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Who we are
DTO Research, international specialists in B2B research and strategy consulting.
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About us
Year founded:   2008

Industry focus
Industry, medical devices, logistics,
commercial machinery and hygiene/cleaning

Core business
1. Strategy development based on

professional market analyses
2. Building international

business relationships (B2B meetings)

General information about DTO

Selected references

Headquarters

Düsseldorf, Germany

Branch office
Tallinn, EstoniaBranch office

Paris, France

Branch office

Branch office
Singapore
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A market analysis consists of
several project stages,
as illustrated on the right.

Secondary research
Trade publications, databases,
competitor information, etc.

Market analysis methodology

Primary research
Interviews with competitors, customers,

associations and market experts

Consolidation of findings
Cross‐checking and verification of findings

Preparation of the results presentation

Typical market analysis process
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Entering new markets
Approach and challenges.
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How do you approach market entry?

Entering new markets

Identify an
opportunity

Research
the market

Confirm vision
and goals

Develop an
entry plan

Enter the
market
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Typical challenges when entering new B2B markets

Entering new markets

Often no or only
limited market
information
available

Qualifications
of our own

staff

Products do
not fit the

local market Prejudice against
foreign companies
in the new market

Recruiting
qualified
specialistsLimited

resources

Legal
uncertainty
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Reasons
why market

entry
may

fail

Entering new markets

Cultural barriers

Poor timing

Internal conflicts

Insufficient financial resources

Challenging market dynamics

Wrong target groups
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China from the perspective of a German SME

Entering new markets

Opportunities

• Highly attractive market with strong potential for medical devices from Germany

• Culture that is very receptive to technology

• Very rapid technological development and adoption

• Strong potential for long‐term partnerships and equity investments

Challenges / Key considerations
• A very large market with uneven levels of development

• Major cities and special economic zones tend to offer the greatest appeal

• Market entry is unlikely to succeed without local partners

• Many German SMEs have only limited intercultural expertise

• Companies often focus solely on market potential, while entering poorly prepared and
without the right strategy

• Supply chain problems and negative company examples are currently very prominent
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What matters when encouraging German SMEs to enter the Chinese market?

Entering new markets

At association level

• Communicate more examples of successful Chinese‐German cooperation

• Build a better shared cultural understanding

• Create platforms for closer networking

At company level
• Enter the Chinese market as a well‐prepared German SME

• Identify suitable local partners in advance

• Start by focusing on one city or region rather than
targeting the entire market

• Adapt products and services to local conditions where necessary

• Assess whether China could also serve as a hub for entry into
other markets in the region
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A project example
Extract from a global market analysis covering tracheostomy and

laryngectomy.
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A global market analysis of tracheostomy and laryngectomy products for a German medical technology manufacturer

▪ Assessment of market potential and key competitors in the regions studied
▪ Presentation of new strategic conceptsResults

Project example: Tracheostomy and laryngectomy products
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Starting point
Assessment of global product availability and

key competitors in the market to develop
potential strategic concepts

for market planning.

Approach

▪ Workshop with the client to define objectives
▪ Secondary research
▪ Telephone interviews with experts
▪ Evaluation of potential strategic concepts

Project example: Tracheostomy and laryngectomy products
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Trends

Market volume
Market shares

Market participants

Developments
Revenue potential

Project example: Tracheostomy and laryngectomy products
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Sample slides from the project

1. Identify potential

Tracheostomy per 100,000 inhabitants Tracheostomy revenue potential at 20% market share (EUR)
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Sample slides from the project

2. Understand the market structure

Detailed dossier on the medical market in China (CHN)

Potential assessment

Market attractiveness

Tracheostomy

Revenue potential
Tracheostomy

Market attractiveness

Laryngectomy

Revenue potential
Laryngectomy

1 · EUR thousands at 20% market share

Key figures: tracheostomy (thousands)

· Tracheostomy

Key ratios

Population (millions)

Ventilation cases per capita

Tracheostomies per 100,000
inhabitants

Laryngeal cancer incidence

Laryngectomies per 100,000
inhabitants

Revenue per tracheostomy (EUR)

Revenue per laryngectomy (EUR)

Key figures: laryngectomy

Healthcare market facts

· 16,800 public hospitals with 324,400
beds

· 10,800 private hospitals with 191,000
beds

· Entering China requires a CCC

(Chinese Compulsory Certificate).
The CNCA issues this certificate
(Certification and Accreditation Administration

of China). Certification takes
about four to five months.

· Medical consumables and devices
are a USD 19 billion market

with growth of 7.5%.

Key sales markets · dealers and potential partners

Peking

Tianjin

Shanghai

Guangzhou

Shenzhen

Revenue

2015, USD millions

Additional information

· Major industry locations and specialised treatment centres
are mainly in eastern China.

· Key population centres include Beijing, Shanghai and
Guangzhou.
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Sample slides from the project

3. Develop a concrete action plan for market entry

Key sales markets · China: next steps

Build dealer relationships; increase
1 contact with dealers (e.g.

Tiansong)

Obtain Chinese certification for products
2, working with a dealer if needed

Build brand awareness through
3 cross-media communication focused on
population centres such as Guangzhou and
Shenzhen near Hong Kong and Macao

Develop a local sales team while
4 reducing reliance on dealers

Expand sales to other
5 population centres such as Chongqing

in the interior

Develop intensive OEM
6 partnerships in parallel

Establish a local
7 production site in the long term

Need

high

low

short term long term
Time frame
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Conclusions and outlook
What we have learned about successful market entry.
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Why China is an attractive market for German medical device manufacturers

Conclusions and outlook

A very large market with substantial need and demand

Excellent reputation of German medical devices

Capital and willingness to cooperate are available
on the Chinese side

Highly attractive regional conditions for market entry

German SMEs offer many products and services
that are of interest to China
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