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Blue star has used many growth direction include the following:-
1. In 2011 when the company forayed in to the residential segment and success.
2.  When India offers significant for growth in room ACs this point can also considered as an opportunity for blue star.
3.  Manufacturers started introducing the same in II and III cities also, which also considered as an opportunity for blue star
4.  Expecting 40% of their sales to come from towns below 1 million population and continuing double digit growth with an assortment of energy efficient products in to split and window categories.
5. Blue star tried to expand its business by joining hands with various foreign partners.
6. The company also tried to expand its business and ventured in to production of bottle coolers and ice candy machines.   
7. After achieving success in India, looking for overseas expansion.
8. In 1997, the company established an ‘advanced’ production unit in Dadra in partnership with Rheem, USA to offer technically advanced products to the customers. By 2000 Blue Star started exporting air-conditioning products. 
9.  The room and split air-conditioner market in India is looking up to achieve 30% growth in this segment through an improved distribution system.
10. In 2008 the company introduced a range of ‘energy labelled’ split air-conditioners.


  Blue Star also has used many growth methods include the following:-
1.   Blue star planned to invest around USD5.2 million on branding and marketing and had lined up 81 models for these markets.
2.  Blue star tried to expand its business by joining hands with various foreign partners.
3.  The company also tried to expand its business and ventured in to production of bottle coolers and ice candy machines. 
4.  The company also came up with restricting program in order to improve its position in the market.
5.  In its 58 years of existence, Blue Star has reinvented itself again and again to keep in tune with the changing market conditions.
6.  They have been able to do this since they have differentiated themselves from others through better engineered and more energy efficient air-conditioners sold and served through technically competent channel partners.
7. The company had dealers which provided customers with multiband sales and service for air-conditioners and also had retail showrooms which helped the customer.
8.  The company plans to invest significantly in marketing. 
9. Blue Star also tried to leverage the ongoing digital media trend in order to promote its brand through internet.







1. Market penetration:
The Foundation aims to follow this strategy to obtain to a large share of the market through the study of products in the market and the production of products with the same characteristics and advantages while reducing costs and displaying these products in the same market at low prices. Undoubtedly, a lot of companies aspire to achieve greater profits, and become different and distinct in the market by following certain strategies to achieve these objectives. In Blue Star’s case, in 2015, the market size of India air conditioners was 3.75 million units with a penetration rate of 3%, which is one of the opportunities. 

2. Market development:
One of the four basic strategies for growth in the market is to increase sales and profits by beginning to offer the same product that it is already being produced while expanding into new markets. In this case, because people prefer energy efficiency, Blue Star started manufacturing environmentally-friendly AC. These new types of AC use energy without waste and provide good service for customers. This was one of Blue Star’s growth directions. Blue Star also developed its product to label their AC as energy efficient.

3. Product development:
Blue Star didn’t stop with one product, it started to develop and add more products. In the beginning, the idea was just cooling without taking energy efficiency into consideration. Then after that, Blue Star started developing its product in order to make it more efficient, meaning that it used less energy to produce a good service that satisfied their customers. Additionally, “the company introduced 16 inverter split air conditioner models in the five star category along with Wi-Fi feature and around 13 models in the three star category as per the standard prescribed by BEE”. In 2008, the company also introduced a range of “energy labelled” split air-conditioners, which is one of Blue Star’s growth directions.



4. Diversification:
Any company, after achieving its goals and becoming unique in the market, will not stop at that point. The company will try to produce a different product and expand its business as much as it can to attract more customers. This is what Blue Star, as one of its growth directions, did to expand its business; they started producing bottle coolers and ice candy machines. Blue Star has also been involved in the business of commercial refrigeration equipment from water coolers to cold storages, which gives the company a competitive advantage. Good relationships with famous companies such as Al Shirawi in Dubai and others help Blue Star to succeed in this field.
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