











Step 2: Manage Risks

Conduct a ©to gain a better understanding of the dangers associated
with each ootion. (If there are a lot of these, prioritize them using a
~-.) Then, create a «.that addresses the

ones you're most likely to face.

Step 3: Choose the Best Option

By now, you might have a sense of which option is right for you and your
organization. You can make sure it really is the best one with one last step: use

+to weigh up the different factors in each option, and
make the best choice.

Using a Nine-Box Ansoff Matrix

Some marketers use a nine-box grid for a more sophisticated analysis. This puts
"modified" products between existing and new ones (for example, a different flavor of
your existing pasta sauce rather than launching a soup), and "expanded" markets
between existing and new ones (for example, opening another store in a nearby town,
rather than expanding internationally).

This is useful as it shows the difference between product extension and true product
development, and also between market expansion and venturing into genuinely new
markets (see Figure 2, below).

However, be careful of the three "options" in orange, as they involve trying to do two
things at once without the one benefit of a true diversification strategy: completely
escaping a downturn in a single-product market.

Figure 2: The Nine-Box Grid
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