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INTRODUCTION

Boston Consulting Group Matrix is currently the most
well-known methodological tool for analysing corpo-
rate portfolios using the matrix approach. The Matrix
method was developed in 1968 by the founder of the
well-known American firm Boston Consulting Group (BCG)
Bruce Henderson and its employee Alan Zakon. The au-
thors consider companies as a portfolio of products or
businesses, each of which contributes to the growth of
profitability, and which require strategic management.
The essence of the method is to classify the assortment
units of companies according to the growth values of
the received cash flows and relative market share, fol-
lowed by the recommendation of a development strategy
for each group of units.

The method gained popularity with the publication
of the works “The Product Portfolio” (1970) and “Per-
spectives on experience” (1970). For over 50 years, BCG
Matrix has gained worldwide distribution and gained a
reputation as the “gold standard” for analysing the com-
pany’s product line. However, as the BCG itself admits,
the peak popularity of this portfolio analysis tool has
already passed.

Admittedly, many scientific and educational ma-
terials are devoted to the BCG portfolio analysis matrix.
Of the recent publications analysing the methodolog-
ical aspects of application and examples of using this
method, scientific articles by researchers from the East
attract attention. Thus, the study of the Vietnamese sci-
entist Tien (2022) used the BCG Matrix to figure out the
state of Dat Xanh in the real estate market and form its
investment policy. Chinese scientists Zhang et al. (2021)
used the Matrix to compare energy-saving technologies
involved in the cement industry of China. Son & Park
(2022) developed strategic recommendations based on
the BCG Matrix to ensure Amazon’s sustainable compet-
itiveness. A group of scientists from Indonesia (Nurfitriya
etal.,2020) used this method to estimate the export mar-
ket of certain West Java products (rubber, coffee, spices,
etc.) and develop proposals for strategic planning of the
region’s economic development. Furthermore, the meth-
od was applied in the analysis of the aviation industry
(Chang, et al., 2019, Heiets et al., 2021), ports (Mo, et al.,
2020), and Port Container Terminals (Chandrasekhar lyer
& Nihar, 2021), family firms (Belling, 2022), etc. The BCG
Matrix method is currently used in various branches of
social production, both at the micro-and macroeconomic
levels. Kader & Hossain (2020) note that the BCG meth-
od is a valuable tool for evaluating which strategic units
should be invested and which should be disposed of,
which allows companies to effectively distribute avail-
able resources and manage their business.

At the same time, many scientists pay attention
to the methodological shortcomings of analysing the
portfolio of products based on the BCG Matrix. As Mad-
sen (2017) notes, the BCG Matrix has been criticised on
many occasions and,according to the researcher, is even
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discredited in academic circles. However, the scientist
admits that many practitioners consider this method
important in planning a corporate product portfolio.

BCG employees (Reeves et al.,2014) tried to take a
fresh look at Matrix. They admitted that the classical 1970
approachhadlostitsrelevance duetotwo circumstances:

1) the modern business environment is changing
rapidly, which requires fast response by accelerating
the redistribution of resources between products;

2) market share is no longer a direct predictor of
sustainable financial results.

The presence of these and other methodological
and applied issues arising upon evaluating the assort-
ment of a particular market subject dictates the relevance
of further research of the BCG Matrix method.

The purpose of this study is to substantiate the
recommendations for using the BCG Matrix method, pro-
vided that there is no complete information about the
company’s competitors in a particular market. The goals
of this study are to further develop the critical analysis of
the method, adapt the classical Matrix to the uncertainty
of competitors’ activities in the market, and modify this
method depending on the objects of research.

MATERIALS AND METHODS

The idea to modify the classic BCG Matrix came from a
practical need - while performing research on the order
of a client who wished to remain anonymous, there was
a problem with information about his competitors. One
of the tasks set by the customer was to form recom-
mendations regarding the company’s assortment, the
implementation of which was expected using a matrix
approach. However, the use of the conventional BCG Ma-
trix method proved impossible because the company
had not one, but two main competitors and the lack of
accurate data on the sales volumes of certain products
by these competitors.

The study of the possibilities of using the BCG
Matrix method without complete information about
competitors was conducted in five stages. The first, the-
oretical stage, involved an in-depth study using the BCG
Matrix monographic method developed by its authors,
and suggestions for improving this method proposed by
its proponents and critics. The source material for the
study included scientific and popular science articles
by scientists and practitioners from all over the world.
Based on the dialectical approach and using the ab-
stract-logical method, the features of the Matrix method
were generalised, which narrow its practical use.

At the second stage, by brainstorming for each
identified defect, a way to eliminate it was proposed.
As a result of the examination, a modified version of
BCG Matrix was proposed, which can be used if there
is no one main competitor of the company in a particu-
lar market, and which is based on the search for inter-
nal reserves for increasing sales. The methodological
framework for constructing a matrix is analytical grouping,
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modelling, and the matrix approach. The third stage in-
cluded finding, justifying, and calculating reserves for
sales growth of particular types of products of the com-
pany that is the object of research. The work was per-
formed using comparative analysis, analysis of relative
dynamics indicators, expert method, and benchmarking.
The next step was to test the proposed method based
on the data of the customer company.

The following sources of information were used:
statistical reporting of the company, data from its ac-
counting and management accounting, results of mar-
keting research, expert evaluation, etc. The conclusions
of the study are formulated using methods of analysis
and synthesis, induction, and deduction. According to
the terms and conditions of the agreement, research-
ers have the right to publish the results obtained only
with the consent of the customer company. The latter
allowed the partial publication of the results obtained
and without specifying its name. Thus, the data and
calculations of using the BCG Matrix presented in this
paper will be considered a conditional illustrative ex-
ample constructed using the idealisation technique. At
the final stage of this study, the results were clearly
illustrated using graphical and tabular methods.

RESULTS AND DISCUSSION

The main theoretical and methodological foundations
of the BCG Matrix are described on the official website
of the Boston Consulting Group (2022). The BCG Matrix
is also called “The growth share matrix” - this name
reveals the essence of the method - the division of the
company’s assortment units into categories according
to market growth criteria and market share to decide on
investment priorities in each of the categories. As as-
sortment units (other name variants - businesses, busi-
ness units, strategic units, products), individual products
(goods, securities, services, areas of activity), brands or
firms that together form the portfolio of a given com-
pany can be investigated. As noted by members of the
Management Study Guide content (2022) team and
A.Upadhyay (2022), the total market volume is more often
measured in cash receipts, but it can also be measured
in natural units. The relative market share of a business
is found by dividing current-year sales by current-year
sales of the main competitor. The market growth rate
is defined as the percentage of current-year sales to
last-year sales.

Graphically, categories are represented as a matrix
divided into four sectors. Each cell of the matrix clearly
stands for different types of business and is indicated
by a certain symbol.

According to the official website of Boston Con-
sulting Group (2022), the BCG Matrix names the following
business categories:
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1.“Cash cow” - characterised by a prominent mar-
ket share and low market growth rates. These are the
main generators of cash receipts, which are the main
source of the company’s current prosperity. Their man-
agement is aimed at maximising current profits with
small investments. The main strategy for such products
is to support the existing market share without expand-
ing operations.

2.“Star” - future sales leaders characterised by high
sales growth rates and a high market share. They have
sales potential with investment, and considerable re-
sources are distributed for their development.“Stars”are
the future of the company, but only for a certain time.

3.“Question mark” (or “difficult child”) - a high mar-
ket share, but low sales growth rate. They require more
investment than they generate cash. They should be
controlled as much as possible and developed only if
investment opportunities are available.

4.“Pet” (for the most part, this category is represent-
ed by the “dog” symbol) - small market share and small
growth prospects. They are useless, and traditionally lig-
uidation or sale strategies are recommended for such
products.

The BCG Matrix distributes products according
to the product life cycle model, according to which any
product goes through four stages of development: market
entry (“Question mark”), growth (“Star”), maturity (“Cash
cow”), and decline (“Pet”).

Gunasekarage et al.(2020), Chiu & Lin (2020) de-
scribe some practical aspects of matrix construction. In
the matrix, the horizontal axis shows the market share
that each product occupies, and the vertical axis shows
the growth rate of this product. For each product, a circle
is constructed on the matrix field, the size of which cor-
responds to the volume of cash flows from this prod-
uct. The upper part of the matrix shows business units
whose growth rates are higher than the average growth
rate of the corresponding market, while the lower part
shows those with lower growth rates, respectively. In
the original model, the average growth rate, which is
the limit of high and low rates, is 10% market growth
per year. The left part of the matrix shows products with
a “high” market share of the business - more than 1.0,
i.e.,the company’s share exceeds the equal share of the
main competitor.

Here is an example of the BCG Matrix. As noted
above, the name of the company whose factual material
is used as an illustration of the method is not disclosed
under the terms and conditions of the agreement for
consulting. The company sells oil on the local market,
namely: cold-refined sunflower oil (showed in Figure 1
as A), extra-pressed sunflower oil (B), unrefined sun-
flower oil (C) and olive oil Extra virgin olive oil (D) Virgin
olive oil (E), Olive oil (F).
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Figure 1. The BCG Matrix of the company

Source: compiled by the authors

In practice, there may be situations when a certain
product category does not include any product range, e.g.,
if the company has already optimised its portfolio and
does not have “Pet”products.This situation occurred in the
practical activities of the authors, as well as its possibil-
ity is noted by researchers from the teams “Prachi Juneja”

and Management Study Guide Content (2022). Building a
BCG Matrix is not the usual grouping of assortment units
by the degree and direction of change in profitability
compared to the earlier period and with competitors. The
classification is based on conceptual propositions, which
are summarised and critically characterised in Table 1.

Table 1. Conceptual foundations of the BCG Matrix and their critical evaluation

Theoretical position

Critical assessment of the situation

A business can generate a lot of revenue, but it can be low-profit or unprofitable due to considerable costs.

Cash flow is an indicator
of business success

The financial success of a business is figured out by net cash flow and profit. Furthermore, a low-income (or
low profit) business unit can increase the profits of a related business due to the synergy effect (e.g., if buyers

prefer a seller who has a full range of product group lines, or if the product is made from waste or a lack of

main production)

The regulation is generally valid, the market leader has price advantages and experience, with an increase
in the scale of production, variable costs per unit of production are minimised, which contributes to profit

growth.

But in practice, there are limitations, which include as follows:
1. A business may be outside the standard competitive field, e.g., run in the “blue ocean” or be a monopolist,
but not receive super-profits due to inefficient management or state regulation of the market.

Cash flow depends on the
company’s market share.
The relative market share
characterises the company’s
competitiveness

2. Cash flow depends on the volume of the market, even the position of a leader in a limited market does not
guarantee an increase in sales. If a firm sells products on the local market and does not have the potential
to reach wider markets, then sales volumes are limited by effective demand for these products. Furthermore,
some specific products (e.g., components to produce spacecraft or medicines for a rare disease) have a limited
number of buyers or consumers, whose limited needs depend on sales volumes.

3.0ne of the ways to increase market share is to reduce the price, so in the short term, the growth of market
share may not be accompanied by an increase in cash flows.

4.When calculating the share of a business in a particular market, the value that is compared (the numerator
of the fraction) is the indicator of income (cash flow). That is, in the model of the relationship between market
share and cash flow, the latter is considered both as a factor of influence and as a result of the influence of

this factor

Cash flow depends on the
growth of this market.
The growth of the market
dictates its attractiveness

contraction are also attractive
for the company

Undoubtedly, the first-order factor affecting future earnings is the prospects for market growth or contraction.
However, a long-term assessment of market development, like forecasting any other process, is probabilistic
in nature, and therefore cannot be precise. Furthermore, stable markets that show neither growth nor

Use of two parameters in the
analysis (market share and
market growth rate)

Reducing the criteria for evaluating the effectiveness of an assortment portfolio to two parameters simplifies
its use. However, the model does not consider other key factors that affect performance, such as the impact
of prices, production costs, the ability to adapt to rapidly changing circumstances, macroeconomic indicators,
the efforts of competitors in the market, etc.
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Table 1, Continued

Theoretical position

Critical assessment of the situation

Of the two matrix parameters, one (market share) is static, i.e., it is figured out only for the last year, and the
other (market growth rate) evaluates the dynamics only in the studied year compared to the previous one.The

Only retrospective
information is used
in calculating the evaluation
parameters

annual analysis period is, on the one hand, too short, since data for one year is almost always biased, on the
other hand, it is too long, since it does not allow quickly responding to changes in the situation. The method
does not make provision for added research on the prospects for changing the parameters of the model, the
strategic potential of the company, and therefore cannot be considered predictive. In particular, the method

does not provide an estimate of the duration of the product life cycle stage - for instance, the Matrix does not
answer the question of how long “cash cows” will generate income, or when a “star” will become a ‘cash cow”

Source: developed by the authors based on (BCG Matrix, 2020; Nurfitriya et al.,, 2021; Ozemre & Kabadurmus, 2020)

The main issues arising upon constructing the
BCG Matrix are related to the ambiguity of the following
methodological and practical aspects of the method:

1. Lack of clear criteria for assigning a company’s
business to a particular market.

Local, regional, national, and global markets are
distinguished beyond geographical boundaries. How-
ever, the BCG method does not provide recommenda-
tions on how to analyse a business if, for instance, a
product is sold in the domestic national market and the
markets of several countries located on different conti-
nents, while the market share and their potential differ.
Or, given that there are different markets for objects,
what is the best way to explore soy tofu cheese - as a
component of the vegan cheese market, or to factor in
that it is not consumed by vegetarians exclusively?

2. Availability of alternative methods for calcu-
lating the product’s market share, each of which is not
methodically perfect.

There are two methods that are methodically
correct in figuring out the share that a company’s product
occupies in the total product market:

- divide the total revenue from the sale of a given
company’s product by the total revenue from the sale
of that product to all sellers. Problems that arise when
using this method - income can be measured in different
currencies, and their conversion into a single currency
causes inaccuracies due to exchange rate differences; in-
come depends on price fluctuations that can be caused
by random, objective circumstances or subjective rea-
sons; lack of complete information about total income
due to shortcomings in official statistics, the presence
of the shadow economy, “pirate markets”, state and trade
secrets, etc.;

- the amount of product sold by this company is di-
vided by the total amount of product sold on the market.
Disadvantages of the method - measurement in natural
units does not objectively estimate the income (e.g., the
income from the sale of one painting by a recognised
artist may exceed the income from the sale of hundreds
of paintings by an unknown artist) and the above disad-
vantages of sales statistics.

In practice,when figuring out the market share of
a business, the approach described above is most often
used - the company’s income from the sale of a product
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divides the income from the sale of this product to the
main competitor. According to the authors, the indicator
calculated in this way cannot fully reveal the company’s
competitiveness because it does not factor in the num-
ber of competitors. Often, the competition in the market
is strong, and it is difficult to find the main one among
2-3 strong competitors. It is also difficult for a leading
company to find the main competitor among market
outsiders with insignificant sales, the volumes of which
do not differ substantially. Another issue is the need to
obtain objective information about competitors’ sales
since data can be hidden and distorted in open sources.

3.There is no unambiguous quantitative criterion
for classifying a product as a “high” or “low” market share.

In the classical matrix, the methodology of which
is described on the BCG website, the standard is a co-
efficient of 1.0, i.e., the company’s share is equal to the
competitor’s share, but if it exceeds 1,then the business
share is considered “high”. However, considering the
shortcomings of the calculation of the “market share”
indicator, this approach is not dogmatic, it can be re-
vised. In an oligopoly, the first three companies to cover
80% of sales are usually considered market leaders. In
this situation, the share of each of these companies can
be considered high. Furthermore, there may not be a
leader in the market, or vice versa, the leader of an in-
novative product may temporarily be a monopolist.

4.t is insufficient to compare indicators for only
two years to estimate market growth.

A common way to calculate the growth rate is the
ratio of a company’s revenue from current-year product
sales to last-year revenue, expressed as a percentage.
However, it is necessary to agree on this formula to
further use this indicator — based on the dynamics in
the past, determine the phase of the product life cycle
and predict revenues for the future. To achieve this, one
needs to evaluate the trend, and not just compare data
for two years. Therefore, the “market growth rate” indica-
tor should be calculated at least three years in advance,
and the predicted extrapolated value of the indicator
should be factored into the BCG Matrix.

Since not all markets are growing, it is more cor-
rect to use the term “rate of market change” instead of
the term “market growth rate” for products that are at
the stage of decline.



5.There is no unambiguous quantitative criterion
for classifying a product as a business with a “high” or
“low” growth rate.

In the original BCG Matrix classification, B. Hen-
derson (1970) set the boundary between “high”and “low”
product growth rates at 10% market growth per year.
However, the Llimit level is not immutable and can be
reviewed by the analyst. According to the recommenda-
tions of T. Kaufmann (2021), this level should not be set
below 5% or the level of growth of the economy (indus-
try). Some analysts (Heiets et al., 2021) take the growth
rate as a benchmark, calculated based on statistical data
from open sources on total revenues from the sale of a
given product on the market. Some scientists (Mo et al.,
2020) calculate the growth rate based on the revenues
of leading companies. In the latter case, there is again
an already defined problem with information about com-
petitors’ revenues and total sales in the market.

It is considered that in cases where it is impossi-
ble to obtain objective information about the market of
a particular product, or if a new product is being anal-
ysed, the market of which has not yet formed, or a new
company that does not yet have a basis for comparing
its revenues, the classical BCG Matrix approach can be
used in a modified form.

The authors of this suggest using the BCG Matrix
classification to summarise the results of the analysis
for finding profit growth reserves for the main assess-
ments of the company’s potential and the market. It is
generally recognised that an important task of econom-
ic analysis is the search for reserves to increase the effi-
ciency of activities,to mobilise opportunities to enhance
the effect of positive and neutralise negative factors
to improve financial results. Each business entity peri-
odically determines the areas of increasing revenues,
optimising production costs, and calculates the impact
of implementing these reserves on financial results.
Admittedly, different reserves bring different economic
effects - some do not require considerable investment,
but are less effective, while others require considerable
investment, but give a greater effect. Furthermore, the
amount of added profit that can be obtained from as-
sorted products also varies — some have a considerable
real potential for substantial profit growth, while some,
on the contrary, have almost completely exhausted
their capabilities. A detailed description of the method
for finding reserves to increase profitability is not part
of the tasks of this study. The authors consider only how
the results of such an analysis can be generalised using
the BCG Matrix approaches.

The authors offer to divide the assortment units
of products (goods, works, services) into the following
categories:

1) “Cash cow” - products that currently bring consider-
able profit, but do not have the potential for its growth.
In other words, these are currently strategically import-
ant products,the main profit generators, but there are no
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real prospects for its substantial increase yet. Since such
a business is already set up, the cash flow is well-bal-
anced, and it does not require considerable investments.
Managing such a business is aimed at maximising cur-
rent profits with small investments. The main strategy
of action in the market is “harvesting” - supporting an
existing position without trying to expand its activities.

2) “Rising star” - promising products, future sales
leaders that have considerable potential not only for
sales growth, but also for substantial profit growth.
These are usually new products that can considerably
increase returns with a large investment. It is expedient
to direct the profit received from the “cash cows” to the
development of a “rising star’, it is also possible to use
the funds raised, namely bank loans.

3) “Dark horse” (‘question mark”) - products that
currently bring little profit but have the potential to in-
crease it. They are distinguished from “Rising stars” by
the following features: the development of such a busi-
ness needs investments that have a long payback period,
there is intense competition in the market, there is a
considerable investment risk or there are factors that
increase uncertainty in increasing profits or at least the
return on investments. Since these are assortment units
with a high degree of uncertainty about future profit-
ability, one should invest in their development with
caution and only if funds are available.

4) “Lame duck” - products with low or zero profit or
loss. These are unpromising types of products for which
no real reserves for improving financial results were found.
However, it is not always necessary to get rid of these
products, they can give added competitive advantages,
be necessary components of the company’s assortment
policy, etc. It is merely necessary to minimise their pres-
ence, try to eliminate the impact of negative factors on
the results of activities.

To set a quantitative limit for assigning a product
to a particular category, the authors of this study offer
the following options:

- to decide a significant or insignificant contribution
of product profit to the total profit of the company, set
either a 10% barrier or use the principle of ABC analy-
sis, wherein products with a significant contribution are
considered to be those assortment units that are leaders
in profitability and collectively give 80% of profit.

- to find a significant or insignificant rate of profit
growth prospects, set either a 10% barrier or an aver-
age value of the potential profit growth rates of all the
company’s products.

The proposed version of the Matrix differs not
only by the considered methodological features of as-
signing assortment units to squares of matrices, but
also by the location of categories on the scale - in a
two-dimensional coordinate system with the direction
of movement from a smaller (low) to a larger (high) value.

Next, the study considered the technique of ap-
plying the Matrix on the example of the aforementioned
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company, which sells sunflower and olive oil on the local
market and plans to start selling corn oil. The analysis

of profit increase reserves gave the following results
(Table 2).

Table 2. Summary of the company’s profit growth reserve search results

Reasonable
profit next year,

Types of products Last year’s profit, Last year’s profit

Reasonable profit

structure for the Sector in the

Prospects for

. o o .
(oil) thousand dollars structure, % thousand dollars next year, % profit growth, % Matrix
AsLﬁ?lvafrﬁﬂﬁd 544 32.0 600 273 +10.3 “Cash cow”
B;Jg;fgvfgfflfd 348 205 400 18.2 +14.9 “Cash cow”
C - unrefined “ »
. 320 18.8 350 15.9 +9.4 Cash cow
sunflower oil
D ’fl’i(\t/;aovi'lrg'” 212 125 400 182 +88.7 “Rising star”
E - Virgin olive oil 179 10.5 200 9.1 +11.7 “Lame ducks”
F - Olive oil 97 5.7 100 4.5 +3.1 “Lame ducks”
G - corn oil - - 150 6.8 x “Dark horse”
Total 1700 100.0 2200 100.0 +29.4 x

Note: The colour indicates the types of products classified as “high” according to the established criteria and boundaries.

Source: compiled by the author

As Table 2 shows, the company sees reasonable
opportunities to increase its profit by 29.4% (in value
terms by 500 thousand dollars). Therewith, a higher-
than-average growth rate for the company is expected
from the sale of Extra virgin olive oil (an increase of
88.7%). It is impossible to figure out the rate of profit
growth for a new product - corn oil, but the authors of
this study believe that in such cases the product can be
attributed to “Dark horse”. Other types of products are
also expected to show profit growth, but its pace will
be less than the company’s average. If one takes the
average possible growth as a standard, then all other
products of the company should be considered business
units with a low growth rate. If one chooses the option

according to which the growth standard is 10%, then
there will be as many as three “stars”. According to rea-
sonable amounts of profit in the coming year, products
with a high share in the profit structure (over 10%)
are A, B, C, D - together they will bring 80% of the
profit.

Figure 2 shows a modified BCG Matrix summaris-
ing the results of the assessment of assortment units
according to profitability indicators. As in Table 1, the
average possible profit growth for the company is 29.4%
(for a more visual representation, this indicator is rounded
up to 30%). The size of the circle is proportional to the
potential share of the product’s profit in the total amount
of profit.

“Dark horses”

Actual share of product

“Rising star”

)

profit in total profit, % 0 5 10

“Lame ducks”

Prospects for profit growth, %

“Cash cow”

Figure 2. The BCG Matrix of the company for evaluating product range units based on real
and prospective profitability indicators

Source: compiled by the authors
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It is also suggested to use the BCG Matrix when
planning advertising campaigns for the typology of
population categories. Currently, such a recommenda-
tion is only a conceptual idea that has not passed prac-
tical testing. However, subject to detailed elaboration,
such an approach can serve as one of the elements
of developing the idea of an advertising strategy and
directions for its financing.

Based on the results of marketing surveys, one
can distinguish separate groups of respondents who have
different degrees of interest in this product. Groups
should be identified according to the key socio-demo-
graphic characteristics (e.g., urban youth, pensioners,
residents of a particular region), etc.

According to the BCG Matrix modification, the
following groups of individuals can be distinguished
in relation to the product under study:

-“regular customers” (‘cash cows”). These are long-
time supporters of the product, who usually buy it. It is
regular customers who bring a stable profit, but their
needs are limited, they will not buy a larger amount
of product, and therefore will not be able to provide a
substantial increase in profit. To support the attention
of regular customers to the product, one does not need
focused active advertising, just a general reminder ad
is enough.

- “perspective categories” (‘stars”). Categories of the
population that can potentially become regular cus-
tomers because they are interested in a product may
be consumers of a similar product. The main growth in
product sales and revenue from its implementation can
ensure that these promising categories are favoured. It
is these groups of the population that should be tar-
geted with focused advertising adapted to a particular
category (e.g., advertising designed for middle-aged or
older women living in small localities).

- “dark horses” (‘question marks”) - people who
have not decided on a choice and do not have a defi-
nite opinion about the product. There is a chance that
they will be interested in the product, but it is difficult
to decide in advance whether they will become regular
customers and substantially affect future profits. One
can only distribute funds for an advertising campaign
aimed at these categories if there is sufficient funding.

- “unpromising categories” that are unlikely to become
regular customers under any circumstances.

Comparison of the results of the authors’ study
with the results of a study by other scientists on the
shortcomings of the BCG Matrix and ways to eliminate
them indicates a considerable interest in this issue.

Although the Austrian scientist Kaufmann (2021)
calls this method “the mother of portfolio concepts in
the business sphere”, he notes that the evaluation crite-
ria in it are reduced to only two aspects. Therefore, the
matrix can only be used to compare individual products,
and not whole business areas. The researchers of the
Prachi Juneja and Management Study Guide Content (2022)
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teams agree with the existence of this issue. They find
other shortcomings in the method under study, namely
they note that the four-element approach is too sim-
plified; the classification has the concepts of “high” and
“low” types of business, but there are no “medium” ones;
the market for which the comparison is made is not
clearly defined; a considerable market share does not
always bring large profits, etc.

The authors of this study agree with Chiu &
Lin (2020), who note that the conventional BCG ma-
trix does not consider different periods to compare the
growth and relative market share of products and sug-
gest extending the period for analysis. Svichkar (2019)
notes the following disadvantages of the method: it
analyses only achieved results, not future indicators; it
is intended for use by companies that are or strive to be
leaders; it does not consider the strategic potential of
the company, etc.

Nowak et al. (2020) proposed the BCG matrix
add-on, which was called the Grey Portfolio Analysis
method. The authors try to solve the generally recognised
problem regarding the static nature of the conventional
methodology by using predictive models of the Grey
Portfolio Analysis. Researchers believe that when using
grey numbers, the issue of information uncertainty is
solved at the methodological level.

R.Debasish (2020) considers the Matrix method
from unusual angles. He contemplates whether there
is a statistically significant correlation between the
market growth rate and the relative market share of
the leading company and its closest competitor. The
availability of a sufficient statistical base allows clearly
classifying market participants and deciding the nature
of their risk. The proposal to use the generalising BCGI
index in the BCG Matrix method for comparative analysis
is also worthy of attention.

To overcome the issue of information uncertainty,
Ozemre & Kabadurmus (2020) used modern Big Data
analytics methods for strategic analysis of the inter-
national market. It is impossible to disagree with the
thesis that modern software can predict the volume
of international trade and facilitate the strategic deci-
sion-making, providing information about the future of
global markets.

Despite the highlighted problems in the BCG Matrix
concept, the idea of using a balance between types of
businesses that are at various stages of the life cycle
for the sustainable development of the company was
without exaggeration revolutionary for its time and is
still relevant. However, the problems of the BCG Matrix
method are not limited to the ambiguity of the conceptual
approaches considered. There are some methodological
inconsistencies that need to be clarified, as well as prac-
tical difficulties. The essence of the latter is that suc-
cessful application of the Matrix requires comprehensive
knowledge of the market and its competitors, but it is not
always possible to obtain it.

Scientific Horizons, 2022, Vol. 25, No. 7

27



28

Boston Consulting Group Matrix: Opportunities for Use in Economic Analysis

CONCLUSIONS

One of the tasks facing economic analysis is to eval-
uate the structure of financial results, find industries,
types of products with the most substantial impact on
the formation of profits and losses, and figure out the
areas for increasing profitability. Analysis of reserves
for improving financial results allows finding the types
of products (goods, works, services) that have the best
prospects, and the use of a modified BCG Matrix allows
finding those products that require priority attention
and the greatest resources to increase profits.

The proposed variations of the BCG Matrix have
anadvantage over the classical version,since theyassess
the prospects not forincome, but for profit (which ismore
important for the business) and are based on internal

economic analysis of only one business entity. Accordingly,
there is no need to estimate the potential of compet-
itors in the market of a certain product (service), which
is inevitably inaccurate due to incomplete information.

Furthermore, ways to eliminate certain short-
comings of the conventional BCG matrix are proposed,
namely regarding the methodology for calculating the
indicators included in it. The proposed method of us-
ing the BCG Matrix is a tool for prospective analysis
and can be integrated into the system of comprehen-
sive economic analysis of any company. The results of
the analysis using the modified BCG Matrix can be used
in financial strategic planning and marketing strategy
development, specifically when planning advertising
campaigns.
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Boston Consulting Group matrix:
MO)XJIUBOCTIi BUKOPUCTAaHHSA B €KOHOMIYHOMY aHanisi

Oner Onekcangposuu Nop6'2, JlogmMuna OnekcanapieHa JloporaHb-MucapeHko?,
OneHa BonoaumupisHa Eroposa’, InoHa OnekcanapiBHa SicHono6?, Anapiii MeTposuy [lopolieHko?

MNMonTaBCbKMIA LepKaBHUIA arpapHUii yHiBepcuTeT
36003, syn. CkoBopoam, 1/3, M. MNonTaga, YkpaiHa

2YHiBepcutet BCh
41-300, Byn. 3urmyHaa Umnnaka, 1C, M. lombpoB.a lypHiya, MonbLua

Anorauisa. Boston Consulting Group Matrix € HaiBIAOMILWMM Ta NONYASPHUM Cepef, NPAKTUKIB METOANYHUM (HCTPYMEHTOM
aHanisy kopnopaTtueHoro noptdens. [Mpote, MeToAMKa BUKOPUCTAHHS Matrix 3a3Hana YMcenbHOi KPUTUKK, @ NiK
NonynsipHOCTI LbOro METOAMYHOTO IHCTPYMEHTY MUHYB. METOIO CTaTTi € BU3HAYEHHS HOBMUX HANPAMIB BUKOPUCTAHHS
Boston Consulting Group Matrix B eKOHOMIYHOMY aHanisi NiANPUEMHULLKOI LisNbHOCTI. BUKOpUCTaHi HacTynHi
MeToAM LOCNiIIKEHHS: MOHOrpadiYHUN, AianeKTUYHUI, aBCTPaKTHO-NOrIYHUIA, rpadivHmi | TaBnmMyHMi. OBrpyHTOBAHO,
WO BWMKOPUCTaHHSA TpaauuitHoi MeToamkn BCG matrix obmexeHe BHACNiAOK HEOAHO3HAYHOCTI KOHLEMNTYaNbHUX
3acag, MeTOAMYHUX Npobaem Ta 6paky NOBHOI iHhOpMaLii LWOA0 AiSNbHOCTI KOHKYpeHTiB. [loBeAeHO, L0 HETOUYHOCTI
B aHani3i WBKWAKOCTI POCTYy PUHKY Ta BiAHOCHOT YaCTKM HAa HbOMY OKpeMux CyBEeKTiB, YHEMOX/IMBIOKTb TOUYHICTb
OLLiHKM nepcnekTus Bi3Hecy y win cdepi. Po3rnsHyTo npobnemu METOAMYHOIO Ta NPUKIAAHOMO XapaKTepy, SKi BUHUKAIOTb
NpM OLLHLi KOMMAHIEH 1T YaCTKM HAa PUHKY NEBHMX NPOAYKTIB. 3anponoHoBaHo Moaudikauito BCG matrix, ska posnoginse
ACOPTUMEHTHI OMHULI aHaNi30BaHOro Cy6ekTa AiANbHOCTI 33 BU3HAYEHUMUM pe3epBaMM 3POCTaHHA NpUOYTKIB.
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3anexHo Big, 00€KTIB KOHKPETHOIO aHani3y rpynyBaHHA Y MOAMDIKOBAHIN MaTpULLi MOXKe 3[iMCHIOBATUCS 32 OKPEMUMMU
BMAAMM NpoayKuii (ToBapis, pobiT, nocnyr) abo 3a rpynamMu nokKynuis (CNoXuWBaYiB). YTOUHEHI Ta CMCTEMATM30BaHI
OCHOBHi Npobnemu, ski BMHMKAOTb Npu 3actocyBaHHi BCG matrix. BusHavyeHi wnaxu Woao ycyHeHHS OKpeMumx
Heponikie TpaguuinHoi BCG matrix, 30kpema, WoA0 METOAMKM PO3PaxyHKy MOKA3HMKIB, 9Ki BXOAATb 00 Hei.
3anponoHoBaHa Moamdikauig BCG matrix,wo knacudikye BUAM NpoayKLii (ToBapis,pobiT,nocayr) 3a nepcnekTMBHUMM
pe3epBamu NpuUBYTKiB Ta 33 3MiHOHO iX YaCTKW y CTPYKTYpi NpubYTKy KOMMNaHii. AHanoriyHa MmaTpuus pospobneHa ans
Knacudikauii nokynuis ToBapis abo CNOXMBaYiB NOCAYr KOMNaHii. BUsHayeHe Micue 3anponoHoBaHoi Moandikauii
BCG matrix B ekoHOMiYHOMY aHani3i. 3anponoHoBaHi Bapiauii BCG matrix MatoTb nepeBary y NOpiBHSAHHI 3 KNAaCUYHUM
BapiaHTOM OCKi/IbK1 BOHM Ha3ytoTbCs HA BHYTPILLUHbOMY aHani3i nnwe o0AHOro CybeKTa Ais/IbHOCTI, a He Ha OLLiIHKOBAHHI
noTeHLiany KOHKypeHTiB. Po3pobneHa moandikaLia MeToaMKM aHanidy Moxe BOyAyBaTMUCS Y CUCTEMY KOMM/IEKCHOTO
€KOHOMIYHOro aHanisy byab-aKoi koMnaHii. Pe3ynbtaTv aHanisy 3 BMKOpUCTaHHAM moaudikoBaHux BCG matrix
MOXYTb OYTV BUKOPWUCTAHI Y hiHAHCOBOMY CTpATEriYHOMY NaaHyBaHHI Ta y po3po0bLLi MapKeTUHIoBOI CTpaTerii, 30Kkpema
npu NNAaHYBaHHI peKnaMHUX KaMnaHin

Kntouosi cnosa: BCG matrix, MaTpuyHuMiA Nigxia, CTpateriyHmii aHanis, aHanis 4oxonis, noptdenbHUi aHanis, aHanis
ACOPTUMEHTY
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