
 

   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 INTRODUCTION 

After analysing the internal environment, further analysis may need to be done 
in order to get a more comprehensive view of the competitive nature of the 
organisation. This is particularly true in an organisation which has many 
business activities or products, known as business portfolios. In an organisation 
that has many business portfolios, the internal organisational analysis may only 
provide a general view of the situation, without indicating specifically the real 
issues facing a particular business portfolio. Thus, in an organisation that focuses 
on single business, say food activities only, internal organisational analysis may 
be sufficient, but in today's multi-business organisation, such as food business 
and beverage business, a portfolio analysis could provide a more accurate 
perspective of the business activities of the organisation.  
 
This topic, focuses on competitive and portfolio analysis. The competitive 
analysis will explain the experience curve concept and the implications in 
strategic analysis. Several business portfolio analyses are presented in 
subsequent sections of this topic. Several competitive tools like the Competitive 
Profile Matrix and the Strategic Position Action and Evaluation (SPACE) 
technique will also be discussed. 
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LEARNING OUTCOMES 

By the end of this topic, you should be able to:

1.  Discuss the experience curve and its strategic implication;  

2.  Differentiate the business portfolio matrices; 

3.  Develop the Competitive Profile Matrix (CPM); and  

4.  Outline the Strategic Position Action and Evaluation (SPACE)
matrix and its applications. 
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 EXPERIENCE CURVE 

In a competitive environment, the long-term profitability of an organisation 
depends on the efficient management of the total costs of manufacturing in a 
production orientated organisation. Thus, one of the major strengths of a 
manufacturer of an industrial or consumer product is the ability of the 
organisation to deliver the products at a cost lower than the other competitors in 
the market. In order to gain such advantages, manufactures should not only be 
concerned with efficient management of the direct costs, but also the indirect 
benefits that could be obtained by assuring higher productivity in the production 
operation. According to the Boston Consulting Group (1972), manufacturing 
organisations could gain competitive advantage positions by managing its 
manufacturing operations efficiently. They believe that in a manufacturing 
operation, the production costs per unit would decline by some fixed percentage 
(say 10% up to 30%) each time the total accumulated volume of production (in 
units) doubles.  
 
For example, in a manufacturing concern, say the total cost for producing 10 
units is RM100. If the cost reduction is 15%, then the costs would be RM85 for 
producing 20 units of a product. The cost could be reduced further to RM72.25 
when the total accumulated volume of production is 40 units. In such a case, we 
say that the manufacturing concern has an 85% experience curve. Figure 8.1 
illustrates the experience curve. 

 

 

  Figure 8.1: The experience curve 

 
 

8.1 
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The reduction in costs in a manufacturing concern may vary by industry. For 
example, in integrated circuits manufacturing, the experience curve is 70% or 30% 
reduction in costs. In air-conditioning manufacturing, the experience curve is 80%, 
and in primary magnesium, the experience curve is 90%. In other industries, the 
experience curve may be 70% for cement manufacturing, 80% for power tools and 
90% for industrial trucks (Hax & Majluf, 1984). Such reduction in costs is not only 
attributed to the slope of the experience curve but also on the experience 
accumulated, measured by the growth rate in the market. Thus, in industries with 
high growth rates like the computer industry, the experience curve could be high. 

8.1.1 Reasons for Costs Reduction 

What are the reasons behind the reduction in the total manufacturing costs?  
 
(a) Learning Experience 
 When one conducts a task which is repetitive in nature, one can develop  

skills in performing the task, and therefore be able to increase one's 
performance. The learning effect provides greater performance and 
productivity of the production worker. 

 
(b) Specialisation and Division of Labour 
 In a manufacturing production, there is the possibility that one employee 

may specialise in certain types of tasks. Thus division of labour is important 
in assigning a task to an employee. Because of the task specialisation,  the 
employee can enhance his or her performance as the work involved may be 
standardised. This would enhance the productivity of the employee. 

 
(c) Product and Process Improvements 
 In a manufacturing operation, the organisation may introduce new ways of 

doing things to improve its performance. This may involve introducing 
new improvements in the process of production as a result of new 
technologies, ideas or changes in the methods of production so as to be 
more efficient. Such improvements in the production process can reduce 
the costs of production. 

 
(d) Economies of Scale 
 Economies of scale means the unit costs would decline as the volume or 

output increases. This can be attributed to the availability of improved 
technological processes, sharing of resources, using resources profitability 
in large scale operations, and backward or forward integration of 
manufacturing processes and business activities in large manufacturing 
concerns. 
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(e) Know How 
 Know-how refers to an understanding of the managerial, technical and 

operational factors that contributes to the efficiency of a manufacturing 
organisation. Know-how is difficult to transfer as it represents an 
accumulated experience that has been gained over the years. For example, 
one may have the know-how on making Nasi Lemak which is different 
from others.  Thus, know-how is a unique expertise of an organisation. 

8.1.2 Strategic Implication of the Experience Curve 

The experience curve concept has important strategic implications to 
manufacturing concerns. This is because the concept is based on the principle 
that if an organisation has a large market share, then the accumulated volume of 
production could also be large enough to have an experience curve effect. The 
experience curve effect would then imply that the organisation has a lower unit 
cost of production. Consequently, the profit margin would be larger than those 
without such volume of production and large market share. This principle is 
illustrated in Figure 8.2. 

 

 

  Figure 8.2: Strategic implementation of experience curve 

 

From Figure 8.2, it is clear that the market leader is Company Z. This company 
has an advantage over other organisations like Company W, X and Y. In this 
situation, Company W is struggling for its survival since Company Z sets a low 
price. Company W would only survive if it has enough resources to sustain its 
position in the market. If Company W cannot increase its market share, then it 
has to quit from the industry. Company X and Y would survive as long as the 
price is not lowered. They enjoy lower profit margins than Company Z.  
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According to Bruce Henderson (1979), the founder of the Boston Consulting 
Group, ‰any competitor with less than one quarter the share of the largest 
competitor cannot be an effective competitor.‰ This means that a competitor 
cannot match with the dominant player in an industry if it is relatively very small 
as it may not have the strength to compete with the large industry players. This is 
not unreasonable as the large players may have more experience and resources to 
face competition and outrun the others in the industry.  
 
It should be noted that the experience curve concept is generally applicable in a 
manufacturing concern. Furthermore, the experience curve provides a 
competitive perspective on how to compete with other players in the industry, 
based on the accumulated experience and volume of production. 
 
 

 BUSINESS PORTFOLIO MATRICES 

There are several types of business portfolio matrices. In this section, we will 
discuss briefly the main business portfolio matrices commonly used or known in 
the industry. They are the Boston Consulting Group (BCG) matrix, General 
Electric (GE) matrix and the Arthur D. Little (ADL) matrix. 

8.2.1 Boston Consulting Group (BCG) Matrix 

The Boston Consulting Group (BCG) Matrix is also generally known as the 
Growth-Share Matrix or the 2 by 2 Matrix. It was proposed by the internationally 
renowned consulting group, Boston Consulting Group in the late 1960s (Hax & 
Majluf, 1984). They believed that to have a better perspective of the different 
businesses of an organisation, one should know the contribution of each business 
to the total business of the organisation. This can be looked at in terms of 
portfolio of businesses, which can show the unique contribution of each business 
in terms of growth and profitability.  
 
 
 
 
 
 
 
 
 
 
 

8.2 
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Figure 8.3 shows the BCG matrix of an organisation with several portfolios of 
businesses. 

 
                Market share 

Figure 8.3: BCG matrix 
 
In the matrix, the horizontal axis shows the relative market share position of a 
particular business portfolio. The relative market share will also show the 
strengths of the business portfolio as it will indicate the extent of market share a 
particular business portfolio has relative to the leading competitor. The relative 
market share is defined as: 
 

 
 
The relative market share is an indicator of an organisation's business strength 
because a high market share indicates that the organisation has high accumulated 
volume of production, thereby having lower unit costs of production, and 
therefore giving higher profitability. This is also observed in the experience curve 
concept discussed earlier. 
 
For example, if an organisation has a relative market share of 2.0, this means that 
the organisation has total sales twice a large as the largest competitor. If the 
relative market share is 0.50, this means that the organisation has half the total 
sales as compared to the largest competitor. Thus, an organisation with a large 
relative market share has more competitive strength than one with a smaller 
relative market share.  
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The demarcation between high and low relative market shares is based on the 
principle that a relative market share position of greater than 1.0 means that the 
organisation is in a leadership position, and therefore has significant business 
strength. Therefore, BCG recommends that the demarcation is made between 1.0 
for low and high relative market share. One can change the demarcation to 1.2 or 
1.5 if one believes that it makes more sense to do that in the business in which 
one operates.  
 
The vertical axis of the matrix shows the market growth rate or in some cases 
known as the business growth rate. This growth rate shows the extent of the 
attractiveness of the business environment to the organisation. The market 
growth rate for  year 2 can be defined as: 
 

 
 
The market growth rate shows the attractiveness of the total industry regardless 
of the position a given organisation might be in. This idea was selected based on 
the product life cycle concept which suggests that when a business is in the 
growth stage, there is a great potential in attracting other people to join in the 
business, particularly when the growth rate is increasing at an increasing rate.  
 
The demarcation between low and high market growth rate can be based on the 
average growth rate in the industry, or GNP growth rate, or a weighted average of all 
the growth rates in multi-businesses in a particular country. A 10% rate of growth was 
recommended by BCG because that was the growth rate of the American economy at 
that time. In Malaysia, one may choose 7% to 9% as reasonable growth rates as the 
Malaysian GNP growth rate was in that range in the last decade.  
 
In the matrix, the area within each circle is proportional to the total sales 
generated by that particular business. The pie slice shows the proportion of profit 
generated by that product portfolio. 
 
In the BCG matrix, there are four cells in the grid. When the product portfolio has 
a small relative market share (rms) and low market growth rate (mgr), then it is 
in the Dog cell. In this cell, businesses are generally unattractive and weak. 
‰Dogs‰ are regarded as cash traps because their cash is used to maintain their 
operation in the market. Generally ‰dogs‰ have negative net cash flow, but could 
also have a slight positive net cash flow in some cases. If there is no strong reason 
to turn around and keep this business portfolio, the ‰dog‰ should be divested. 
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Some organisations like to keep their ‰dogs‰ because of tax purposes or do not 
want others to take over their share position. The ‰dog‰ is similar to the 
declining or ageing stage in the product life cycle. 
 
When the relative market share is low but the market growth rate is high, the cell 
is known as Question Mark or Problem Child. This is generally the position of 
new products introduced in the market. At the beginning, the product portfolio 
may have large negative net cash flow, but when the relative market share 
increases, the net cash flow may become positive. In this cell, the organisation 
must decide whether they have the resources to put in more investment to let the 
business grow or if the prospect is limited, they may decide to divest from the 
business. This is one reason why we see many new products fail in the market 
and do not exist after some time. When an organisation does not have a strong 
cash position, they would find great difficulty to cope with this type of portfolio 
position. This cell is similar to the embryonic stage of the product life cycle. 
 
Meanwhile, the cell known as the Star is when the relative market share is large, 
and the market growth rate is high. In terms of cash flow position, the ‰stars‰ 
may generate a lot of cash inflows, but at the same time have to spend some cash 
to maintain their position in the industry. Consequently, their net cash flow 
could be a small positive or slightly negative. The profit potential is high but the 
investment required is also high. In the product life cycle, the position of the star 
is similar to the growth stage. When a product portfolio is in this cell, the 
organisation must decide whether they can maintain their position long enough 
to be a cash cow, or might slip into the ‰question mark‰ position.  
 
When the product portfolio has high relative market share but low market growth 
rate, it is known as the Cash Cow. In this position, the product portfolio provides large 
cash inflows to the organisation, and therefore, the net cash flow is largely positive. It 
is also similar to the maturity stage in the product life cycle. This is due to the fact that 
the large market share provides much revenue while the low market growth suggests 
that the organisation needs to spend less money as the external market environment is 
less attractive. Top management must therefore look for new investment potentials so 
that they can use the cash resources from the cash cow to expand their businesses, 
which will move the new product portfolio into the ‰question mark‰ position.  

8.2.2 Criticisms of the BCG Matrix 

Although the BCG Matrix is simple and widely used by many organisations, it has 
also received some criticisms. Some argue that the use of low-high market share or 
market growth rate is too simplistic. In the real world, there are also „medium‰ 
situations. The world does not consist of black and white; instead it has many „grey‰ 
areas.  
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It was also argued that the link between profitability and market share is not 
strong or convincing. This is because there are businesses with small market 
share, yet having profitable business. For example in Malaysia, the market share 
of BMW cars is smaller compared to Proton cars, yet BMW is also profitable.  
 
It is also suggested that the use of market growth rate as an indicator of industry 
attractiveness is not appropriate. This is because the overall industry may not be 
that attractive to one industry but could be attractive to another industry. For 
example, when the base lending rate is high, it is good for the financial industry 
but not attractive to the manufacturing industry.  
 
The use of market share as an indicator of one organisation's business strength is 
also not adequate. The business strength of an organisation may comprise many 
other factors including the size of market. Thus, using one indicator may not be 
sufficient to know the overall strength of the organisation. 

8.2.3 General Electric (GE) Matrix 

The criticisms of the BCG Matrix led General Electric (GE) to engage the services 
of McKinsey and Company to develop a more appropriate portfolio tool. This led 
to the development of the nine-by-nine cell grid. GE believed that the internal 
business strength (similar to the horizontal axis) should include other factors like 
market share, technological position, profitability, size, product quality, customer 
service, product image, breadth of product line and many others. The industry 
attractiveness (similar to the vertical axis) which measures the external factors 
should also include the market growth rate, market size, industry profitability, 
competitive structure, business cycles, manpower availability, social issues, 
environmental issues and also political and government regulations. 
 

 

Figure 8.4: GE matrix 
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Figure 8.4 shows the GE matrix. The area of each circle is in proportion to the size 
of the industry in terms of sales. The pie slices within the circle shows the market 
share of each product portfolio.  
 
To develop the GE matrix, the following steps should be followed: 

(a) Select the criteria to evaluate the industry attractiveness for each product 
portfolio. Assess the overall industry attractiveness for each product 
portfolio on a scale of 1 (very unattractive) to 5 (very attractive) to the 
organisation. 

(b) Identify and select the key factors determining the business strength of each 
product portfolio. Assess the business strength for each product portfolio on 
a scale of 1(very weak) to 5 (very strong) competitive position. 

(c) Plot the product portfolio's current position on the nine-cell matrix. The low 
score can range from 1.00 to 1.67, while the medium position could range from 
1.68 to 3.34, and the high position could be in the range of 3.35 and above. 

(d) Plot the organisation's future portfolio position assuming that the business 
strategies remained similar. If there is a gap, appropriate actions need to be 
taken to reduce the gap at the implementation stage. 

 
Figure 8.5 shows the industry attractiveness scores and Figure 8.6 shows the 
business strength scores. 
 

 
Figure 8.5: Industry attractiveness score 
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Figure 8.6: Business strengths score 

 
Based on the above score, the product portfolio is in the middle cell. In this cell, 
the organisations need to identify growth segments; they may also have to 
specialise or invest selectively. The strategic implications of each cell in the GE 
matrix are shown in Figure 8.7. 
 

 

Figure 8.7: Strategic implication of GE matrix 
 
From Figure 8.7, it should be noted that those in cells 1 and 2 are good positions 
and known as winners. Those in cell 3 are in average positions. They have 
average businesses, produce high profits or sometimes are in the ‰question 
mark‰ positions. Finally, those in cell 4 are losers and they have to prepare to 
turn around, harvest or divest.  
 
Harvesting a business means that the organisation may have to take as much 
profit or cash as possible and if the business does not improve, then sell it off or 
close the business. 
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Although the GE matrix attempted to improve the weaknesses of the BCG 
matrix, it also has its own limitations. The GE matrix makes a relatively 
subjective assessment of the industry assessment and business strengths which 
may vary from business to business. Furthermore, the process could be tedious 
when an organisation has many product portfolios. 

8.2.4 Arthur D. Little Matrix 

The Arthur D. Little (ADL) matrix is also known as the product life cycle matrix. 
This matrix was suggested to overcome the weaknesses found in previous 
matrices, that is the BCG and GE matrices. In the ADL matrix, the horizontal axis 
shows the stages of development of a product portfolio. This ranges from 
embryonic, growth, maturity and ageing. To determine how product portfolios 
would be in a particular stage of the product life cycle, ADL suggested several 
factors like growth rate, industry potential, product line, number of competitors, 
market share stability, purchasing patterns, ease of entry and technology 
development (Hax & Majluf, 1984). For example, an embryonic industry would 
have high rapid growth, changes in technology, great pursuit of new customers, 
fragmented and changing shares of market. An example would be the 
biotechnology industry. The growth industry has rapid growth but customers, 
market shares and technology are more known to others and entry into the 
industry is more difficult, for example the computer market. A mature market 
has stable customers and market shares; and technology does not change much. 
An example is the automobile industry. The ageing market is characterised by 
falling demand like the bicycle and shipbuilding industries. 
 
On the vertical axis is the competitive position which ranges from dominant, 
strong, favourable, tenable and weak. The dominant competitive position means 
that only one or two players have leading roles in the industry. This is quite rare 
and happens in selected industries like energy in Malaysia, where Tenaga 
Nasional is the dominant provider of energy in the country. A strong competitive 
position means that the organisation has substantial market share position 
compared to others, e.g. Proton in the automobile industry in Malaysia with 
almost 75% market share. Not many organisations have such a position. A 
favourable competitive position means that the organisation has an advantage 
over other competitors due to product differentiation. For example, in the fast 
food business, McDonald's, KFC and Pizza Hut have favourable positions 
compared to A&W or Burger King. A tenable position means that the 
organisation is slipping in its business performance. This position can be 
improved by seeking new markets or introducing new and improved products. 
A weak competitive position means that the organisation has limited capability 
to survive in the competition.  
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The ADL matrix is shown in Figure 8.8.  
 

 

Figure 8.8: ADL matrix 
 
The areas in light grey show that the position is quite good, and has several 
alternatives. When the position is in the areas with diagonally lined pattern, then 
a selective strategy is required. The dark grey sections show that the organisation 
needs to prepare for exit or divest or liquidate. The strategic implication of firms 
in each cell is similar to the GE matrix cell.  
 
Although the product portfolio matrix provides a better view of the product 
portfolio performance in an organisation, it also has its limitations. One of the 
limitations is that some of the factors or indicators are not easily analysed due to 
limited information in the market. Furthermore, the generic strategies prescribed 
may not be true as some products may have its own unique position. 
Furthermore, some element of subjectivity is required in the analysis and if one 
does not have enough experience and adequate information, the results may not 
be accurate. Thus, the portfolio analysis must be used with caution. Nevertheless, 
the product portfolio provides a method to analyse the product performance in 
an organisation. 

  
COMPETITIVE PROFILE MATRIX 

The competitive profile matrix (CPM) shows the organisation's major 
competitors and specific strengths and weaknesses in relation to the 
organisation's strategic position (David, 2003). The purpose of the CPM is to 
assess the competitive position of the organisation in an industry. This is quite 
similar to the external factor evaluation matrix and the industry analysis, except 
that the profile provides more information on the strategic position of the 
organisation in relation to the other competitors in an industry.  
 
 
 
 

8.3 
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In order to develop the competitive profile matrix, the following steps are 
recommended: 

(a) Identify the critical success factors in an industry. 
 The critical success factors can be an external issue, internal organisational 

issue or industry-related issue. These factors are considered important for 
organisational success. Such factors must be based on factual information 
and experience in the industry. 

(b) Identify the key competitors in the industry. 
 The key competitors are those who play an important role in the industry. 

They have similar or large market shares or position in the industry.  

(c) Assign each critical success factor a weight that ranges from 0.0 (not important) 
to 1.0 (very important). The sum of all weights must be equal to 1.00. 

(d) Assign a rating of 1 (major weakness), 2 (minor weakness), 3 (minor 
strengths) and 4 (major strengths) of the organisation. A low rating means 
that the organisation is weak in that factor and a high rating means that the 
organisation has strengths in that factor.  

(e) Multiply each critical success factor with the weight and rating to 
determine the weighted score. 

(f) Sum the weighted scores for each critical success factor to determine the 
total weighted score for the organisation or competitor. 

 
Figure 8.9 shows the competitive profile matrix. 

 
Figure 8.9: Competitive profile matrix 
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Figure 8.9 shows the hypothetical results of the competitive profile matrix, we 
can observe that the organisation, say Avon, is in a better position than its 
competitor Proctor and Gamble, but weaker than L'Oreal. More specifically, 
L'Oreal is better than Avon because of advertising, branding, market share and 
global market. Thus, one of the key moves of Avon would be to enhance its 
advertising strategy so that the branding of Avon would be improved, and also 
increase its market share. Avon should also increase its global marketing.  
 
The example of the competitive profile matrix showed the usefulness of the 
matrix in making a competitive analysis of the organisation vis-à-vis its 
competitors. This seems to be an easy task but the real challenge is getting the 
critical success factor correct, and making an assessment of those factors. Thus 
information about the industry and competing firms are important before the 
matrix can be meaningful. It should also be realised that the matrix would only 
be useful at a certain point in time, when the information was obtained and 
would change as the information changes. Thus, the profile matrix would change 
as often as the dynamics of competition in the industry changes. 

  
STRATEGIC POSITION ACTION AND 
EVALUATION (SPACE) MATRIX 

The Strategic Position Action and Evaluation (SPACE) was developed by Rowe 
et al. (1982) to determine the appropriate strategic position of the organisation 
and each of its individual businesses. SPACE was introduced to overcome the 
weaknesses of the portfolio business models developed by BCG, GE and others. 
 
SPACE has a four-quadrant framework indicating whether the organisation is 
aggressive, conservative, defensive or competitive. On the horizontal axis, there 
are two ends of the pole. On the positive end is the Industry Strength (IS) and the 
negative end is the Competitive Advantage (CA). On the vertical axis, at the 
positive end is the organisation's Financial Strength (FS), and the other end is the 
Environmental Stability (ES). Figure 8.10 shows the SPACE matrix and Table 8.1 
shows factors determining the SPACE dimensions. 

8.4 
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Figure 8.10: Strategic position action and evaluation (SPACE) matrix 
 

The steps required to develop the SPACE matrix are as follows: 

(a) Select a set of variables to define the financial strength (FS), industry 
strength (IS), competitive advantage (CA) and environmental stability (ES). 

(b) Assign a value ranging from +1 (worst) to +6 (best) to each of the variables 
that make up the FS and IS dimensions.  

(c) Assign a value ranging from -1 (best) to -6 (worst) to each of the variables 
that make up the CA and ES dimensions. 

(d) Compute the average scores of the FS, IS, CA and ES dimensions. For the 
dimensions like ES and CA, you have to take the average score and then 
minus 6 as the score is reversed. 

(e) Plot the average scores on the SPACE matrix. Add the scores on the X axis 
to get the resultant for X, and add the scores for Y axis to get the resultant 
for Y. Plot the intersection of the XY resultant scores. 

(f) Draw the directional vector from the origin of the SPACE matrix. The 
vector will determine the type of strategies recommended for the 
organisation. 
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Table 8.1: Factors Determining the SPACE Dimensions 

 
 
According to Rowe et al. (1982), when an organisation is in the aggressive 
position, the industry is attractive and has little environmental turbulence. The 
organisation enjoys a definite competitive advantage and can protect its financial 
strength. The critical factor is entry of new competition. In this situation, the 
organisation should take full advantage of opportunities, look for acquisitions, 
increase market share and concentrate on products with competitive edge. 
 
In the competitive position, the industry is attractive, and the organisation enjoys 
a competitive advantage in a relatively unstable environment. The critical factor 
is financial strength. In this position, the organisation should acquire financial 
resources to increase marketing thrusts, add new sales force, extend or improve 
the product line, invest in productivity, reduce costs, protect competitive 
advantage in declining markets and merge with a cash rich organisation. 
 
When an organisation is in the conservative position, the market is stable and 
there is low growth rate. Here the organisation focuses on financial stability. The 
critical factor is product competitiveness. Therefore, the organisation should 
consider to reduce product lines, reduce costs, focus on improving cash flow, 
protect competitive product, develop new products and gain entry into more 
attractive markets. 
 
In the defensive position, the industry is unattractive and the organisation lacks 
competitive product and financial strength. The critical factor is competitiveness. 
Organisations in this position must prepare for exit of the industry, discontinue 
marginally profitable products, reduce costs aggressively, cut capacity and defer 
or minimise investments. 
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The four strategic thrusts suggested are similar to the four strategic postures of 
Miles and Snow (1978), namely, prospectors (aggressive), defenders (defensive), 
analysers (conservative) and reactors (competitive). 
 

 
 

 

 The experience curve represents an important tool in understanding strategic 
options in a manufacturing concern. 

 Among the most common business portfolio matrices are BCG, GE and ADL 
matrices. 

 Another alternative way of assessing organisational competitiveness 
compared to other firms in the industry is by using the competitive profile 
matrix. 

 SPACE is another strategic tool to assess the competitive position of the 
organisation and potential options to be considered in such situation. 

 It should be realised that these tools only provide guidelines for strategic 
managers for analysing the organisational competitive position. 

 

ACTIVITY 8.1 

1. Explain the concepts behind the experience curve.
 
2. Construct a BCG Matrix for the organisation that you work for. 
 
3. What are some of the criticisms pertaining to the BCG Matrix? 
 
4. Outline the steps involved in developing the GE Matrix. 
 
5. Develop a Competitive Profile Matrix for Open University 

Malaysia. Include the rationale behind your ratings for the 
matrix. 


