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The traditional task for publicly appointed surveyors  - cadastral surveying -
has become a difficult market segment

There appear some major changes:

- declining market for cadastral surveying due to decreasing construction activities

- new technologies (for example SAPOS)

Publicly appointed surveyors need to develop additional services/ new market segments 

eGovernment provides innovative business perspectives! 
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What kind of opportunities are featured by eGovernment?

One key segment of eGovernment will be GeoBusiness:

- Online-availability of geo-information is increasingly gaining importance

- Provision of value-added services, based on public geo-information can be 
Best Practice of eGovernment 

Publicly appointed surveyors perfectly comply with three requirements for 
successful market entry:

- detailed knowledge about local markets

- close contacts to local authorities

- as a whole, the publicly appointed surveyors are represented area-wide, 
offering nationwide market success
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The aim should be to occupy additional elements on the value chain

        Online provision 
        of geo-data     cadastral surveying

value chain for geo-information products

     Integration in 
     customer-oriented
     solutions

     Integration in 
     business processes

low market value high

high additional costs low

Precondition for successful GeoBusiness: consideration of value added

publicly appointed surveyor Government Service companies



5

For entering new market segments, partnerships with public data suppliers
are necessary

cadastral surveying               integration of data,
          operating GIS

               distribution of data 
     and solutions

status quo

government service companies

current situation:
• government: low financial capacities for expansion of data supply
• publicly appointed surveyor: no market access

today

           online provision
    of geo-data

publicly appointed surveyor

Public Private Partnershipfuture publicly appointed surveyor
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GeoBusiness means new division of labour

3. Marketing/ 
Distribution

1. Content

2. Technology

Provision of content/ geo-information

- using existing contacts
- active market development
- offering benefits

- Web-Services
- payment/ billing
- development of applications

Service ContractPartnership/ Concessionaire

demand-driven
product design

Customer

government level

Business level
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PPP: 
!at least 1 private and 1 public partner

! use of public as well as private 
    resources 

! identical or complementary aims

marketing/ distribution
technology provision

Content-provision

participation in sales

communication/ 
transaction

The basic business model:
sustainable service provision by PPP, establishing of a cooperation network

publicly 
appointed 
surveyor

customer 1

Local authority 1

Local authority 3

customer 3

Local authority 2

customer 2

expansion to 
new customers/
authoritiespublicly 

appointed 
surveyor

publicly 
appointed 
surveyor

cooperation/
network

generating a
cooperation 
network
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       from fragmentation to
       full-area coverage

We need a cooperation network to supply a full-area coverage on a platform,
operated by the publicly appointed surveyors

public geo-information (federal and states):
topography, aerial views...

publicly 
appointed
surveyor

publicly 
appointed
surveyor

publicly 
appointed
surveyor

platform
(cooperation of different agencies)

cadastral data, economic/ demographic dat, statistical information...

about 1.400 agencies in Germany

municipality municipalitymunicipality
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GeoBusiness-Service

For a successful business case the offer should be in line with the customers
requirements

publicly 
appointed 
surveyor

government

customer

general requirements:
• low costs
• high availability of public content
• high timeliness/ short time to market
• high transparency

to be specified:
• number of (potential) customers
• willingness-to-pay/ price model
• frequency of demand
• re-use: transferability on other customer groups
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new 
customers

real estate 
brokers

savings banks/ insurancies
tax consultants

utilities

The customer portfolio: additional customers have to be acquired

municipalities

private persons

project management organizations

construction 
companies

industry

federal states

industry 
associations

public 
enterprises 

frequent 
customer

infrequent 
customer

low market potential high market potential

Trading companies

existing 
customers

telecommunication



11

330.000 potential customers on the communal level in Germany

customers: architects, engineers, attorneys, notaries, tax consultants, real estate brokers

potential customers in Germany:

tax consultants, auditors   42.000

attorneys                      67.000

architects   49.000

engineers 148.000

notaries   10.000

real estate brokers   12.000

communal savings banks     2.200

Source: Statistisches Bundesamt, 2003

municipality 1

municipality 2

municipality 3

municipality 4

surveyor 1

surveyor 3

surveyor 2
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Currently, only 15% of the market potential are exploited (1.220 Mill. €)

market potential in
Germany: 8.020 Mill. €

for internal use
    1.000 Mill. €

geo-basic data
20 Mill. €

services
200 Mill. €

unexploited
market potential:
6.800 Mill. €

For developing the market, cooperation between public authorities and
companies/ service providers are necessary
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For a successful geobusiness three measures are required

Company

Government

Availibility of
Public Geodata

Every company should have the right to get
access to geodata (freedom of information)

1 New rights for
reuse of geodata

No restriction on the reuse of geodata,
Copyright will be admitted

2

3

Value-added-reseller model,
Internet-price-models required

Online
Pricing-model
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Five actions for successful market entry

• Development of new business models with public and private partners

• Setup of capable financial and technical platforms

• Make use of the own strengths of surveyors: local expertise, local contacts

• Provision of new products/ services

• Acquisition of new customers with high market potential: architects, engineers, 
attorneys, notaries, tax consultants, real estate brokers, savings banks
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European Space Agency ESA

Der Markt für Satelliten-
gestütztes Pipeline-Monitoring

 

 
 

 

 

Bundesministerium für Wirtschaft 
und Technologie

 Der Markt für Geoinformationen:
Potenziale für Beschäftigung, 
Innovation und Wertschöpfung

 
 

 

The four most popular studies on geo-information

Download: www.micus.de
also available in English

 

Staatskanzlei des Landes 
Nordrhein-Westfalen
Produktkonzept zur Öffnung 
des Geodatenmarktes

 

 
 

 

 

Staatskanzlei des Landes 
Nordrhein-Westfalen
Marktstudie: Aktivierung des Geodaten-
Marktes in Nordrhein-Westfalen

 
 


