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Its four strategic options, below, for corporate growth, (see above) are briefly
explained by Professor McDonald:

Market penetration

1. Of the four strategic options in Ansoff's Matrix, this is the least risky.

2. Market penetration is about selling more of your existing product
portfolio to your existing customers.

3. Do it logically, with analysis, testing and reseach, and you can quickly
generate additional sales.

4. Just one of many example strategies might be to:

» Offer promotional pricing or penetration pricing or other added value
to customers in your existing channels.

* To cross-sell and up-sell to existing customers.
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* And at the same time introduce new sales distribution channels to
make the buying process easier.

Market development

Part of Ansoff's matrix, this strategy is about offering your existing product
portfolio to a new market.

This could be, for example, via:

* A new marketing segmentation strategy.
* Focusing investment on niche marketing or micro-marketing.

* New distribution channels which particular segments are more
comfortable with (for example, internet banking)

* Targeting outside of your existing geographic areas (international
markets)

Product development

Part of Ansoff's matrix, this strategy is about offering a new product to your
existing market.

Selling a modified version of an existing product would also fall into this
category (and would be a less risky option than trying to market something
completely new)

Diversification

This has the highest risk of the four strategic options in Ansoff’'s matrix
because you are planning to sell a new product to a new market.

But of course with risk can come great reward, as has demonstrated, for
example, by Virgin with their:

* Virgin Megastores,
* Virgin Airlines,

* Virgin Cola,
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* Virgin Trains
* Virgin Media
* Virgin Money
* Virgin Mobile

* Virgin Holidays
Some of these will be making money, some may not.

When considering your strategy, don’t pursue one approach at the expense of
the others. It may be most appropriate to purse two or more strategies at the
same time to achieve your objectives.



