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(Boston Consulting Group: BCG)

1. NAENSN15V81867 (build strategies) #3anagns
N13L3RULAULA (growth strategy)

2. nagNsNIsInYIdIuATaIRaIn (hold strategy)

3. naqménﬁlﬁmﬁ'mwaﬂsﬂwﬁ (harvest strategy)

4. ﬂaqwﬁ‘m'ﬁaau (divest strategy)
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