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• Ansoff’s strategy for growth
• Porter’s Generic Strategies
• The Four Ps
• Miles and Snow’s Strategy Model
• Blue Ocean Strategy
• Disruption

Ansoff’s strategy for growth
The Russian-American professor specialising in strategic management, Igor 
Ansoff (1918-2002), developed a tool for strategic analysis (Ansoff, 1987).

The tool should be used by the organization’s management to decide which 
of four possible strategies to choose for the company’s growth.

The model holds the market, i.e., the needs, against the resources and com-
petencies of the organization, translated into the products. Within product 
and market, respectively, we can choose either to keep things as they are or 
to choose something new. This leaves the company’s management with four 
possible strategies for their products:

• Market penetration, i.e. ,increasing market share.
• Market development, i.e., expanding the market area.
• Product development, i.e., improving the products.
• Diversification, i.e. ,entering a new business area.

Market penetration means that we are stepping up efforts on the existing mar-
ket to increase sales and expand the market share. This can be accomplished by 
increased marketing, lower prices, better service, more efficient sales efforts, etc.
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FIGURE 10.35 Ansoff’s 
Growth Matrix.
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