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EXTENDED ANSOFF
MATRIX GUIDE:

This guide empowers marine dealers with key
strategies to drive growth and resilience. It covers:

e 4 Essential Strategies of the Extended
Ansoff Matrix.

e A Case Study on practical application.

e ASix-Step Approach for implementing
strategies in your dealership.

Complete the guide individually or collaborate with
your leadership team for enhanced results. Use
these insights to refine your scenario planning and
build sustainable revenue strategies for any
market condition.
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Extended Ansoff Matrix in Marine Retail

The Extended Ansoff Matrix is a strategic tool that helps marine dealers analyze and plan their revenue
generating growth strategies. For marine retailers, this tool is instrumental in identifying opportunities to
diversify your product offerings, reach new customer segments, and explore untapped markets to
generate sustainable revenue, no matter the economic climate or seasonality of the business. The four
primary strategies include:

1. Customer-Market Penetration:
Sell More of Your Existing Products to Existing Customers

Deepen relationships with existing customers by offering more of your current products and
services, such as boating accessories, maintenance packages, or seasonal promotions. This
strategy focuses on increasing brand loyalty and sales by enhancing the value you provide to your
current customer base.

2. Customer-Market Development:
Introduce Existing Products & Services to New Markets or Customer Segments

Expand your reach by introducing existing products and services to new geographic markets or
customer segments, such as targeting younger boat enthusiasts or expanding into nearby coastal
towns. This approach involves identifying and targeting untapped markets to diversify your client
base and revenue streams.

3. Product/Service Development:
Create & Offer New Services/Products to Your Existing Customers

Develop and offer new products or services to your existing customers. This could include
introducing new boat models, offering advanced marine electronics, or providing specialized
services like boat customization, less expensive watercrafts like paddle boards, wave runners, and
kayaks or providing winterization packages. Understanding and meeting the evolving needs of
your customers is key to staying competitive.

4. Diversification:
Develop New Products/Services for New Markets & Customer Segments

Explore new markets and develop entirely new products or services for them, such as branching
into marine tourism, offering boat rental services, boating safety courses geared towards young
boaters, or broadening out into pool services and products. This strategy helps mitigate risks by
broadening the scope of your offerings and reaching new customer segments.
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Case Example: Coastal Boats & Accessories
Extended Ansoff Matrix in Practice

"Coastal Boats & Accessories," a small marine dealer in a coastal town, faced significant challenges due to
both seasonal revenue fluctuations and a broader soft market, where overall demand for marine products
was declining. The economic downturn led to reduced consumer spending, particularly on high-ticket
items like boats. To address these challenges, the dealership’s management applied the Extended Ansoff
Matrix to stabilize revenue, create growth opportunities, and sustain the business during off-seasons and
economic downturns.

1. Customer-Market Penetration:
Strategy: Sell More of Your Existing Products to Existing Customers

To overcome the soft market, Coastal Boats & Accessories focused on maximizing value for existing
customers by introducing a "Comprehensive Care Package." This package bundled essential
services, such as routine maintenance, repairs, and winterization, at a discounted rate. The
dealership also introduced flexible financing options to make it easier for customers to purchase
boating accessories and upgrade their existing boats during a period when discretionary spending
was tight.

Outcome: This approach led to a 20% increase in service bookings, as customers were more
inclined to maintain and upgrade their existing boats rather than invest in new ones. The
dealership also saw a rise in accessory sales, as the financing options made it more affordable for
customers to enhance their boating experience without purchasing new vessels.

2. Customer-Market Development:
Strategy: Introduce Existing Products & Services to New Markets or Customer Segments

Facing declining sales in their traditional market, the dealership expanded its reach to new
customer segments less impacted by the economic downturn. They identified an opportunity to
market boating as an affordable, family-friendly activity to middle-income families and younger
individuals seeking outdoor recreation. Coastal Boats & Accessories launched an outreach
program in nearby inland towns and rural areas, highlighting affordable boating options and
promoting the health and wellness benefits of spending time on the water.

Outcome: This strategy resulted in a 15% increase in new customer acquisition, with many first-
time boaters purchasing entry-level watercraft and accessories. The dealership successfully
diversified its customer base, reducing its dependence on the more affluent, traditional boating
market that was hardest hit by the economic downturn.
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3. Product/Service Development:
Strategy: Create & Offer New Services/Products to Your Existing Customers

Recognizing that the soft market made it difficult to sell high-end products, the dealership shifted
focus to developing more affordable, versatile products and services. They introduced a line of
entry-level boats and watercraft, such as inflatable kayaks and paddleboards, appealing to budget-
conscious consumers. Additionally, Coastal Boats & Accessories offered a “Winter Recreation
Package,” including indoor storage, off-season maintenance, and discounts on winter sports
equipment like ice fishing gear.

Outcome: These new offerings helped the dealership maintain a steady revenue stream, even as
the market for traditional, high-end boats softened. The introduction of budget-friendly products
and complementary services boosted sales by 18%, particularly among cost-conscious consumers
who might have otherwise refrained from purchasing.

4. Diversification:
Strategy: Develop New Products/Services for New Markets & Customer Segments

To further mitigate the risks associated with a soft market, Coastal Boats & Accessories explored
entirely new revenue streams. They expanded into related sectors by offering home-based marine-
themed decor, accessories, and DIY kits for boat enthusiasts who were spending more time at
home due to economic constraints. Additionally, they launched a boat rental service, allowing
customers to enjoy boating without the financial commitment of ownership. This service was
marketed as an affordable alternative to boat ownership during tough economic times.

Outcome: The diversification strategy resulted in a 25% increase in overall revenue, as the
dealership tapped into new markets and customer segments that were less affected by the
economic downturn. The boat rental service became particularly popular, providing a consistent
income stream even in a declining market.

By strategically applying the Extended Ansoff Matrix, Coastal Boats & Accessories not only overcame the
challenges of a soft market but also established a more resilient and adaptable business model. The
dealership's targeted initiatives—ranging from deepening customer relationships to exploring new
markets—allowed them to stabilize revenue, seize growth opportunities, and sustain the business during
off-seasons and economic downturns. This case study demonstrates how marine dealers, regardless of
size, can leverage the Extended Ansoff Matrix to develop effective diversification strategies, navigate
market challenges, and secure long-term success.
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Mastering the Extended Ansoff Matrix:

6 Steps to Drive Growth and Resilience in Your Business

The Extended Ansoff Matrix offers a powerful strategic framework designed to help businesses like yours
not just survive but thrive, even in challenging times. In this section, we’ll guide you through six essential
steps to master the Extended Ansoff Matrix, providing actionable strategies to deepen customer
relationships, explore new markets, and diversify your offerings. While these steps can be completed
individually, consider tapping into the creative minds of your leadership team. Encourage them to
brainstorm ideas, and then collaborate to explore different options. Whether you're focused on
strengthening your current operations or expanding into new territories, these steps will arm you with the
tools to build a resilient, future-proof business.

Step 1: Existing Customer-Market Penetration
o Objective: Strengthen customer relationships and increase sales of existing products.

e Strategy: Conduct customer surveys, identify additional needs, and introduce specialized
products or service packages tailored to their interests to increase brand loyalty and
generate higher sales from your existing customer base.

e Brainstorm: Anticipate future needs of your new/existing market.
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Step 2: New Market Development

o Objective: Tap into new markets, such as emerging boating communities or underserved
regions.

o Strategy: Research new markets, develop tailored marketing campaigns, and establish a
presence through local events or partnerships to create an expanded customer base and
diversified revenue streams.

e Brainstorm: Think about demographics, regions, interests.
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Step 3: New Product/Service Development

o Objective: Seamlessly integrate new products or services that cater to the latest trends in the
marine industry.

e Strategy: Research market demands and introduce new offerings such as eco-friendly boating
options, advanced navigation systems, or premium services to create differentiated
product/service offerings and additional revenue opportunities

e Brainstorm: Think about demographics, regions, interests.
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Step 4: Diversification

o Objective: Broaden your service offerings and reach new demographics, such as luxury boat
owners or adventure-seeking tourists.

o Strategy: Identify new market opportunities, such as charter services or boating education
programs with schools or clubs, and develop tailored services to increase revenue
sustainability and create broader market reach within the marine industry.

e Brainstorm: Think about demographics, regions, interests.
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Step 5: Process/Procedure Review
To support growth, review and refine the following areas:

e Customer Onboarding: Streamline onboarding processes for new boat buyers, including
personalized orientations and follow-up services.

o Inventory Management: Optimize your inventory to ensure you have the right mix of
products that meet current demand.

e Customer Communication: Personalize communication and improve customer portals for
seamless interaction and support.

e Support Staff Development

Skill Assessment: Identify and address skill gaps in areas like sales, customer service, and
technical support.

- Staff Structure: Align team structure with growth strategies, ensuring you have specialists
for key areas like luxury sales or service management.

- Leadership Development: Foster leadership capabilities within your team to drive
innovation and growth.

- Brainstorm: What processes, procedures or roles/responsibilities need adjustments:
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Step 6: Confirm Your Ideas Above to Build Your Strategy

Consolidate your action plan by reviewing each strategy, prioritizing them, and adapting them to
your specific market conditions. Consider reaching out to industry associations, like MRAA or
consultants for further guidance on applying these strategies to your marine retail business.

Consolidate Your Ideas:
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How We Help You

Are you struggling with navigating industry volatility, building a resilient team, or managing family
dynamics? Do you need guidance on strategic planning, diversification, and creating sustainable growth
strategies?

Reach out to us today for customized support and strategies tailored to the unique needs of your marine
retail business. Whether you're looking to implement innovative growth strategies, develop a

comprehensive succession plan, or ensure smooth business transitions in this volatile market, our experts
are here to assist.

In just 30 minutes, we can provide you with actionable insights and practical tools designed to protect and
grow your business. Don't let the complexities of the car business, this volatile market or succession
planning hinder your business potential—embrace the opportunity to secure your automotive future.

Contact Us:

850-294-3042

kendall@rawlsgroup.com

Www.rawlsgroup.com
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http://www.rawlsgroup.com/
https://seekingsuccession.com/ask-an-expert/

