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Introduction

Dear reader,

The COVID-19 pandemic is unprecedented and continues to have significant impact on our everyday lives.  Leading 
companies are turning pandemic-driven changes into opportunities for future value creation.  In Asia, the region’s 
economy is striving to rebuild momentum and businesses, particularly manufacturers of industrial equipment and 
scientific instruments, are looking to navigate their way back to growth.

Here at DKSH, we have developed this playbook to help you chart your business roadmap in these challenging times 
by looking towards market expansion in Asia. 

We first look at why Asia is a promising option for your business, and why it will emerge stronger in the wake of 
this global pandemic. 

Next, our industry experts highlight five key considerations to help your organization take advantage of the 
opportunities that the region has to offer. We also include case studies from multinationals outlining the steps 
they took to become leading brands in their fields today and share common mistakes companies have made in their 
journey of expansion to Asia.

We hope that this playbook serves as an inspiration and guide for you to carve out a name for your brand in this 
rewarding region.

Happy reading!  
DKSH Technology team (meet us on page 19)
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The Road to Asia: 
A Resilient Region
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Economic Growth Projections 
2022 (GDP)

Source: IMF, World Economic Outlook, Updates, July 2021
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Asia continues to have the highest growth projections among 
all the global regions with six percent growth, outpacing the US, 
EU, Latin America, and Sub-Saharan Africa.
 
International and Intra-Asia Trade
Asia’s growth is fueled by recovering international trade as well as intra-Asian trade. Asia 
Pacific merchandise exports are forecasted to show a strong rebound of 13 percent in 2021, 
after contracting by nearly two percent in 2020.

While many Asian companies are interdependent with companies around the world, all are 
interdependent with other Asian companies. And the formation of the Regional Comprehensive 
Economic Partnership, the world’s largest free-trade pact comprising 15 markets in the Asia 
Pacific region, further deepens this integration.
 
Trend Towards Outsourcing
Due to the pandemic, organizations have been forced to deal with multiple operational and 
business disruptions. Resulting from this, we see the trend towards outsourcing as set to 
continue. Businesses are focusing on their core competencies while outsourcing parts of their 
operations to a reliable partner to optimize the process and create sustainable foundations 
for future operations.
 
Digital Transformation
Businesses in Asia have shown to be resilient in the past by leveraging digital technologies to 
help them out. Whether it is using artificial intelligence-driven track-and-trace systems, digital 
platforms to automate sales and marketing processes, or technology to reskill workers, they 
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have remained competitive and agile to help 
them with the market and business recovery.
A report by Standard Chartered shows that 
Asia is also leading the way in this digital 
transformation with the top seven markets 
for online consumer spending growth coming 
from this region. We are witnessing a massive 
shift to online banking, digital person-to-
person payment transfers, and eCommerce via 
social media platforms. 
 
Growing Middle Class
In addition, Asia continues to be the only region 
with substantial and fast-growing middle 
classes. In 2020, an estimated 2 billion Asians 
were categorized as middle class and that 
number is set to increase to 3.5 billion by 2030.
As the region works on restarting its economy, 
Asia’s resilience, agility, and use of evolving 
technologies will hold the key to market and 
business recovery.

General Asia Trends

Source: Brookings Research, March 2017; UNCTADstat; Roland Berger, January 2017

Growing middle class

Asia-Pacific’s vs. global middle class
Billion people 2015 vs. 2030

Asian share of global middle class
Size of global middle class

CAGR +6.4%

3.0 5.41.4
3.5

46% 65%

Increased intra-Asian trade

Regional exports in Asia
CAGR from 2014 to 2018

Japan

Vietnam

Cambodia

Thailand

Indonesia

+10.1%

+10.0%

+6.2%

+4.0%

Trend towards outsourcing

Asian Market Expansion Services market
USD billion

Consump-
tion market 
growth

MES
growth
premium

CAGR +6.5%

632

2016 2021

+5.6% +0.9% 866
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Five Key Considerations for  
Your Market Expansion to Asia
 
The pandemic has changed the way businesses operate and will likely have a lasting impact 
across most industries around the world. You might never have thought of entering a new 
market because it is more difficult or unclear what the future benefits would be. How about 
now when your core markets are lagging and new frontiers such as Asia might open new 
possibilities?

Here are five key considerations on how to get the most out of the opportunities that the 
region has to offer:

1. Optimize your business costs for successful expansion in Asia

2. Efficiently penetrate your new Asian market

3. Have the right capabilities to satisfy Asian customers

4. Be ready to deal with future disruptions

5. Manage the diversity of Asian markets
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Optimize Your Business Costs for Successful Expansion in Asia1
Entering or expanding into new markets can be an expensive and time-consuming process with a steep learning curve. But, as we have seen, 
companies that expanded using sustainable cost optimization programs significantly outperformed the competition and emerged even stronger 
and more profitable.

To do so, you need to understand your potential market’s unique requirements and find the most cost-effective path to successfully penetrate it 
so you can spend your time and money judiciously and still grow your business, including:

• There are the obvious major costs of setting up shop in a new market: legal, hiring new people, setting up a service network. Though you 
may think that keeping payroll, accounting, or tax management in-house will save you money, compliance requirements in each Asian 
market are often incredibly specific and require detailed local knowledge

• As each Asian market has its own set of complex laws that govern how business is conducted, unfamiliarity with a market’s business laws, 
customs, and practices can expose businesses to significant “hidden” costs. For example, when you ask a third party to ship your goods, 
there are possibly hidden shipping-related charges including surcharges and correction fees

• Do you understand your new market’s unique requirements and can you find 
the most cost-effective paths for expansion?Key questions:
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Efficiently Penetrate Your New Asian Market With a Trustworthy Local Partner2
Asia has always provided its fair share of market entry challenges for businesses, notably how to achieve cost efficiency while gaining initial market 
penetration. The pandemic has further added another layer of complexity as many governments have enhanced or introduced new regulations 
for business applications in their markets.

From our experience, we essentially see two major market entry strategies that you can consider:

Going it alone: In this traditional approach, you handle everything yourself from setting up your subsidiary or representative office, taking care of 
regulatory requirements right through to commercialization. It involves a high level of investment and risk. But, if it works, you reap the benefits. 
You also have the most control as compared to other options.

Business partnership: This approach has seen rapid growth in recent years as companies strive for market entry efficiencies in increasingly 
complex market environments. It is most relevant for companies with limited knowledge about a market. The biggest advantage is that a product 
owner can eliminate the time risk of learning about the market and finding out what works and what does not. It also offers lower investment 
costs and reduced financial risks compared to going it alone. 

We are seeing more companies deciding to focus on their core competencies and outsourcing sales, marketing, and services to a business partner 
so they can prevent market fluctuations and minimize risk exposure. This trend is not only happening with newcomers. Corporations who entered 
Asia years ago are now also seeking ways to boost further growth and mitigate risk especially when they want to expand a specific product 
portfolio or enter an industry with high entry barriers.

• Who is already competing within the market?
• How can you best reach your customers faster than your competitors?Key questions:
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Have the Right Capabilities to Satisfy Asian Customers3
The COVID-19 pandemic has changed customer behaviors around the globe in many ways. And no more so than in Asia which even before the 
coronavirus hit was undergoing a fast transformation from a product-centric to a more service-driven market.  Compared to the rest of the world, Asian 
customers are even more tech-savvy and looking for an integrated and tailored experience from purchase to service, across online and offline channels. 
Here are two capabilities that are essential to be successful in Asia today:

Going Digital 
According to a recent report, Asian B2B companies see digital channels as two to three times more important to their interaction with their buyers than 
traditional channels. And this trend, which accelerated due to the lockdown measures, will only continue into the “new normal”. For example, while 
offline activities like exhibitions still matter in Asia due to its heavy relationship-building culture, companies also need to have the right capabilities to 
leverage all digital channels and content formats to engage customers. As you consider digitization, do be aware of the different preferences in different 
markets, from social media to eCommerce platforms. No two markets possess the same digital landscape.

Service Matters
In terms of services, many companies are realizing that to create long-term success and competitive advantage, selling the latest products alone is not 
enough. Sustainable growth can only be achieved by combining products and services to form a customized solution. You not only need to build a team 
with strong application know-how but also set up demonstration labs and showroom facilities to better engage with your Asian customers.

• Do you have the right digital and service capabilities?
• Can you build up your team’s in-house skillset?Key questions:
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Be Ready to Deal With Future Disruptions4
Despite government support programs, we are seeing an increase in the number of companies going out of business since the start of the COVID-
19 pandemic. Therefore having a solid market entry plan to ensure uninterrupted long-term growth is crucial to be able to survive through any 
type of crisis that may occur.

If you have a direct set up in a market, you might already be adjusting your business model to be resilient in the future. Think about using 
different channels like direct sales, distribution, or a mixed model.  All of these are valid strategies to enter or manage different geographic regions 
for your organization. They each have different advantages in times of accelerated growth, saturated markets, downturns, and disruptive events.

If you already work with a business partner or are searching for a business partner in Asia, you need to evaluate business continuity. How 
sustainable is this partner and how prepared are they in the short, medium, and long term in times of disruption? How sure are you that your 
local channel partner can fulfill payment terms? Is your partner able to continue providing basic service support to local customers during times 
of disruption?

• What is your plan if your sales and service partners go out of business?
• Who is going to support your customers in this market?
• If you work with multiple partners, how do you protect your brand image, 

pricing, and support?

Key questions:
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Manage the Diversity of Asian Markets5
Asia is a highly heterogeneous region with different cultures and business practices. To create a footprint in Asia as well as cultivate lasting 
relationships, businesses need to adopt local practices and be mindful of sensitivities when communicating with business partners, and even 
the government. Especially during a crisis like COVID-19, we have seen that having people on the ground to monitor policy changes is critical to 
ensure a well thought out business continuity plan and actions specific to that market.

In a region as diverse as Asia, the foreign investment climate inevitably differs between markets. Businesses need to understand the different 
business formation and ownership requirements in each market. For example, each Asian market has their own specific rules about bidding in 
public tenders.

Tackling data privacy will also be a major challenge in Asian markets, particularly as governments around the world, in reaction to COVID-19, 
have tightened data collection laws as well as the presence of international regulations such as the Common Reporting Standard and the Base 
Erosion and Profit Shifting framework. It means companies must increasingly adhere to global standards while developing a local understanding 
and establishing compliance processes that ensure the general guidelines are respected across individual markets.

• Is my in-house team able to maneuver the cultural, political, and regulatory 
differences, potentially across multiple markets?Key questions:
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Conclusion

With Asia projected to lead the rest of the global economies 
in terms of economic growth by 2022, businesses are already 
turning to the region for market opportunities and brand 
expansion. Its key attractions include a growing middle class 
with an online presence, increased intra-Asian trade, rising 
urbanization, and emerging economies. 

Whether you choose to go it alone into this continent that 
comprises more than 4.3 billion people, 2,300 languages, 
and nearly 50 markets or work with a business partner, the 
journey will indeed be an adventurous one and, hopefully, a 
lucrative one at that.
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Malvern Panalytical Becomes Market Leader in Southeast Asia
Case Study

Malvern Panalytical’s scientific instruments 
are used by scientists and engineers across 
a wide range of industries to help maximize 
productivity, develop better quality products, 
and get their products out to market faster.  
They employ over 2,000 people worldwide 
and are recognized as as an innovator in the 
materials characterization markets ranging 
from building materials to pharmaceuticals 
and from metals and mining to nanomaterials.

to fuel growth, especially in Southeast Asia, 
where they had limited coverage and lacked 
individual market insight.

brand awareness and engage more 
customers and industry practitioners

• Provided comprehensive application 
support via their local partner’s 
demonstration labs. This included helping 
customers to identify and resolve analysis 
or application issues. They also provided 
sample preparation methods and sample 
testing services for its customers

Challenge
About 15 years ago, Malvern Panalytical 
recognized Southeast Asia as a growing mar-
ket with trends including an increase in health-
care expenditure due to an aging population, 
intra-Asian trade and a focus by consumers on 
well-being products. 

To capitalize on these growing trends in mar-
kets like pharma, bio-pharma, food and bever-
age, and materials, the company wanted to de-
velop an effective market expansion strategy 

Result
In the five years after we implemented 
our strategies, Malvern Panalytical suc-
cessfully grew market share in Southeast Asia 
and subsequently strengthened its leadership 
position in the particle size market.

Approach
• They chose one distribution 

partner for the whole region instead of 
having a scattered distribution network. 
This enabled the partner to establish 
a Regional Center of Excellence with 
expertise and capabilities throughout 
pre- and post-sales  

• Strengthened collaboration through 
regional partner networks with 
academic professors and industry 
researchers positioning Malvern 
Panalytical as a thought leader in the 
industries they operate in

• Increased participation in business trade 
shows as well as organized seminars, 
workshops, and online webinars in 
multiple local languages to enhance 
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ColdBlock Technologies Successfully Introduce Sample 
Preparation Technologies to Asia Pacific

Case Study

ColdBlock Technologies was incorporated in 2014 
to introduce its innovative sample digestion tech-
nologies to global markets. It is the first sample 
digestion technology to use focused short-wave 
infrared radiation, which delivers exceptional 
performance even in difficult matrices.

The company has collaborated with govern-
ments, academia, and industry to demonstrate 
their innovative solution while elevating the  effi-
ciency, productivity, and safety of sample diges-
tion. Since then, it has enjoyed business growth 
in North American markets.

ported by megatrends such as an increased 
middle class of consumer, growing population 
size, and higher levels of education among the 
Asian population. There is also a high concen-
tration of mining industry in the Asia Pacific re-
gion which is one of the key market segments 
for Coldblock.

industries with the highest potential for it 
to penetrate

• As a new brand with new technologies, it 
needed to break through the entry barriers 
and create demand in the market. Together 
with their local partner, they conducted 
digital marketing in local language while 
leveraging on social media, their website 
and a third-party market platform for 
better customer engagement

• They also showcased application and 
demonstration capabilities to position 
this new technology and highlight the key 
benefits in terms of higher cost efficiency 
and safety

Challenge
To grow its business further, it needed to 
expand its brand presence into Asia, where the 
scientific instrumentation market was growing 
at a faster rate as compared to its existing core 
markets. 

Asia was also chalking up higher demand for 
research and development needs, largely sup-

Result
Using this approach, ColdBlock Technol-
ogies was able to generate increased market 
awareness and publicity for its technology and 
services. It has since successfully entered several 
leading markets in the Asia Pacific region.

Approach
• As a start-up company, ColdBlock 

Technologies knows that it is critical to 
maintain stringent cost control when 
expanding into a new market. They decided 
to work with a proven distributor with a 
multi-market presence, established market 
coverage, and distribution network to help 
create a foothold in the market quickly and 
efficiently

• Using market intelligence gathered from 
the local partner’s customer relationship 
management system and a third party’s 
market data, it was able to prioritize the 
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A Decade of Successful Partnership Between 
DKSH and LAUDA in the Asia Pacific  

Case Study

LAUDA, a global marketing leader for precise 
constant temperature equipment and systems, 
has been a business partner of DKSH in Thailand 
and Japan since 2009. Over the years, this dy-
namic partnership has expanded to Singapore, 
Taiwan, and other Southeast Asian markets. 

Bringing together a synergy of LAUDA’s leading 
technologies and our market intelligence as well 
as a systematic market development approach, 
LAUDA is today a leading brand in multiple sec-
tors in Taiwan, Singapore, Thailand, and Japan.

Japan’s Chemical and Pharmaceutical 
Fields
To enter the competitive chemical and 
pharmaceutical fields in Japan, we 
collaborated as an independent advisor 
and expert in helping to develop tailored 
innovative solutions to fit the market demand. 
We offered a thorough explanation of 
LAUDA’s product features, applications, and 
how they could help the customer improve 
and simplify their existing workflows.

In Japan, trust is an important factor in 
building a long and sustainable partnership. 
The team invested time to understand our 
customers’ pain points and addressed their 
needs promptly through demonstrations and 
excellent support. For service support, we 
offered periodic professional maintenance 
along with quick troubleshooting and 100 
percent local repair assurance. In addition 
to immediate service response, we also 
ensured alternative units and spare parts 
were always readily available.

Taiwan’s Biopharma Industry Through 
Integrated Solution
With its convergence of healthcare talent 
and technology, Taiwan is rapidly becom-
ing a prime destination for innovative bio-
tech startups. Taiwan’s biotechnology sector is 
expected to reach USD 120.4 billion in produc-
tion value by 2025.

Leveraging on our reputation and well-con-
nected local networks, the team was able to 
form strategic alliances with companies offer-
ing single-use bioreactors and magnetic mix-
ers to provide integrated solutions for vaccine 
development, API, and research and devel-
opment. These well-strategized partnerships 
help increase our participation rate in key proj-
ects and enhance LAUDA’s overall brand visibil-
ity and market coverage in the biotech and bio-
pharma industries.
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A Decade of Successful Partnership Between 
DKSH and LAUDA in the Asia Pacific (continued) 

Case Study

From its beginning in 2019, LAUDA has success-
fully grown brand awareness and market share 
across the Asia Pacific region. While it has pen-
etrated different industries, the brand has also 
strengthened its leadership position in the tem-
perature equipment market in the markets they 
operate in.

Thailand’s Emerging EV market
Although hybrid electric vehicles 
were introduced in Thailand in 2009, the 
popularity of EVs in the market is still low. To 
boost interest in this sector, the government 
is trying to incentivize manufacturers 
to enhance production capacity for EV 
parts with the plan to launch and export 
commercial EVs by 2025.

To produce EV parts, manufacturers will 
need precise temperature control equipment 
that can test a wide range of automotive 
materials and provide reliable data to support 
strict international regulations. LAUDA’s 
temperature control unit technology, coupled 
with DKSH’s service support, technical 
expertise, and application capabilities is 
readily available to support manufacturers 
to improve and expand production capacity 
in the market.

Singapore’s Growing Electric Vehicle 
Sector
Electric vehicle (EV) sales are estimated to 
boom over the next three to five years in 
Singapore. With this rising demand, auto-
motive components manufacturers in the mar-
ket must ensure their products are reliable and 
performing under different road conditions. It is 
essential to test their products’ reliability and ef-
ficiency under different climates and road con-
ditions.  

Leveraging our strong application engineering 
capabilities, DKSH provides complete solution 
for product validation with LAUDA’s new gener-
ation Integral XT process thermostats. Custom-
ers in Singapore preferred to partner with us 
as we were able to provide a complete package 
of TCU with proven specification and coupled it 
with local integration, and service support to ful-
fill their entire processing requirements.
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Five Common Asian Market Expansion Mistakes
What Should You Look Out For?

To enter: 
• Get an accurate overview of geo-

graphical market
• Adopt a clear intention with real 

purpose and realistic expectations
• Forget pre-conceptions and look at 

fast-moving markets with a fresh 
perspective

• Keep your knowledge of markets 
up to date

• Identify any weak points to build a 
strategy for success 

1.  
Lacking market 
knowledge, purpose, 
and real-world strategy

To enter: 
• Know who your customers are, how to reach 

them, and how to meet their expectations
• Consider changing demographics, income, 

mindsets, and the influence of technology
• Be aware of consumer insights and customer 

behavior
• Look at how to build relationships and new 

ways to make these crucial connections
• Use economic drivers to work out the best 

market and product to target for expansion

To enter: 
• Create a workable and sustainable 

route-to-market strategy core
• Establish relevant distribution channels 

(offline, online, and omni-channel)
• Tackle value-chain issues within a new 

territory such as infrastructure and 
resources

• Understand that marketing engagement 
is also tied-in with customer reach

• Know that market entry is about 
finding access points, deliverables and 
communication

To enter: 
• Estimate how expansion will impact how many employees and partners you will need
• Take into consideration what new skills you will need to source too
• Open up to how the structure of your human resources may have to change
• Consider how to successfully achieve local hires in a cohesive way
• Look at where you can streamline and/or automate

To enter: 
• Take a whole-picture view that is sharply focused
• Understand each individual and integrated moving part of a market
• Look at the bottom line in connection with top-line growth
• Consider market-share, penetration, and coverage as well as opera-

tions and logistics
• Create a sustainable plan of action and accurate overview of geo-

graphical market

3. 
Not understanding target 
markets and economic drivers

2. 
Failing to take 
a 360-degree 

approach

5. 
Not focusing 
strategically enough on 
delivery and logistics

4. 
Not skilling-up with the 
right manpower
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Meet the team
 
We help companies to grow in the world’s most promising region, Asia. We can support you to boost 
sales while reducing costs and complexity in these challenging times based on our more than 150-
year history in Asia and our expertise as a trusted link between manufacturers and Asian customers.

DKSH Business Unit Technology has over 1,600 specialists, including more than 500 sales and 
service engineers, and currently serves a customer base of over 25,000 companies. We operate in 18 
markets from 80 business locations and are supported by more than 26 showrooms and demo labs.

We provide you with the right services to help you grow in Asian markets:
• Market intelligence and market entry strategy
• Marketing and sales
• Customer seminars and training
• Application engineering
• After-sales services
• State-of-the-art cloud-based CRM and transparent reporting system

When you work with us, you benefit from an efficient and structured go-to-market approach to 
growing your business, offer your customers excellent services, and receive innovative solutions 
thanks to our technical expertise. You know that your brand is in the safe hands of a reliable, 
compliant, and strategic partner.

Let us help you to grow your business in the exciting and promising Asia region.

Yours,

Usriansyah Hadis
Industry expert: 
Life Science
usriansyah.hadis@dksh.com

Alan Boey  
Industry expert:  
Material Science 
alan.boey@dksh.com

Ruethaitip 
Tiratrakulvichaya  
Industry expert: 
Material Science
ruethaitip.t@dksh.com

Hanno Elbraechter  
Head, Business Unit 
Technology
hanno.elbraechter@dksh.com

James Hsu
Industry expert: 
Life Science
james.hsu@dksh.com

Gabriela Gillot 
Industry expert: 
Scientific Instrumentation 
gabriela.gillot@dksh.com

Marco Farina 
Industry expert: 
Scientific instrumentation
marco.farina@dksh.com

Potchara Sungtong  
Industry expert: 
Food and Beverage
potchara.s@dksh.com
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