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Initial Situation / Analysis

1. Initial Situation

The economic utilisation of geospatial information has a high eco-
nomic potential and can develop into a market segment with major 
value added, qualifi ed jobs and highly innovative products which serve 
as the starting point for important impulses for the entire economy. 
However, the market for geospatial information has remained far 
behind the expectations for many years now, although the technical 
possibilities are constantly being improved.

2. Analysis

The reasons for this are shown in the supply and demand analysis. 
Geospatial information represents a raw material for value added 
in all sectors of the economy, and therefore stands at the start of a 
value-added chain. It is in fact the integration of geospatial and factual 
data (content) by the user, which results in actual geospatial informa-
tion that represents an added value. This occurs either with direct 
use of a map or in the form of an application. As a result, geospatial 
data, factual data and applications are closely interrelated, for only 
when demand-oriented content is present can a dynamic market for 
geospatial information with user-oriented applications develop.

However, the analysis illustrates that the public data providers cur-
rently do not fulfi l their role in the provision of the data basis for 
geospatial data applications either on the federal level or in the states 
and municipalities. The offering is non-transparent, the obtaining of 
data is linked to high transaction costs and the data themselves fre-
quently do not correspond to the users’ demand for quality.

In addition, the analysis shows that the geospatial information market 
is currently driven by offers with the consequence that geospatial 
information products are primarily based on the available content, but 
not on which tasks the users must carry out.

Consequently, the demand analysis follows a user-oriented approach 
by formulating the customer requirements for the applications, the 
content and the terms and conditions of sale using specifi c application 
examples. Here a considerable backlog for the suppliers is apparent, 
i. e. both on the part of the manufactures of applications and on the 
part of the public suppliers of geospatial information.

In view of the market barriers on the German geospatial information 
market, the geospatial information markets of selected countries will 
be examined.
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Analysis

Central requirements of the users for applications, content and their provision

In the process, it becomes apparent that most western countries have 
meanwhile recognised the value of geospatial data and have reacted 
with initiatives for the establishment of a national data infrastructure, 
although they pursue quite different strategies in the process. These 
differ from each other primarily in the manner in and the degree to 
which the private sector is integrated in the national activities and 
the extent to which the establishment of a national data infrastruc-
ture in the sense of a public-private partnership is pursued. Before 
this background the geospatial information markets of four countries 
will be presented in detail as representative of respectively different 
approaches for the development of the information economy:

• In Switzerland the question of whether and how the private sup-
pliers and service providers are to be involved is being neglected 
in view of the national debate on the basic conditions of data provi-
sion by the public suppliers.

• In the United States the state has realised the necessary inclu-
sion of the private sector. However, during the formulation of the 
national initiative for the creation of a uniform data infrastructure, 
the fact that the companies not only invest in the market, but also 
want to profi t from it was not suffi ciently taken into account.

• In Japan the state leaves the initiative to the private sector. In 
the largely deregulated geospatial information market, in par-
ticular large companies are concerned with the establishment 
of a national market for which the foreign geospatial information 
markets are used for orientation.

• In Great Britain the tradition of the public-private partnership is 
currently not apparent on the geospatial information market. On 
the contrary, the government lays claim to a leading role in the 
activation of the information market that has left little room for other 
market participants up to this point.

(1) Solution orientation
(2) Simple handling
(3) Open interfaces
(4) Graphic interfaces
(5) Internet capability
(6) Presentation

management
(7) Multimedia capability

Users Requirements for
the Applications

Requirements for the
Provision of Public Geo-

spatial Information

Requirements
for the Content

(1) Availability
(2) Currency
(3) Total coverage
(4) Super-regional

uniformity
(5) Integrateability
(6) Industrie reference

(1) Just in time
(2) Online provision
(3) Market oriented

pricing
(4) Market oriented

rights of use
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Four factors are derived from the comparative study of international 
geospatial data markets which are decisive for the success or failure 
in the activation of the geospatial information market:

• Government activity

• Regulation

• Centralisation

• Public-private partnership

On the geospatial information market, a high degree of government 
activity means that the public administration acts as a supplier and 
service provider in one – frequently as a quasi-monopolist – instead 
of concentrating on the main task of data provision. The compari-
son of the markets implies that the public administration should limit 
itself to providing the geospatial information. Services such as sales 
or data refi nement should be left completely to private suppliers. A 
minimum of government in this sense is ultimately expressed in the 
development of a demand-oriented market.

Applied to the geospatial information market, regulation means that 
government offi ces not only regulate the access to the data, but also 
the manner of its provision and its reuse. However, the condition for 
a prospering geospatial information market is the unhindered access 
to public content, linked to a liberalisation of the rights of use. The 
scope of government centralisation also infl uences the development 
of the geospatial information market. In Germany the failure within the 
federal structures to clearly defi ne the responsibilities for geospatial 
information of the public authorities has had an inhibitory effect on 
the market. This illustrates the necessity for uniform federal sales and 
production structures.

On the geospatial information market, public-private partnership 
means that the state enters into business relationships with compa-
nies for promotion, and as a result combines government know-how 
with entrepreneurial know-how. In this way the state positions itself in 
the successful countries as a supplier of geospatial data, while the 
private business sector takes care of the marketing, application and 
refi nement of the geospatial information.

The international comparison shows that Germany holds the last 
places for nearly all success factors for the establishment of a national 
geospatial data infrastructure. This becomes particularly clear for the 
question of the regulation of legal access to public information in an 
international comparison. Here Germany is far behind in one of the 
last places. Following the Scandinavian pioneers (Swedish laws on 
freedom of the press of 1766), all EU member countries have put legis-
lation on document access into force up to 2002 – except for Germany.
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Analysis / Concept

Laws of freedom of information in an international comparison

3. Concept

To open up the geospatial information market, three basic require-
ments must be fulfi lled on all three administrative levels (Federal –
State – Municipal):

(1) Provide market-oriented content
(2) Create technical conditions
(3) Enter into sales partnerships

When providing basic geospatial data and localised factual data, the 
public area should concentrate on providing content. All other tasks 
can be realised in a more market-oriented, inexpensive and generally 
faster manner by partners, particularly from the SMC sector.

Partnerships as the key to the provision of geospatial information

Legislation on freedom of information in force FOI legislation being worked on

Source: Banisar, David:
Access to Informations Laws
Around the World,
London, July 2002

3. Business Partners:
Sales

2. Technichal Partners:
Infrastructure

1. Content Partners:
Data Providers

e. g. private service providers,
federal government:
• Utilisation of existing

customer contacts
• Establishment of online

offering
• Demand-oriented

pricing / resellers
• Active working of the

market / advertising
• Product development

e. g. private service providers,
federal government:
• Utilisation of technical

resources
• Creation of web services
• Billing and payment

functionality
• Development of applications

e. g. service providers, municipalities, federal
government: Provision of current data on Internet
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Concept / Effects for Value Added, Innovation and Employment

Each government agency can defi ne the scope of and tasks for which 
co-operations should be entered into with service providers:

• Establishment of content

• Technical realisation

• Online provision/sales

This “make-or-buy” decision is mainly dependent on the degree to 
which own know-how and corresponding resources are available, and 
generally correlates with the size of the respective institution.

To open up the market for geospatial information, three central condi-
tions must also be fulfi lled:

(1) Improve the availability of public data
(2) Control the rights of use for public data
(3) Adapt the price model

In the concept solutions are pointed out that particularly take the fact 
into account that existing regulations and fee scales developed for 
analogue data do not comply with the requirements of eBusiness, 
especially not the online provision of data.

The three requirements for the customer-supplier relationship

4. Effects for Value Added, Innovation and Employment

The market-oriented provision of geospatial information leads to direct 
growth impulses and positive effects for innovation. As a result, the 
availability of geospatial information represents a decisive location 
factor for the information society and one of the key technologies for 

No restriction of the further use;
the copyrights are maintained

Every company always has the right to use 
data, regardless of the intended purpose

Adapt
pricing model

Companies

Government
agencies

Regulate
availability of
public data

Regulate
rights of use for

public data

231
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Effects for Value Added, Innovation and Employment

the 21st century. For example, the unhindered access to geospatial 
information in particular is a main condition for achieving productivity 
increases and for remaining competitive in international competition.

Based on the development of the innovations on the geospatial infor-
mation market, scenarios for sales and employment will be calculated. 
Here it becomes apparent that with unchanged basic conditions in the 
period up to 2008, the number of people employed on the geospatial 
information market can be slightly increased from the current 16,000 
to 19,000. However, if suitable conditions are created, a clear increase 
by 13,000 to 29,000 can be achieved.

Permanent employment growth can be achieved through innovation

Due to the fact that the number of persons employed can be consider-
ably increased with market-oriented provision of public contents, a cor-
responding enlargement of the market volume can be realised so that 
public geospatial information must be viewed as an economic factor.

In this study it is pointed out for the fi rst time that not only basic 
geospatial data represent an economic commodity, but all localised 
and practically localisable factual data of public administration. It is 
common sense that approx. 80 % of the data of the public sector are 
localisable information in this defi nition. As a result, basic geospatial 
data are the carriers of this information. This means that through the 
integration of localisable information, all calculations for value added 
and employment can be higher by approximately a factor of two if all 
data are provided localised with a spatial reference in the future.

Year

20132002

Employees

Scenario 2: Deregulation
Integrated provision
of content

Scenario 1: Status-Quo
Coupling to IT market

2008

2002:
16,000 employees

2008:
29,000 employees
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5. Recommended Actions

To activate the geospatial information market in Germany we have 
formulated a total of ten recommended actions. Here the primary goal 
of achieving the integration of all geospatial information on the federal 
level by the year 2005 applies:

(1) Companies that enable unhindered use of public information
(laws on freedom of information, consumer information law)

 The existing draft statutes primarily regulate the access of citi-
zens to the information, however neglect the availability of public 
information for companies. This condition must be clarifi ed so 
that a location advantage is offered especially for SMCs that con-
tributes to the establishment of new service providers, and with it 
to the activation of the geospatial information market.

 To gear bills like the law on freedom of information to the needs 
of the companies, i.e. to obtain public information quickly via the 
Internet at low costs, two basic conditions must be met. First, the 
issuing of information via electronic means must be provided for 
and second, a rapid passing in particular of the law on freedom 
of information must be targeted.

(2) Simplify rights of use and dispense with exclusive contracts

 The existing regulations for the rights of use must be simpli-
fi ed with the goal of an unhindered use of public information by 
companies. Different conditions of use on the state level are not 
acceptable for the customer.

 Here the federal government should take the proposals that 
already exist on a European level as a starting point for the crea-
tion of a legislative basis for the commercial use of public infor-
mation in Germany. At the same time, monopolistic structures 
must be avoided that furnish individual service providers with 
impermissible competitive advantages within the scope of exclu-
sive contracts.

(3) Promote data provision with user-oriented, Internet-capable 
pricing models

 As a third component for the unhindered access to information 
for companies and the simplifi cation of the rights of use, the user-
oriented provision of data via the Internet must be established 
together with a new e-pricing model.
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 The different fee systems applied on the federal and state level 
must be replaced with uniform pricing that supports the provision 
of data via the Internet, and therefore reduces the entry barriers 
to the geospatial information market and the transaction costs of 
data provision.

(4) Localise all factual data and reference them uniformly on a 
digital topo graphic map

 The localisation of available factual data is a challenge that 
especially the municipalities, but also the states and the federal 
government must meet as part of the horizontal integration of the 
data stocks. The condition for this is the uniform electronic gen-
eration and documentation of the geospatial and factual data by 
the administrative offi ces. All geospatial data should be localised 
and provided with a uniform basic geospatial reference – gene-
rally on the basis of a topo graphical map, the “Germany map”.

 The existing working groups on the topic eGovernment, which 
have been formed as part of BundOnline 2005 and the Initi@tive 
D21, can be used very well, primarily for the implementation of 
the goal of uniform electronic processing.

 The goal must be to illustrate all administrative processes elec-
tronically.

(5) Establish mutual sales rights between the federal and state 
governments

 In the sense of a vertical integration it is essential to especially 
improve the data exchange between the states and the federal 
government. This should be carried out by the federal and state 
governments granting each other mutual sales rights, and there-
fore to ensure the creation of uniform sales structures.

 In a fi rst step the federal government could immediately unila-
terally transfer its sales rights to the states.

(6) Establish an institution as a G2B moderator of the federal 
government

 To fulfi l its co-ordination function on the geospatial information 
market without which an activation of the market is not imagina-
ble, it is advisable that the federal government also establish a 
G2B moderator. This person specifi cally seeks contact to SMCs, 
and therefore provides the actual growth impulses or eliminates 
recognisable barriers.
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 In addition, this would also be the suitable offi ce to manage the 
large number of measures of this market study in the sense of 
consistent project management (controlling).

(7) Appoint data brokers in all federal government offi ces

 Data brokers should be appointed in the federal government 
offi ces which provide geospatial data, who give qualifi ed answers 
data queries and in particular enable fast, uncomplicated access 
to the data for companies. The data brokers would therefore 
be interfaces both for internal and external queries and would 
ensure an improved transparency for the provision of data.

(8) Establish technical and sales structures together with SMC 
partners

 So that the public administration can quickly realise the data provi-
sion and integration, strategic partnerships must be entered into 
with SMCs to establish technical and sales structures. At the same 
time, funds will be saved through this procedure and a contribution 
will be made to lowering the government quota. Various models for 
public-private co-operation can be considered for this purpose that 
institutionalise the partner relationships to different degrees.

(9) Agree upon the daily current online provision of geospatial 
information on the federal level and in the relationship to 
the states

 A delay between data acquisition and provision caused by media 
interruptions is especially unacceptable for companies and acts 
as a barrier on the market. However, the shortening of the time 
between acquisition and provision (time-to-market) requires elec-
tronic production and communication processes free of media 
interruptions.

 But exactly that is also the goal of nearly all eGovernment initia-
tives. Therefore, this task should be carried into all committees 
concerned with this.

(10) Communicate procedure to the European partners

 To activate the German geospatial information market, it is impera-
tive to look beyond national borders. Here comparison with suc-
cessful foreign markets should be sought and it must be ensured 
through international exchange that especially the European neigh-



- 10 -

The Market for Geospatial Information:
Potentials for Employment, Innovation and Value Added

MICUS Management Consulting GmbH

Recommended Actions

bours become familiar with the German geospatial information 
market concept. In this way further advantages can result for the 
German geospatial information market from future co-operation 
relationships, and with it also for the overall German development.

To implement these recommendations for action, the necessary legal 
conditions must be created by 2003 and the technical realisation 
carried out by 2005, however at the latest by 2008.

The goal is the integration of all geospatial information on a federal level

2. Technical Realisation by 2005 / 2008

Today: Fragmented geo-
spatial information market

2005: Bundling
on state level

2008: Total
national integration

1. Creation of
legal conditions

by 2003


