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Butterflies True Friends

Butterflies
Profitable but not Loyal

True Friends
Profitable & Loyal

Strangers
Not Profitable not Loyal

Barnacles
Not Profitable but Loyal
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Marketing Activities

Planning Planning Mission

Co Strategic Planning leads Strategies should be bound on
Marketing planning customers
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Information Af. Purchace
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Variability |nseparabi|ity Perishability |ntangibi|ity

SERVICES
IR
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BCG Matrix

Stars
High Market Growth
High Market Shares

Question Marks
High Market Growth
Low Market Shares
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Cash Cows
Low Market Growth
High Market Shares

Dogs
Low Market Growth
High Market Share Low Low Market Shares
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