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Marketing Strategy for China & CMEF November 2007 Exhibition
1. Companies to target & products to market:

Anaesthesia System OEMs – MX300 & O2 Sensors, Microtim
Ventilator OEMs – O2 Sensors

O2 Concentrator OEMs – AX300

Foetal Heart Monitor OEMs – V1000

Other distributors in various regions in China

2. Route to Market Options
Direct to OEMs
Direct to potential distributors
Through Unimed to OEMs 

Through Unimed to other (sub) distributors

3. Plan of Action

Stage One - Prior to CMEF in Autumn

a) Leaflets translated into Mandarin:

O2 sensors

AX/MX300 

V1000

Microstim

b) X-reference (to OEM) and technical specifications for O2 sensors translated into Mandarin

c) Sample packs of sensors to take out to CMEF to give to potential customers (to include x-ref and technical specs)
d) Contact CMEF exhibitors to arrange appointments during CMEF*

* The correspondence with OEMs of anaesthesia systems etc will involve identifying whose sensors they are using at the moment, pricing and quantities etc and work out our compatible sensor to introduce them to. 

NOTE:  We can gain exhibitor details from mailing groups created from the January 2007 exhibition and also November 2007 exhibition website. This should be done at least 4 – 6 weeks prior to the exhibition.
Stage Two – During Exhibition


Appointments with exhibitors to introduce our products

Stage Three – Post Exhibition Follow Ups

Follow ups to all those companies met with during the exhibition

Decision to be made on the route to market
