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Chapter 9. Recommendations   

This chapter presents overall recommendations for creating mindshare and market share, as 
a product of the project conclusions and result of the research and data analysis. The chapter 
concludes with some ideas regarding additional research of interest. Section 9.1 details the 
specific market entry points. Section 9.2 discusses specific strategies for each respective 
country, and section 9.3 provides recommendations for further research areas. 
 

9.1 Market Entry Point 
 

9.1.1 Germany 
‘The Company’ is best equipped to enter the European healthcare system through the 
German market. Hospitals in Germany have the most liberal and open mindsets regarding 
nanotechnology. In fact, nanotechnology products already exist in Germany, for example 
treated tiles and catheters (see Chapter 6 for details).  
 
Further, it is most feasible to introduce new products into Germany than The Netherlands 
due to the fact that Germany only requires approval at the local level; German institutions 
are both national and local, and possess only limited authority, while Dutch healthcare 
institutions are only national and possess a great deal of power, therefore limiting rule 
flexibility.   
 
In addition, hospital experts within Germany are most enthusiastic about nanotechnology 
and the possible benefits of the ‘Nano Technology Product’ stating that they believe that it 
will be their future. There are more hospitals in Germany than in The Netherlands, thus 
there is a larger market and more product penetration opportunities. Moreover, it is easy to 
contact German hospitals and get through to the correct personnel as German websites are 
clear and open with contact information.  
 
Above all, Germany is the best market for entry because it experiences the most issues 
regarding infectious disease control. In particular, the rate of MRSA prevalence in Germany 
is 20%, compared with less than one percent in The Netherlands. MRSA is specifically 
problematic in the German border region; thus this area is the best for market entry. 
Germany also faces issues regarding Legionella contamination, and the current water 
treatment methods are unsuccessful and cost inefficient. These weaknesses pose additional 
needs that can be fulfilled by the ‘Nano technology Product’. The best applications for 
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Germany besides water are surfaces and instruments, for example flexible endoscopes that 
cannot be treated under high temperatures.  

9.1.2 Belgium 
Belgium also serves as a strong market entry point. Belgian hospitals are willing to test 
‘Nano technology Product’ and create publications on the results. As is the case regarding 
the AZ Brugge Hospital and the Cliniques Universitaires St-Luc of Brussels, representatives 
of the Belgian hygiene field are members of the BICS, a noteworthy organization leading a 
scientific review, NOSO Info, on local experiences, recommendations and articles about 
new products and breakthrough technologies. Dr. Anne Simon, editor of this journal, has 
shown interest to publish an article on the ‘Nano technology Product’. The advantage of this 
publication is the awareness and reference it will engender, as NOSO Info possesses a 
respected and reputed reputation in the scientific world. Still, these publications are not 
official and cannot be taken as national guidelines by the other Belgian hospitals. 
 

9.1.3 The Netherlands 
The Company indicated that the Netherlands was the most important candidate to serve as 
‘Nano technology Product’s European entry market. The motivation behind this was that the 
Netherlands have a good reputation in the area of infectious disease control worldwide. As 
mentioned, MRSA prevalence rates are the lowest in the world due to the effective search & 
destroy policy employed. The common adagio in the field is that ‘if it works in the 
Netherlands, it works everywhere’. Our empirical research indicated that this was indeed 
true. Almost every single interviewee spoke with respect about the Dutch infection 
prevention apparatus. Healthcare institutions in the border area with Germany are calling in 
the advice of Dutch experts on a large scale. e.g. in the MRSA-net project (view Appendix J 
for details).  
 
In spite of this, we found three major hurdles that ‘The Company’ would have to face in 
introducing ‘Nano technology Product’ in the Netherlands: 
 

 Dutch interviewees are highly skeptical about the benefits of nanotechnology in 
general and ‘Nano technology Product’ in particular 

 Healthcare institutions in the Netherlands use disinfectants and other products very 
restrictively 

 In order to even start a test with ‘Nano technology Product’ in the Dutch market, 
The Company would have to get the product approved by the CTB.  

 
The first two hurdles can be overcome. To take away skepticism with Dutch healthcare 
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professionals, ‘The Company’ would simply have to put in a greater deal of effort in 
educating target customers. And the main reason why healthcare institutions are restrictive 
in the use of disinfectants is because of fear to create resistance in bacteria and viruses. 
‘Nano technologies Product’ does not create such resistance, so this might actually present a 
market opportunity rather than a threat.  
 
The third hurdle is difficult to overcome. Testing by the CTB generally costs between 
€200,000 and €500,000 and lasts some where between one to two years. It is beyond the 
scope of this research to calculate whether the benefits of this testing outweigh the costs. 
What can be said however, is that although the German Gross National Product (GNP) is 
more than four times that of the Netherlands (CIA World Fact book, 2008), product testing 
in Germany is estimated to cost between 40 and 100 times less than product testing in the 
Netherlands. The fact that besides chloride and alcohol no other disinfectants are allowed on 
the Dutch market provides a strong indication that it is simply not cost effective for 
manufacturers to gain approval from the CTB. 
 
Considering that the European Union is currently preparing a product list of disinfectants 
that can be used in all member states which will likely come into effect in 2015, the 
recommendation made to ‘The Company’ is to refrain from entering the Dutch market at 
this point in time. More interesting opportunities exist in Germany and Belgium. Besides, 
‘The Company’ can spend its resources more effectively acquiring product approval from 
the European Union.  
 

9.2 Market Entry Strategy 
The recommended market entry strategy for ‘Nano technology Product’ has two main 
objectives: to create mindshare and to create market share. To create mindshare means to 
create awareness, gain accreditation, build reputation and –eventually- establish a trust 
relationship with (potential) customers. To create market share means to generate sales. The 
optimal level is to be determined by ‘The Company’, but it is beyond doubt that creating 
market share is needed in order to maximize profits. And although the philanthropic aspect 
(saving lives) certainly matters to the company, The Company’s overarching goal is still to 
maximize profits. The creation of mindshare is a necessary prerequisite for creating market 
share, since accreditation and reputation are seen as vital by customers. However, if 
conducted properly the two concepts form a mutually reinforcing loop: the creation of 
mindshare helps in generating market share, which in turn enforces awareness and 
reputation among (potential) customers, leading to an increase in market share, and so forth. 
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9.2.1 Germany 
The fragmented nature of the German market has both its advantages and drawbacks. On 
the upside, there is a lot of room to test the product in an empirical setting. Approval from a 
local research institute will suffice to implement ‘Nano technology Product’ in hospitals 
within that region. The downside of this is that it will be difficult to acquire national market 
coverage in Germany, since so many key decision makers reside at the state or regional 
level. 
 
‘The Company’ should first focus on the creation of mindshare. This can be done best by 
contacting a local research institute (e.g. Hygiene-Institut des Ruhrgebiets) to perform 
product testing. Once preliminary product testing has been conducted, ‘The Company’ 
should take advantage of the authority of the research institute in question to conduct further 
testing in a local hospital. Although testing has been successfully conducted in Taiwan, 
Singapore and Hong Kong, empirical testing within Germany is crucial for ‘Nano 
technology Product’ to be accepted by German institutions and hospitals. Shortly after 
starting this process, ‘The Company’ should start a similar second empirical test in 
Germany. 
 
Antecedent accreditation by two independent research institutions is a prerequisite for 
gaining national approval from the Robert Koch Institute (RKI). Due to the fragmented 
nature of the market national accreditation is by no means a guarantee for success, but the 
research shows that it is clearly appreciated by professionals in the field. Furthermore, the 
interview with Prof. Dr. Mielke indicated that product testing at the Robert Koch Institute is 
not prohibitively expensive (his estimation was €5000).  ‘The Company’ is therefore 
strongly advised to gain national product accreditation from the Robert Koch Institute. 
 
RKI approval will help in creating further mindshare and starting to build market share. 
Seen the innovative nature of ‘Nano technology Product’ and the limited knowledge about 
nanotechnology among hygiene professionals, the next step will be to educate target 
customers. To do so, ‘The Company’ will have to publish articles about ‘Nano technology 
Product’ in magazines that target customers (hygiene and infection prevention professionals) 
read. These articles should have an academic tone of voice, contain statistical prove of 
‘Nano technology Product’s effectiveness, mention the RKI accreditation and are preferably 
co-signed by an independent researcher or research institute. A similar message should be 
spread at infectious disease conferences, where ‘The Company’ has the chance to engage in 
a two-way dialogue with experts in the field. This will not only help ‘The Company’ in 
eliminating misconceptions about nanotechnology and educate potential customers, but it 
can also serve as input to fine-tune the marketing mix of ‘Nano technology Product’.    
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Now ‘The Company’ is ready to prepare the broad commercialization of ‘Nano technology 
Product’ in the German market. While continuing efforts to build mindshare, the creation of 
market share takes prevalence. Weighing the relatively limited size and market newness of 
‘The Company’ with the huge size and fragmented nature of the German market, sales 
efforts can best be started on a local level. The state of Nordrhein-Westfalen seems the ideal 
focus area. Not only is it the most densely populated in Germany, awareness of the need to 
bring down prevalence of infectious diseases (MRSA in particular) is extremely high. The 
projects that are being started in the border regions of Aachen (Dr. Weishoff) and 
Gelsenkirchen (Dr. Voelker) to drive down MRSA infection rates are perfect examples in 
case. These initiatives mimic the successful MRSA-net project between Muenster in 
Germany and Twente in the Netherlands (Dr. Hendrix). After gaining sufficient market 
share in this region, ‘The Company’ will gradually expand its reach as to not over extend its 
coordination capabilities. The eventual goal is still nation wide commercialization of ‘Nano 
technology Product’.  
 
Sales should take place through independent sales agents, as they have local market 
knowledge and have build reputation and trust relationships with potential customers. ‘The 
Company’ can benefit greatly from this. Also, since they will represent more than one 
product, economies of scale can be achieved. However, ‘The Company’ should be wary of 
contacting sales agents that act as representatives of too close competitors. Also, sales 
agents need to be well informed about the product. It is probably necessary to initiate a 
training day for new sales agents where the product characteristics of ‘Nano technology 
Product’ will be discussed in detail. Representatives need to be 110% informed to deal with 
customer requests, so the negative characteristics of ‘Nano technology Product’ should not 
be neglected during this training. 
 
To summarize, the following steps should be undertaken by ‘The Company’ to ensure a 
successful commercialization of ‘Nano technology Product’ in Germany: 

1. Conduct testing through two independent local research institutes in an empirical 
setting. 

2. Gain national product accreditation from the Robert Koch Institute. 

3. Educate potential customers on ‘Nano technology Product’ by publishing in 
magazines and attending conferences. 

4. Contact and educate independent sales agents in Nordrhein-Westfalen to start selling 
‘Nano technology Product’. 

5. Gradually expand sales force reach to the entire nation. 
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9.2.2 Belgium 
Once nationwide market coverage in Germany is achieved, The Company is advised to 
prepare for commercialization of ‘Nano technology Product’ in the Belgian market. The 
recommended market entry strategy is similar to that for Germany. It entails testing the 
product in local empirical setting before applying for national accreditation. Afterwards 
mindshare will be created through publishing articles and attending conferences in the area 
of infectious disease prevention. Sales will take place via independent sales agents here also. 
Therefore, in this paragraph we will not set out the entire recommended market entry 
strategy again, but we will focus on the country specific aspects for Belgium.  
 
The testing of ‘Nano technology Product’ can be conducted by an academic hospital 
straightaway, without interference of an independent research institute. Dr. Bart Gordts from 
the AZ St-Jan Hospital indicated that his institution could create a trial environment for the 
scientific examination of ‘Nano technology Product’ before going through further 
registration procedures. This test can serve as a national and international reference point as 
‘The Company’ enters the Belgian market.  
 
Unlike Germany, national approval is required to start the commercialization of ‘Nano 
technology Product’. The Conseil Supérieur de la Santé (CSS) sets national guidelines that 
Belgian hospitals are forced to follow and is hence the institution that needs to grant 
approval. The ISP and the BAPCOC could be useful intermediaries in gaining this approval 
since they influence the CSS guidelines by giving recommendations according to local 
experiments. Furthermore Dr. Anne Simon, editor of the magazine NOSO Info, a leading 
journal in the field of hygiene and infectious disease control in Belgium has shown interest 
to publish an article on ‘Nano technology Product’. The reputation and authority of NOSO 
Info will help ‘The Company’ in establishing mindshare in the Belgian scientific 
community. 
 
A major drawback of the Belgian market is that ‘Nano technology Product’ would first have 
to accredit by the European Union before it is allowed to be sold. The investment required 
for this will probably be prohibitively high looking at the size of the Belgian market. 
Considering, however, that in the future (probably 2015) European approval will be 
required to operate in any European Union member state, the cost can be justified. After all, 
The Company aims at commercializing ‘Nano technology Product’ successfully in all key 
European markets. 
 
Since the size of the Belgian market is moderate, and the relevant institutions are organized 
on the national level, it seems logical to enter the market nationally straightaway. A regional 
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market entry strategy such as in Germany is not required. However, further research needs 
to be conducted into the impact of the language barrier between Wallonia/Brussels on the 
one hand and Flanders on the other. Since most relevant organizations in Belgium are 
bilingual, we do not foresee any problems with this. Naturally, separate sales agencies have 
to be contacted for the French speaking and Dutch speaking parts of the country 
respectively.  
 
Ireland as the port of entry in Europe: 
It is also advised to consider Ireland as the Port of entry into Europe to get the tax benefits, 
as Ireland has the lowest corporate tax of 12.5% in Europe, with an extensive double 
taxation treaty network which ensures the elimination or mitigation of double taxation with 
50 countries and with a 21.5%. VAT rate which comes along with the flexibility for the 
Companies to choose among ‘The system of Foreign tax credit pooling’, ‘The EU Parent – 
Subsidiary Directive’ and ‘The Double taxation agreements’. 
 
9.3 Further Research: It is recommended to interview law professionals within 
Holland, Germany and Belgium to add a valuable new perspective to the research. There are 
particular field experts that we did have the opportunity to consult; in particular, these 
individuals are Dr. Walter Popp, Dr. Wolfgang Dott and Dr. Martin Exner. A further research 
topic is the commercialization process in Belgium; particularly, the cost, procedure and time 
it takes to introduce a new product. In addition, it may serve of value to investigate the role 
of hospital uniforms in infectious disease transmission, specifically regarding the fact that 
while Dutch physicians are required to wear short sleeves, German employees typically 
wear long-sleeved shirts. Men’s ties are another potential problem area in bacteria 
transmission. 
 

9.3.1 Methodology Insights 
It was most helpful to receive contacts through the referral of organizations such as WIP and 
previous interviewees rather than via cold-calling. It is observed that it successful to adopt a 
student researcher perspective and avoid mentioning the name of the product and company. 
The online survey is the least successful method of data collection as it is impersonal and 
warranted few responses due to expert lack of time, interest, motivation and possible 
concerns regarding confidentiality.   

 

 

 




