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1 Introduction  
This deliverable under Task F.1.2 discusses the strategy and the plan of the consortium after the 

completion of the MILE21 project. The main objective is to explore the commercialisation potential of 

the MILE21 platform. This report contains the main elements of the business plan developed to this 

aim. 

From the current partners of the consortium, Emisia and Euroconsumers have expressed a clear 

interest to support the after-life of MILE21. In order to facilitate the development of the business plan 

and make the necessary resources available, Emisia and Altroconsumo have signed a partnership 

agreement. This agreement is included in the Annex to this report. 

1.1 Why is this important? 
The importance of LIFE projects was highlighted in the ‘LIFE in the New European Bauhaus’ conference 

that took place 15-17 November in Brussels1. CINEA Director Dirk Beckers closed the conference, 

saying that “LIFE and other likeminded projects have a key role to play in transferring key New 

European Bauhaus principles into concrete actions on the ground, adding that they can also help to 

make the green transition”. Commissioner Sinkevičius said that “you are the changemakers that the 

European Green Deal needs, and you certainly are. Now it’s time to replicate and upscale these 

initiatives” he concluded. 

The European Consumer Organisation (BEUC) used the MILE21 project preliminary results in the summary 

report2 of its study on the total cost of ownership of electric cars and in its position paper on CO2 standards 

for cars3 . The MILE21 project results provided evidence to use real-world fuel consumption data to 

reinforce the EU legislation, notably on the laboratory testing of Plug-in Hybrids. A key battle at EU level is 

the revision of the Car Labelling Directive to better inform consumers about the real-world fuel/electricity 

consumption of their car. This is where the MILE21 project can really bring an added value to the EU 

legislation, by showing to consumers what are the actual consumption values of each car. 

On CO2 standards for cars, which are currently discussed in the European Parliament and the Council, the 

MILE21 project provides evidence on two key demands: 

• To keep real-life emissions from petrol and diesel cars under control and ensure that the gap 

with laboratory values does not increase over time. To reduce emissions on the road, the EU 

needs to make use of the data available via on-board fuel consumption meters (OBFCM) and 

use it as a compliance tool towards car manufacturer. 

• To promote Zero-Emission Vehicles (ZEV – 0g CO2/km) instead of Zero-and-Low Emission 

Vehicles (ZLEV – emitting between 0 and 50g CO2/km) in all provisions of the new regulation 

on CO2 standards for cars. The current regulation and laboratory testing conditions encourage 

 
1 https://cinea.ec.europa.eu/news/highlights-beautiful-sustainable-together-life-new-european-bauhaus-
2021-11-18_en 
2 https://www.beuc.eu/publications/beuc-x-2021-040_electric_car_ownership-
an_affordable_option_for_all_consumers.pdf 
3 https://www.beuc.eu/publications/beuc-x-2021-047_putting_our_foot_on_the_electric_pedal.pdf 

https://cinea.ec.europa.eu/news/highlights-beautiful-sustainable-together-life-new-european-bauhaus-2021-11-18_en
https://cinea.ec.europa.eu/news/highlights-beautiful-sustainable-together-life-new-european-bauhaus-2021-11-18_en
https://www.beuc.eu/publications/beuc-x-2021-040_electric_car_ownership-an_affordable_option_for_all_consumers.pdf
https://www.beuc.eu/publications/beuc-x-2021-040_electric_car_ownership-an_affordable_option_for_all_consumers.pdf
https://www.beuc.eu/publications/beuc-x-2021-047_putting_our_foot_on_the_electric_pedal.pdf


the sales of plug-in hybrids that do not represent a financially (nor environmental) advantageous 

solution for consumers. 

1.2 Why now? 
In addition to the importance of LIFE projects and of MILE21 highlighted previously, there are 

additional factors pointing out to the extension of MILE21 beyond the current LIFE contract, including: 

• Climate is becoming increasingly important in the European agenda 

• Ambitious targets set by European legislation, such as the European Commission’s Fit-for-55 

package 

• Consumers are becoming more conscious of their vehicles' fuel and energy consumption and 

emissions 

• Loss of credibility on information provided by car manufacturers on fuel consumption 

In view of the above, the following mission statement describes what our service offers, how it does 

this, and who it helps: 

“To significantly contribute to the reduction of fuel/energy consumption and emissions from road 

vehicles through a monitoring system based on a reference database of all car models in Europe, and 

by offering an enhanced user experience.” 

1.3 Report structure 
Further to this introductory part, the rest of the document is structured as follows: 

Chapter 2 provides a description of the current product/service, as well as additional features that are 

considered for enhancing its commercialization potential. 

Chapter 3 discusses who is the customer and the market we are aiming at, which are the relevant 

trends and drivers, what is the industry problem and the solution that we offer. 

Chapter 4 describes the competition, its strengths and weaknesses, as well as our strengths and 

weaknesses. 

Chapter 5 explores different business models based on our value proposition. 

Chapter 6 provides information on our sales and marketing strategy for fully exploiting the existing 

potential. 

Chapter 7 sets our main milestones for sales and revenues, and for the extension of the existing service 

to include additional functionalities. 

 

  



2 Service Description 
2.1 Service Overview 
A detailed description of MILE21 is included in the final report of the project. The relevant 

characteristics of MILE21, relevant for this business plan, are: 

• It provides consumers with reliable fuel consumption information for their cars and help them 

in making well-informed purchase decisions for more efficient vehicles. 

• It enables them to look up and compare the real fuel consumption and emissions values for a 

wide range of car models sold in the EU. 

• It allows users to keep track of their own fuel use. 

For exploring commercialization potential, the following additional services are considered: 

• Include important air pollutants (mainly NOx and PM): this will inform consumers not only 

how much fuel or energy they consume, but also how much pollution they are generating and 

therefore how much additional pressure they are putting to the environment. 

• Trip-specific calculations of emissions: this will allow consumers to monitor how much fuel or 

energy they consume over a defined trip. 

• Comparison against other users / owners of same vehicle model: this will enable consumers 

to assess the impact of various parameters, such as driving habits and vehicle condition, on 

their fuel consumption by comparing with other consumers driving the same vehicle model. 

2.2 Scalability 
We own the platform, so we can charge customers a monthly subscription fee. We can add new 

features, such as new services (e.g. on air pollutants), to existing or new customers. In the future, we 

can think of partnering with ADAC (or any other data provider) to offer their product(s) on vehicle 

technical data to our clientele. 

2.3 Quality control 
We have direct access to a large and continuously increasing database of vehicle emissions measured 

in the lab and on the road. We use this dataset for calibrating and validating the fuel consumption and 

emissions estimates we provide for all existing vehicle models, as well as for developing estimates for 

new technologies and models. 

2.4 Pricing and distribution strategies 
We will consider several options for pricing and distributing MILE21 service to prospect customers, 

after including the additional features described above. 

Our pricing strategy includes: 

• Free access for individual users for the basic service 

• Monthly subscription fee for individual users for full access, including all advanced features 

• Monthly subscription fee for corporate customers 

• Annual subscription fees at a lower price for both individual users and corporate customers 



We have not yet determined the exact pricing policy for the monthly and annual subscription options 

for individuals and corporate customers. We will define the requested fees after we have developed 

and integrated any additional features into the already existing basic service. 

Distribution strategy: 

• Sold online through monthly subscription service to individual users. 

• API sold to corporate customers. 

  



3 Customer and Market 
3.1 Who is the customer 
The most important groups of customers identified so far include: 

• Fleet operators are ideal customers as we can apply our service to large numbers of cars. 

• Insurance companies can integrate our service as an add-on to their existing portfolios. 

• Individual users, such as conscious consumers or car enthusiasts. 

In addition to the above three groups that will be examined in more details in chapter 5, other 

potential customers might also be considered in the future, such as car magazines and other websites 

and platforms containing information on fuel consumption are also potential customers. 

3.2 Customer facts 
Customer concentration might be a risk, as it is very probable that one customer will comprise more 

than 10% of our annual revenue, at least in the first 1-2 years. 

Through the Euroconsumers network we can reach out to more than 1.5 million of consumers Europe-

wide. Emisia has also a wide network of customers and collaborators that we can mobilise. Our social 

media will be an important tool for sales and marketing. 

3.3 Industry facts 

3.3.1 Trends and drivers 
Concerns over the real-world fuel consumption of cars are becoming increasingly important for both 

private fleet operators, as well as for individuals. EU Regulations is putting additional pressure for 

drastic CO2 emissions reductions. 

3.3.2 Industry problem and suggested solution 
The problem is that real-world fuel consumption and emissions are not decreasing as much as the car 

manufacturers claim. Our service will contribute to reducing fuel consumption by providing the 

methods and the tools for raising awareness and empowering consumers. 

3.3.3 Barriers to entry 
Very few organisations in Europe have the technical expertise to develop a model that can accurately 

predict a car's fuel consumption based on user input. 

  



4 Competition 
4.1 Overview 
Our main competitors are: 

• Other user-reporting platforms 

• Fuel efficiency comparison websites and rating schemes 

• Simplistic methods for fuel consumption estimations 

• Car-generated information on fuel consumption (incl. OBFCM) 

Our main competitive advantage is that we have very good understanding of the vehicle fuel efficiency 

due to our engineering background and modelling expertise (through Emisia), and also very good 

understanding of consumers needs and behaviour (through Euroconsumers). 

4.2 Other user-reporting platforms 

4.2.1 Short description 
Spritmonitor4 and other similar user-reporting websites provide user-reported fuel consumption and 

costs for all vehicle models available in Germany (or other countries), including also older models. It 

allows comparisons of fuel consumption across many users of the same model. Spritmonitor was first 

released in 2001. 

4.2.2 Strengths 
Spritmonitor has a large database from hundreds of thousands of users, mainly in Germany. It covers 

all vehicle models available in Germany. 

4.2.3 Weaknesses 
There seems to be no control or filtering of data reported in Spritmonitor. As a result, some 

unrealistically low or high values exist in the database. 

4.3 Fuel efficiency comparison websites and rating schemes 

4.3.1 Short description 
These are mainly labelling schemes with a star rating designed to provide their members and other 

consumers with information on the emission performance of vehicles beyond the scope of the legal 

requirements. The higher the star rating, the better the car has performed. The star rating typically 

indicates the weighted average performance across all areas of assessment. Such schemes include the 

Green NCAP, the AIR index, the ADAC Ecotest, the TRUE rating, etc. Figure 4-1 illustrates an example 

of the star rating of a vehicle model in Green NCAP. 

 
4 https://www.spritmonitor.de/ 

https://www.spritmonitor.de/


 

Figure 4-1: Green NCAP star rating example 

4.3.2 Strengths 
Fuel consumption, CO2 and other air pollutant emissions data are derived from actual measurements 

in the lab and on the road. Different driving styles and driving modes of the vehicle are evaluated. 

Furthermore, outside RDE regulation boundaries are evaluated, including congestion, cold start and 

heavy driving dynamics. All vehicle technologies including internal combustion engines, hybrid 

vehicles and zero-emission vehicles, are covered. 

4.3.3 Weaknesses 
These labelling schemes select only a sample of vehicles representative of the EU market for 

evaluation each year. Vehicles are evaluated based on average values measured over pre-defined trips, 

hence the impact of the driver and of specific trips cannot be assessed. Also, it is not always clear how 

the PEMS testing is carried out and hence the fuel economy values provided are questionable with 

regard to their representativity of real-world driving conditions. 

4.4 Simplistic methods for fuel consumption estimations 

4.4.1 Short description 
The methodologies included in the EMEP/EEA air pollutant emission inventory guidebook 20195 and 

in the IPCC guidelines6 are examples of such methods. By ‘simplistic’ here we do not refer to the 

methods per se, but rather to their application. Both methods were developed to support national 

experts to compile national emission inventories and so they refer to the entire vehicle fleet rather 

than the individual vehicle. Yet, some people apply the relevant algorithms and equations to the single 

vehicle, which can only provide an approximation as it doesn’t consider the specific conditions, such 

as the driving behaviour, of a given vehicle. 

 
5 https://www.eea.europa.eu/publications/emep-eea-guidebook-2019 
6 https://www.ipcc-nggip.iges.or.jp/public/2006gl/ 

https://www.eea.europa.eu/publications/emep-eea-guidebook-2019
https://www.ipcc-nggip.iges.or.jp/public/2006gl/


4.4.2 Strengths 
Evidently, the main strength is simplicity, as one generic formula is used for any car of the same type, 

without considering the particularities of that car or the driving habits. If applied to a large number of 

cars, this method would give reasonably good results for the fleet as a total. 

4.4.3 Weaknesses 
The accuracy of the methods is compromised when applying any of these methods to the single 

vehicle for which the driving conditions might be very different from the those of the average vehicle 

type considered in the methods. 

4.5 Our strengths and weaknesses 

4.5.1 Strengths 
Considering the strengths and weaknesses of the competition, as described above, our main strengths that 

can help us position ourselves in the market, are: 

• Very good knowledge of vehicle energy performance under real-world driving conditions 

• Very good knowledge of European consumers behaviour 

• Widely recognised and reputable brands of Euroconsumer organisations and Emisia 

• Privileged access to international networks 

• Direct access to millions of consumers Europe-wide 

• A platform with basic functionalities already up and running 

4.5.2 Weaknesses 
We have also identified our weaknesses that, if not properly addressed, could hamper our efforts to 

promote MILE21. These are: 

• We don't know how many of the already existing as well as future customers would be willing 

to pay for the current service 

• We need to develop additional (probably customer-specific) services to the already available 

through the MILE21 platform 

• Initial funding is necessary until the service can generate revenues and become self-sustained 

• Potential slow decision-making process 

  



5 Business model development 
5.1 Value proposition 
We used the value proposition canvas by Strategyzer to define our customer profile, visualize the 

value we create, and achieve product-market fit. More specifically, the aim is to: 

• Identify our customer's major Jobs-to-be-done, the pains they face when trying to accomplish 

their Jobs-to-be-done and the gains they perceive by getting their jobs done. 

• Define the most important components of our offering, how we relieve pain and create gains 

for our customers. 

• Adjust our Value Proposition based on the insights we gained from customer evidence and 

achieve Product-Market fit. 

Figure 5-1, Figure 5-2 and Figure 5-3 illustrate the jobs-to-be-done, the pains, and the gains for the 

three main customer groups identified, i.e. the individual users, the fleet operators, and the insurance 

companies, respectively. 

 

Figure 5-1: Value proposition canvas for individual users 



 

Figure 5-2: Value proposition canvas for fleet operators 

 

Figure 5-3: Value proposition canvas for insurance companies 



5.2 Proposed business models 
We used the business model canvas by Strategyzer to visualize and communicate a simple story of our 

business model. This can be described with nine basic building blocks: 

• Customer segments: these are all the people and organizations for which we are creating 

value. This includes simple users and paying customers. 

• Value proposition: for each segment we have a specific value proposition. These are the 

bundle of products and services that create value for our customers. 

• Channels: they describe the ways for interacting with customers and delivering value. 

• Customer relations: outline the type of relationship we are establishing with our customers. 

• Revenue streams: outline how and through which pricing mechanisms our business model is 

capturing value. 

• Key resources: describe the infrastructure required to create, deliver and capture value. They 

also show which assets are indispensable in our business model. 

• Key activities: show which things we need to be able to perform well. 

• Key partners: show who can help us leverage our business model in case we don’t have all 

key resources or will not perform all key activities ourselves. 

• Cost structure of the business model. 

The above building blocks are mapped on a structured canvas for the two main customer targets 

identified above and are summarized in Figure 5-4 for the individual users and in Figure 5-5 for the 

insurance companies. 

 

Figure 5-4: Business model canvas for individual users 



 

Figure 5-5: Business model canvas for insurance companies 

5.3 Hypothesis maps 
The business model canvases described previously include several assumptions on which our idea is 

based on. In order to identify the riskiest of those assumptions, a hypothesis for each one has been 

made. These hypotheses are then ranked based on how critical they are for our idea to survive and on 

whether there is evidence (or not) on this. Not all hypotheses are equally important, some can kill our 

business, whereas others matter only once we get the most important ones right. The results of this 

exercise for the individual users and for the insurance companies are summarized in Figure 5-6 and in 

Figure 5-7 respectively. 



 

Figure 5-6: Hypothesis map for individual users 



 

Figure 5-7: Hypothesis map for insurance companies 

 

  



6 Sales and marketing 
6.1 Go-to market strategy 

6.1.1 Online vs offline distribution 
Our services intended for the individual users will be only sold online. Users will be prompted to 

consider upgrading from the basic (free) service to the premium one, in which they will have access 

to all advanced features. 

Our services intended for fleet operators and insurance companies will be sold offline. A direct link to 

interested customers will be established and the specificities and price will be subject to negotiations 

with them. 

6.1.2 Direct vs indirect distribution 
We will approach all potential customers directly, asking a meeting to explain in detail the service we 

can offer, why this is useful to them and what makes it unique from the competition. 

We will also explore the possibility of indirect distribution of our services. For example, we can team-

up with technology providers (such as telematics) to integrate our service (e.g. part of our algorithms) 

to their product or service. The final product/service could be then sold to the end customer, such as 

fleet operators and insurance companies. 

6.2 Sales strategy 
The sales activities and means that we will use to grow sales will be customer type specific. For the 

groups of customers identified in chapter 3, we will follow different strategy for the individual users 

on one hand, and for the fleet operators and insurance companies on the other. 

Euroconsumers have access to a large network of consumers Europe-wide, through which they can 

reach out to a total of more than 1.5 million people. Hence, they will have the leading role in selling 

to individual users. 

Emisia and Euroconsumers will jointly pursue selling to fleet operators and insurance companies. For 

this group of customers, the buying process consists of the phases summarized in Table 2. 

Table 1: Major stages of the industrial buying process7 

 Buy classes 

Phases New Task Modified re-buy Straight re-buy 

1. Problem recognition Yes Maybe No 

2. General need description Yes Maybe No 

3. Product specification Yes Yes Yes 

4. Suppliers’ search Yes Maybe No 

5. Proposal solicitation  Yes Maybe No 

6. Supplier selection Yes Maybe No 

7. Order-routine specification Yes Maybe No 

8. Performance review Yes Yes Yes 

 
7 Philip Kotler, “Marketing Management”, Prentice Hall International Editions, 7th Edition, 1991 



Our initial efforts will focus on the market penetration and therefore includes all phases of the buying 

process – marked with ‘yes’ in column ‘new task’ of the above table. Our main task in this case will be to 

support the opinion leader of the buyer – the fleet operator, insurance company, or other customer – to 

reach the buying decision. 

We will put sales effort from the existing management team of Emisia and Euroconsumers. At a later stage 

we may consider hiring a sales representative, being responsible for market mapping, segmenting and 

implementing a rigorous program of monitoring buyers’ behaviour. The sakes person will follow up all sales 

leads and prepare proposals for other prospect customers. 

6.3 Marketing and communication 

6.3.1 Social media 
• Create content in our social media frequently (2-3 times a week) as it gets indexed in search 

engines. 

• Collect email addresses on our website through the users registration process. Emailing is still 

the most profitable distribution channel. 

• Use Google Analytics or the analytics on the MILE21 platform. 

• Reward customers to add value with the aim to establish brand loyalty in the long run. 

• Make sure we have links in our emails, in our online newsletter, and on the MILE21 platform 

to all social media links (Twitter, Facebook, LinkedIn, YouTube, etc.). 

6.3.2 Lead generation 
• Run digital marketing campaigns 

• Webinars with external organisations 

• Conferences and other events 

6.3.3 Other media 
• Media quotes 

• Articles in newspapers/magazines 

  



7 Milestones 
7.1 Sales and revenues 
Our main target for the first year is to cover our costs and thus ensure that our product will become self-

sustained already in the early stage of its after-LIFE. Once this is achieved, we will scale-up our efforts to 

start generating profit for Emisia and the Euroconsumers. 

For estimating the costs associated with the maintenance of the MILE21 platform in its current form, i.e. 

without possible additions and extensions, we collected information on the required activities and the 

effort needed. To this aim, all partners involved in the respective activities during the development of 

MILE21, provided their best estimates. These are summarized in Table 2. 

Table 2: Overview of activities to maintain a functional platform 

Category Description of activities Workload / activity cost 

Front-end Front-end maintenance 3-4 days per month 

Simulation models 

Update models M1 & M2 M1: 5 days/year 
M2: 10 days/year 

Electric powertrain improvements 
in model M1/M2 (optional) 

10-15 days 

Update model M3 20 days/year 

Back-end vehicle 
database 

Update vehicle database, back-end 
maintenance and hosting 

10 days/update 
Hosting: 250€/month 

Obtain vehicle database and post-
processing 

2-3 days/update, usually every 6 
months 
ADAC database cost: 14500€/year 

Self-reporting tool 
Extend validation mechanisms in 
self-reporting tool (optional) 

Not estimated 

 

All the above activities and related costs are recurring. For the estimation of personnel costs, a daily rate 

of 300€/person-day has been assumed. The cost calculations for the different activities identified above 

are summarised in Table 3, with the total cost for the maintenance of the MILE21 platform over one year 

amounting to about 50 k€. 

Table 3: Annual cost assessment 

Category Activity Required 
annually 

Unit 
cost (€) 

Total (€) 

Front-end Maintenance 40 300 12000 

Simulation models Model updates 35 300 10500 

Electric powertrain improvements 15 300 4500 

Back-end database Database update and maintenance 15 300 4500 

Vehicle database post-processing 5 300 1500 

Hosting 12 250 3000 

Vehicle database license 1 14500 14500 

Self-reporting tool Extend validation mechanisms − 300 0 

Total 50500 



Evidently, additional effort is needed for planning, developing, and implementing any additional features, 

depending on the specific customer needs. The costs associated with this additional effort are not included 

in this table. 

To achieve this number, we aim to get one big customer in the first year. This could be an insurance 

company or a fleet operator. This target can be also achieved with several individual users paying for access 

to the premium services of the platform. For generating profit after that, we aim for at least one new 

customer every following year and/or new and recurring individual users. 

7.2 Services 
Our main target for the first year is to develop one additional functionality to be able to sell to customers. 

The exact feature will be chosen after investigating potential interest from corporate customers, namely 

insurance companies and fleet operators. 

To this aim, we have already made a contact with Generali, a leading insurance company in Europe. 

Generali develops the ‘My Drive’ mobile application for all its motor insurance customers. The ‘My Drive’ 

app monitors everyday driving of its users, helps them improve their driving behavior and rewards them 

with discounts on their motor premium. The app also claims fuel savings using the app, without specifying 

how these fuel savings are calculated. 

In this case, the service we can offer to the insurance company is an accurate calculation of the fuel 

consumption for all trips using the same inputs as the ‘My Drive’ app uses for monitoring safe driving. 

Based on this, we can estimate the fuel savings achieved with the adoption of a safer driving style. To 

enable this calculation, we must add trip-specific capabilities to the existing service. This requires additional 

development. 

For the subsequent years, the target is to launch at least one additional feature/functionality every year. 

The decision on which new features to include will be based on market surveys that we will conduct to this 

aim.  
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Partnership Agreement between EMISIA S.A. and 

ALTROCONSUMO 
  

Parties, 

1. EMISIA S.A., incorporated under Greek law, having its registered seat at Antoni Tritsi 21, Pylaia, 

Thessaloniki (Greece), hereby duly represented by Dr. Giorgos Mellios, Managing Director 

And 

2. ALTROCONSUMO EDIZIONI S.r.l. (hereinafter “ALTRO”), a company duly incorporated under the 

laws of Italy, having its registered offices in Milan (Italy), via Valassina n. 22, hereby represented 

by its General Manager, Mr. Alberto Salvatore Maria Pirrone, established in Italy 

hereinafter jointly referred to as the “Parties” and separately as a “Party”. 

WHEREAS: 

A. The Parties, along with other beneficiaries, have been awarded a grant by the European Union, 

represented by the Executive Agency for Small and Medium Sized Enterprises, for the project 

entitled “More Information less Emissions – Empowering Consumers for a Greener 21st Century”. 

B. The Project, for short “MILE 21”, the tasks and the obligations of the beneficiaries are described in 

the LIFE17 GIC/GR/00018 Grant Agreement signed by all Parties involved. 

C. The Parties, hereto, intend to draft a business plan exploring the potential of commercial use of 

the Project after the Grant Agreement is terminated.  

D. The Parties have complementary capabilities, and it is to their mutual benefit to combine 

resources in order to prepare a thorough business plan.  

E. If the Parties decide that the commercial use is plausible and to their financial benefit, they will 

draft another Agreement to regulate their partnership, obligations, and the exact subject matter. 

The scope of this Agreement is to guide the Parties through the period until a Business Plan 

(Project) is drafted.  

IT IS AGREED AS FOLLOWS: 

1. BUSINESS PLAN PREPARATION 

1.1 The Parties shall cooperate to prepare the PLAN. 

1.2 Each Party shall submit to the other any necessary technical and business data and information 

concerning its portion of the Project for use in preparation of the Plan, including accurate, current and 



complete data. Each Party shall make available appropriate and high-quality personnel to assist the other 

in the preparation of the Plan.  

1.3 Both Parties will integrate the information mutually provided in order to form the Business Plan. 

2 RELATIONSHIP BETWEEN THE PARTIES 

2.1 Each Party shall furnish to the other such cooperation and assistance as may be reasonably 

required hereunder; provided, however, that the parties, as between themselves, shall be deemed to be 

independent contractors. Nothing in this Agreement shall be deemed to form or constitute a joint venture 

or other business association or fiduciary relationship between the Parties.  

2.2 No Party shall act as or be deemed the agent of any other Party for any purpose whatsoever nor 

shall the employees of any Party be deemed the employees of any of the other Parties, except as it is 

agreed hereunder. 

2.3 Parties acknowledge that coordination between them is essential to the successful outcome of the 

Project. Parties shall use mutually agreed processes and forms to report progress and to resolve any issues 

and questions with respect to problems during the Project. 

2.4 Nothing in this Agreement shall be construed to grant either Party the right to make commitments 

of any kind for or on behalf of the other Party without the express prior, written consent of the other Party. 

2.5 Both Parties agree not to consortium up or cooperate with any other firm for the preparation of 

anything that can be related to the project. 

2.6 Each Party will bear all of its own costs, expenses, risks and liabilities incurred by it arising out of 

its obligations and efforts under this Agreement and the subsequent conclusion of a collaboration 

agreement. Save in case of gross negligence or willful intent, neither Party shall have any right to any 

reimbursement, payment or compensation of any kind from the other(s) under this Agreement. 

3 CONFIDENTIAL INFORMATION 

3.1 “Confidential Information” means any oral, electronic or written information of whatsoever nature 

in any format, disclosed or made available by or on behalf of a Party to the other Party in respect of this 

Agreement whether before or after the Effective Date (as defined below), except for information that is: 

• already in the public domain other than by a breach of this Agreement  

• rightfully received from a third party who is not bound by equivalent confidentiality obligations; 

• independently developed by any employees or agents of one Party without access to the 

confidential information of the other Party; 

• proven to be already known to the recipient at the time of disclosure; 

• produced in compliance with applicable law or a court order, provided that the receiving Party first 

gives the disclosing Party reasonable notice of such law or order in order to give the disclosing 

Party an opportunity to object to and/or attempt to limit such disclosure. 



3.2 Each Party shall treat Confidential Information as strictly confidential, shall not disclose or make it 

available to third parties without the prior written consent of the other Party and shall only use it in 

connection with the performance of this Agreement. Neither Party shall be in breach of the confidentiality 

obligations hereunder in case that it is lawfully requested by governmental, administrative, judicial or other 

competent authorities to disclose information that is protected hereunder. If so permitted by the 

applicable legislation under which the disclosure is requested, the requested Party shall promptly notify 

the owner of the disclosed information.   

3.3 Each Party shall only on a strict “need to know” basis disclose and make available Confidential 

Information to those of its employees, agents, subcontractors and affiliated companies and organizations 

who are involved in the performance of this Agreement and provided that they are subject to obligations 

of confidentiality not less restrictive than those that set forth in this Article. 

3.4 Upon termination of this Agreement, each Party shall at the first request of the other Party, return 

to the other Party any originals and copies of the Confidential Information obtained from such other Party. 

3.5        If either Party violates this Article, then the violating Party shall automatically and legally be held to 

pay a lump sum compensation of EUR 50.000, being the amount estimated by the Parties as the reasonable 

damages resulting from a breach of confidentiality, without prejudice to the right of the aggrieved Party to 

demonstrate that a higher amount of loss has been incurred. 

3.6 This Article shall survive the termination of this Agreement for a period of three (3) Years, or if a 

Commercial Agreement (or other equivalent one) is concluded, for a period of three (3) years after the 

termination or expiry of the latter. 

4 INTELLECTUAL PROPERTY RIGHTS 

4.1 Subject to the terms and conditions of the Grant Agreement, each Party at all times remains the 

sole and exclusive owner of any intellectual and industrial property rights related to any works, 

technologies, inventions or creations developed independently by such Party in connection with this 

Agreement or the Project and no such rights shall transfer to the other Party. However, each Party grants 

a perpetual, free of charge, worldwide and transferable license to the other Party on any and all materials 

(including but not limited to texts, graphs, designs, processes, know how, ideas) for the purpose of 

preparing and submitting the Plan and, as the case may be, successfully delivering the Project.  

5 TERM AND TERMINATION 

5.1 This Agreement shall enter into force on 13 October 2021 (“Effective Date”), and shall be in effect 

for six months or it will expire on the  date of the occurrence of one of the following events: 

• Material breach of this Agreement by either Party and such breach remains un-remedied for thirty 

(30) days after receipt of notice of the breach from the aggrieved Party; 

• Mutual agreement between the Parties to terminate this Agreement. 

 

 

 



6 COMMUNICATION 

6.1 The Parties will not issue any news release, public announcement, advertisement or any other 

form of publicity concerning its role in the Project, without the prior, written and explicit consent from the 

other Party. In such communication, each Party shall be given appropriate credit and recognition. 

7 MISCELLANEOUS PROVISIONS 

7.1 Unless expressly agreed otherwise, any communication between the Parties in respect of this 

Agreement shall be by e-mail and shall be deemed to be received on the moment of its receipt. 

7.2 This Agreement may not be assigned or otherwise transferred by either Party, in whole or in part, 

without the prior, written and explicit consent of the other Party. 

7.3 In the event of a possible merger or acquisition of a Party, such Party shall inform the other Party 

by registered mail as soon as possible. This Agreement shall be binding on the Parties and their respective 

successors, and without any extra charges, costs or obligations. 

7.4 If any provision of this Agreement is or becomes illegal, invalid or unenforceable, that shall not 

affect the legality, validity or enforceability of any other provision of it. Such illegal, invalid or unenforceable 

provision shall then, to the extent permitted by law, be replaced in good faith by such a provision which 

reflects best the purpose and contents of the illegal, invalid or unenforceable provision. 

7.5 No failure on the part of a Party to exercise, and no delay in its exercise of, any right, power, 

privilege under this Agreement shall be considered as a waiver thereof. No single or partial exercise by a 

Party of any right, power or privilege thereunder shall preclude any other further exercise thereof or the 

exercise of any other right, power or privilege. 

7.6 This Agreement can be amended only by a written agreement between the Parties. 

7.7 This Agreement represents the entire and sole agreement between the Parties; it supersedes any 

prior oral or written agreements, proposals, commitments, understandings or communications with 

respect to this Agreement. 

7.8 This Agreement shall be governed by the law of Greece. Any dispute in relation with this 

Agreement shall first be escalated to the respective senior management of both Parties in an attempt to 

arrive at an amicable settlement. If no settlement is reached within thirty (30) days as from the invitation 

thereto by the most diligent Party, then the dispute shall be adjudicated by the courts of Thessaloniki. 


