Tutorial Questions
Always justify and give an example to support your answer.
1. Can a company increase sales without introducing a new product or opening another store? 
2. Is a new customer group necessarily a new market?
3. Why might the apparently safest growth strategy still fail?
4. If Greggs increases customer visits by 15% but profit margins decline, has its strategy succeeded?
5. Should Greggs prioritise attracting new customers or increasing spending among existing customers?
6. At what point does market penetration become market saturation?
7. Would opening a Greggs outlet at an airport be market development or market penetration?
8. Does a successful high-street food offer necessarily work at a railway station?
9. Which matters more when entering a new market: customer demand or operational capability?
10. How can Greggs tell whether a new product attracts additional spending rather than replacing an existing purchase?
11. Should customers or competitors influence new-product decisions more strongly?
12. Could too much product innovation weaken the simplicity that makes a food-to-go retailer successful?
13. When does diversification become a distraction from a company's core strengths?
14. Would a Greggs-branded supermarket product automatically count as diversification?
15. How should management assess whether it has the skills to enter a new industry?

