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USING MATRIX 
ANALYSIS METHODS IN 
MARKETING STRATEGY 

IN MANUFACTURING 
ENTERPRISES

Sheraliev Axhror Sodiqovich
Head of the Quality Department Assoc. Prof. PhD

Samarkand Institute of Economics and Service

Abstract: This article examines decision-making about the positioning of enterprises in the market, the scope and practical 
application of the BCG matrix, and the challenges that arise in its use. Particular attention is given to the possibility of 
assuming market instability, the complexity of considering the life cycles of individual products and technologies, and the 
accuracy of determining competitive positions based on market share. The study emphasizes the importance of strategic 
analysis in enabling enterprises to adapt to environmental changes, strengthen competitiveness, and make informed 
management decisions.

Keywords: enterprise, market, product, competition, environment, strategic analysis, BCG matrix, product life cycle.

Annotatsiya: Ushbu maqolada korxonalarni bozor sharoitida to‘g‘ri joylashtirish bo‘yicha qaror qabul qilish jarayoni, BKG 
(BCG) matritsasining qo‘llanish doirasi va amaliy ahamiyati tahlil qilinadi. Shuningdek, bozor beqarorligini hisobga olish 
imkoniyati, mahsulot va texnologiyalarning hayotiy sikllarini aniqlashdagi murakkabliklar, raqobatdagi ulush asosida 
bozor pozitsiyasini belgilash muammolari yoritilgan. Tadqiqotda strategik tahlilning korxonalarni tashqi muhitdagi 
o‘zgarishlarga moslashishida, raqobatbardoshlikni kuchaytirishda va samarali boshqaruv qarorlarini qabul qilishda 
tutgan o‘rni alohida ko‘rsatib o‘tiladi.

Kalit so‘zlar: korxona, bozor, mahsulot, raqobat, muhit, strategik tahlil, BKG matritsasi, mahsulot hayotiy sikli.

Аннотация: В данной статье рассматриваются вопросы принятия решений о позиционировании предприятий на 
рынке, область применения и практическое использование матрицы БКГ (BCG), а также трудности, возникающие 
в этом процессе. Особое внимание уделено возможности учета рыночной нестабильности, сложности 
определения жизненных циклов отдельных продуктов и технологий, а также проблемам точного определения 
рыночной позиции на основе доли в конкуренции. Подчеркивается роль стратегического анализа в адаптации 
предприятий к изменениям внешней среды, укреплении конкурентоспособности и выработке обоснованных 
управленческих решений.

Ключевые слова: предприятие, рынок, продукт, конкуренция, среда, стратегический анализ, матрица БКГ, 
жизненный цикл продукта.

I N T R O D U C T I O N
Strategic analysis is one of the main stages of strategy development, and it is a means of turning the 

information obtained during the environmental analysis into a strategic plan of the organization.
The main tools of strategic analysis include analytical analysis, comparison, matrix (portfolio) analysis, 

factor analysis and modeling.
Matrix (portfolio) analysis is one of the specially created tools of strategic analysis. The common feature of 

these methods is to enter the analyzed factors into a matrix consisting of several cells. Matrices are classified 
based on the number of rows, compared factors, shapes, and summaries. A portfolio matrix is ​​a two-dimensional 
graph that defines the position of a diversified company.
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One of the most widely used methods for evaluating a company’s performance is portfolio matrix evaluation. 
The portfolio matrix is ​​a two-dimensional graph that shows the strategic position of each business line of a 
diversified company. In general, the following matrices are widely used in strategic analysis:

- PEST (PESTEL) matrix is ​​a 4-cell (6-cell) matrix aimed at preliminary study of external environmental 
factors;

- SWOT matrix is ​​a 4-cell matrix for evaluating the company’s strengths and weaknesses, opportunities 
and risks;

- BCG matrix - “growth-contribution” 4-cell matrix;
- GE \ Mc Kinsey matrix - «market visibility - business situation» 9-cell matrix;
- ADL/LC matrix - “life cycle” 15-cell (20-cell) matrix;
- SHell\DPM matrix - “field visibility - competitiveness” 9-cell matrix;
- Ansoff matrix - «market-product» 4-cell matrix;
- Porter’s matrix - «five competitive forces» matrix and others
The stage of strategic analysis involves the analysis of the socio-economic situation, the forecast of the 

development of socio-economic parameters, the analysis of development conditions and potential.
The historical first model of corporate strategic planning is the growth-market share model, commonly 

known as the BKG model. This model reflects the specific situation of a certain type of business in the strategic 
area and is found using two coordinate axes. In this case, the first coordinate axis is used to find the growth 
rate of a certain product market, and the second one is used to determine the relative share of the enterprise 
in the considered product market. The emergence of the BKG model is related to the logical conclusion of 
the scientific work conducted by the consulting company «Boston Consulting Group». This model quickly 
gained popularity among the business community, and by 1970, the BKG approach was used in more than 
100 enterprises. By the end of the 70s, there were cases where the BKG concept became a vital necessity for 
enterprises trying to achieve something.

The BKG matrix of portfolio evaluation consists of four squares. The matrix is ​​built on the basis of indicators 
of the growth rate of the network and the relative share of the market. Each economic unit is represented in one 
of the squares in the matrix in the form of a circle. In this case, the size of the circle reflects the share of income 
in the total portfolio of the company.

Expected solutions of the BKG model depend on the situation of a certain type of business in the strategic 
space, which is generated using two coordinates. As mentioned above, the essence of the growth rate of a 
certain product market is reflected with the help of ordinate curves. The use of these indicators in the BKG 
model is important for three reasons:

1.If the growth rates of the market in question are higher than those of other markets, then the enterprise 
that is organizing its own business in a certain sector can achieve a relatively small increase in its relative 
share. To achieve this, the company must increase the pace of business recovery. In order to gain a large 
market share, it is necessary to force such competitors to reduce their business.

2.Generally, a growing market is expected to return investments to this type of business in the near future.
3.Expected growth rates of the market have a negative impact on cash flow, even in times of high profit 

margins, because business development requires anticipated investments.
The BKG matrix uses two criteria: the first criterion is the growth rate of the target segment as an indicator 

of attractiveness, and the second is market share relative to the most dangerous competitor as an indicator of 
competitiveness. This creates a two-entry table divided into four quadrants by dividing lines.

First, the main line that separates high- and low-growth markets is the growth rate of the gross national 
product in natural indicators relative to the “market growth” axis, or the growth rate of the different segments in 
which the firm operates. corresponds to the average value of growth rates.

Second, the dividing line for the “market share” axis is usually drawn through the 1 or 1.5 points. If the 
market share is higher than this figure, it is considered large, otherwise it is considered small.

If both hypotheses are correct, four groups of commodity markets corresponding to different priority 
strategic goals and financial needs can be distinguished.

“Milky Cows”(slow growth-high share): products that can bring in more than the amount required to maintain 
market share. They are the sources of financial means for the development of diversification or research. Here, 
the primary strategic goal is to “harvest the harvest.”

“Dogs”(slow growth-small share): the most pessimistic position in the market. They are usually at a 
disadvantage in terms of costs and thus have little chance of gaining market share, and the market competition 
is largely over. Usually, the storage of such goods leads to large financial costs, and the probability of 
improvement of the situation is small. The preferred strategy in this case is reinvestment and cost reduction.

“Question Marks”(fast growth-small share): goods in this group require large funds to support growth. 
Although their situation is not as good as that of the leader, they have the possibility of some success because 
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the market is still expanding. If these goods are not supported financially, they will become “dogs” as they move 
through the life cycle. Therefore, there is an alternative: increase market share or reinvest.

“The Stars”(fast growth-high share): leading goods in a fast-growing market. These commodities also 
require large amounts of capital to support growth. but because such goods are competitive, they bring huge 
profits; As the market matures, it replaces the previous “milk cows”.

Dotted lines represent the costs of these objects.
Straight lines - determine the direction of distribution of funds received from “milk cows”.
In the future, the scope of application of the BKG matrix will expand somewhat. It began to be used in 

the analysis of the position of competing firms in the same industry. In addition, the expression of competitors 
belonging to the group of “wild cats” in the form of “interrogation” or “complex baby” can be found in many 
foreign literature. In some literature, the location of the horizontal arrows is described in order of growth from 
left to right. Due to this, it is necessary to look positively at meeting this BKG matrix in a slightly improved 
image.

So, using the given BKG matrix, 2 tasks can be solved:
1) making a decision about the position in the market;
2) To receive information about the financial support of the SXZ.
At the same time, there are some disadvantages in using the BKG matrix.
In particular, it is possible to assume instability, it is difficult to take into account the life cycles of products 

and technologies for each SXZ. Therefore, the BKG matrix is ​​effective if it is a reliable measure of future growth 
rates and it is possible to determine the position in competition based on market share.

SXZ is a unit that solves assigned strategic tasks, which adapts to external environmental conditions, 
takes into account future market and demand changes, and implements a strategy that is effective for the 
development of the company.

SXM is an organizational structure provided with all authority and responsibility in the internal environment 
of the company.

Levers of strategy implementation appear as a holistic system that is interconnected and complements 
each other. In determining the strategic plan, its purpose, style, tactical changes, activities take a leading place. 
From this point of view, we will consider the process of strategic planning in a broad scale.

The levers used in the implementation of the strategy can be expressed in the following system: 
organizational concept, tactics, policies, activities, regulations and legal framework.

If current and future competition becomes more complex, this two-dimensional matrix will need to represent 
relatively stable indicators as much as possible.

L I T E R A T U R E  R E V I E W
The use of matrix analysis in strategic management and marketing has been widely discussed in academic 

literature and business practice. According to Henderson (1970), the founder of the Boston Consulting Group 
(BCG), the growth–market share matrix provides a systematic framework for analyzing a company’s product 
portfolio by categorizing business units into four quadrants: Stars, Cash Cows, Question Marks, and Dogs. This 
model has been extensively used to identify priorities in resource allocation and to guide long-term strategic 
decisions.

Kotler and Keller (2016) emphasize that portfolio matrices, including BCG and GE/McKinsey, serve as 
effective tools for simplifying complex business environments into structured decision-making frameworks. 
However, they caution that such matrices may oversimplify market realities, as they primarily rely on two 
variables—market growth and relative market share—while ignoring other critical factors such as technological 
disruption, customer behavior, and industry-specific risks.

Studies by Day (1984) and Hofer & Schendel (1978) highlight the usefulness of the BCG matrix in 
industrial and manufacturing enterprises, where product life cycles and competitive dynamics play a crucial 
role in market positioning. They note that manufacturing firms benefit from applying matrix analysis to balance 
investment between innovative, high-growth products and stable, revenue-generating product lines.

At the same time, critical perspectives have emerged. Wind and Mahajan (1981) argue that the BCG matrix, 
while practical, suffers from methodological limitations, particularly in its assumption of linear relationships 
between market share and profitability. Similarly, Grant (2019) stresses that portfolio analysis should be 
complemented with other strategic tools such as SWOT, PESTEL, and Porter’s Five Forces to capture the 
multidimensional nature of competition in volatile markets.

Recent works also explore the integration of portfolio analysis with digital tools and data-driven decision-
making. Johnson, Scholes & Whittington (2020) suggest that modern enterprises should adapt traditional 
matrix models to account for rapid technological change, globalization, and sustainability pressures. In the 
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context of manufacturing, Kaplinsky (2005) points out that global value chain dynamics and innovation cycles 
can significantly alter the assumptions underlying portfolio matrices, requiring continuous revision of strategic 
models.

In practice, empirical studies show mixed results. For example, Ramaswamy et al. (1996) report that 
firms applying the BCG matrix achieved improved capital allocation efficiency, while others faced challenges in 
aligning theoretical classifications with real market conditions. This demonstrates that matrix analysis should 
not be applied rigidly but rather as a complementary instrument in a broader strategic toolkit.

Overall, the literature indicates that matrix analysis—particularly the BCG model—remains a valuable 
method for manufacturing enterprises seeking to optimize marketing strategies, balance product portfolios, 
and allocate resources effectively. Nevertheless, its limitations highlight the necessity of integrating it with more 
comprehensive strategic frameworks to ensure adaptability in dynamic market environments.

R E S E A R C H  M E T H O D O L O G Y
Systematic approach, abstract-logical thinking, grouping, comparison, factor analysis, selective observation 

methods were used in the research process.
Analysis and results
Analysis according to the BKG method allows to determine the position of the enterprise in the structure 

of a single portfolio, to forecast promising strategies. Fast-growing areas need investment, while slow-growing 
areas have excess funds.

Advantages of the BKG matrix:
The matrix is ​​simple and understandable to everyone;
Visually shows the status of existing businesses in the portfolio;
It is convenient for leaders to hold a lecture (conference);
The calculations are not complicated;
It is relatively easier to draw a conclusion based on the matrix.
Disadvantages of the BKG matrix:
Average does not accurately represent companies with relative market share;
The market situation of a slow-growing network leader does not guarantee it the qualities of «cash cows»;
Investing in «stars» is not necessarily more attractive than investing in «cash cows» that are making good 

returns;
In order to comprehensively assess the long-term attractiveness of business groups, company strategies 

should not be limited to analyzing industry growth rates and relative market share;
Relative market share and utility are not as closely related as the learning efficiency curve illustrates.
In the early 1970s, General Electric and McKinsey & Co. An analytical model called GE \ Mc Kinsey 

appeared, which was proposed in collaboration with a consulting group. The GE\Mc Kinsey model is in the 
form of a matrix and consists of 9 cells, which is organized to compare and describe the strategic analysis of 
the economic activities of the corporation. By the 1980s, it had become the most popular multifactor business 
strategic situation analysis model.

In order to have a formalized indicator of network attractiveness, the weight and importance of the selected 
factors are determined, taking into account their role and importance in the company’s management and 
diversification strategy. The sum of the factor weights is equal to 1.0. A weighted rating of network attractiveness 
is found by multiplying each factor by its weight. In this case, the weighting scale of the factors varies from 1 
to 3 or from 1 to 10. For example, the weighted rating of the «market size and growth forecast» factor of the 
market’s industry attractiveness factor is 0.75, and the rating of this factor is 5, which is the number found by 
multiplying its weight by 0.15. This approach is also used to find a quantitative expression of the company’s 
strengths / other factors of competitiveness. An attractiveness rating is also calculated for each network in the 
company’s order portfolio.

Table 1. Network attractiveness matrix enterprise strengths (GE experience).

No Factors of network attractiveness Weight Rating Weighted rating

1 Market size and its growth forecast 0.15 5 0.75

2 Seasonality and periodicity factors 0.10 8 0.80

3 Technological thinking 0.10 1 0.1
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4 Opportunity and risk 0.15 1 0.15

5 The intensity of competition 0.25 4 1.0

6 Need for capital 0.15 2 0.3

7 The usefulness of the network 0.10 3 0.3

8 Social, political, legislative and environmental factors 0.10 7 0.7

Network attractiveness rating 1.00 4.1

Factors of network attractiveness
- Market size and its growth rate
- The rate of profit in the network
- Competitive intensity
- Seasonality
- Cyclicity
- Technology and capital requirements
- Social, environmental, legal and human factors
- Emerging opportunities and threats
- Network entry and exit barriers
Enterprise competitiveness factors
- Relative market share
- Basic problem solving skills
- Comparison of competitors’ profit margins
- Offering quality goods and services compared to competitors
- The relative status of comparative costs
- Knowing the markets and buyers
- Technological possibilities
- Management quality

Implications of the GE matrix for company strategy.One of the most significant effects of the matrix on the 
company’s strategy is to determine the preferred directions for investment. Businesses in the upper left three 
squares have higher long-term attractiveness. They are important to the company. “Growth and development” 
is the main strategic direction for these businesses. In this case, businesses located in the “strong - high” 
square are more likely than others to direct investments.

Then businesses located in the lower left corner to the upper right corner (diagonally) are preferred for 
the company. They are usually given moderate preference. These businesses deserve priority refinancing and 
their market position is protected. If promising opportunities open up for such an enterprise, its investment 
advantages can be further increased and it can be allowed to carry out offensive strategic actions.

Businesses typically located in the lower right corner are candidates for waiver and elimination.
The ADL/LC model was developed by Arthur D. Little (ADL), a well-known management consulting firm. It 

focuses on network life cycle (LC) stages.
Accordingly, the competitive position of the company is compared. As a result, a matrix consisting of 15 

cells (20 cells in some authors) is formed.
A matrix of 15 cells can be used to determine the winner that is forming in the market. In this matrix, 

enterprises are placed taking into account their strengths and the evaluation stages of the network. Company A 
in form A can be called an emerging winner, company C is a potential failure, E is an established winner, F can 
be included in the “milk cows” group, and G can be included in the “dogs” group.

The strategic planning process is carried out in 3 stages. In the first stage, which is called “normal” (natural) 
selection, the strategy of the business type is determined only by its position in the ADL matrix. The network of 
“natural selection” includes several cataracts.

In the second stage, the situation of the most specific type of business in the framework of each “natural 
selection” suggests the character of “specialized selection”.

In the third step, the contribution of the ADL model to the development of the strategic planning methodology 
is represented by a carefully selected strategy. The choice of such a strategy is a step from strategic planning 
to operational planning. ADL offers a set of defined strategies suitable for each “custom choice”.

The ADL offers 24 similar strategies.
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Table 2. Refined strategies offered by the Arthur D. Little Company
A Backward integration Nationalization of goods

B Business development abroad N Methods and functions of efficiency

C Development of production forces abroad O New products / new markets

D Rationalization of the sales system P New products/same markets

E Recovery of productive forces Q Product rationalization

F Export of this product R Rationalization of the product range

G Proper integration S Pure living

H Disbelief T Those products/new markets

I The initial stage of market development It is the same products/the same markets

J Overseas Licensing V Effective technology

K Tula rationalization W Traditional effectiveness of depreciation

L Market penetration X Abandonment of production

A combination of the 24 defined strategies listed above is formulated according to the situation of the 
diversified company and the stage of the market life cycle.

Leading-birth.This is usually a profitable situation. Its natural development is aimed at increasing market 
share. (B,C,E,G,L,N,O,P,T,V) or maintaining the situation (E,I,L) can be achieved by a combination of strategies.

Lead-growth.Brings income, but not always. Generates net cash flow. The natural development of the 
situation is achieved using the following strategies. It is recommended to maintain the status quo - to achieve 
leadership in pricing, ie (A,C,N,U,V,W) strategies.

Strategies are recommended for other situations such as lead-saturation, lead-aging, strong-birth, strong-
growth in the same order.

It will not be correct to evaluate the order portfolio by one type of matrix. Each matrix has its own pros and 
cons. The matrices represent the strengths and weaknesses of the order portfolio. If there is a need to evaluate 
the order portfolio with high accuracy, it is recommended to use all three matrices.

Evaluation of the attractiveness of the network is carried out in three directions.
The attractiveness of each network available in the order portfolio is determined. In this “Is this network 

suitable for the company?” the question is appropriate.
The attractiveness of each network relative to other networks is determined. In this case, “Which sectors 

in the order portfolio are more attractive and which are less attractive?” the question reflects the purpose. 
Determining the weight of networks in terms of attractiveness is the basis of resource allocation.

The attractiveness of all networks as a group is determined. In this “How attractive is the composition of 
networks?” the question is appropriate. Enterprises whose main revenue is aligned with unattractive industries 
should reorganize their order portfolio.

C O N C L U S I O N
The analysis of matrix methods, particularly the BCG matrix, highlights their continuing relevance in the 

strategic planning of manufacturing enterprises. These tools provide managers with a structured approach to 
classifying products, assessing relative market positions, and allocating resources efficiently. By simplifying 
complex realities into visual models, portfolio matrices enable enterprises to identify growth opportunities, 
maintain competitive balance, and ensure sustainable development.

At the same time, the review of literature and practical applications shows that the BCG matrix and other 
portfolio tools should not be applied in isolation. Their effectiveness is limited when external environmental 
factors, technological disruptions, and customer dynamics are ignored. Therefore, for manufacturing enterprises 
operating in increasingly volatile markets, matrix analysis must be integrated with complementary methods 
such as SWOT, PESTEL, and Porter’s Five Forces.

The study concludes that while the BCG matrix provides a strong foundation for strategic decision-making, 
its true value emerges when used as part of a broader, flexible, and data-driven analytical framework. For 
manufacturing enterprises, this means continuously revising portfolio evaluations, adapting to product life cycle 
dynamics, and aligning strategies with the realities of global competition. Ultimately, the balanced use of matrix 
analysis methods enhances managerial foresight, strengthens competitive advantage, and ensures resilience 
in the face of market uncertainty.
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