
	
	SWOT analysis
	

	
	When was the last time you did a detailed SWOT – or Strengths, Weaknesses, Opportunities and Threats – analysis for your business?

And when was the last time you did one for your competitors and your customers?


	

	
	Expert in a box 

· Don’t let the fact the SWOT analysis is so well known lead you to dismiss it as too simplistic or obvious to be useful

· Many businesses still don't use it

· While those that do find it one of the best and most powerful ways of quickly and effectively analysing the many dimensions of complex situations

· And by looking at both sides of the coin (ie weaknesses as well as strengths, threats as well as opportunities) it also minimises the risk of over-optimism and tunnel vision
· The SWOT worksheet on the next page includes 20 powerful questions that will help you to get the very most out of the process
· Although SWOT analysis can be done by individuals, experience suggests that it is usually better to get a group of 6 or more people to do it – since they will bring a wider range of issues, knowledge and insights to bear on the task. A group approach will also ensure that the SWOT does more than just reflect the prejudices and vested interests of a small number of individuals
· You should also do a SWOT analysis on your competitors and your key customer groups – since it will often help you to identify opportunities and threats for your business that your initial self-focused SWOT analysis missed. For example, looking at the threats facing your customers might give you an idea for a new product that helps them to overcome those threats.

	


	
	SWOT worksheet
	


	Strengths 

What makes people buy from us?

What makes people recommend us?

What skills do we have and what are we especially good at?

What can we do that nobody else can?

What successes have we had recently, and why?


	Weaknesses

What skills do we lack and what aren’t we good at?

What do others do better than us?

What failures have we had recently, and why?

Why do people chose our competitors instead of us?

Why do previously happy customers leave us?



	Opportunities

What new products/services could we offer?

What new skills and capabilities could we acquire?

How could we become unique?

What new types of customers/markets/needs could we serve?

What changes in the market could we exploit?

What new ideas, techniques & technology could we use?


	Threats

What new ideas, techniques & technology could undermine us?
What are our competitors doing that could damage us?

Are there any legal, economic or political threats to us?

Are our customers' needs changing?

What other changes in the market could damage us?

Are there any other black clouds on the horizon?



















Notes





Customers don’t buy features (ie what a product is). They buy benefits (ie what the product does for them). Therefore in order to persuade people to buy your product, you must help them to understand those benefits – by, for example, stressing them in your sales and marketing systems and literature. And to do that you must first identify all the benefits your products and services provide – which is exactly what this simple tool is designed to help you to do.
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