
Ansoff Matrix

The Ansoff Matrix is a strategic tool used to evaluate growth 
opportunities by examining products and markets. It provides four 
distinct strategies based on whether a company focuses on 
existing or new products and markets:
1.Market Penetration
Focuses on increasing sales of existing products in existing 
markets.
Example: Implementing promotional campaigns to attract more 
customers or increase usage among current customers.
2.Market Development
Involves entering new markets with existing products.
Example: Expanding to new geographical regions or targeting new 
customer segments.
3.Product Development
Concentrates on introducing new products to existing markets.
Example: Launching a new feature or product variation to meet 
changing customer needs.
4.Diversification
Entails entering new markets with new products, which is the 
riskiest strategy.
Example: A company launching a completely new product line in a 
different industry.
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RELATIVE MARKET SHARE

BCG Growth-Share Matrix

The BCG Growth-Share Matrix helps organizations allocate 
resources effectively by categorizing products or business units 
based on their market growth rate and relative market share. The 
matrix is divided into four quadrants: Stars, Cash Cows, Question 
Marks, and Dogs.

1.Stars represent products or business units with high market 
growth and a dominant market share. These are often market 
leaders and require significant investment to sustain their growth. 
However, as market growth slows, Stars can transition into Cash 
Cows.
2.Cash Cows are characterized by a high market share in a low-
growth market. These are typically mature products that generate 
steady cash flow with minimal investment. The revenue from Cash 
Cows is often used to fund other quadrants, such as Stars or 
Question Marks.
3.Question Marks (or Problem Children) have low market share in 
a high-growth market. They require substantial investment to 
increase market share, but their future potential is uncertain. 
Companies must decide whether to invest in these products or 
divest them.
4.Dogs represent low-growth, low-market-share products or units. 
They are often considered underperforming and may drain 
resources. Companies typically divest or phase out Dogs unless 
they serve a strategic purpose.

Over time, question marks become stars, which become cows, which 
become dogs as market growth rate decreases
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COMPETITIVE POSITIONING

GE-Mckinsey Matrix

The GE-McKinsey Matrix is an evolution of the simpler BCG 
Growth-Share Matrix, offering a more nuanced, multi-factor 
evaluation.Business units or products are plotted on the matrix, 
and their size often corresponds to their revenue or market share.

1.Industry Attractiveness considers factors such as market 
growth rate, profitability, competitive intensity, and technological 
advancements. This axis reflects the external opportunities 
available in the market.
2.Business Unit Strength evaluates internal capabilities such as 
market share, brand equity, operational efficiency, and product 
differentiation. It reflects the organization's ability to compete 
effectively in a given industry.

The matrix categorizes business units or products into three main 
zones:
•Invest/Grow: Units in highly attractive industries where the 
business has strong competitive advantages. These are priority 
areas for investment to drive growth.
•Selectivity/Earnings: Units in moderately attractive industries or 
those with medium business strength. These may warrant selective 
investment based on specific opportunities or strategic alignment.
•Harvest/Divest: Units in low-attractiveness industries or those 
with weak competitive positions. These are candidates for reduced 
investment, harvesting cash flows, or divestment.
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SWOT Matrix

The SWOT Matrix is a strategic planning tool used to evaluate an 
organization's Strengths, Weaknesses, Opportunities, and 
Threats. Strengths and Weaknesses represent internal factors, 
such as resources, capabilities, and limitations. Opportunities and 
Threats are external factors, including market trends, competition, 
and regulatory changes. By analyzing these dimensions, the SWOT 
Matrix helps organizations identify areas for growth, improve 
decision-making, and develop strategies to leverage strengths, 
address weaknesses, capitalize on opportunities, and mitigate 
threats.
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Opportunities Threats

• Product capabilities
• Company competencies
• Market position
• Key resources
• Strong processes/quality
• Key partnerships

• Product capability gaps
• Missing competencies
• Lack of market position
• Missing resources
• Ineffective processes
• Ineffective partnerships

• Market expansion
• Competitor weaknesses
• New technology
• New resources/partners
• Environmental changes

• Weakening markets
• Competitive incursions
• Replacement technology
• Lost resources/partners
• Environmental changes



TOWS Matrix

The TOWS Matrix is a strategic tool that builds upon the SWOT 
analysis to create actionable strategies by examining the 
relationships between internal and external factors. It helps 
organizations develop targeted plans by aligning strengths, 
weaknesses, opportunities, and threats into four key strategy 
categories:

1.SO Strategies (Strengths-Opportunities)
Leverage internal strengths to capitalize on external opportunities.
Example: Using strong brand recognition to enter a new market.
2.WO Strategies (Weaknesses-Opportunities)
Address internal weaknesses to take advantage of external 
opportunities.
Example: Enhancing technology capabilities to meet emerging 
market trends.
3.ST Strategies (Strengths-Threats)
Use internal strengths to mitigate external threats.
Example: Deploying efficient operations to combat intense price 
competition.
4.WT Strategies (Weaknesses-Threats)
Minimize weaknesses and threats by adopting defensive or 
restructuring measures.
Example: Exiting a shrinking market to prevent further losses.
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W-O Options
[Internal Fixes]

S-T Options
[Future Growth]

W-T Options
[Survival]

How do I leverage my 
Strengths to take 
advantage of the 

Opportunities

How do I overcome 
Weaknesses that prevent 
or diminish the pursuit of 

the Opportunities

How do I use my 
Strengths to reduce 
the likelihood and 

impact of the 
Threats?

How do I address 
Weaknesses that increase 
the likelihood and impact 

of the Threats

STRENGTHS
Good Now

[Maintain, build, leverage]

WEAKNESSES
Bad Now

[Remedy, stop]



Idea Prioritization Matrix

The idea prioritization matrix is a framework that helps 
product managers evaluate and rank ideas or initiatives 
based on their potential impact and the effort required to 
implement them. The matrix typically has two axes:

1.Impact (High to Low): Measures the potential value or 
benefit the idea could bring, such as revenue growth, 
customer satisfaction, or market differentiation.
2.Effort (High to Low): Represents the estimated resources, 
time, or complexity required to implement the idea.

Using this framework, ideas are plotted into four quadrants:

1.Quick Wins (High Impact, Low Effort): These are the most 
desirable ideas to prioritize first, as they offer significant 
value with minimal investment.
2.Major Projects (High Impact, High Effort): These ideas 
have substantial value but require careful planning, as they 
are resource-intensive.
3.Low-Hanging Fruit (Low Impact, Low Effort): While these 
ideas may not have a significant impact, they are easy to 
implement and can offer small, quick gains.
4.Time Sinks (Low Impact, High Effort): These should 
generally be avoided or deprioritized unless they support a 
strategic objective.
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Competitive Analysis Matrix

The idea prioritization matrix is a framework that helps 
product managers evaluate and rank ideas or initiatives 
based on their potential impact and the effort required to 
implement them. The matrix typically has two axes:

1.Impact (High to Low): Measures the potential value or 
benefit the idea could bring, such as revenue growth, 
customer satisfaction, or market differentiation.
2.Effort (High to Low): Represents the estimated resources, 
time, or complexity required to implement the idea.

Using this framework, ideas are plotted into four quadrants:

1.Quick Wins (High Impact, Low Effort): These are the most 
desirable ideas to prioritize first, as they offer significant 
value with minimal investment.
2.Major Projects (High Impact, High Effort): These ideas 
have substantial value but require careful planning, as they 
are resource-intensive.
3.Low-Hanging Fruit (Low Impact, Low Effort): While these 
ideas may not have a significant impact, they are easy to 
implement and can offer small, quick gains.
4.Time Sinks (Low Impact, High Effort): These should 
generally be avoided or deprioritized unless they support a 
strategic objective.
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