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The growth–share matrix (also known as the product portfolio matrix, Boston Box, BCG-matrix, Boston
matrix, Boston Consulting Group portfolio analysis and portfolio diagram) is a matrix used to help
corporations to analyze their business units, that is, their product lines.

The matrix was initially created in a collaborative effort by Boston Consulting Group (BCG) employees.
Alan Zakon first sketched it and then, together with his colleagues, refined it. BCG's founder Bruce D.
Henderson popularized the concept in an essay titled "The Product Portfolio" in BCG's publication
Perspectives in 1970. The matrix helps a company to allocate resources and is used as an analytical tool in
brand marketing, product management, strategic management, and portfolio analysis.
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Diversification is a corporate strategy to enter into or start new products or product lines, new services or
new markets, involving substantially different skills, technology and knowledge.

Diversification is one of the four main growth strategies defined by Igor Ansoff in the Ansoff Matrix:

Ansoff pointed out that a diversification strategy stands apart from the other three strategies. Whereas, the
first three strategies are usually pursued with the same technical, financial, and merchandising resources used
for the original product line, the diversification usually requires a company to acquire new skills and
knowledge in product development as well as new insights into market behavior simultaneously. This not
only requires the acquisition of new skills and knowledge, but also requires the company to acquire new
resources including new technologies and new facilities, which exposes the organisation to higher levels of
risk.

Note: The notion of diversification depends on the subjective interpretation of “new” market and “new”
product, which should reflect the perceptions of customers rather than managers. Indeed, products tend to
create or stimulate new markets; new markets promote product innovation.

Product diversification involves addition of new products to existing products either being manufactured or
being marketed. Expansion of the existing product line with related products is one such method adopted by
many businesses. Adding tooth brushes to tooth paste or tooth powders or mouthwash under the same brand
or under different brands aimed at different segments is one way of diversification. These are either brand
extensions or product extensions to increase the volume of sales and the number of customers.
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Market penetration refers to the successful selling of a good or service in a specific market. It involves using
tactics that increase the growth of an existing product in an existing market. It is measured by the amount of



sales volume of an existing good or service compared to the total target market for that product or service.
Market penetration is the key for a business growth strategy stemming from the Ansoff Matrix (Richardson,
M., & Evans, C. (2007). H. Igor Ansoff first devised and published the Ansoff Matrix in the Harvard
Business Review in 1957, within an article titled "Strategies for Diversification". The grid/matrix is utilized
across businesses to help evaluate and determine the next stages the company must take in order to grow and
the risks associated with the chosen strategy. With numerous options available, this matrix helps narrow
down the best fit for an organization.

This strategy involves selling current products or services to the existing market in order to obtain a higher
market share. This could involve persuading current customers to buy more and new customers to start
buying or even converting customers from their competitors. This could be implemented using methods such
as competitive pricing, increasing marketing communications, or utilizing reward systems such as loyalty
points/discounts. New strategies involve utilizing pathways and finding new ways to improve profits and
increase sales and productivity in order to stay competitive.
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Marketing strategy refers to efforts undertaken by an organization to increase its sales and achieve
competitive advantage. In other words, it is the method of advertising a company's products to the public
through an established plan through the meticulous planning and organization of ideas, data, and information.

Strategic marketing emerged in the 1970s and 1980s as a distinct field of study, branching out of strategic
management. Marketing strategies concern the link between the organization and its customers, and how best
to leverage resources within an organization to achieve a competitive advantage. In recent years, the advent
of digital marketing has revolutionized strategic marketing practices, introducing new avenues for customer
engagement and data-driven decision-making.
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The Ansoff matrix is a strategic planning tool that provides a framework to help executives, senior managers,
and marketers devise strategies for future business growth. It is named after Russian American Igor Ansoff,
an applied mathematician and business manager, who created the concept.
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Magic Quadrant (MQ) is a series of market research reports published by research and advisory firm Gartner
that rely on proprietary qualitative data analysis methods to demonstrate market trends, such as direction,
maturity, and participants. Their analyses are conducted for several specific technology industries and are
updated every 1–2 years: once an updated report has been published, its predecessor is "retired".

Outline of marketing
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Marketing refers to the social and managerial processes by which products, services, and value are
exchanged in order to fulfill individuals' or groups' needs and wants. These processes include, but are not
limited to, advertising, promotion, distribution, and product management. The following outline is provided
as an overview of and topical guide to the subject:
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GE multifactorial analysis is a technique used in brand marketing and product management to help a
company decide what products to add to its portfolio and which opportunities in the market they should
continue to invest in. It is conceptually similar to BCG analysis, but more complex with nine cells rather than
four. Like in BCG analysis, a two-dimensional portfolio matrix is created. However, with the GE model the
dimensions are multi factorial. One dimension comprises nine industry attractiveness measures; the other
comprises twelve internal business strength measures. The GE matrix helps a strategic business unit evaluate
its overall strength.

Each product, brand, service, or potential product is mapped in this industry attractiveness/business strength
space. The GE multi-factor model or "nine-box matrix" was first developed by McKinsey for General
Electric in the early 1970s.
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Organic business growth is related to the growth of natural systems and organisms, societies and economies,
as a dynamic organizational process, i.e. it relates to business expansion founded on increased output,
customer base expansion, and new product development, as opposed to growth by mergers and acquisitions,
which is inorganic growth. An early reference to "organic growth" appeared in Inazo Nitobe's 1899 book The
Soul of Japan.
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Dot matrix printing, sometimes called impact matrix printing, is a computer printing process in which ink is
applied to a surface using a relatively low-resolution dot matrix for layout. Dot matrix printers are a type of
impact printer that prints using a fixed number of pins or wires and typically use a print head that moves back
and forth or in an up-and-down motion on the page and prints by impact, striking an ink-soaked cloth ribbon
against the paper. They were also known as serial dot matrix printers. Unlike typewriters or line printers that
use a similar print mechanism, a dot matrix printer can print arbitrary patterns and not just specific
characters.

The perceived quality of dot matrix printers depends on the vertical and horizontal resolution and the ability
of the printer to overlap adjacent dots. 9-pin and 24-pin are common; this specifies the number of pins in a
specific vertically aligned space. With 24-pin printers, the horizontal movement can slightly overlap dots,
producing visually superior output (near letter-quality or NLQ), usually at the cost of speed.

Dot matrix printing is typically distinguished from non-impact methods, such as inkjet, thermal, or laser
printing, which also use a bitmap to represent the printed work. These other technologies can support higher
dot resolutions and print more quickly, with less noise. Unlike other technologies, impact printers can print
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on multi-part forms, allowing multiple copies to be made simultaneously, often on paper of different colors.
They can also employ endless printing using continuous paper that is fanfolded and perforated so that pages
can be easily torn from each other.
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