales follow-through.

CAUTIONS

Market execution: Although Ataccama has grown its geographical footprint over the past year,
market awareness of it remains low. This makes it less likely to appear in competitive
evaluations and client inquiries outside EMEA.

Product complexity: Ataccama's reference customers reported that some product versions are
fairly complex to use. In particular, they highlighted workflow design and web service
integration as areas for improvement.

Ease of integration: Reference customers scored Ataccama's ability to interact with third-party
data integration and MDM tools lower than the survey average.

BackOffice Associates

BackOffice Associates (http://www.boaweb.com/) has headquarters in South Harwich,
Massachusetts, U.S. Its data quality products are dspMigrate, dspMonitor, dspCompose,
dspCloud and SAP Information Steward Accelerator by BackOffice Associates. We estimate that
BackOffice Associates has 218 customers for these products.

STRENGTHS

Depth in product data domain: BackOffice Associates demonstrates depth in the product data
domain across many industry sectors. This makes it an attractive technology provider for
organizations with product data requirements.

Professional services, technical support and methodology: Reference customers scored
highly the quality and level of experience of both professional services and technical support.
BackOffice Associates' data quality methodology, guided by its professional services support,
helps its customers apply its tools to broader use cases in their organization.

http://www.ataccama.com/
http://www.boaweb.com/
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Strong support for SAP implementations: In addition to its broader data quality offering,
BackOffice Associates provides tools and processes designed specifically for SAP and Infor
implementations, which accelerates time to value for such customers.

CAUTIONS

Pricing model: Reference customers highlighted pricing flexibility concerns with BackOffice
Associates' pricing model, and that the cost of tools was higher than expected.

Limited mind share and market presence: BackOffice Associates' data quality tools are
mentioned very infrequently in Gartner client inquiries, and we see them in few competitive
situations. In the survey for this Magic Quadrant, few respondents listed BackOffice
Associates in their top three candidates for data quality tool provider.

Limited innovation and functionality: BackOffice Associates is not yet demonstrating
innovation in areas such as data preparation, machine learning or predictive analytics for data
quality, which are increasingly needed for emerging scenarios. Reference customers have
highlighted the need for functionality improvements in data quality profiling and visualization.

Experian

Experian (http://www.qas.com/) has its corporate headquarters in Dublin, Ireland, and operational
headquarters in Nottingham, U.K.; Costa Mesa, California, U.S.; and Sao Paulo, Brazil. Its data
quality products include Experian Pandora, and the Capture, Clean and Enhance data quality
tools. We estimate that Experian has 8,000 customers for these products.

STRENGTHS

Level of business-user support: Experian's reference customers highlighted a high degree of
support for business analysts and information stewards. Pandora's issue resolution and
workflow, business-facing visualization and profiling enable data quality issues to be directly
addressed by business roles.

Ease of implementation and fast time to value: Experian's reference customers reached time
to value for Pandora in half the time of the survey average. Customers report ease of
implementation and out-of-the-box functionality, enabling them to quickly realize value.

Data profiling: Experian continues to deliver strong data profiling functionality to its customers
through Pandora. It plans to broaden its existing free license approach, which will enable
companies to gain further familiarity with its functionality prior to purchase.

CAUTIONS

Product performance and software reliability in some versions: Reference customers
highlighted product performance issues with some versions of Experian's products. They
indicated a higher incidence of software bugs than the survey average.

Professional services and technical support: Experian's reference customers scored
professional services and technical support lower than the survey average.

Scope of innovation: Gartner has not yet seen Experian expand the scope of its product
innovation to more fully address areas such as big data, machine learning or the IoT, or further
broaden its focus beyond the party data domain.

IBM

http://www.qas.com/
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IBM (http://www.ibm.com/) has headquarters in Armonk, New York, U.S. Its data quality product is
IBM InfoSphere Information Server for Data Quality. We estimate that IBM has 2,500 customers
for this product.

STRENGTHS

Product innovation: IBM continues to invest in data quality product innovation. It is extending
its capabilities in data preparation, machine learning, IoT support, reusability and governance
by sharing algorithms across its products and leveraging open-source components, such as
Apache Kafka.

Mind share and market presence: IBM is frequently mentioned by users of Gartner's client
inquiry service and in competitive evaluations by data quality tool users.

Information governance and stewardship support: The depth of data quality functionality
provided by IBM supports key roles in information governance and stewardship, allowing them
to understand, address and control enterprise data issues.

CAUTIONS

Pricing and licensing approach: Reference customers scored IBM's pricing and licensing
model below the survey average. IBM has recently launched a simpler and more flexible pricing
approach that aims to address this.

Data quality visualization: Reference customers identified a need for IBM to further improve
the data quality visualization offered by some versions of its data quality product.

Ease of product installation, upgrade and migration: Although IBM continues to address
product complexity and has made improvements, its reference customers highlighted
difficulties during the installation, upgrade and migration of some product versions. IBM is
investing in improving this process in the current release.

Informatica

Informatica (http://www.informatica.com/) has headquarters in Redwood City, California, U.S. Its
data quality product is Informatica Data Quality (IDQ). We estimate that Informatica has 3,400
customers for this product.

STRENGTHS

Innovation and product strategy: Informatica's product strategy for data quality is based on its
innovative Intelligent Data Platform. It uses machine learning, algorithms and predictive
analytics to address emerging scenarios, such as the IoT, big data analytics, data governance
and content-driven data analysis.

Business-facing technology at enterprise scale: Informatica's data quality capabilities address
the needs of key business roles such as information steward and data analysts, while
providing the depth and enterprise scalability needed by technical roles.

Market understanding, strong marketing and sales strategy: Informatica is growing strongly,
underpinned by its deep understanding of the data quality market and its ability to predict and
adapt to market changes. Its market understanding is highly correlated with its sales and
marketing strategy, and with closed-loop market execution.

CAUTIONS

http://www.ibm.com/
http://www.informatica.com/
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Performance and scalability: Informatica reference customers highlighted some performance
and scalability challenges, such as running parallel workflows and processing high volumes,
with v.9 of its IDQ product.

Pricing model: Informatica reference customers highlighted high pricing and complex
licensing as continuing issues. In competitive situations, prospective customers identify
pricing as their main reason for choosing another vendor.

Ease of installation, upgrade and migration: Some Informatica reference customers have
encountered issues with the installation, upgrade and migration of v.9 of its IDQ product.

Information Builders

Information Builders (http://www.informationbuilders.com/) has headquarters in New York, New
York, U.S. It offers the iWay Data Quality Suite. We estimate that Information Builders has 250
customers for this product.

STRENGTHS

Market understanding and business model: Information Builders has a good understanding of
data quality and its adjacent markets. Its Omni-Gen platform offers good alignment with
customer requirements for data integration and MDM. The offering is perceived as competitive
due to its packaging and pricing.

Data profiling, visualization and workflow: Information Builders reference customers scored
highly its data profiling, visualization and workflow functionality, which support key business
roles such as the information steward .

Robust functionality supporting multiple domains and use cases: Information Builders' data
quality capabilities are broad and robust, and well-scored by reference customers.
Deployments indicate a diversity of usage scenarios and data domains, such as customer,
product and location data.

CAUTIONS

Marketing execution and mind share: Information Builders has grown, but awareness of it
remains limited by a disconnect between market understanding and marketing execution. It
appears only infrequently in the competitive evaluations seen by Gartner, and its sales activity
is mostly in North America.

Professional services and technical support: Reference customers highlighted the need for
improvement in Information Builders' professional services, technical support and
documentation provided.

Ease of installation, upgrade and migration: Reference customers reported the need for
improvements in the installation, upgrade and migration of Information Builders' products.

Innovative Systems

Innovative Systems (http://www.innovativesystems.com/) has headquarters in Pittsburgh,
Pennsylvania, U.S. Its data quality products are the i/Lytics Enterprise Data Quality Suite, FinScan,
Enlighten and PostLocate. We estimate that Innovative has 940 customers for these products.

STRENGTHS

http://www.informationbuilders.com/
http://www.innovativesystems.com/
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Positive customer experience: Reference customers commended the software's ease of use
and Innovative's strong levels of product support and professional services. Customers stated
that the products are reliable and robust.

Pricing model and value: Reference customers continued to report that the pricing model for
Innovative's products and services is very favorable. The cost of tools is low in relation to
expectations, budget and the value received by its customers.

Data profiling and visualization: Innovative's data quality profiling and visualization
functionality, which is critical to support business roles such as the data steward, was scored
highly by its reference customers in this survey.

CAUTIONS

Limited mind share and market presence: Although Innovative continues to grow its customer
base, it still has a relatively limited market presence. It is rarely seen by Gartner in competitive
situations and rarely mentioned by users of Gartner's client inquiry services.

Narrow data domain focus: Gartner sees relatively limited usage of Innovative products
outside the customer/party data domain. Innovative's focus on this domain is advantageous in
scenarios where a concentration on customer and financial services data is required — but in
others it represents a shortcoming.

Narrow industry focus: Innovative is most active in the financial services sector, with most of
its customers in banking and insurance. Organizations in other sectors may need to verify that
their business requirements can be fully supported by Innovative's technology and services.

MIOsoft

MIOsoft (http://www.miosoft.com/) has headquarters in Madison, Wisconsin, U.S. Its data quality
product is MIOvantage. We estimate that it has 300 customers for this product.

STRENGTHS

Innovative product designed for emerging scenarios: MIOsoft provides contextual data quality
technology using graph analytics and machine learning to address data quality issues in big
data and IoT use cases. Its focus on trust and ability to address complex relationships
positions it well for emerging scenarios.

Strong growth in the data quality market: We have seen MIOsoft grow significantly in data
quality revenue and customer base over the past year. Expansion in its organizational and
geographical footprint and partnerships positions it well for continuing growth.

Robust and high performing functionality: Well over 90% of reference customers reported no
problems with the software. Their scoring of MIOsoft's overall data quality functionality and
customer experience were among the highest in the survey.

CAUTIONS

Limited sales, marketing execution and mind share: Although offering an innovative data
quality product, MIOsoft's sales and marketing execution and presence are very limited.
Gartner does not often see it in competitive situations.

Availability of product expertise: The relatively small size of MIOsoft and its customer base
limits the wider availability of relevant product expertise, which may act as a barrier to
adoption. However, MIOsoft is expanding its partnerships in an attempt to address this issue.

http://www.miosoft.com/
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Address standardization and validation: Reference customers scored MIOsoft's address
standardization and validation functionality below the survey average, though scored its
functionality in all other areas well above average.

Neopost

Neopost (http://www.neopost.com/) has headquarters near Paris, France. Its data quality products
are Data Cleaner, Data Hub and Data Cloud. We estimate that Neopost has 825 customers for
these products.

STRENGTHS

Deep experience of customer/party data domain: Neopost's continuing strategic focus on
marketing scenarios and the customer/party data domain makes it a very attractive
proposition for organizations with such requirements.

Widening adoption of alternative delivery models: Neopost customers continue to adopt SaaS
and other cloud-based deployments. Organizations addressing marketing scenarios and
looking for scalability through an elastic cost model may find Neopost's offering attractive.

Address and location services functionality: Reference customers highlighted address
standardization, validation and geocoding as strengths in Neopost's data quality tools.

CAUTIONS

Cost of tools relative to value: Reference customers expressed dissatisfaction with the cost of
Neopost's tools relative to the value delivered. The cost of tools relative to expectations and
budget was also highlighted as an area for improvement.

Functionality improvements needed: Reference customers scored certain Neopost
functionality below the survey averages, including data profiling, entity resolution, multidomain
support, monitoring and issue resolution, and workflow areas.

Limited product innovation, technically complex: Reference customers highlighted that
Neopost's data quality tools are complex to use, are technically oriented, and haven't displayed
much innovation for some time.

Oracle

Oracle (http://www.oracle.com/) has headquarters in Redwood Shores, California, U.S. Its data
quality product is Oracle Enterprise Data Quality (EDQ), for which there is the optional Product
Data Extension. We estimate that Oracle has 450 customers for its EDQ product.

STRENGTHS

Breadth of functionality for multiple data domains and use cases: Oracle EDQ provides users
with a broad set of data quality functionality, and we see it being applied to all data domains, to
a wide variety of use cases and in all geographies.

Ease of use: Reference customers highlighted Oracle EDQ's overall ease of use. They also
commended the value of its out-of-the-box functionality and connectivity that enables them to
make progress quickly.

Broadening support for information stewards: Oracle's data quality functionality continues to
extend to support the information steward role. Its big data preparation cloud service, profiling
via APIs and extended customer data services provide greater empowerment for this role.

CAUTIONS

http://www.neopost.com/
http://www.oracle.com/
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Pricing model: Oracle reference customers continued to cite high price and a complex
licensing model as areas of concern. In our reference survey, its pricing approach was
identified as the key reason for not selecting Oracle in competitive situations.

Installation, upgrade and migration concerns: Oracle reference customers continued to
highlight issues with the installation, migration and upgrading of older versions of EDQ.

Integration complexity: Oracle reference customers highlighted integration complexity as an
area for improvement. They scored difficulty to integrate with other infrastructure tools or
applications significantly above the survey average.

Pitney Bowes

Pitney Bowes (http://www.pb.com/software) has headquarters in Stamford, Connecticut, U.S. Its
flagship data quality product is the Spectrum Technology Platform. Legacy products in its
portfolio include Code-1 Plus, Finalist and VeriMove. We estimate that Pitney Bowes has 2,700
customers for these products.

STRENGTHS

Increasing coverage with in-depth data quality functionality for party data: Pitney Bowes
continues to invest in broadening its global market reach through partner networks. Spectrum's
business-facing graph database technology, machine-learning-based information extraction,
focus on party data, and support for geographic and location intelligence are key strengths.

Broadening cloud adoption: Pitney Bowes customers are increasingly using SaaS for
deployment of Spectrum. This enables them to use its business-facing data quality
functionality in a location-agnostic and flexible cost manner.

Data quality visualization and location, and spatial data enrichment: Pitney Bowes reference
customers scored highly Spectrum's visualization capabilities and its functionality to support
their location and spatial data enrichment requirements.

CAUTIONS

Customer experience: Reference customers scored overall customer experience, professional
services and product technical support at Pitney Bowes lower than the survey averages. In
particular, they highlighted time taken to respond and fix issues raised.

Performance, scalability and ease of use: Reference customers scored performance,
scalability and ease of use of Pitney Bowes' data quality tools below the survey averages.
Pitney Bowes is working to address this by improving user experience and support during
deployment, and providing published benchmarks to help its customers reach optimal scale
and performance.

Limited breadth of product strategy: Pitney Bowes demonstrates a clear vision and strategic
focus on the party and location data domain. Organizations that seek a strategic offering in
other domains, such as product and thing, should be aware that it is limited in these areas.

RedPoint

RedPoint (http://www.redpoint.net/) has headquarters in Wellesley Hills, Massachusetts, U.S. Its
data quality product is RedPoint Data Management. We estimate that RedPoint has
approximately 200 customers for this product.

STRENGTHS

http://www.pb.com/software
http://www.redpoint.net/
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Positive customer experience: Reference customers reported an overall positive experience
with RedPoint's technical support, professional services and overall capabilities with respect to
their requirements. They perceive RedPoint as high value for money.

Broad and stable data quality functionality: RedPoint Data Management technology provides a
broad set of data quality functionality. Reference customers scored its data quality
functionality favorably, and relatively few software bugs have been reported.

Fast time to value: Reference customers have consistently indicated that the time to value for
RedPoint's data quality product is among the fastest of those surveyed. Contributing to this is
the ease of installation, upgrade migration and the stability of its software.

CAUTIONS

Limited mind share and market presence: RedPoint continues to grow and its data quality
technology delivers value, but it remains relatively less known in the overall data quality
market.

Insufficient support for information stewards: Although RedPoint serves data quality technical
users well, more support is needed for information stewards, such as enhancing data quality
visualization and issue resolution through stewardship workflows.

Need for better documentation and availability of skills: Although RedPoint is growing well, it
presently has a relatively small installed base and skilled resources are difficult for customers
to find. Its reference customers have continued to cite poor documentation as a concern.

SAP

SAP (http://www.sap.com/) has headquarters in Walldorf, Germany. Its data quality products are
Data Quality Management, Information Steward and Data Services. We estimate that it has 8,600
customers for these products.

STRENGTHS

Product strategy: SAP's approach to product development and delivery emphasizes
differentiation through its strategic SAP Hana platform. Customers using or moving to Hana
are well-placed to enhance business benefit with reduced complexity by adopting data quality
as a service, data preparation and information governance services.

Depth and breadth of functionality and usage: SAP offers good coverage and depth of
functionality for data quality and has seen revenue growth above the data quality market
average. Its products continue to be adopted as enterprisewide standards, applied to a wide
variety of business scenarios and data domains.

Integration with SAP applications and other technologies: Reference customers highlighted
the strength of integration between SAP's data quality tools and applications, both within and
outside its portfolio.

CAUTIONS

Product support and professional services: Although Gartner has seen improvements in SAP's
product technical support and professional services, its reference customers indicated that
further progress is needed in these areas.

http://www.sap.com/
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Issue resolution and workflow: Reference customers in the survey scored SAP's issue
resolution and workflow functionality below the survey average. They also highlighted software
reliability issues with Information Steward v.4.1 and v.4.2.

Information Steward interface: Reference customers in the survey highlighted the need for
improving SAP's data quality user interface for the information steward role.

SAS

SAS (http://www.sas.com/) has headquarters in Cary, North Carolina, U.S. Its data quality products
are Data Quality, Data Management and Data Quality Desktop. We estimate that SAS has 2,350
customers for these products.

STRENGTHS

Business-facing functionality and information steward support: SAS supports key business
roles (e.g., information steward) by providing strong capabilities for data profiling, monitoring
and process orchestration. New features in visual analytics and reporting as well as data
quality accelerators enhance the value added to business data quality roles.

Market understanding and presence: SAS's understanding of the data quality market and
speed of adapting to market trends allow customers to use its in-stream analytics, machine-
learning and data preparation functionality in emerging scenarios. SAS has a strong brand and
is often shortlisted in competitive situations.

Ease of use and breadth of applicability: Customers identified SAS's very good usability and
multidomain capabilities as key strengths. Though Gartner sees SAS most often used in
customer domain scenarios, its functionality is applicable across all data domains and
scenarios.

CAUTIONS

Pricing model and price points: Existing and prospective customers of SAS continued to
identify its high prices and complex licensing model as primary challenges to adoption.

Support for data quality issue resolution and workflow: Reference customers scored SAS
support for data quality issue resolution and workflow below the survey average.

Predominantly on-premises adoption: SAS customers continue to primarily deploy the
company's data quality products on-premises. However, the release of SAS Viya should enable
more customers to transition to hybrid or purely SaaS deployments.

Talend

Talend (http://www.talend.com/) has headquarters in Redwood City, California, U.S. Its data quality
products are Talend Open Studio for Data Quality and Talend Data Management Platform. We
estimate that Talend has 750 customers for these products. Talend completed an initial public
offering on Nasdaq in late July 2016.

STRENGTHS

Innovation and business model: Talend has brought innovation, such as semantic discovery,
data quality on Spark and machine learning for record matching, to wider areas of the market
through effective packaging and modest pricing.

Diverse use cases and data domains: Talend's data quality tools support, and are used in,
diverse use cases and multiple data domains across all industries and geographies.

http://www.sas.com/
http://www.talend.com/
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Broad data quality functionality: Talend customers benefit from a broad set of data quality
functionality embedded throughout the company's suite of products, and connected through
good integration capabilities.

CAUTIONS

Professional services and product technical support: Reference customers highlighted a need
for improvement in Talend's technical support and professional services. Talend has indicated
that it is addressing this by extending its partner relationships.

Technical positioning and capabilities: Reference customers highlighted a need for a more
business-friendly user interface in its data quality products.

Software reliability issues: Reference customers identified a higher number of software bugs
in Talend's data quality tools than the average in this survey.

Trillium Software

Trillium Software (http://www.trilliumsoftware.com/) has headquarters in Burlington,
Massachusetts, U.S. Its data quality products are the Trillium Software System, Trillium Refine,
Trillium Quality for Salesforce and Trillium for SAP MDG. We estimate that Trillium has 1,060
customers for these products. Its owner Harte Hanks is currently seeking to divest Trillium.

STRENGTHS

Strength and stability of core functionality: Trillium offers strong data quality functionality in
key areas, such as profiling, parsing, standardization and matching. Reference customers
reported fewer software issues than users of many other vendors did, and highlighted its
stability.

Mind share, market presence and track record: Trillium has strong mind share and a very long
and solid track record of delivering data quality solutions. It is frequently mentioned by users of
Gartner's inquiry service and is often shortlisted in competitive evaluations for data quality
tools.

Strong growth in cloud-based deployments: Trillium has seen a strong increase in its cloud
business, with more customers moving to its SaaS option. This makes it more economically
flexible for its customers and reduces the level of infrastructure management within IT
departments.

CAUTIONS

Divestment from Harte Hanks: Organizations considering Trillium should be aware that it is in
the process of divestment from Harte Hanks. This period of transition may have short-term
impact on some areas, such as product strategy, marketing strategy and the business model.

Price model and price points: Reference customers highlighted the price of Trillium software,
services and data quality tools relative to expectations and budget as barriers to broader
adoption. These are also adverse factors in competitive situations.

Ease of installation, upgrade and migration: Reference customers highlighted the need for
improvements in the ease of installation, upgrade and migration of some versions of Trillium's
software.

Uniserv

http://www.trilliumsoftware.com/
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Uniserv (http://www.uniserv.com/) has headquarters in Pforzheim, Germany. Its data quality
products are Data Quality Monitor, Data Quality Explorer, Data Quality Batch Suite, Data Quality
Real Time Suite and Data Quality Scorecard. We estimate that it has 1,042 customers for these
products.

STRENGTHS

Customer experience: Reference customers reported a high level of overall customer
experience, satisfaction with Uniserv products, support and services, and a good relationship
with the vendor.

Strong focus on customer/party data in EMEA: Customers focused on customer/party data
use cases that are mainly in EMEA benefit from Uniserv's capabilities and deep experience in
that data domain, supported by its multicountry and multilingual functionality.

Performance and scalability: Reference customers scored highly the performance, scalability
and throughput of Uniserv's data quality tools.

CAUTIONS

Pricing and licensing model: Reference customers have highlighted issues with Uniserv's
pricing and licensing approach, the value of its tools relative to cost, and the cost of its tools
relative to expectations and budget.

Gaps in product functionality: Uniserv's data quality tools are missing some functionality
present in other vendors' data quality tools. Gartner and Uniserv customers have both noted
limited capabilities for metadata management and social media connectivity.

Limited marketing and sales strategies and market execution: Despite its loyal customer
base, Uniserv is not often seen in competitive situations or mentioned in Gartner client
inquiries. It has achieved below-average growth in this market. Sales and marketing strategies
are the root cause, not product-related issues.

Vendors Added and Dropped

We review and adjust our inclusion criteria for Magic Quadrants as markets change. As a result
of these adjustments, the mix of vendors in any Magic Quadrant may change over time. A
vendor's appearance in a Magic Quadrant one year and not the next does not necessarily indicate
that we have changed our opinion of that vendor. It may be a reflection of a change in the market
and, therefore, changed evaluation criteria, or of a change of focus by that vendor.

Added

None

Dropped

DataMentors

Inclusion and Exclusion Criteria
The inclusion criteria for data quality tools have been updated in 2016 to reflect changing market
dynamics, which are driven by emerging adjacent technology developments as well as the
growing maturity of the market. To be included in this Magic Quadrant, vendors had to meet the
following criteria:

http://www.uniserv.com/
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They must offer stand-alone packaged software tools or cloud-based services (not only
embedded in, or dependent on, other products and services) that are positioned, marketed and
sold specifically for general-purpose data quality use. Vendors that provide several data quality
products must demonstrate that these are integrated and collectively meet the full inclusion
criteria for this Magic Quadrant.

They must deliver functionality that addresses, at minimum, profiling, parsing,
standardization/cleansing, matching and monitoring. Vendors that offer narrow functionality
(e.g., that support only address cleansing and validation, or that deal only with matching) are
excluded because they do not provide complete suites of data quality tools. Specifically,
vendors must offer all of the following:

Profiling and visualization — They must provide packaged functionality for attribute-based
analysis (e.g., minimum, maximum, frequency distribution and so on) and dependency
analysis (cross-table and cross-dataset analysis). Profiling results must be exposed in either
a tabular or a graphical user interface delivered as part of the vendor's offering. Profiling
results must be able to be stored and analyzed across time boundaries (trending).

Parsing — They must provide packaged routines for identifying and extracting components
of textual strings, such as names, mailing addresses and other contact-related information.
Parsing algorithms and rules must be applicable to a wide range of data types and domains,
and must be configurable and extensible by the customer. Parsing of content to extract
relevant attributes and use of machine-learning approaches to support parsing must be
offered.

Matching — They must provide configurable matching rules or algorithms that enable users
to customize their matching scenarios, audit the results, and tune the matching scenarios
over time. The matching functionality should be supported by machine learning and must
not be limited to specific data types or domains, or limited to the number of attributes that
can be considered in a matching scenario.

Standardization and cleansing — They must provide both packaged and extensible rules for
handling syntax (formatting) and semantic (values) transformation of data to ensure
conformance with business rules.

Monitoring — They must support the ability to deploy business rules for proactive,
continuous monitoring of common and user-defined data conditions for data at rest and in
motion (streaming).

They must support this functionality with packaged capabilities for data in more than one
language and for more than one country.

They must support this functionality both in scheduled (batch) and interactive (real-time)
modes.

They must support large-scale deployment via server-based runtime architectures that can
support concurrent users and applications.

They must maintain an installed base of at least 100 production, maintenance/subscription-
paying customers for the data quality product(s) meeting the above functional criteria. The
production customer base must include customers in more than one region (North America,
Latin America, EMEA and Asia/Pacific).
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They must be able to provide multi-industry reference customers that demonstrate
multidomain and/or multiproject use of the product(s) meeting the above functional criteria.

Vendors meeting the above criteria but limited to deployments in a single or specific application
environment (e.g., only marketing scenarios) are excluded from this Magic Quadrant.

The criteria above have been established to reflect the evolving market demands for business
and technical data quality functionality that can be applied to multiple domains and diverse use
cases across different industries. There are many vendors of data quality tools, but most do not
meet the above criteria and are therefore not included in this Magic Quadrant. Many vendors
provide products that deal with one very specific data quality problem, such as address cleansing
and validation, but that cannot support other types of application, or that lack the full breadth of
functionality expected of today's data quality solutions. Others provide a range of functions, but
operate only in a single country or support only narrow, departmental implementations. Others
may meet all the functional, deployment and geographic requirements, but be at a very early
stage in their "life span" and, therefore, have few, if any, production customers.

Evaluation Criteria

Ability to Execute

Gartner analysts evaluate technology vendors on the quality and efficacy of the processes,
systems, methods and procedures that enable their performance to be competitive, efficient and
effective, and to positively affect their revenue, retention and reputation. Ultimately, technology
vendors are judged on their ability to capitalize on their vision, and their success in doing so.

We evaluate vendors' Ability to Execute in the data quality tools market by using the following
criteria:

Product or Service: How well the vendor supports the range of data quality functionality
required by the market, the manner (architecture) in which this functionality is delivered, and
the overall usability of the tools. Product capabilities are crucial to the success of data quality
tool deployments, therefore this criterion receives a high weighting.

Overall Viability: Viability includes an assessment of the overall organization's financial health,
the financial and practical success of the business unit, and the likelihood that the individual
business unit will continue investing in the product, will continue offering the product and will
advance the state of the art within the organization's portfolio of products. It considers the
vendor's financial strength (as assessed by revenue growth, profitability and cash flow) and the
strength and stability of its people and organizational structure. In this iteration of the Magic
Quadrant, we adjusted the weighting of this criterion to medium, reflecting buyers' increased
openness to considering newer, less-established and smaller providers with differentiated
offerings.

Sales Execution/Pricing: This considers the vendor's capabilities in all presales activities and
the structure that supports them. This includes deal management, pricing and negotiation,
presales support, and the overall effectiveness of the sales channel. It considers the
effectiveness of the vendor's pricing model in light of current customer demand trends and
spending patterns, and the effectiveness of its direct and indirect sales channels. With the
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major emphasis by buyers on cost models and ROI, and the criticality of consistent sales
execution in order to drive a vendor's growth and customer retention, this criterion receives a
high weighting.

Market Responsiveness/Record: This is the vendor's ability to respond, change direction, be
flexible and achieve competitive success as opportunities develop, competitors act, customer
needs evolve and market dynamics change. This criterion also considers the vendor's history
of responsiveness, and the degree to which the vendor has demonstrated the ability to respond
successfully to market demand for data quality capabilities over an extended period. As an
important consideration for buyers in this market — but not an overriding one, this criterion
receives a medium weighting.

Marketing Execution: This considers the clarity, quality, creativity and efficacy of programs
designed to deliver the organization's message to influence the market, promote the brand and
business, increase awareness of the products, and establish a positive identification with the
product/brand and organization in the minds of buyers. This "mind share" can be driven by a
combination of publicity, promotional initiatives, thought leadership, word of mouth and sales
activities. It includes the overall effectiveness of the vendor's marketing efforts, the degree to
which it has generated mind share, and the magnitude of the market share achieved as a
result. Given the increasingly competitive nature of this market and the continued entry of new
vendors, large and small, this criterion has a high weighting.

Customer Experience: This is the relationships, products and services/programs that enable
clients to be successful with the products evaluated. Specifically, it includes the ways
customers receive technical support or account support. It can also include ancillary tools,
customer support programs (and the quality thereof), availability of user groups, service-level
agreements and so on. It considers the level of satisfaction expressed by customers with the
vendor's product support and professional services, their overall relationship with the vendor,
and their perceptions of the value of the vendor's data quality tools relative to costs and
expectations. In this iteration of the Magic Quadrant, we have retained a high weighting for this
criterion to reflect buyers' scrutiny of these considerations as they seek to derive optimal value
from their investments. Analysis and rating of vendors against this criterion are driven directly
by the results of a customer survey executed as part of the Magic Quadrant process.

Operations: This criterion is not rated in this Magic Quadrant because our interaction with the
market indicates it to be a minor consideration during the selection of data quality tools.

Table 1.   Ability to Execute Evaluation Criteria

Evaluation Criteria Weighting

Product or Service High

Overall Viability Medium

Sales Execution/Pricing High

Market Responsiveness/Record Medium
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Evaluation Criteria Weighting

Marketing Execution High

Customer Experience High

Operations Not Rated

Source: Gartner (November 2016)

Completeness of Vision

Gartner analysts evaluate technology vendors on their ability to convincingly articulate logical
statements about the market's current and future direction, innovation, customer needs and
competitive forces, as well as how they map to Gartner's position. Ultimately, technology vendors
are assessed on their understanding of the ways in which market forces can be exploited to
create opportunities.

We assess vendors' Completeness of Vision for the data quality tools market by using the
following criteria:

Market Understanding: This is the degree to which the vendor leads the market in new
directions (in terms of technologies, products, services or otherwise), and its ability to adapt to
significant market changes and disruptions, such as requirements for data quality functionality
for the IoT, streaming data, big datasets and data preparation. In this criterion, we also
consider the degree to which vendors are aligned with the significant trend of convergence
with other data-management-related markets — specifically, the markets for data integration
tools and MDM solutions. Given the dynamic nature of this market, this criterion receives a
high weighting.

Marketing Strategy: Clear, differentiated messaging, consistently communicated internally and
externalized through social media, advertising, customer programs and positioning
statements, is considered in this criterion. This includes the degree to which the vendor's
marketing approach aligns with and/or exploits emerging trends (such as the IoT, data
preparation, self-service and interoperability with MDM and BPM technologies) and the overall
direction of the market. This criterion receives a medium weighting.

Sales Strategy: This is the vendor's strategy for selling products, including its use of the
appropriate network of direct and indirect sales, marketing, service, deployment options and
communication affiliates, that extend the scope and depth of market reach, skills, expertise,
technologies, services and the customer base. It looks at partnerships that extend the scope
and depth of market reach, expertise, technologies, services and their customer base, and the
alignment of the vendor's sales model with the ways in which customers' preferred buying
approaches will evolve over time. This criterion receives a medium weighting.

Offering (Product) Strategy: This considers whether the vendor's approach to product
development and delivery emphasizes differentiation, functionality, methodology and feature
sets as they map to current and future requirements. It examines the degree to which the
vendor's product roadmap reflects market understanding and demand trends, fills current gaps
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or weaknesses, and includes developments such as machine learning and in-stream data
quality that create competitive differentiation and increased value for customers. We also
consider the breadth of the vendor's strategy with regard to a range of delivery models for
products and services, from traditional on-premises deployment to SaaS and cloud-based
models. Given the rapid evolution of both technology and deployment models in this market,
we give a high weighting to this criterion.

Business Model: This considers the design, logic and execution of the organization's business
proposition to achieve continued success. It looks at the overall approach the vendor takes to
executing its strategy for the data quality tools market, including diversity of delivery models,
packaging and pricing options, and partnership types (joint marketing, reselling, OEM, system
integration/implementation and so on). This criterion has a low weighting.

Vertical/Industry Strategy: This considers the vendor's strategy to direct resources, skills and
offerings to meet the specific needs of individual market segments, including vertical markets.
It includes the degree of emphasis the vendor places on vertical-market solutions, and the
vendor's depth of vertical-market expertise. Given the broad, cross-industry nature of the data
quality discipline and blurring of industry boundaries, vertical-market strategies are somewhat
less important than in some other disciplines, so this criterion has a low weighting.

Innovation: This looks at the extent to which the vendor demonstrates creative energy in the
form of thought-leading and differentiating ideas and product plans that have the potential to
significantly extend or even reshape the market in a way that adds value for customers. Given
buyers' desire to take substantial leaps forward in their information management competency,
and the strong interest in extending data quality capabilities in support of broader information
governance goals, this criterion receives a high weighting.

Geographic Strategy: This considers the vendor's strategy to direct resources, skills and
offerings to meet the specific needs of geographies outside its "home" or native geography,
either directly or through partners, channels and subsidiaries as appropriate for that geography
and market. It assesses the strength of the vendor's strategy for expanding its reach into
markets beyond its home region or country, in the face of global demand for data quality
capabilities and expertise. This criterion has a medium weighting.

Table 2.   Completeness of Vision Evaluation Criteria

Evaluation Criteria Weighting

Market Understanding High

Marketing Strategy Medium

Sales Strategy Medium

Offering (Product) Strategy High

Business Model Low
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Evaluation Criteria Weighting

Vertical/Industry Strategy Low

Innovation High

Geographic Strategy Medium

Source: Gartner (November 2016)

Quadrant Descriptions

Leaders

Leaders demonstrate strength in depth and breadth across a full range of data quality functions,
including profiling, parsing, standardization, matching, validation and enrichment. They exhibit a
clear understanding and strategy for the data quality market, use thought-leading and
differentiating ideas, and deliver their product innovation to the market. Leaders address all
verticals, geographies, data domains and use cases. The capabilities provided in their products
include recognition of multidomain data quality issues, alternative deployment options such as
SaaS, self-service support for roles such as the information steward, data preparation
functionality for business users, use of machine learning and algorithms, data quality support for
IoT, support for a trust-based governance model, and delivery of enterprise-level data quality
implementations. Leaders have an established market presence, significant size and a
multinational presence (either directly or through a parent company).

Challengers

Challengers have an established presence, credibility, viability, strong product capabilities and
strong market presence. They may not have the same breadth of offering as Leaders and/or may
not demonstrate thought leadership and innovation to the same degree as Leaders. For example,
they may possess all the depth and breadth of a Leader but focus on limited data domains (e.g.,
party and location data).

Visionaries

Visionaries demonstrate a strong understanding of current and future market trends and
directions, such as self-service data quality for business users, data preparation, support for the
IoT, alternative deployment options such as SaaS, support for large datasets and data streaming,
machine learning, and information governance and stewardship support. They exhibit
capabilities aligned with these trends, but although they may deliver good customer experiences,
they may lack the market presence, brand recognition, customer base and resources of larger
vendors.

Niche Players

Niche Players often have limited breadth in terms of functional capabilities, and they may lack
strength in rapidly evolving functional areas such as data profiling and international support.
They may focus solely on a specific market segment (such as midsize businesses), limited
geographic areas or a single domain (such as customer data), rather than positioning
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themselves for broader use. Niche Players may have good functional breadth but an early stage
presence in the market, with a small customer base and limited resources. Niche Players that
specialize in a particular geographic area or data domain may have very strong offerings for their
chosen focus area and deliver substantial value for their customers in that area.

Context
Our 2016 research shows that CEOs' top-three business priorities are growth, customers and
their workforce (see "2016 CEO Survey: The Year of Digital Tenacity" ). To achieve these
objectives, CIOs, CDOs and information leaders must ensure that the key information their
enterprise holds about customers, employees, products, suppliers and assets — and their
interrelationships — is of sufficient quality (that is, fit for purpose and trusted) to enable
profitable business operations. Otherwise, efforts to achieve these objectives will be impeded,
which will result in less value for shareholders, reduced competitiveness, rising operational
costs, loss of customers to competitors and, potentially, fines for noncompliance with
regulations.

The data quality tools market remains vibrant, owing to greater adoption on the demand side and
consequently growth in market revenue on the supply side. We continue to see high demand for
data quality tools from many verticals and organization sizes, including midsize organizations
(which traditionally tended not to buy them). This demand for data quality tools is driven both by
organizations continuing to invest in digital business initiatives as well as organizations seeking
to cut costs and optimize business operations. Therefore, we see data quality tools being applied
in a wide range of scenarios, such as BI and analytics (analytical scenarios), MDM (operational
scenarios), information governance programs, ongoing operations, data migrations, and
interenterprise data sharing.

Most data quality roles within organizations are either within business areas or are a hybrid of
business and IT. There is a steady increase in demand for data discovery/analysis self-service,
and we are seeing a rise in business area demand for data preparation functionality either as
stand-alone tools or as part of another toolset, including data quality tools. We are therefore
seeing vendors ramp up their data preparation offerings and work with technology partners to
meet this demand.

As the pace of digital business accelerates, we are seeing the role of information governance in
relation to data quality expand. The range and number of external data sources (subscription-
based as well as open data sources) and the desire to curate these with internal data sources
make trust-based governance critical. In this context, understanding and communicating the
lineage of data and the limitations of data quality are key challenges for organizations.
Furthermore, as CIOs and CDOs seek to monetize enterprise information assets, data quality
improvement will begin to play a direct role as a business metric, not just an information one.

We have not yet seen much data-quality-related activity in relation to machine data, but this is a
matter of time as IoT scenarios become more prevalent. In preparation, many data quality
vendors already have or are investing in this area — for example, introducing data quality for
streaming data. Vendors are already applying machine-learning enhancements to data quality
functionality — for example, in areas such as parsing and matching — and we anticipate this to
continue at pace.
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This market continues to interact with related markets for data integration tools and MDM
products, as demand shifts toward broader capabilities that span the disciplines of data
management and information governance. As a result, most new entrants — and a growing
number of established vendors — position themselves in all these markets. The percentage of
vendors dedicated solely to data quality offerings continues to lessen.

When evaluating offerings in this market, information leaders must consider not only the breadth
of functional capabilities they require (e.g., data profiling, parsing, standardization, matching,
monitoring and enrichment), but also the degree to which this functionality can be readily
understood, managed and exploited by staff in business roles, not just in IT.

In keeping with significant trends in data management, business roles such as information/data
steward will increasingly be responsible for managing the goals, rules, processes and metrics
associated with data quality improvement initiatives. In addition, data and analytics leaders
should consider how readily data quality technology can be embedded in business process
workflows or other technology-enabled programs or initiatives, such as MDM and analytics, with
the objective of achieving pervasive data quality controls.

Other key considerations include the degree of integration of functional capabilities into a single
architecture and product, and the available deployment options (traditional on-premises software
deployment, hosted solutions, and SaaS or cloud-based). Furthermore, as vendors seek to
broaden their data management offerings through acquisition, data and analytics leaders must
assess the risk of market consolidation to their organization and specifically to their information
strategy. Finally, given the current economic and market conditions, CIOs and CDOs must deeply
analyze nontechnological characteristics, such as pricing models, speed of deployment and total
cost of ownership, as well as the availability of skills in the market and providers' support and
service capabilities.

Use this Magic Quadrant as an aid to understanding the data quality tools market and how
Gartner assesses the main vendors and their packaged products. Use it as an aid to evaluating
vendors based on a customized set of objective criteria. Gartner advises against simply selecting
vendors in the Leaders quadrant. All selections should be buyer-specific — a vendor from the
Challengers, Niche Players or Visionaries quadrant could be the best match for your
requirements.

Market Overview
The data quality tools market continues to grow strongly. Gartner estimates that it reached $1.35
billion in current dollar software revenue at the end of 2015, equal to $1.46 billion in constant
dollars (see "Forecast: Enterprise Software Markets, Worldwide, 2013-2020, 3Q16 Update" ). This
translates into 13.5% growth in constant-dollar terms over 2014, which had brought 8.6% growth
over 2013. Gartner forecasts that this market's growth will accelerate during the next few years,
to 16.7% by 2018, bringing the total to $2.24 billion. This market is among the fastest-growing in
the enterprise software sector.

We continue to see the number of vendors that include data quality tools in their offering grow,
and activity in the market increase. Talend launched its initial public offering (IPO) on the Nasdaq
exchange in July 2016, being one of relatively few technology companies to do so this year. 
Data quality tools have been a core component of the Talend suite since its inception. Also in
July, Harte Hanks announced that it is seeking to divest Trillium Software. 

1

2
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We have noticed continuing partnership activity, with data quality technology vendors creating
more partnerships with system integrators and extending their relationship with existing ones.
For data quality vendors, the main motivation is the need to extend their reach into industries and
geographies that would otherwise be inaccessible within a reasonable time frame. Vendors that
have formed such partnerships successfully are seeing solid growth in their revenue and
customer base, without having to increase substantially the head count of their own
organizations. On the other hand, some vendors have been less successful with such
partnerships — these relationships having yielded little benefit. Fundamentally, partnering
agreements that deliver growth require good commercial judgment and leadership.

There is growing interest in the provision of data quality as a service and the vendors that
provide this. Calls to Gartner's inquiry service that relate to data quality provision through the
cloud have increased by 5% over the previous year. However, despite the increasing interest, the
market survey for this research indicates that the translation of such inquiries into decisions,
resulting in production deployment of data quality tools in the cloud, has remained at the same
rate of 11% as it was in 2015 and 2014. Furthermore, some of these organizations have adopted
a hybrid approach, using an on-premises model at the same time (often provided by the same
vendor). As a very conservative estimate, we would therefore put the actual proportion of
organizations using only data quality cloud services at 25% of that 11% using SaaS/cloud-based
data quality deployments. The primary reasons for the lack of uptake relate to fears about data
risk and security, and the inability of vendors to prove that the cloud-based model is a viable one.

In 2015, approximately 50% of the market was controlled by four large and well-established
vendors: Experian, Informatica, Pitney Bowes and SAP. The remaining 50% was divided between
a very large number of providers, including other large vendors (such as IBM and Oracle) and
smaller information management and technology vendors (such as Ataccama, DataMentors,
Information Builders, Innovative Systems, Neopost, Talend, Trillium Software and Uniserv).

We continue to observe increased activity by, and improvements in execution from, not only the
smaller and less-well-established vendors in this Magic Quadrant, but also the vendors that have
yet to meet the criteria for inclusion. The main factor fueling this increased activity is customers'
dissatisfaction with larger companies' typically high and less flexible pricing models, less
attentive customer support and service, and longer deployment times. The larger vendors
recognize this threat and are responding, albeit slowly, by offering alternative deployment and
pricing options.

Gartner has observed other key trends and changes in the market during the past 12 months:

Data quality initiatives address a wide variety of data domains. However, party data (that is,
data about existing customers, prospective customers, citizens or patients) remains the top
priority for most organizations: 90% of the reference customers surveyed for this Magic
Quadrant consider it a priority, approximately the same as in the previous year's survey.
Transactional data is a priority for 56%, down from 59% last year. Financial/quantitative data
domain is a priority for 51% — also a strong result, but down from 58% last year. The
percentage of respondents prioritizing the product data domain was 47%, approximately the
same as the previous year.

The usage scenarios identified as most important by this year's reference customers are MDM
and ongoing operation of business applications. We continue to see strong application of data
quality tools to BI and analytics, information/data governance programs, and data and system
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migrations and consolidations.

From our research, client interactions and discussions with different vendors, we have
detected that more organizations are working on more data quality initiatives in a wider range
of data domains. However, only 8% of the end-user organizations we surveyed have formal
internal metrics for data quality. Our survey also found that 22% use informal metrics — a
practice that, although better than using no metrics at all, may prove unsustainable as a driver
for changing an organization's information culture in the medium to long term. Alarmingly, the
remaining 59% do not measure the impact of data quality at all. We have found no correlation
between the position of vendors in the Magic Quadrant and the end-user organizations that
measure data quality with formal metrics. This suggests that vendors have either been unable
to influence the adoption of best practices for data quality by client organizations, or have not
tried to.

In the past year, the number of inquiries Gartner has received from clients asking about data
quality in the context of big data and the IoT has grown by 6%. But this remains very low in
comparison with inquiries about data quality in the context of MDM and BI and analytics.
Vendors with developed capabilities in big data and the IoT are therefore well-positioned to
address customer requirements as they evolve in these areas. However, a small number of the
vendors included in this Magic Quadrant said during briefings with Gartner that they have yet to
develop functionality to support big data because they are not seeing much demand for it from
their customers. As business requirements emerge in this area, it is unlikely that customers
will wait for such vendors to develop the capabilities they need, and more likely that they will
switch vendors.

The survey conducted in support of this Magic Quadrant found that the annual financial impact
of poor data quality on organizations is $9.7 million, on average. Although this figure is
significant, we believe it underestimates the true cost to the enterprise. IT leaders can make a
significant contribution to their organizations by expanding the initiatives that address data
quality issues in their organizations (see "Five Steps to Creating a Business Case for Data
Quality Improvement" ).

The basis of data quality deployment models remains overwhelmingly on-premises: 79% of the
surveyed organizations use this form of deployment, which is approximately the same as last
year. SaaS and cloud-based deployment models each account for only 10% and 11% of the
surveyed organizations, respectively, compared with 11% in both cases in 2015.

We continue to see an increasing number of data-quality-related roles on the business side of
organizations. Key roles such as data steward, data quality champion, data quality analyst and
data owner are more often either on the business side or are a hybrid of business and IT roles.
This indicates greater information management maturity in the market and an increasing
recognition that ensuring data quality requires cross-organizational collaboration.

The increasing concentration of data quality roles in business areas has been accompanied by
strong demand for self-service data quality analysis and data preparation capabilities. Over the
past year, we have seen a 6% rise in inquiries relating to data preparation in the context of data
quality tools, and we expect this to steadily increase. Furthermore, we have seen interest from
existing data preparation vendors for movement into the broader data quality tools market by
organic growth and acquisition.
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The survey indicates that 18% of respondents have a CDO role. Of these, we have found that
35% are placed within the business and a further 29% are hybrid business-IT roles. The
remainder are within IT.

Despite greater collaboration on data quality issues, only 26% of the companies surveyed
actually enforce data quality standards at an enterprise level. Typically, data quality standards,
where they exist at all, are limited in scope and unenforced.

Gartner clients should take these trends into account in their strategies for selecting and
deploying data quality tools in order to optimize their investments in this market.

Evidence
The analysis in this document is based on information from a number of sources, including:

Extensive data on functional capabilities, customer base demographics, financial status,
pricing and other quantitative attributes, gained via an RFI process that engaged vendors in
this market.

Interactive briefings in which vendors provided Gartner with updates on their strategy, market
positioning, recent key developments and product roadmap.

A web-based survey of reference customers provided by each vendor. This captured data on
usage patterns, levels of satisfaction with major product functionality categories, various non-
technology-related vendor attributes (such as pricing, product support and overall service
delivery) and more. In total, 368 organizations across all major regions provided input on their
experiences with vendors and their tools.

Feedback about tools and vendors captured during conversations with users of Gartner's client
inquiry service.

Market share and revenue growth estimates developed by Gartner's technology and service
provider research unit.
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Note 1 
Number of Customers That a Vendor Has for Its Data Quality Products
Gartner's estimates for the number of customers that a vendor has for its data quality products
are based on a number of data points. These include (but are not limited to) RFI responses from
the vendors, market surveys, market share data (such as "Market Share: All Software Markets,
Worldwide, 2015" ) and publicly available sources.

As part of the formal research process, we reviewed our customer estimates with the vendors
shown on the Magic Quadrant. In most cases, vendors either confirmed that the Gartner estimate
was accurate or provided no comment, in which case Gartner maintained its estimates. In two
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cases, the number of customers for data quality products dropped from our 2015 estimate: one
case was due to a restructuring in customer licensing, and the other was a result of
simplification of the vendor's data quality product portfolio.

Evaluation Criteria Definitions

Ability to Execute

Product/Service: Core goods and services offered by the vendor for the defined market. This
includes current product/service capabilities, quality, feature sets, skills and so on, whether
offered natively or through OEM agreements/partnerships as defined in the market definition and
detailed in the subcriteria.

Overall Viability: Viability includes an assessment of the overall organization's financial health,
the financial and practical success of the business unit, and the likelihood that the individual
business unit will continue investing in the product, will continue offering the product and will
advance the state of the art within the organization's portfolio of products.

Sales Execution/Pricing: The vendor's capabilities in all presales activities and the structure that
supports them. This includes deal management, pricing and negotiation, presales support, and
the overall effectiveness of the sales channel.

Market Responsiveness/Record: Ability to respond, change direction, be flexible and achieve
competitive success as opportunities develop, competitors act, customer needs evolve and
market dynamics change. This criterion also considers the vendor's history of responsiveness.

Marketing Execution: The clarity, quality, creativity and efficacy of programs designed to deliver
the organization's message to influence the market, promote the brand and business, increase
awareness of the products, and establish a positive identification with the product/brand and
organization in the minds of buyers. This "mind share" can be driven by a combination of
publicity, promotional initiatives, thought leadership, word of mouth and sales activities.

Customer Experience: Relationships, products and services/programs that enable clients to be
successful with the products evaluated. Specifically, this includes the ways customers receive
technical support or account support. This can also include ancillary tools, customer support
programs (and the quality thereof), availability of user groups, service-level agreements and so
on.

Operations: The ability of the organization to meet its goals and commitments. Factors include
the quality of the organizational structure, including skills, experiences, programs, systems and
other vehicles that enable the organization to operate effectively and efficiently on an ongoing
basis.

Completeness of Vision

Market Understanding: Ability of the vendor to understand buyers' wants and needs and to
translate those into products and services. Vendors that show the highest degree of vision listen
to and understand buyers' wants and needs, and can shape or enhance those with their added
vision.

Marketing Strategy: A clear, differentiated set of messages consistently communicated
throughout the organization and externalized through the website, advertising, customer
programs and positioning statements.
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Sales Strategy: The strategy for selling products that uses the appropriate network of direct and
indirect sales, marketing, service, and communication affiliates that extend the scope and depth
of market reach, skills, expertise, technologies, services and the customer base.

Offering (Product) Strategy: The vendor's approach to product development and delivery that
emphasizes differentiation, functionality, methodology and feature sets as they map to current
and future requirements.

Business Model: The soundness and logic of the vendor's underlying business proposition.

Vertical/Industry Strategy: The vendor's strategy to direct resources, skills and offerings to meet
the specific needs of individual market segments, including vertical markets.

Innovation: Direct, related, complementary and synergistic layouts of resources, expertise or
capital for investment, consolidation, defensive or pre-emptive purposes.

Geographic Strategy: The vendor's strategy to direct resources, skills and offerings to meet the
specific needs of geographies outside the "home" or native geography, either directly or through
partners, channels and subsidiaries as appropriate for that geography and market.
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