
3 
Strategic Analysis 

Syllabus covered 

Situational Analysis – SWOT Analysis, TOWS Matrix, Portfolio Analysis ─ BCG Matrix.  

Question 1 

State with reasons which of the following statements is correct / incorrect: 

(a) “Industry is a grouping of dissimilar firms”.  (2 Marks, May, 2008) 

(b) The purpose of SWOT analysis is to rank organizations  (2 Marks, June, 2009) 

(c) PLC is an S shaped curve.  (2 Marks June, 2009) 

(d) Portfolio analysis helps the strategists in identifying and evaluating various businesses of 
a company. (2 Marks, Nov., 2012) 

(e) A strategic group consists of rival firms with similar competitive approaches and positions 
in the market. (2 Marks, May, 2013) 

(f) An industry can have more than one strategic group.  (2 Marks, Nov., 2014) 

Answer 

(a) Incorrect: Industry is a consortium of firms whose products or services have 
homogenous attributes or are close substitutes such that they compete for the same 
buyer. For example, all paper manufacturers constitute the paper industry. 

(b) Incorrect: SWOT analysis stands for the analysis of strengths, weaknesses 
opportunities, and threats.  It is not used for ranking of organizations.  It is a tool for 
organizational and environmental appraisal necessary for formulating effective strategies.   

(c) Correct: Product Life cycle (PLC) which is a graphical depiction of sales over time is an 
‘S’ shaped curve with four stages – introduction, growth, maturity and decline.  The 
pattern is shared by all product group and families though the duration for each phase is 
different in each case.  Identification of PLC stages for a product/service offers useful 
insights for marketing management. 

(d) Correct: A business portfolio is a collection of businesses and products that make up the 
organisation. Portfolio analysis is a tool by which management identifies and evaluates 
its various businesses. In portfolio analysis top management views its product lines and 
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business units as a series of investments from which it expects returns. The best 
business portfolio is the one that best fits its strengths and weaknesses to the 
opportunities and threats in the environment. Through portfolio analysis, organisations 
are able to compare its various businesses and categorize them in various strata as 
promising, growing, without good future and so on. 

(e) Correct: A strategic group consists of those rival firms that have similar competitive 
approaches and positions in the market. Organisations in the same strategic group can 
resemble one another in any of the several ways: they may have comparable product-line 
breadth, sell in the same price/quality range, emphasize the same distribution channels, 
use essentially the same product attributes to appeal to similar types of buyers, depend 
on identical technological approaches, or offer buyers similar services and technical 
assistance. 

(f) Correct: An industry contains only one strategic group when all sellers pursue 
essentially identical strategies and have comparable market positions. At the other 
extreme, there are as many strategic groups as there are competitors when each rival 
pursues a distinctively different competitive approach and occupies a substantially 
different competitive position in the marketplace. 

Question 2 

(a) Fill in the blanks in the following statements with the most appropriate word: 

 Product Life Cycle portrays the distinct __________in the sales history of a product. 

(1 Mark, Nov., 2010) 

(b) Explain the meaning of the Strategic Group Mapping.(1 Mark, May, 2011), (1 Mark, May, 2012) 

(c) Market penetration refers to a _____________where the business focuses on selling 
existing products into existing market. (1 Mark, May, 2012) 

(d) Explain the meaning of Market Penetration.  (1 Mark, May, 2012) 

(e) Explain the meaning of ADL Matrix. (1 Mark, Nov., 2012) 

Answer 

(a) Stages. 

(b) Strategic group mapping is a technique for displaying the different markets or 
competitive positions that rival firms occupy in the industry. A strategic group is a cluster 
of firms in an industry with similar competitive approaches and market positions. An 
industry contains only one strategic group when all sellers pursue essentially identical 
strategies and have comparable market positions. 

(c) Growth Strategy. 

(d) Market penetration is a growth strategy where the business focuses on selling existing 
products into existing markets. It is achieved by making more sales to present customers 
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without changing products in any major way. Penetration might require greater spending 
on advertising or personal selling. 

(e) ADL Matrix: The ADL matrix which has derived its name from Arthur D. Little is a 
portfolio analysis method that is based on product life cycle. The approach forms a two 
dimensional matrix based on stage of industry maturity and the firms competitive 
position, environmental assessment and business strength assessment. 

Question 3 

Briefly answer the following questions in 2-3 sentences each: 

(a) In B.C.G. matrix for what the metaphors like stars, cows and dogs are used? 

  (2 Marks, May, 2007) 

(b)  What are forward and backward integration? (2 Marks, May, 2007) 

(c)  Explain the term star in the context of BCG matrix. (2 Marks, Nov., 2007) 

(d) Growth phase of product life cycle. (2 Marks, May, 2008) 

(e) Strategic groups. (2 Marks, May, 2008) 

(f) Discuss the relevance of Tows Matrix in strategic planning process. (2 Marks, Nov., 2009) 

Answer 

(a) The BCG growth-share matrix is a popular way to depict different types of products or 
SBU as follows: 

 Stars are products or SBUs with high market share in a market which is growing rapidly. 

 Cash Cows are low-growth, high market share businesses or products.  

 Question Marks are low market share business in high-growth markets.  

 Dogs are low-growth, low-share businesses and products.  

(b) Organisations may enter into new business that is related to its existing business. The 
firm remains vertically within the same process.  Sequentially, it moves forward or 
backward in the chain and enters specific product/process steps with the intention of 
making them into new businesses for the firm. 

(c) Star in BCG Matrix: BCG growth-share matrix is a simple way to portray an 
organisation’s portfolio of investments. Growth share matrix also known for its cow and 
dog metaphors is popularly used for resource allocation in a diversified company. The 
matrix is based on combinations of relative market share of the products or SBUs and 
their market growth rate. 

Stars, a position in the matrix, are characterised by high market share and high growth 
rate. They are products or SBUs that are growing rapidly. They also need heavy 
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investment to maintain their position and finance their rapid growth potential. Business 
organisations that enjoy star positions have best opportunities for expansion and growth.  

(d) Product life cycle (PLC) is a concept that describes a product’s four major life stages, 
i.e., introduction, growth, maturity and decline in terms of sales, profits, customers, 
competitors and marketing emphasis. As the product finds market acceptance in 
introduction stage, it gradually enters the ‘Growth’ stage. During growth stage there is an 
exponential rise of the volumes accepted by the market. Many new entrants join the 
industry and then fight for market share.  In this stage consolidation and concentration 
begins. Profits increase and mass marketing is done with product differentiation. 

(e) Strategic groups are conceptually defined clusters of competitors that share similar 
strategies and therefore compete more directly with one another than with other firms in 
the same industry. Strong economic compulsions often constrain these firms from 
switching one competitive posture to another. Any industry contains only one strategic 
group when all firms essentially have identical strategies and have comparable market 
positions. At the other extreme, there are as many strategic groups as there are 
competitors when each rival pursues a distinctively different competitive approach and 
occupies a substantially different competitive position in the market place. 

(f) The TOWS matrix illustrates how the external opportunities and threats facing a 
particular corporation can be matched with company's internal strengths and weaknesses 
to result in possible strategic alternatives to be competitive. It is a good way to use 
brainstorming and to create alternative strategies that might not otherwise be considered. 
It forces strategic managers to design various growth, stability or retrenchment 
strategies. It can be used to generate corporate as well as business strategies. 

 Moreover, TOWS Matrix is very useful for generating a series of alternatives that the decision 
makers of a company or business unit might not otherwise have considered. Nevertheless, 
the TOWS Matrix is only one of the many ways to generate alternative strategies.  

 In a way TOWS is considered to be an improvement over the SWOT. However, it is not 
undermining the SWOT analysis. 

Question 4 

Write short notes on elements considered for situational analysis. (4 Marks, May, 2012) 

Answer 

The elements considered for situational analysis are as follows: 

 Environmental factors: What external and internal environmental factors are there that 
needs to be taken into account. This can include economic, political, demographic or 
sociological factors that have a bearing on the performance. 

 Opportunity and issue analysis: What are the current opportunities that are available in 
the market, the main threats that business is facing and may face in the future, the 
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strengths that the business can rely on and any weaknesses that may affect the business 
performance. 

 Competitive situation: Analyze main competitors of organisation: Who are they, what 
they up to are, how they compare. What are their competitive advantages?  

 Distribution situation: Review the distribution situation - how are the products moving 
through channels.  

 Product situation: The details about current product. The details about current product 
may be divided into parts such as the core product and any secondary or supporting 
services or products that also make up what you sell.  It is important to observe this in 
terms of its different parts in order to be able to relate this back to core client needs. 

Question 5 

Explain the significance of SWOT analysis.  (3 Marks, May, 2014) 

Answer  

An important component of strategic thinking requires the generation of a series of strategic 
alternatives, or choices of future strategies to pursue, given the company's internal strengths 
and weaknesses and its external opportunities and threats. The comparison of strengths, 
weaknesses, opportunities, and threats is normally referred to as SWOT analysis. SWOT 
analysis helps managers to craft business model that will allow a company to gain a 
competitive advantage. Key reasons for SWOT analyses are: 

 It provides a logical framework for systematic identification of issues having bearing on 
the business situation, generation of alternative strategies and the choice of a strategy.  

 It presents a comparative account of both external and internal environment in a 
structured form where it is possible to compare external opportunities and threats with 
internal strengths and weaknesses.  

 It guides the strategist in strategy identification. It guides the strategist to think of overall 
position of the organization that helps to identify the major purpose of the strategy under 
focus. 

Question 6 

To which industries the following development offers opportunities and threats?  ‘ 

The number of nuclear families, where husband and wife both are working, is fast increasing'. 

(3 Marks, Nov., 2010) 

Answer 

An opportunity is a favourable condition in the organisation’s environment which enables it to 
strengthen its position. On the other hand a threat is an unfavourable condition in the 
organisation’s environment which causes a risk for, or damage to, the organisation’s position. 
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Different developments in the environment can offer different opportunities and threats to 
businesses.  

In the social environment, there is growth of nuclear families that is away from the joint family 
system. Often both husbands and wife are working. Having double income increases their 
spending capacity. Such developments bring direct opportunities to different businesses such 
as ready to eat food, eateries, fast to cook items, dish washers, washing machines, crèches 
for children and so on. Indirect opportunities exists for other lifestyle products. At the same 
time, such development also acts as threat to traditional raw food suppliers, kitty party 
organizers and so on. 

Question 7 

To which industries the following developments offer opportunities and threats? 

"Increasing trend in India to organize IPL (Cricket) type of tournaments in other sports also."  

 (3 Marks, Nov., 2014) 

Answer  

An opportunity is a favourable condition in the organisation’s environment which enables it to 
strengthen its position. On the other hand a threat is an unfavourable condition in the 
organisation’s environment which causes a risk for, or damage to, the organisation’s position. 
An opportunity is also a threat in case internal weaknesses do not allow organization to take 
their advantage in a manner rivals can. 

The IPL (Cricket) tournament is highly profit and entertainment driven. A number of entities and 
process are involved in this IPL type tournament. So financial opportunity are for:  

 Stadiums. 

 Sports Industry. 

 Manufactures of sports items. 

 Media Industry – Sports channels / television, advertisers. It is also threat to 
entertainment industry as competitors will be fighting for same viewers. 

 Tourism and hotel Industry. 

 Event Management. 

Question 8 

How is TOWS Matrix an improvement over the SWOT Analysis? Describe the construction of 
TOWS Matrix. (4 Marks, May, 2013) 

Answer 

Through SWOT analysis organisations identify their strengths, weaknesses, opportunities and 
threats. While conducting the SWOT Analysis managers are often not able to come to terms 
with the strategic choices that the outcomes demand. Heinz Weihrich developed a matrix 

© The Institute of Chartered Accountants of India



  Strategic Analysis  3.7 

called TOWS matrix by matching strengths and weaknesses of an organization with the 
external opportunities and threats. The incremental benefit of the TOWS matrix lies in 
systematically identifying relationships between these factors and selecting strategies on their 
basis.  

The matrix is outlined below:  

 
                     Internal elements 
 
External Elements 

 
Organizational 

Strengths 
 

 
Organizational 
Weaknesses 

Strategic Options 
Environmental opportunities 

(and risks) 
SO : Maxi – Maxi WO : Mini – Maxi 

Environmental threats ST : Maxi – Mini WT : Mini – Mini 

The TOWS Matrix is a relatively simple tool for generating strategic options. Through TOWS 
matrix four distinct alternative kinds of strategic choices can be identified.  

SO (Maxi-Maxi): SO is a position that any firm would like to achieve. The strengths can be 
used to capitalize or build upon existing or emerging opportunities.  

ST (Maxi-Mini): ST is a position in which a firm strives to minimize existing or emerging 
threats through its strengths. 

WO (Mini-Maxi): The strategies developed need to overcome organizational weaknesses if 
existing or emerging opportunities are to be exploited to maximum. 

WT (Mini-Mini): WT is a position that any firm will try to avoid. An organization facing external 
threats and internal weaknesses may have to struggle for its survival. 

Question 9 

Explain the concept of Experience Curve and highlight its relevance in strategic management. 

  (3 Marks, Nov., 2012) (4 Marks, May, 2014) 

Answer 

Experience curve is similar to learning curve which explains the efficiency gained by workers 
through repetitive productive work. Experience curve is based on the commonly observed 
phenomenon that unit costs decline as a firm accumulates experience in terms of a cumulative 
volume of production. The implication is that larger firms in an industry would tend to have 
lower unit costs as compared to those of smaller organizations, thereby gaining a competitive 
cost advantage. Experience curve results from a variety of factors such as learning effects, 
economies of scale, product redesign and technological improvements in production. 
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The concept of experience curve is relevant for a number of areas in strategic management. 
For instance, experience curve is considered a barrier for new firms contemplating entry in an 
industry. It is also used to build market share and discourage competition. 

Question 10 

Write short notes on Product Life Cycle. (4 Marks, Nov., 2013) 

Answer 

Product Life Cycle is a useful concept for guiding strategic choice. Product Life Cycle is an  
S-shaped curve which exhibits the relationship of sales with respect of time for a product that 
passes through the four successive stages of introduction, growth, maturity and decline.  

Introduction Stage: The first stage of PLC is the introduction stage in which competition is 
almost negligible, prices are relatively high and markets are limited.  

Growth Stage: The second phase of PLC is growth stage. In the growth stage, the demand 
expands rapidly, prices fall, competition increases and market expands. The customer has 
knowledge about the product and shows interest in purchasing it.  

Maturity Stage: The third phase of PLC is maturity stage. In this stage, the competition gets 
tough and market gets stablised. Profit comes down because of stiff competition. At this stage 
organisations may work for maintaining stability.  

Decline Stage: In the declining stage of PLC, the sales and profits fall down sharply due to 
some new product replaces the existing product.  So a combination of strategies can be 
implemented to stay in the market either by diversification or retrenchment. 

 
Figure: Product Life Cycle 
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Question 11 

An industry comprises of only two firms-Soorya Ltd. and Chandra Ltd. From the following 
information relating to Soorya Ltd., prepare BCG Matrix: 

Product Revenues 
(in ` ) 

Percent 
Revenues 

Profits 
(in ` ) 

Percent 
Profits 

Percentage 
Market 
Share 

Percentage 
Industry 

Growth rate 

A 6 crore 48 120 lakh 48 80 + 15 

B 4 crore 32 50 lakh 20 40 + 10 

C 2 crore 16 75lakh 30 60 -20 

D 50 lakh 4 5 lakh 2 5 -10 

Total 12.5 crore 100 250 lakh 100   

  (4 Marks, May, 2010) 

From the following information relating to X Ltd. company, prepare BCG Matrix and also 
analyse it. 

Product Revenues 
(in ` ) 

Percent 
Revenues 

Profit 

(in ` ) 

Percent 
Profit 

Percentage 
Market Share 

Percentage 
Industry 

Growth Rate 

A 60 Crore 48 1200 Lakh 48 80 + 15 

B 40 Crore 32 500 Lakh 20 40 + 10 

C 20 Crore 16 750 Lakh 30 60 - 20 

D 05 Crore 04 50 Lakh 02 05 - 10 

Total 125 Crore 100 2500 Lakh 100   

(4+3 = 7 Marks, Nov., 2013) 

Answer 

Using the BCG approach, a company classifies its different businesses on a two dimensional 
Growth-Share Matrix. In the Matrix, the vertical axis represents market growth rate and 
provides a measure of market attractiveness. The horizontal axis represents relative market 
share and serves as a measure of company strength in the market. With the given data on 
market share and industry growth rate of X Ltd., its four products are placed in the BCG matrix 
as follows:  

  

© The Institute of Chartered Accountants of India



3.10 Strategic Management 

  Relative Market Share 
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Product A 

[80% Market Share 

+15% Growth Rate] 

Stars 

Product B 

[40%Market Share 

+10%Growth Rate] 

Question Marks 

Lo
w

 

Product C 

[60% Market Share 

-20% Growth Rate] 

Cash Cows 

Product D 

[05% Market Share 

-10% Growth Rate] 

Dogs 

Product A. It falls in the Star category and is in the best position with high relative market 
share and a high industry growth rate. This product has the best opportunities for expansion. It 
will require heavy investment to maintain its present position. 

Product B. It is a question mark product that has a relatively low market share, yet competes 
in a high growth industry. This product will also need lot of cash to hold its share. If 
unattended, it is capable of becoming a cash trap. 

Product C. It is a cash cow for the business, has a relatively high market share competing in 
an industry with negative growth rate. The company should take advantage of its present 
position that may be difficult to maintain in the long run. Currently it needs less investment to 
maintain its market share. 

Product D. It is presently placed in the Dog category, is in the worst position as it has 
relatively a low market share and competes in an industry with negative growth rate. This 
product does not have much future. It should be minimized by means of divestment or 
liquidation. 

Question 12 

In the light of BCG Growth Matrix state the situation under which the following strategic 
options are suitable: 

(i)  Build 

(ii)  Hold 

(iii)  Harvest 

(iv)  Divest (4 × 1 = 4 Marks, Nov., 2011) 
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Answer 

In the light of BCG Growth Matrix, once an organisation has classified its products or SBUs, it 
must determine what role each will play in the future. The four strategies that can be pursued 
are: 

(i)  Build: Here the objective is to increase market share, even by forgoing short-term 
earnings in favour of building a strong future with large market share. 

(ii)  Hold:  Here the objective is to preserve market share. 

(iii)  Harvest: Here the objective is to increase short-term cash flow regardless of long-term 
effect. 

(iv)  Divest: Here the objective is to sell or liquidate the business because resources can be 
better used elsewhere. 

Question 13 

Describe the construction of BCG matrix and discuss its utility in strategic management. 

 (5 + 5 = 10 Marks, June, 2009) 

Companies that are large enough to be organized into strategic business units face the 
challenge of allocating resources among those units.  In the early 1970's the Boston 
Consulting Group developed a model for managing a portfolio of different business units or 
major product lines.  The BCG growth-share matrix named after its developer facilitates 
portfolio analysis of a company having invested in diverse businesses with varying scope of 
profits and growth.   

The BCG matrix can be used to determine what priorities should be given in the product 
portfolio of a business unit.  Using the BCG approach, a company classifies its different 
businesses on a two-dimensional growth share matrix.  Two dimensions are market share and 
market growth rate.  In the matrix: 

 The vertical axis represents market growth rate and provides a measure of market 
attractiveness. 

 The horizontal axis represents relative market share and serves as a measure of 
company strength in the market. 

Thus the BCG matrix depicts four quadrants as per following: 
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  Relative Market Share  
Different types of business represented by either products or SBUs can be classified for 
portfolio analyses through BCG matrix. They have been depicted by meaningful metaphors, 
namely: 

(a) Stars are products or SBUs that are growing rapidly.  They also need heavy investment 
to maintain their position and finance their rapid growth potential.  They represent best 
opportunities for expansion. 

(b) Cash Cows are low-growth, high market share businesses or products.  They generate 
cash and have low costs.  They are established, successful, and need less investment to 
maintain their market share.  In long run when the growth rate slows down, stars become 
cash cows.   

(c) Question Marks, sometimes called problem children or wildcats, are low market share 
business in high-growth markets.  They require a lot of cash to hold their share.  They 
need heavy investments with low potential to generate cash.  Question marks if left 
unattended are capable of becoming cash traps.  Since growth rate is high, increasing it 
should be relatively easier.  It is for business organisations to turn them stars and then to 
cash cows when the growth rate reduces. 

(d) Dogs are low-growth, low-share businesses and products.  They may generate enough 
cash to maintain themselves, but do not have much future.  Sometimes they may need 
cash to survive.  Dogs should be minimised by means of divestment or liquidation. 

The BCG matrix is useful for classification of products, SBUs, or businesses, and for 
selecting appropriate strategies for each type as follows. 

(a) Build with the aim for long-term growth and strong future. 

(b) Hold or preserve the existing market share. 

(c) Harvest or maximize short-term cash flows. 

(d) Divest, sell or liquidate and ensure better utilization of resources elsewhere. 

Thus BCG matrix is a powerful tool for strategic planning analysis and choice. 
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Question 14 

Aurobindo, the pharmaceutical company wants to grow its business. Draw Ansoff’s Product 
Market Growth Matrix to advise them of the available options. (4 Marks, Nov., 2014) 

Answer 

The Ansoff’s product market growth matrix (proposed by Igor Ansoff) is a useful tool that helps 
businesses decide their product and market growth strategy. With the use of this matrix a 
business can get a fair idea about how its growth depends upon it markets in new or existing 
products in both new and existing markets.  

The Ansoff’s product market growth matrix is as follows: 

 
 

Existing 
Products 

New Products 
 

 Existing 
Markets 

Market 
Penetration 

Product 
Development 

 

 
New Markets 

Market 
Development 

Diversification 
 

Based on the matrix, Aurobindo may segregate its different products. Being in 
pharmaceuticals, development of new products is result of extensive research and involves 
huge costs. There are also social dimensions that may influence the decision of the company. 
It can adopt penetration, product development, market development or diversification 
simultaneously for its different products. 

Market penetration refers to a growth strategy where the business focuses on selling existing 
products into existing markets. It is achieved by making more sales to present customers 
without changing products in any major way. Market development refers to a growth strategy 
where the business seeks to sell its existing products into new markets. It is a strategy for 
company growth by identifying and developing new markets for current company products. 
Product development is refers to a growth strategy where business aims to introduce new 
products into existing markets. It is a strategy for company growth by offering modified or new 
products to current markets. Diversification refers to a growth strategy where a business 
markets new products in new markets. It is a strategy by starting up or acquiring businesses 
outside the company’s current products and markets.  

As market conditions change overtime, a company may shift product-market growth strategies. 
For example, when its present market is fully saturated a company may have no choice other 
than to pursue new market. 

Question 15 

“The Ansoff’s product market growth matrix is a useful tool that help businesses their product 
and market growth strategy.” Elucidate this statement. (3 Marks, May, 2013) 
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Answer 

The Ansoff’s product market growth matrix (proposed by Igor Ansoff) is a useful tool that helps 
businesses decide their product and market growth strategy. This matrix further helps to 
analyse different strategic directions. According to Ansoff there are four strategies that 
organisation might follow. These options for strategies are summarised below and shown in 
the matrix drawn under: 

 Market Penetration: Market penetration refers to a growth strategy where the business 
focuses on selling existing products into existing markets. 

 Market Development: Market development refers to a growth strategy where the 
business seeks to sell its existing products into new markets. 

 Product Development: Product development refers to a growth strategy where business 
aims to introduce new products into existing markets. 

 Diversification: Diversification refers to a growth strategy where a business markets 
new products in new markets. 

 As market conditions change over time, a company may shift product-market growth 
strategies. For example, when its present market is fully saturated there may be no 
choice other than to pursue new market.  

 
 

Existing 
Products 

New Products 
 

 Existing 
Markets 

Market 
Penetration 

Product 
Development 

 

 
New Markets 

Market 
Development 

Diversification 
 

                               Ansoff’s Product Market Growth Matrix 

Question 16 

In the context of Ansoff’s Product-Market Growth Matrix, identify with reasons, the type of 
growth strategies followed in the following cases:  

(i)  A leading producer of tooth paste, advises its customers to brush teeth twice a day to 
keep breath fresh. 

(ii)  A business giant in hotel industry decides to enter into dairy business.  

(iii)  One of India's premier utility vehicles manufacturing company ventures to foray into 
foreign markets. 

(iv)  A renowned auto manufacturing company launches ungeared scooters in the market.  

(4 Marks, Nov., 2014) 
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Answer 

The Ansoff’s product market growth matrix (proposed by Igor Ansoff) is a useful tool that helps 
businesses decide their product and market growth strategy. This matrix further helps to 
analyse different strategic directions. According to Ansoff there are four strategies that 
organisation might follow.  

(i) Market Penetration: A leading producer of toothpaste, advises its customers to brush 
teeth twice a day to keep breath fresh. It refers to a growth strategy where the business 
focuses on selling existing products into existing markets. 

(ii) Diversification: A business giant in hotel industry decides to enter into dairy business. It 
refers to a growth strategy where a business markets new products in new markets. 

(iii) Market Development: One of India’s premier utility vehicles manufacturing company 
ventures to foray into foreign markets. It refers to a growth strategy where the business 
seeks to sell its existing products into new markets. 

(iv) Product Development: A renowned auto manufacturing company launches ungeared 
scooters in the market. It refers to a growth strategy where business aims to introduce 
new products into existing markets. 
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