
Automotive industry 
 
43 % of the enterprises specified “automotive industry” as the main application field of their 
products. 
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Distribution of application fields of the companies ' products

Automotive (43 %)

Medical & Health (39 %)

Energy (30 %)

Aeronautics & Space (23 %)

Construction (24 %)

Textile (15 %)

 
 

Sector specific success factors 
The list of the three most important success factors in all four branches is nearly identical, 
only the ranking of importance is slightly different. For companies working in the automotive 
industry, “Material Properties” seem to be the most important success factor for working with 
nanomaterials. The “Access to public funding” plays with 20 % the less important role. 
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Success factors for companies working with nanomate rials
Material Properties (80 %)

Quality improvement (47 %)

Cooperation with other
companies (37 %)

Cooperation with R & D
organisations (37 %)

New Patent / License (33 %)

Cost efficiency (22 %)

Market Volume (21 %)

Access to public funding (20 %)



Barriers related to specific sectors 
The list of the five most important barriers is almost identical in all sectors, only the ranking of 
importance is different.  In the automotive sector – as well as in the others – “Product 
process” technologies were named from 45 % of the interviewed companies as barrier for the 
application of nanomaterials, followed by “Price/performance ratio” (38 %) and “Information 
about research results”.  
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Barriers for the application of nanomaterials
Product process technologies (45 %)

Price / performance ratio (38 %)

Information about research results (37 %)

Market volume (19 %)

Market acceptance (18 %)

Contact with research organisations (15 %)

Availability of high skilled personnel (14 %)

Private investment (11 %)

Access to public funding (11 %)

Patent situation (10 %)

Standards, norms (8 %)

Environmental & health regulations (7 %)

Public social acceptance (4 %)

 
 

 

 
 


