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DATAMITE Blueprint Workflow

Three steps combining assessment, valuation and strategy design.

— Maturity Model DMMM —— Data Valuation Model — Strategy Canvas

= Assess your organization = Estimate the value of your = Use our pre-filled blueprint
using the Data data based on production canvas to explore strategic
Monetization Maturity cost, utility, or market monetization models (e.g.,
Model (Likert scale 1-5). price. Daa$, laas).

= |dentify strengths and gaps = Use predefined KPI = Templates contain
across dimensions like templates to measure and suggestions for ex. pricing,
Strategy, IT, Organization, validate value customer benefits,
etc. assumptions. payment flows, and KPlIs.

= Use the provided Excel = The valuation supports = Align canvas content with
tool for structured self- internal budgeting and your maturity level and
evaluation and spider chart exte! S ' nricing decisions. valuation outcome for

visualization. realistic execution.
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A framework to assess and improve data monetization capabilities

Developed through scientific research to help organizations evaluate their readiness and set targets for monetizing data
assets

Towards a Data Monetization Maturity Model
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1 Introduction

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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A structured approach to identify needs for action

Prescriptive purpose
guidance on how to
determine a desirable to-
be maturity

Descriptive purpose
assess an organization’s
as-is-maturity

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

Comparative purpose
MM supports internal or
external benchmarking

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



T4.3.2 DMMM workshop (Apr 30) status & follow-up

Criteria Catalog: Dimensions and Criteria

Customer
Experience

Culture &
Expertise

Transformation
Management

_ I.Drogess_ Collaboration
Digitalization

Information
Technolgy

Product

Innovati

on

Starting point:

St. Gallen House of Digital Business, Leimeister et al. (2014)

26/11/2025

i '
Data Strategy & Dai?rgsjgess
DMMM
Culture & Organization
Skills s
i
Bub, Gkizelis, Schneider (2025) &

Infocom Greece



Criteria Catalog: Dimensions and Criteria

Data i Data Businesss
Strategy d Product

DMMM
Culture & Organization
Skills s

. Dimension Factor Criterion

25

26

38

Customer

Customer

Data Business
Product

Data Business
Product

Data Strategy

Future
Opportunity
Scan

Participation

Concept
Business

Models

Value-Based
Monetzization

DM-opportunities are continuesly observed,
systematically monitored

We include customers actively in developing DM
products

We have set up the concept of Data Products

We have systematically set up a business modelin
process for DPs

Our monetization and pricing strategies alre built on
the value delivered to customers, not physical
products



Five Maturity Levels

From ad-hoc to optimized: understand your data monetization journey

A
AR
AR
y N
AN
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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

y
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T4.3.2 Data Monetization Maturity Model (DMMM)

Result (Example)

Customer DM-opportunities are continuesly observed,

systematically monitored Data Strategy Data Product
2 Customer We include customers actively in developing
DM products = Assessment (as is)
Culture&Skills Organization Target (to be)
25 Data We have set up the concept of Data Products
Business
Product
26 Data We have systematically set up a business Processes IT
Business modelin process for DPs
Product A
O Data Product/
38 Data Our monetization and pricing strategies alre :
Strategy built on the value delivered to customers, not g Data Strategy Business Case
physical products 2
Il
. O Processes o
low high "

benefit
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1d.
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€512

C5.13
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Dimension Culture & Skills

Staff feel empowered to experiment with data monetization beyond the formal
definition of their role; Positive experiences/outcomes of data monetization exper-
imentation are shared across the organization to create a positive feedback locp
that stresses the importance of data monetization.

Our organizational culture prioritizes data quality and management. recognizing
their strategic importance for successful monetization.

As a company. we value data as a primary product. focusing on creating value for
customers and innovating beyond physical products.

Cur company culture is proactively geared towards recognizing and capitalizing
on data monetization opportunities (e.g_ through mnovation and learning)

Cur employees are highly skilled or will be trained m topics like data manage-
ment and analysis, data products, aligning with best practices for successful data
monetization. Roles like Data Product M: are being op:
Organizational agility: Our organization effectively adapts its operational struc-
tures and processes to support dynamic data monetization strategies.

Building data monetization expertise is a central component of cur employee de-
velopment plan, our employees understand our own data menetization products
and utilize them; data monetization expertise is an important recruiting criterion.
"Anomalies” of data value when compared to material goods are understood by
key people.

Cnur data monetization products are constantly improved by leaming from kmown
errors.

Onr organization allows for (controlled) explorative experiments. inchuding pivot-
ing, that provide insight

Role descriptions (HR) for data monetization exist and are documented

We use our IT-expertise in the area of data analytics and engineering to design
new data monetization products and business models

IT-Competence around Data Analytics, Data Engineering, and Artificial Infelli-
gence is available in-house.

A partner network is established to provide Al Data Analytics, and Data Engi-
neering if internal resources are insufficient.

tirend

Dimension Customer

Data monetization -opportunities for the future are continuously observed and
identified, incl. Systematic monitoring of market.

Cnur data value network collaboration is centered on leveraging data for monetiza-
tion, with a clear focus on customer benefits.

We derive insights from customer and interaction data that influence our market-
ing and commmunication activities.

We include customers actively when developing data monetization products

JBP.1
JBP.2
JBF3
JBP 4
JBP.5
JBP.6
JBR.7

JBP.§
JBF.9
JBP.10

)51

)82
)53

)54

J83
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T3

T4

Dimension Data Business Product

We have set up data products to fuel data sharing with extemal partners or cus-
tomers

We have business case(s) for data products ready.

We have clarified and quantified the advantages of data sharing within our organi-
zation.

The success of data sharing has been demonstrated within our organization

Data valuation / pricing models have been developed / archetypes are known (cost
based, flat rate, demand based, etc.).

We have set up concrete business models for data products.

Pricing, Rating & Billing of Data Products is a regular activity for our organiza-
tion.

Sales Channels (such as a data e-shop) are identified and introduced.

New data monetization ideas were executed in the past

Our Competition observes us as a driver in data monetization innovation.
Dimension Data Strategy

Resources to define and monitor data monetization strategy are available. The
data monetization strategy is periodically reviewed.

Data monetization plays a central role in cur data strategy.

Data monetization follows a strategic plan in our organization.

Our integrated systems ensure data is secure and of high quality, making it a relia-
ble asset for monetization.

Our company has successfully integrated a clear data strategy that aligns with our
overarching corporate goals and is effectively communicated and implemented
across all business vnits.

Data monetization strategies have been developed / strategic archetypes are
Imown.

Our monetization and pricing strategies are built on the value delivered to custom-
ers, not necessarily tied to physical products.

Our strategy and vision are committed to developing and offering comprehensive
data-driven solutions.

We have developed a comprehensive roadmap and project portfolio dedicated to
data monetization

Dimension Information Technology (TT)

In order to assess limitations (e.g. what data are missing) data information struc-
tures and data architecture are periodically reviewed.

Our data-related infrastructure is scalable and integrates seamlessly with various
platforms, supporting real-time data streaming and interoperability

Our data infrastructure is agile: we are able to adjust our data monetization offers
on shert notice if the business requires it.

Our IT is able to deliver all of the relevant technologies necessary for data moneti-
zation.
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Data protection and IT security solutions are always up-to-data.

Dimension Organization

We have formed a dedicated unit to drive these initiatives.

Our organization is agile in developing and implementing innovative data-driven

‘business models that capitalize on new market opportunities.

Data monetization projects are planned and executed across departments (and si-

los).

A data goverance that defines rights and responsibilities of data producers, Data

Consumers, and Data Intermediaries (Data Platforms) has been developed.

KPIs and metrics for data menetization have been introduced and are monitored

The goals of data monetization are defined in a measurable way and are moni-

tored (e.g. KPIs with balanced score card).

Our data value monitoring is sophisticated, feeding into the organization's strate-

gic decisions and contributing to the optimization of our data exploitation pro-

cesses actoss the value chain

“We engage with external experts to develop additional knowledge.

Dimension Processes

KPIs and metrics for internal processes have been introduced and are monitored.

Our processes leverage data-driven insights for optimization. enhancing our capa-

bilities to offer digital services.

“We engage in horizontal integration with our data networks to expand our data

monetization capabilities.

Data analytics drive our decision-making processes, directly contributing to our

«data menetization efforts.

‘Our value chain is fully digitized, enabling end-to-end data monetization from

product inception to after-sales services

Enterprise-wide continuous process improvement based on data monetization is

defined; All decisions require data-monetization-driven evidence to be supported

at all levels of the organization.

Our data is continually checked for monetization opportunities.

“We have installed quality metrics for our data channels/pipelines.

We have understood and are fully aware of the requirements of rezulation

(GDPR. AT Act, Data Govemance Act, Data Act)

“We have put measures mto place to fulfill regulatory requirements for data shar-

ing. There are no concerns about ionally viclating lati

We have put measures into place to keep trade secrets.
We inform proactively how data are used (business, ethics, legal, tech, security),
Tulebook.
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T4.3.2 Data Monetization Maturity Model (DMMM)

Date: Jan 21, 2025

Interviewees: Utility (Energy Distribution Network Operator)

Data Monetization Maturity (Pilot 4)

Customer
Data Biz
Data Strategy Product
— Assessment (as is)
Culture&Skills Organization ~—Target (to be)
Processes IT
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Assessment across six companies
1 Telco, 1 Digital Services Company, 2 DNOs, 2 HPCs

Culture& o ——
Skills

Pilot 1

Pilot 2

Pilot 3

Pilot 4

Pilot 5

Pilot 6

3.33

2.88

2.47

3.33

3.74

3.00

3.62

3.25

2.62

3.46

3.69

3.31

3.00

3.25

2.25

3.75

3.75

3.00

Data
(Business)
Product

2.83

1.50

1.83

2.00

3.83

2.00

Data T Processes
Strategy

3.25

2.50

2.50

3.00

3.50

2.75

4.40

4.20

3.40

4.40

4.80

4.20

3.00

3.38

2.00

3.25

3.13

2.63

3.22

2.11

2.67

3.44

3.44

3.11
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