
Udo Bub (1001 Lakes)

Infocom Greece

26/11/205

Data Monetization 

Maturity Model (DMMM)



DATAMITE Blueprint Workflow

Three steps combining assessment, valuation and strategy design.

Maturity Model DMMM Data Valuation Model Strategy Canvas

 Assess your organization 

using the Data 

Monetization Maturity 

Model (Likert scale 1–5).

 Identify strengths and gaps 

across dimensions like 

Strategy, IT, Organization, 

etc.

 Use the provided Excel 

tool for structured self-

evaluation and spider chart 

visualization.

 Estimate the value of your 

data based on production 

cost, utility, or market 

price.

 Use predefined KPI 

templates to measure and 

validate value 

assumptions.

 The valuation supports 

internal budgeting and 

external pricing decisions.

 Use our pre-filled blueprint 

canvas to explore strategic 

monetization models (e.g., 

DaaS, IaaS).

 Templates contain 

suggestions for ex. pricing, 

customer benefits, 

payment flows, and KPIs.

 Align canvas content with 

your maturity level and 

valuation outcome for 

realistic execution.



Data Monetization Maturity Model (DMMM)
A framework to assess and improve data monetization capabilities
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Developed through scientific research to help organizations evaluate their readiness and set targets for monetizing data 

assets

by 

Udo Bub1001 Lakes / Eötvös Loránd University (ELTE)

Christos Gizelis, OTE Group

Rob Schneider FIR e. V. an der RWTH Aachen

21st International Conference on Artificial Intelligence Applications and Innovations

Cyprus University of Technology, Limassol, Cyprus, 26 – 29 June 2025

https://doi.org/10.1007/978-3-031-97317-8_19 (doi: 10.1007/978-3-031-97317-8_19)
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T4.3.2 Data Monetization Maturity Model (DMMM)

Slide 4

• A structured approach to identify needs for action

• A tool to assess a situtation by giving a final grade at the end of a project

• Often at the beginning / entry point of a project, not as the result and ending

Infocom Greece

Descriptive purpose 

assess an organization‘s 

as-is-maturity

Prescriptive purpose 

guidance on how to 

determine a desirable to-

be maturity

Comparative purpose 

MM supports internal or 

external benchmarking
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T4.3.2 DMMM workshop (Apr 30) status & follow-up
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Criteria Catalog: Dimensions and Criteria

Customer

Data Strategy

Organization

Data Business 

Product

Process

Culture & 

Skills

IT

DMMM

Customer 

Experience

Strategy Organization

Process 

Digitalization
Collaboration

Information 

Technolgy

Culture & 

Expertise

Transformation 

Management

Product 

Innovation

Starting point:

St. Gallen House of Digital Business, Leimeister et al. (2014)
Bub, Gkizelis, Schneider (2025)
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T4.3.2 DMMM status & follow-up
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Criteria Catalog: Dimensions and Criteria

Customer

Data 

Strategy

Organization

Data Businesss 

Product

Process

Culture & 

Skills

IT

DMMM

# Dimension Factor Criterion

1 Customer Future 

Opportunity 

Scan

DM-opportunities are continuesly observed, 

systematically monitored

2 Customer Participation We include customers actively in developing DM 

products

... ... ... ...

25 Data Business 

Product

Concept We have set up the concept of Data Products

26 Data Business 

Product

Business 

Models

We have systematically set up a business modelin 

process for DPs

... ...

38 Data Strategy Value-Based 

Monetzization

Our monetization and pricing strategies alre built on 

the value delivered to customers, not physical 

products

... ... ... ...
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Five Maturity Levels

From ad-hoc to optimized: understand your data monetization journey
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Optimized
Continuous improvement and thought 

leadership

Controlled
Regular data monetization activities

Defined
Systematic data sharing but limited 

monetization

Reactive
Situational response to market 

developments

Ad-hoc
No systematic approach to data 

monetization

Infocom Greece26/11/2025



T4.3.2 Data Monetization Maturity Model (DMMM)
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Data Product/

Business Case

Processes

Data Strategy

# Dimension Criterion

1 Customer DM-opportunities are continuesly observed, 

systematically monitored

2 Customer We include customers actively in developing 

DM products

... ... ...

25 Data 

Business 

Product

We have set up the concept of Data Products

26 Data 

Business 

Product

We have systematically set up a business 

modelin process for DPs

... ...

38 Data 

Strategy

Our monetization and pricing strategies alre 

built on the value delivered to customers, not 

physical products

... ... ...

Customer

Data Product

Organization

ITProcesses

Culture&Skills

Data Strategy

Result (Example)

Assessment (as is)

Target (to be)
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T4.3.2 Data Monetization Maturity Model (DMMM)

24/11/2025

Criteria Catalog

Bub, Gizelis, Schneider (2025)
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T4.3.2 Data Monetization Maturity Model (DMMM)
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Date: Jan 21, 2025
Interviewees: Utility (Energy Distribution Network Operator)

Customer

Data Biz
Product

Organization

ITProcesses

Culture&Skills

Data Strategy

Data Monetization Maturity (Pilot 4)

Assessment (as is)

Target (to be)
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T4.3.2 Data Monetization Maturity Model (DMMM)
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Assessment across six companies 
1 Telco, 1 Digital Services Company, 2 DNOs, 2 HPCs

ID Overall
Culture&

Skills
Customer

Data

(Business)

Product

Data

Strategy
IT Org

Processes

Pilot 1 3.33 3.62 3.00 2.83 3.25 4.40 3.00 3.22

Pilot 2 2.88 3.25 3.25 1.50 2.50 4.20 3.38 2.11

Pilot 3 2.47 2.62 2.25 1.83 2.50 3.40 2.00 2.67

Pilot 4 3.33 3.46 3.75 2.00 3.00 4.40 3.25 3.44

Pilot 5 3.74 3.69 3.75 3.83 3.50 4.80 3.13 3.44

Pilot 6 3.00 3.31 3.00 2.00 2.75 4.20 2.63 3.11
Bub, Gkizelis, Schneider (2025)
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