
Market Expansion (Growth Strategies)  

The miraculous growth story of a small opera house in North America goes a little something like 

this. As we know, opera music has a distinct market and the people that are an audience to it 

consider themselves sophisticated. After the small opera house discovered that there were only a 

handful of that target market; they decided to target a different group of people and against 

conventional wisdom, they offered opera music to the masses and low and behold it worked.  

The opera house illustrates exactly what market expansion is all about; it is growing your business 

through targeting new and different customers that had never before consumed your product. In 

fact these are customers that had never even thought of your product, possibly never heard of it and 

definitely did not think they needed it.  

As is with market penetration; market expansion utilises the very same products to expand but only 

differs through targeting new markets. These new markets can be split into two; first being the 

opera house strategy and second by geography.  

Geographic expansion is also considered market expansion because it requires you to set up a new 

branch, produce the very same products but in a different area foreign to you. You might be thinking 

that it sounds a lot like market penetration! But it differs because market penetration entails 

catering to the customers in your geographic reach whereas market expansion deals with areas you 

had not operated in before; sort of like opening a new store in Durban after only having a presence 

in Johannesburg.   

Successfully executing a market expansion strategy requires you to educate your new target market 

because they have no idea of your product, its use and how it can benefit them. And therein lays the 

challenge of market expansion. People become accustomed to certain products and it is difficult to 

convince them to try something new and make it a regular use in their lives.   

Then there is the tradition that haunts many products, the stigma that has stopped certain groups 

from consuming certain products. For decades it was taboo for women to consume alcohol and 

cigarettes which stopped companies from market expanding because there was a traditional 

blockage.   

But as time passed and society became more educated, new markets opened up to companies. And 

all it takes is a bit of creativity and boldness on your part to expand through offering consumers 

products they never thought they needed. Look at Apple for an example, before the IPod, Iphone 

and most notably the tablet; we had no idea we needed those gadgets but now they are a part of 

our daily lives.  
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