
Product Expansion (Growth Strategies) 

Out of the four growth strategies we have been discussing over the past weeks; none is more self 

explanatory than product expansion. Also known as product development; it entails adding different 

products to your existing range or improving your current products and re-launching them as new 

and improved.  

Theoretically, product expansion suggests that if you were to add different products to your offering, 

you would increase yours sales and profits. For an example, if you were only selling computers, you 

would be limiting yourself to only computer consumers. But if you were to add shampoo to your 

offering, you would in theory be opening yourself to shampoo consumers.  

The problem with those two products is that they do not complement each other. Product 

expansion is all about adding products that complement your existing products. If we were to look at 

our computer example; the better option could have been computer speakers or internet modems. 

Those products complement a computer and not to mention that customers could need computer 

speakers and internet modems as add-ons.  

But sometimes companies might only offer computers as their one and only product and are not 

interested in selling speakers and modems. In that case, product development would entail 

improving the current computers and selling better versions. This method would require you to 

continuously develop a better computer or continuously source newer and improved computers if 

you were a distributor.   

The key reason companies employ product expansion as a growth strategy is because of its ready 

customer base to sell the new products to. It is no secret that it is easier to resell to an existing 

customer than it is finding a new one. If that is the case, then it is simply a matter of calling your 

existing customers and selling them the speakers or tempting them on the newer, faster, high 

performance computer that just launched.  

Product expansion is a necessary growth strategy that should be in every company’s business plan 

and if not for growth purposes; then at the very least to stay relevant. Over the past 20 years we 

have seen an unprecedented number of companies go out of business because they failed to realise 

the changing times and bring in new and improved versions of their products to suit the era. 

Tens of thousands of book stores around the world went out of business because they failed to 

change their service from selling books in brick and mortar stores to selling online. And if you do not 

continuously bring newer, better products to the market, you will follow the same fate as the brick 

and mortar book stores.  
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