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A playbook for  
business leaders.

Mastering the SWOT Framework:

Unleash the potential of the 

SWOT framework to make better 

strategic decisions.
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When the SWOT framework is applied in the 
right way, you can identify your strengths, 
conquer weaknesses, seize opportunities, and 
mitigate the threats facing your organisation. 
Use this playbook to gain a competitive edge, 
fuel your strategic planning process, and 
make informed decisions that pave the way to 
sustainable success.

PAUL MILLS (CHARTERED MARKETER, FCIM) 

Founder, VCMO
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Introduction.

Purpose of this playbook
This playbook provides a user-friendly guide to the SWOT framework, providing business leaders 

with practical insights, examples, and best practices to help them effectively utilise the SWOT 

framework in their strategic decision-making process.

What is the SWOT framework?
The SWOT framework (sometimes referred to as the SWOT Matrix) is a strategic analysis tool 

used by business leaders to conduct a systematic appraisal of an organisation’s current situation 

and its competitive environment. Used in the right way, it helps to inform strategic decision-

making and resource planning.

The term “SWOT” stands for Strengths, Weaknesses, Opportunities and Threats.

Who developed the SWOT framework?
The SWOT framework is believed to have been developed by Albert Humphrey, a management 

consultant at the Stanford Research Institute (SRI) in the 1960s and 1970s. Humphrey and his 

team at SRI were working on a research project to identify factors that could contribute to 

successful strategic planning. 

The SWOT analysis tool emerged as a result of this project, and it gained popularity as a simple 

yet effective way to assess the internal strengths and weaknesses, as well as the external 

opportunities and threats of a business. Since its development, the SWOT framework has been 

widely adopted and used by businesses, organisations, and individuals around the world.

ALBERT S. HUMPHREY
(IMAGE CREDIT WIKIPEDIA)
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Strategic importance of SWOT analysis for businesses

The strategic importance of a SWOT analysis lies in its ability to provide a structured framework 

for organisations to assess their internal strengths and weaknesses, as well as external 

opportunities and threats. By identifying and analysing these factors, a SWOT analysis helps 

organisations make informed decisions and develop effective strategies to achieve their 

objectives. 

Here are some key strategic benefits of conducting a SWOT analysis:

Strategic Planning: A SWOT analysis provides a foundation for strategic planning by helping 

organisations understand their current position in the market and identify areas where they can 

capitalise on their strengths, address weaknesses, exploit opportunities, and mitigate threats. 

It serves as a starting point for developing strategic objectives, goals, and initiatives that are 

aligned with the organisation’s overarching strategy.

Competitive Advantage: By identifying and leveraging internal strengths, a SWOT analysis can 

help organisations gain a competitive advantage. It enables organisations to capitalise on their 

unique strengths and competitive capabilities, and differentiate themselves from competitors. 

Additionally, by identifying and addressing weaknesses, organisations can minimise 

vulnerabilities and improve their competitive position in the market.

Risk Management: A SWOT analysis helps organisations identify external threats that may 

impact their business operations, market share, or profitability. By identifying and analysing these 

threats, organisations can proactively develop strategies to mitigate or minimise their impact. 

This helps organisations manage risks and uncertainties in their operating environment, and 

make better-informed decisions to protect and preserve their competitive position.

Resource Allocation: A SWOT analysis can inform resource allocation decisions by identifying 

areas where resources can be optimally allocated to capitalise on opportunities or address 

weaknesses. For example, if a SWOT analysis reveals a significant opportunity in a specific 

market segment, an organisation can allocate resources strategically to penetrate that segment 

and capture market share.

Decision Making: A SWOT analysis provides a systematic approach to decision making by 

considering the internal and external factors that may impact an organisation’s performance. 

It helps organisations assess the feasibility and viability of various strategic options and make 

informed decisions based on a comprehensive understanding of the organisation’s capabilities.

Flexibility and Adaptability: A SWOT analysis is a flexible tool that can be used in various 

contexts, such as during annual strategic planning sessions, entering new markets, launching 

a new product, or responding to changing market dynamics. It enables organisations to assess 

their current situation and adapt their strategies and tactics accordingly, fostering agility and 

adaptability in the face of evolving business environments.
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When to perform a SWOT analysis?

A SWOT analysis is most useful when a company is setting out its marketing strategy during 

the strategic planning process. 

Some common scenarios where a SWOT analysis can be useful include:

Business Planning: SWOT analysis can be used during the initial stages of business planning 

to assess a company’s internal strengths and weaknesses, as well as external opportunities 

and threats. This helps in understanding the company’s overall competitive position and 

guiding strategic decisions.

Marketing Planning: SWOT analysis is commonly used in marketing planning to assess 

the company’s marketing capabilities and align them with market opportunities. It helps in 

identifying marketing strategies and tactics that are best suited to leverage the company’s 

strengths and opportunities, while addressing weaknesses and mitigating threats.

Product/Service Launch: SWOT analysis is used when launching a new product or service. 

It helps in understanding how the new offering fits into the overall market landscape and what 

marketing strategies can be deployed to successfully introduce it.

Competitive Analysis: SWOT analysis can be used to compare a company’s strengths and 

weaknesses with those of its competitors. By identifying and comparing the internal and 

external factors of a company and its competitors, it provides insights into the competitive 

advantages and disadvantages, which can inform marketing strategies and positioning in the 

market.

Performance Evaluation: SWOT analysis can be used as a tool for evaluating the 

performance of a company’s marketing efforts. By comparing the company’s performance 

against actual market outcomes, it helps in assessing the effectiveness of marketing 

strategies and identifying areas for improvement.

Crisis Management: SWOT analysis can be used in times of crisis or change, such as during 

a downturn in the market or a major disruption. It helps in quickly assessing the impact of the 

crisis or change on the company’s internal capability, as well as external opportunities and 

threats, and developing strategies to mitigate risks and adapt to the new situation.
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Understanding the 
Components of SWOT.

Explaining the four key elements
HERE’S A BREAKDOWN OF EACH COMPONENT OF A SWOT ANALYSIS:

Strengths: These are the internal factors that give a company an advantage over its 

competitors. They can include unique capabilities that are difficult to copy or imitate, strong 

brand reputation, loyal customer base, innovative products, or efficient processes.

Weaknesses: These are the internal factors that put a company at a disadvantage compared 

to its competitors. They can include lack of resources, outdated technology, weak brand image, 

poor culture, or inefficient operations.

Opportunities: These are the external factors or market conditions that could potentially 

benefit a company. They can include emerging trends, changing customer preferences, new 

market segments, or technological advancements.

Threats: These are the external factors or challenges that could potentially harm a company’s 

performance or competitiveness. They can include intense competition, changing regulations, 

economic downturns, or negative public perception.

SWOT MODEL
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Examples of each component in a business context

STRENGTHS

It’s important to note that strengths may vary depending on the specific industry, market, and 

organisation. What may be considered a strength for one company may not be relevant or 

significant for another. When conducting a SWOT analysis, it’s essential to consider the unique 

circumstances of the organisation being analysed to identify relevant strengths accurately. 

Examples of strengths can include:

•	 Strong brand recognition: A well-established brand with a positive reputation can be 

a significant strength for a company. It can lead to increased customer loyalty, repeat 

business, and higher market share.

•	 Skilled workforce: Having a talented and experienced workforce can be a strength 

for a company. Skilled employees can contribute to increased productivity, innovation, 

and customer satisfaction.

•	 Unique product or service offering: Offering a unique product or service that 

stands out in the market can be a strength. It can provide a competitive advantage, 

attract customers, and create barriers to entry for competitors.

•	 Efficient supply chain: Having a streamlined and efficient supply chain can also be 

a company strength. It can result in cost savings, faster delivery times, and improved 

inventory management.

•	 Strong financial position: A company with a solid financial position, including healthy 

cash flow, low debt levels, and strong profitability, can be considered a strength. It 

provides the company with stability, flexibility, and resources for investment and 

growth.

WEAKNESSES

It’s important to remember that weaknesses are internal factors that are within the control of the 

organisation. Identifying weaknesses is crucial as it allows the company to understand areas that 

require improvement or mitigation strategies to address potential challenges or risks. 

Examples of weaknesses can include:

•	 Lack of brand awareness: A company with limited brand recognition or weak brand 

awareness can struggle to attract customers and compete in the market.

•	 Inadequate infrastructure: Poor infrastructure, including outdated technology, 

inefficient processes, or inadequate facilities, can be a weakness for a company. It can 

hinder operational efficiency, productivity, and innovation.

•	 Limited financial resources: Companies with limited access to capital or financial 

resources may face challenges in funding operations, expansion, or investment in 

research and development.

•	 Weak competitive position: A company with a limited competitive advantage, weak 

market share, or high competition from rivals can be considered a weakness. It can 

result in reduced pricing power, lower margins, and diminished market position.

•	 Dependence on a single customer or supplier: Overreliance on a single customer 

or supplier can be a weakness for a company. If the customer or supplier relationship 

is disrupted, it can significantly impact the company’s operations, revenue, and 

profitability.
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Examples of each component in a business context

OPPORTUNITIES

It’s important to carefully evaluate and prioritise opportunities based on the organisation’s 

resources, capabilities to exploit those resources, and strategic goals. Opportunities can arise 

from various external factors, and leveraging them effectively can result in sustainable business 

growth and success. Examples of opportunities may include:

•	 Emerging markets: Entry into new or emerging markets with growing demand for 

the company’s products or services can be an opportunity for business expansion and 

revenue growth.

•	 Technological advancements: Rapid advancements in technology can present 

opportunities for companies to innovate, develop new products or services, or 

streamline their operations for increased efficiency and competitive advantage.

•	 Changing consumer preferences: Changes in consumer preferences, such as 

increasing demand for sustainable or health-conscious products, can present 

opportunities for companies to adapt their offerings to meet these changing needs 

and gain a competitive edge.

•	 Strategic partnerships or collaborations: Collaborating with strategic partners, 

such as joint ventures, partnerships, or alliances, can create opportunities for shared 

resources, expanded customer base, and market access, leading to mutual benefits 

and growth.

•	 Market gaps or unmet needs: Identifying gaps or unmet needs in the market can 

present opportunities for companies to introduce new products, services, or business 

models to cater to those needs and gain a first-mover advantage.

THREATS

It’s essential to carefully assess and monitor threats, as they can impact a company’s 

performance, market position, and sustainability. Identifying threats can help organisations 

proactively develop strategies to mitigate risks, capitalise on opportunities, and stay competitive 

in the market. Examples of threats may include:

•	 Intensity of competition: Competitors who offer similar products, services, or 

solutions can pose a threat to a company’s market share, customer base, pricing 

power, and profitability.

•	 Economic factors: Economic downturns, inflation, currency fluctuations, or 

changes in consumer spending patterns can pose threats to a company’s financial 

performance, demand for products or services, and overall business stability.

•	 Legal and regulatory changes: Changes in laws, regulations, or compliance 

requirements, such as new industry regulations, tariffs, or environmental regulations, 

can pose threats to companies that need to adapt their operations, processes, or 

products to remain compliant.

•	 Technological disruptions: Rapid advancements in technology or disruptive 

technologies can pose threats to companies that are slow to adapt, potentially 

rendering their products, services, or business models obsolete.

•	 Changing customer preferences: Shifts in customer preferences, tastes, or 

demands can pose threats to companies that fail to understand or respond to those 

changes, leading to decreased market share, reduced revenue, or loss of customer 

loyalty.
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HERE ARE 12 STRATEGIC QUESTIONS YOU CAN USE TO IDENTIFY  
YOUR CORE STRENGTHS FOR A SWOT ANALYSIS (YOU SHOULD ASK MORE):

01.
What unique capabilities or expertise does 

your company possess?

02.
What are your company’s key resources, such 

as physical assets, intellectual property, or 

human capital?

03.
What are the distinctive competencies or 

skills that set your company apart from 

competitors?

04.
What are the unique features or 

characteristics of your products or services 

that provide a competitive advantage?

05.
What is your company’s reputation or brand 

image in the market?

06.
What is the size and loyalty of your customer 

base?

07.
What are your company’s financial strengths, 

such as strong cash flow, profitability, or low 

debt levels?

08.
What is your company’s market share or 

dominance in a particular market segment or 

geographic region?

09.
What is your company’s distribution network 

or channels, and how do they provide a 

competitive advantage?

10.
What is your company’s relationship with 

suppliers, partners, or other stakeholders 

that contribute to its strengths?

How to identify strengths

11.
What is your company’s organisational 

culture or values that drive its success?

12.
What is your company’s ability to innovate 

and adapt to changing market conditions?
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HERE ARE 12 STRATEGIC QUESTIONS YOU CAN USE TO IDENTIFY  
YOUR CORE WEAKNESSES FOR A SWOT ANALYSIS (YOU SHOULD ASK MORE):

01.
What are the areas in which your company 

lacks expertise or capabilities?

02.
What are the key resources or assets that 

your company lacks or has limited access to?

03.
What are the competencies or skills that 

your company lacks compared to your 

competitors?

04.
What are the limitations or drawbacks of 

your products or services compared to 

competitors?

05.
What is the perception or image of your 

company in the market, and are there any 

negative associations?

06.
What are the challenges or limitations in your 

company’s customer base, such as small size 

or low loyalty?

07.
What are the financial weaknesses of your 

company, such as low profitability, high debt 

levels, or cash flow challenges?

08.
What is your company’s market share or 

presence compared to competitors, and are 

there any gaps?

09.
What are the limitations or constraints in your 

company’s distribution network or channels?

10.
What are the challenges or issues with 

your company’s relationship with suppliers, 

partners, or other stakeholders?

How to identify weaknesses

11.
What are the weaknesses in your company’s 

organisational culture or values that may 

hinder its performance?

12.
What are the challenges or limitations in your 

company’s ability to innovate or adapt to 

changing market conditions?
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HERE ARE 12 STRATEGIC QUESTIONS YOU CAN USE TO IDENTIFY  
YOUR MARKET OPPORTUNITES FOR A SWOT ANALYSIS (YOU SHOULD ASK MORE):

01.
What are the emerging market trends or 

changes in customer preferences that could 

create new opportunities for your company?

02.
Are there any gaps or unmet needs in the 

market that your company could fulfill with its 

products or services?

03.
Are there any changes in technology or 

advancements that could open up new 

opportunities for your company?

04.
Are there any regulatory or legislative 

changes that could create favorable 

conditions for your company to expand or 

enter new markets?

05.
Are there any untapped or underserved 

market segments that your company could 

target with its offerings?

06.
Are there any new or growing markets or 

geographies that your company could enter 

or expand into?

07.
Are there any strategic alliances, 

partnerships, or collaborations that your 

company could leverage for mutual benefit?

08.
Are there any opportunities to differentiate 

your company from competitors through 

unique marketing or branding strategies?

09.
Are there any opportunities to expand or 

diversify your product or service offerings 

based on customer needs or preferences?

10.
Are there any opportunities to leverage your 

company’s core competencies or resources 

in new ways?

How to identify opportunities

11.
Are there any opportunities to improve your 

company’s distribution channels, supply 

chain, or logistics for increased market reach 

or efficiency?

12.
Are there any opportunities to enhance 

your company’s customer relationship 

management, retention, or loyalty initiatives?
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HERE ARE 12 STRATEGIC QUESTIONS YOU CAN USE TO IDENTIFY  
YOUR MARKET THREATS FOR A SWOT ANALYSIS (YOU SHOULD ASK MORE):

01.
What are the existing or emerging 

competitors that pose a threat to your 

company’s market share or profitability?

02.
Are there any changes in customer 

preferences or behaviors that could 

negatively impact your company’s sales or 

customer base?

03.
Are there any regulatory or legal changes that 

could create challenges or constraints for 

your company’s operations or compliance?

04.
Are there any economic or financial factors, 

such as inflation, currency fluctuations, or 

interest rate changes, that could impact your 

company’s costs, pricing, or profitability?

05.
Are there any technological changes or 

disruptions that could render your company’s 

products or services obsolete or less 

competitive?

06.
Are there any changes in supplier dynamics, 

such as increased prices, reduced availability, 

or quality issues, that could impact your 

company’s supply chain or production 

capabilities?

07.
Are there any social, cultural, or demographic 

changes that could affect your company’s 

target market or consumer preferences 

negatively?

08.
Are there any environmental, sustainability, 

or climate-related factors that could impact 

your company’s operations, reputation, or 

customer perceptions?

09.
Are there any geopolitical or international 

factors, such as trade policies, tariffs, or 

political instability, that could impact your 

company’s global operations or supply chain?

10.
Are there any negative public relations 

or media events that could damage your 

company’s reputation or brand image?

How to identify threats

11.
Are there any shifts in industry trends or 

dynamics that could disrupt your company’s 

business model or operations?

12.
Are there any customer or stakeholder 

complaints, feedback, or concerns that 

could impact your company’s reputation or 

relationships negatively?
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to conducting a 
SWOT.
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Step-by-step guide to 
conducting a SWOT.

Practical approach to conducting a SWOT analysis
It is important to dedicate the right amount of time and resources when conducting a SWOT 

analysis. The old cliché ‘garbage in, garbage out’ should be at the front of everyone’s mind when 

going through the process. Approaching the SWOT in a methodical way and not relying on gut 

assumptions for information will lead to a good outcome. 

Here are some practical steps to follow when conducting a SWOT analysis:

1.	 Define the objective: Start by clearly defining the objective or purpose of the SWOT 

analysis. What are you trying to achieve with this analysis? Are you evaluating a specific 

product, service, business unit, or the overall organisation? Clearly defining the objective 

will help guide the rest of the analysis.

2.	 Gather relevant information: Collect data and information from various sources, 

such as internal documents, market research, customer feedback, industry reports, 

competitor analysis, and stakeholder input. Ensure that the information gathered is 

accurate, reliable, and relevant to the objective of the analysis. Never rely on gut instinct 

or assumptions!

3.	 Identify strengths and weaknesses (internal analysis): Use the questions in the 

previous section to evaluate the internal factors of the organisation and identify its 

strengths and weaknesses. The more questions you ask, the better. 

4.	 Identify opportunities and threats (external analysis): Use the questions in the 

previous section to evaluate the external factors that could impact the organisation and 

identify its opportunities and threats. Again, asking more questions is better.

5.	 Analyse and prioritise: Analyse the totality of your SWOT findings. Look for patterns, 

relationships, and interdependencies among them. Consider the impact, likelihood, and 

timeframe of each factor. Prioritise the most significant and relevant factors that are 

most likely to affect the organisation’s performance and strategic goals.

6.	 Develop strategies: Based on the SWOT analysis, develop strategies that leverage the 

strengths, address the weaknesses, capitalise on the opportunities, and mitigate the 

threats. Align the strategies with the organisation’s overall goals and objectives, and 

consider the organisation’s resources, capabilities, and constraints.

7.	 	Implement and monitor: Implement the strategies developed from the SWOT analysis 

and continuously monitor their progress. Regularly review and update the SWOT as the 

internal and external factors may change over time. Monitor the effectiveness of the 

strategies and make adjustments as needed.
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Guidelines for gathering and analysing relevant data

The process of gathering and analysing data for a SWOT analysis involves careful planning, 

research, and analysis. Here are some best practices for gathering and analysing data for a 

SWOT analysis:

•	 Identify relevant data sources: Determine the data sources that are most relevant 

to your organisation or the specific objective of your SWOT analysis. This could include 

internal sources such as financial statements, sales data, customer feedback, employee 

feedback, and operational data. It could also include external sources such as market 

research reports, industry studies, competitor analysis, customer surveys, and 

government reports.

•	 Collect reliable and accurate data: Ensure that the data collected is reliable, accurate, 

and up-to-date. Use reputable sources and validate the data to ensure its accuracy. 

Avoid relying solely on anecdotal or subjective information, and strive to collect data that 

is based on facts, research, and data-driven insights.

•	 Use a variety of data collection methods: Utilise a variety of data collection methods 

to gather a comprehensive and diverse set of data. This may include quantitative 

methods such as surveys, questionnaires, and statistical analysis, as well as qualitative 

methods such as interviews, focus groups, and observations. By using multiple 

approaches, you can gain a more well-rounded perspective and reduce potential biases.

•	 Analyse data systematically: Once you have gathered the data, analyse it 

systematically to identify patterns, trends, and insights. Use data visualisation 

techniques such as charts, graphs, and diagrams to help interpret the data. Look 

for common themes and patterns, and consider the implications of the data on the 

strengths, weaknesses, opportunities, and threats of the organisation.

•	 Involve key stakeholders: Involve key stakeholders, such as employees, customers, 

partners, and industry experts, in the data gathering and analysis process. Their insights 

and perspectives can provide valuable input and ensure a more comprehensive and 

accurate SWOT analysis.

•	 Consider internal and external factors: Remember to consider both internal 

and external factors in your data gathering and analysis. Internal factors include the 

organisation’s resources, capabilities, and performance, while external factors include 

market trends, competitive landscape, regulatory environment, and customer behavior. 

A balanced assessment of both internal and external factors is crucial for a robust SWOT 

analysis.

•	 Use critical thinking: Apply critical thinking skills when analysing the data and 

interpreting the findings. Avoid making assumptions or jumping to conclusions without 

sufficient evidence. Consider multiple perspectives, challenge assumptions, and seek 

input from others to ensure a thorough and objective analysis.

By following these best practices, you can gather and analyse data effectively for your SWOT 

analysis, leading to more informed and strategic insights for your organisation’s decision-making 

process.
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Tips for engaging stakeholders and team members in 
the process

Engaging stakeholders in the SWOT analysis process can lead to more comprehensive and well-

rounded insights. Here are some tips for effectively engaging stakeholders in the SWOT process:

•	 Clearly communicate the purpose and importance of the SWOT analysis: Provide 

stakeholders with a clear understanding of why the SWOT analysis is being conducted, 

its objectives, and how the findings will be used. Explain the strategic importance of the 

SWOT analysis and how their participation can contribute to the organisation’s decision-

making process.

•	 Identify and involve relevant stakeholders: Identify the key stakeholders who have 

relevant knowledge, expertise, and insights related to the SWOT analysis. This may 

include employees at different levels, managers, customers, partners, industry experts, 

and other relevant stakeholders. Involve them in the process through interviews, focus 

groups, surveys, or other engagement methods.

•	 Create a collaborative and inclusive environment: Foster a collaborative and 

inclusive environment where stakeholders feel comfortable sharing their perspectives, 

opinions, and feedback. Encourage open and honest discussions, and create 

opportunities for brainstorming and idea generation. Ensure that all stakeholders have 

an equal opportunity to contribute their insights.

•	 Provide necessary resources and support: Provide stakeholders with the necessary 

resources, information, and support to actively participate in the SWOT analysis 

process. This may include access to relevant data, reports, templates, and tools. Offer 

support and guidance throughout the process, and be responsive to their questions and 

concerns.

•	 Be mindful of diverse perspectives: Recognise that stakeholders may have different 

perspectives, interests, and priorities. Be mindful of diversity in opinions and feedback, 

and avoid bias or favouritism. Consider all perspectives equally and strive for a balanced 

and objective analysis.

•	 Foster a positive and constructive attitude: Encourage a positive and constructive 

attitude among stakeholders during the SWOT analysis process. Avoid blame or 

criticism and focus on generating constructive insights and ideas for improvement. 

Recognise and acknowledge the contributions of stakeholders, and express gratitude 

for their participation.

•	 Follow up with feedback and outcomes: Keep stakeholders informed about 

the outcomes and findings of the SWOT analysis. Provide feedback on how their 

insights were used and the resulting strategic decisions. This helps to reinforce their 

engagement and encourages continued participation in future SWOT analyses or other 

strategic initiatives.

By effectively engaging stakeholders in the SWOT analysis process, you can harness their 

insights and perspectives to generate a more comprehensive and robust analysis, leading to 

better-informed strategic decisions for your organisation.
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Leveraging SWOT for 
Decision Making.

Using SWOT analysis to inform business strategies
Leveraging a SWOT analysis in strategic decision-making involves using the insights gained from 

the analysis to inform strategy formulation, evaluate strategic alternatives, manage risks, monitor 

progress, and align strategic priorities with the overall objectives of the organisation. A perfectly 

executed SWOT analysis can be leveraged for strategic decision making in these ways:

1.	 Identifying strategic priorities: By understanding internal strengths and weaknesses, 

as well as external opportunities and threats, an organisation can identify areas where it 

can capitalise on its strengths, address weaknesses, exploit opportunities, and mitigate 

threats. This can inform the decision-making process and help prioritise strategic 

initiatives that align with the organisation’s overall objectives.

2.	 Formulating strategies: The SWOT analysis can serve as a foundation for strategy 

formulation. It can help organisations identify strategic options that capitalise on 

its unique capabilities. For example, if the SWOT analysis identifies a strength in a 

technology capability, a strategy could be formulated to leverage that strength to gain 

a competitive advantage. Similarly, if a weakness in marketing is identified, a strategy 

could be developed to address that weakness through targeted marketing efforts.

3.	 Evaluating strategic alternatives: The SWOT analysis can be used to evaluate 

different strategic alternatives by comparing their alignment with the identified 

strengths, weaknesses, opportunities, and threats. It can provide a framework for 

assessing the feasibility, potential impact, and risks associated with each alternative. 

This can help organisations make informed decisions about which strategic alternatives 

are most viable and align with their overall strategic direction.

4.	 	Risk management: The SWOT analysis can help organisations identify potential risks 

and challenges associated with the SWOT findings. By identifying and understanding 

these risks, organisations can take proactive measures to mitigate or address them in 

their strategic decision-making process. This can help minimise risks and uncertainties 

and improve the effectiveness of strategic decision-making.

5.	 	Monitoring progress: The SWOT analysis can also serve as a reference point for 

monitoring progress and evaluating the effectiveness of strategic decisions. By 

regularly reviewing and updating the SWOT, organisations can track changes in internal 

and external factors and assess the progress made in addressing weaknesses, 

exploiting opportunities, and mitigating threats. This can help organisations refine their 

strategic decisions and adapt their strategies as needed to stay aligned with changing 

circumstances.



©
2

0
2

3
 V

C
M

O
 LT

D
        

2
2

V
C

M
O

.U
K

Identifying strategic priorities based on SWOT findings

Identifying strategic priorities based on SWOT findings involves studying the analysis to 

determine which areas should be given priority in the strategic decision-making process. 

Here are some steps that can help in identifying the strategic priorities of  an organisation:

1.	 Review SWOT findings: Start by thoroughly reviewing the SWOT findings. Understand 

the implications of each finding and consider the potential impact on the organisation’s 

goals and objectives.

2.	 Evaluate strategic fit: Assess how each SWOT finding aligns with the overall strategic 

direction of the organisation. Consider whether it presents an opportunity for leveraging 

strengths, addressing weaknesses, exploiting opportunities, or mitigating threats in line 

with the organisation’s strategic goals.

3.	 Prioritise based on impact: Consider the potential impact of each SWOT finding 

on the organisation’s performance and competitiveness. Rank them based on their 

significance, feasibility, and potential to create value or address critical issues. Identify 

the areas that can have the most significant impact on the organisation’s success.

4.	 Consider urgency: Take into account the urgency of addressing each SWOT finding. 

Some findings may require immediate attention, while others may be long-term 

opportunities or threats that can be addressed over time. Prioritise based on the 

urgency of action required and the timeline for implementation.

5.	 Consider resources: Assess the resources required to address each SWOT finding. 

Consider factors such as budget, personnel, time, and other resources needed to 

implement strategies related to each finding. Prioritise based on the organisation’s 

resource availability and constraints.

6.	 	Evaluate risks: Consider the risks associated with each strategic priority. Assess the 

potential risks, challenges, and uncertainties associated with implementing strategies 

related to each SWOT finding. Prioritise based on the level of risk and the organisation’s 

risk tolerance.

7.	 	Align with objectives: Ensure that the identified strategic priorities align with the overall 

objectives and goals of the organisation. Consider how addressing each SWOT finding 

contributes to the achievement of the organisation’s mission, vision, and long-term 

goals.

8.	 	Validate with stakeholders: Seek input and validation from key stakeholders, including 

senior management, board members, employees, and other relevant stakeholders. 

Ensure that the identified strategic priorities are in line with their perspectives and 

feedback.

9.	 	Develop action plans: Once the strategic priorities are identified, develop action plans 

for each priority. Outline the specific strategies, initiatives, and activities required to 

address each priority, and assign responsibilities, timelines, and resources needed for 

implementation.



©
2

0
2

3
 V

C
M

O
 LT

D
        

2
3

V
C

M
O

.U
K

Techniques for aligning SWOT with business goals and 
objectives

There are several techniques that can be used to align your SWOT analysis with business goals 

and objectives. 

Here are some examples, and for each you may wish to develop a weighted scorecard to make 

the prioritisation process easier:

1.	 	Goal-Setting: Start by clearly defining the business goals and objectives. These goals 

should be specific, measurable, achievable, relevant, and time-bound (SMART). Ensure 

that the SWOT analysis is conducted with a clear understanding of these goals in mind.

2.	 	Link SWOT findings to business goals: Analyse and align the SWOT findings with the 

business goals and objectives. Identify how each finding can either support or hinder the 

achievement of the business goals.

3.	 	SWOT Prioritisation: Prioritise the SWOT findings based on their relevance to the 

business goals and objectives. Focus on the elements that have the most direct impact 

on the achievement of the business goals.

4.	 	Strategic Fit Analysis: Assess the strategic fit of each SWOT finding with the business 

objectives. Consider whether leveraging strengths, addressing weaknesses, exploiting 

opportunities, or mitigating threats align with the overall strategic direction of the 

business.

5.	 	Strategy Development: Develop strategies and action plans that align with the SWOT 

findings and the business goals. Ensure that the strategies derived from the SWOT 

analysis are in line with the overall strategic direction of the business and contribute to 

building a competitive advantage.

6.	 	Resource Allocation: Allocate resources, including budget, personnel, time, and other 

resources, to support the strategies derived from the SWOT analysis and aligned with 

the business goals and objectives. Ensure that the necessary resources are allocated to 

implement the strategies effectively.

7.	 	Performance Measurement: Establish performance metrics and measurement 

systems to track progress towards the business goals and objectives. Use these metrics 

to monitor the effectiveness of the strategies derived from the SWOT analysis and make 

adjustments as needed.

8.	 	Review and Update: Regularly review and update the SWOT to ensure that it remains 

aligned with the changing business environment and goals. Update the strategies 

and action plans as needed based on new information, market trends, and business 

priorities.
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for Success.

Common pitfalls to avoid during SWOT analysis:
Here are five common pitfalls that business leaders encounter when performing a SWOT 

analysis, along with suggestions on how to overcome them:

1.	 Lack of Objectivity: One common mistake in SWOT analysis is a lack of objectivity, 

leading to biased or incomplete assessments. To overcome this, it’s important to 

gather input from a diverse group of stakeholders, including employees at various 

levels, customers, suppliers, and other relevant parties. This can help provide a more 

comprehensive and unbiased perspective on the strengths, weaknesses, opportunities, 

and threats of the organisation.

2.	 	Superficial Analysis: Another mistake is conducting a superficial or shallow analysis 

that doesn’t delve deep into the underlying factors. To overcome this, it’s important to 

take the time to thoroughly research and analyse each element of the SWOT analysis. 

This may involve gathering data, conducting market research, and engaging in critical 

thinking to identify relevant factors that may not be immediately apparent.

3.	 	Overemphasis on Strengths and Opportunities: Sometimes, there is a tendency to 

overly focus on strengths and opportunities, while neglecting weaknesses and threats. 

This can lead to an overly optimistic view of the situation and inadequate consideration 

of potential risks. To overcome this, it’s crucial to be realistic and honest when identifying 

weaknesses and threats. Acknowledging and addressing these areas of concern is 

essential for effective strategic planning and risk management.

4.	 	Lack of Actionable Insights: Another mistake is failing to derive actionable insights 

from the SWOT analysis. Merely identifying strengths, weaknesses, opportunities, 

and threats without taking appropriate actions based on the analysis can render it 

ineffective. To overcome this, it’s important to develop strategies and action plans that 

leverage the identified strengths and opportunities, while mitigating or addressing 

weaknesses and threats. These strategies should be specific, measurable, achievable, 

relevant, and time-bound (SMART) to ensure effective implementation.

5.	 	Ignoring the Competitive Landscape: Lastly, a common mistake is ignoring 

the competitive landscape when conducting a SWOT analysis. Failing to consider 

the strategies and actions of competitors can result in an incomplete analysis and 

inadequate understanding of the external environment. To overcome this, it’s important 

to thoroughly assess the strengths, weaknesses, opportunities, and threats of not just 

your own organisation, but also those of your competitors. This can help you identify 

potential competitive advantages and anticipate challenges, leading to more informed 

decision-making.
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Incorporating SWOT into other strategic management 
tools

SWOT analysis can be effectively incorporated with several other strategic management tools 

and frameworks to enhance its strategic planning and decision-making capabilities. 

Here are a few frameworks to consider:

1.	 	PESTEL analysis: PESTEL analysis is a framework used to identify and analyse external 

factors that can impact a business, including Political, Economic, Social, Technological, 

Environmental, and Legal factors. By combining SWOT analysis with PESTEL analysis, 

businesses can gain a more comprehensive understanding of their internal strengths 

and weaknesses in the context of external opportunities and threats in the broader 

business environment.

2.	 	Porter’s Five Forces analysis: Porter’s Five Forces analysis is a framework that helps 

businesses assess the competitive forces within their industry, including the bargaining 

power of suppliers, bargaining power of buyers, threat of new entrants, threat of 

substitute products or services, and intensity of competitive rivalry. By incorporating 

SWOT analysis with Porter’s Five Forces analysis, businesses can identify how their 

internal strengths and weaknesses align with the competitive dynamics of their industry, 

and formulate strategies accordingly.

3.	 	Balanced Scorecard: The Balanced Scorecard is a strategic management tool that 

provides a holistic view of a business’s performance across multiple dimensions, 

including financial, customer, internal processes, and learning and growth. By integrating 

SWOT analysis with the Balanced Scorecard, businesses can align their internal 

strengths and weaknesses with their strategic objectives and initiatives, and track 

progress towards achieving their goals in a balanced and comprehensive manner.

4.	 	Scenario planning: Scenario planning is a strategic management technique that 

involves developing and analysing multiple future scenarios to assess their potential 

impact on a business. By combining SWOT analysis with scenario planning, businesses 

can explore various possible future scenarios, identify the implications for their internal 

strengths and weaknesses, and formulate strategies to proactively address potential 

challenges or leverage opportunities.

5.	 	Core Competencies analysis: Core Competencies analysis is a framework that helps 

businesses identify their unique capabilities and resources that provide them with a 

competitive advantage. By integrating SWOT analysis with Core Competencies analysis, 

businesses can identify their internal strengths and weaknesses in terms of their core 

competencies, and align their strategic initiatives to capitalise on their strengths and 

address their weaknesses.

Incorporating SWOT analysis with other strategic management tools and frameworks can 

provide a more comprehensive and strategic approach to planning and decision-making, helping 

businesses make informed choices and develop effective strategies to achieve their goals.
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How often should you complete a SWOT analysis?

The frequency of conducting a SWOT analysis can vary depending on various factors, such as the 

size and nature of the organisation, the industry dynamics, and the specific strategic planning 

cycle of the organisation. However, as a general guideline, it is recommended to conduct a 

SWOT analysis at least annually or as needed in response to significant changes in the internal or 

external environment. 

Here are some situations where conducting a SWOT analysis may be beneficial:

•	 Annual Strategic Planning: Many organisations incorporate SWOT analysis as a regular 

part of their annual strategic planning process. This allows for a comprehensive review 

of the organisation’s capabilities and market dynamics to inform the development or 

refinement of strategic goals and initiatives for the upcoming year.

•	 Significant Changes in the Business Environment: SWOT analysis can also be 

conducted in response to significant changes in the internal or external environment, 

such as changes in market trends, competitive landscape, technological advancements, 

regulatory changes, or shifts in customer preferences. These changes may require a 

reassessment of the organisation’s priorities.

•	 New Business Ventures: When launching a new business venture, conducting a SWOT 

analysis can provide insights into the internal and external factors that may impact 

the success of the new venture. It can help identify the organisation’s strengths and 

weaknesses in relation to the new venture’s objectives and the opportunities and threats 

in the market, enabling informed decision-making and effective planning.

•	 Mergers and Acquisitions: SWOT analysis can be useful in the context of mergers and 

acquisitions, as it can help assess the factors affecting both the acquiring and acquired 

entities. This analysis can inform integration strategies, identify potential synergies or 

risks, and guide post-merger planning and decision-making.

•	 Ongoing Monitoring and Evaluation: In addition to periodic SWOT analyses, it can also 

be beneficial to monitor and evaluate the internal and external factors on an ongoing 

basis. This can help organisations stay agile and responsive to changes in the business 

environment, identify emerging opportunities or threats, and make timely adjustments 

to their strategies and initiatives.
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SWOT Conclusion.

Recap of key takeaways from this playbook
Overall, a SWOT analysis is a valuable tool for businesses to assess their internal strengths and 

weaknesses, external opportunities and threats, and inform their strategic decision-making. 

It requires thorough analysis, stakeholder engagement, and periodic review and updating for 

maximum effectiveness. Here are five key takeaways that business leaders should know about 

SWOT analysis:

1.	 	SWOT analysis is a versatile tool: SWOT analysis is a versatile and widely used tool 

that can help business leaders be more effective. It can be used for strategic planning, 

marketing analysis, and decision-making in various business contexts.

2.	 	It requires thorough analysis and critical thinking: SWOT analysis requires careful 

and thorough analysis of the internal and external factors affecting a business. It involves 

critical thinking, gathering data and information, and evaluating them in an objective 

manner.

3.	 	It is a starting point for strategic decision-making: SWOT analysis provides a 

starting point for strategic decision-making. It helps businesses identify their current 

situation, understand their competitive landscape, and identify areas of improvement or 

growth opportunities. The findings from SWOT analysis can inform the development of 

strategic goals, objectives, and action plans.

4.	 	It involves stakeholder engagement: SWOT analysis should involve engagement with 

relevant stakeholders, including business owners, management, employees, customers, 

suppliers, and other relevant parties. It can provide different perspectives and insights, 

helping to identify a more comprehensive and accurate assessment of the business’s 

internal and external factors.

5.	 	It should be periodically reviewed and updated: SWOT analysis is not a one-time 

exercise. It should be periodically reviewed and updated to reflect changes in the internal 

and external business environment. Regularly reviewing and updating the SWOT analysis 

allows businesses to stay relevant and adapt their strategies as needed to address 

changing circumstances.
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HERE ARE SOME RECOMMENDED READINGS AND RESOURCES FOR INDIVIDUALS 
WHO WANT TO LEARN MORE ABOUT SWOT ANALYSIS:

01.
“Marketing Management” by Philip Kotler 

and Kevin Keller - This widely used marketing 

textbook includes a section on SWOT analysis 

as part of strategic marketing planning. It 

provides insights on how SWOT analysis can 

be used in the context of marketing strategy 

and planning, with practical examples and 

case studies.

Get it on Amazon

02.
“The SWOT Analysis: Using Your Strength 
to Overcome Weaknesses, Using 
Opportunities to Overcome Threats” 
by Lawrence G. Fine - This book focuses on 

the practical application of SWOT analysis 

for individuals and organisations. It provides 

step-by-step guidance on how to conduct 

SWOT analysis, interpret the findings, and 

develop strategies based on the analysis.

Get it on Amazon

03.
“Business Analysis Techniques: 99 
Essential Tools for Success” by James 

Cadle, Debra Paul, and Paul Turner - This 

comprehensive business analysis reference 

book includes a section on SWOT analysis 

as one of the essential tools for business 

analysis. It provides practical guidance on 

how to conduct SWOT analysis, analyse the 

findings, and use them for strategic decision-

making.

Get it on Amazon

04.
“Strategic Planning: A Practical Guide to 
Strategy Formulation and Execution” by 

B. Keith Simerson - This book covers various 

aspects of strategic planning, including 

SWOT analysis. It provides practical guidance 

on how to conduct SWOT analysis, integrate 

the findings into the strategic planning 

process, and use them for strategic decision-

making.

Get it on Amazon

Additional resources for further learning on SWOT

05.
Industry Associations and Marketing Blogs: Industry associations and marketing blogs often 

publish valuable resources and articles on marketing strategies, including the SWOT framework. 

Websites of marketing associations such as the American Marketing Association (AMA), the 

Chartered Institute of Marketing (CIM), are excellent sources for insights, tips, and best practices on 

marketing.

Please note that availability and accessibility of these resources may vary, and it’s always 
recommended to verify the credibility and relevance of any learning materials before using 
them for academic or professional purposes.

https://www.amazon.co.uk/Marketing-Management-Philip-T-Kotler/dp/0132102927
https://www.amazon.co.uk/SWOT-Analysis-Strength-Weaknesses-Opportunities/dp/1449546757
https://www.amazon.co.uk/Business-Analysis-Techniques-Essential-Success/dp/1780172737
https://www.amazon.co.uk/Strategic-Planning-Practical-Formulation-Execution-ebook/dp/B00EQ7QQLU
https://www.ama.org/
https://www.cim.co.uk/
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