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Introduction
According to Grzegorczyk, (2014), concentration strategies are aspects employed by different organizations when trying to compete adequately within a specific industry. There are three main concentration strategies namely; market penetration, market development and market production.
Market Penetration
Marketing Penetration is where a firm tries to gain additional shares of the market using the existing products in the market (Grzegorczyk, 2014). The firm normally uses methods of product promotion to attract new customers, for example, it can use advertisement to attract new customers within the same market. For instance, a firm producing swimming clothes may advertise its products so as to attract more customers within the market to purchase its product. In the advertisement, it may give free offers as a promotion aspect to customers who purchase more than two attires. Employing this aspect, the firm will be able to maintain its customers and attract more. The firm can also use personal selling (salesperson) to obtain more market shares. The salesperson normally moves to respective customers and then persuade the customers how their product is best than others in the market (De Mooij, 2018).
Market Development
Marketing development involves taking an existing product and then selling it in a new market where the product was not existing which is a way of attracting more customers. One way of entering in a new market is using the shortest channel of distribution that will reach the customers very easily. For example, from my experience, if one used to sell vegetables only in their grocery they may introduce the same product to another neighbouring market without groceries (Grzegorczyk, 2014).
Additionally, market development may also be enhanced by customer demands. For instance, from research, I noticed that due to the quality of goods that one is dealing with, customers from other distant markets who have been used to travel the long distance to acquire the products may encourage an individual to take the products to their market.
Product Development
Product development involves producing a new product to serve in an existing market. This product normally serves the same purpose as the products existing in the market. For example, if a firm was producing coffee its can move ahead and produce tea (Keiser, Garner, & Vandermar, 2017).  Since the products normally serve the same purpose, customers now will have a variety of product to choose. If one is not interested in coffee, they will move ahead and purchase tea leaves. 
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