
HOW TO DO

A S.W.O.T ANALYSIS FOR 

YOUR SMALL BUSINESS

USE THIS IN CONJUNCTION WITH OUR 

“ULTIMATE CHEAT SHEET

FOR CRITICAL THINKING”

TO TAKE YOUR BUSINESS TO

THE NEXT LEVEL – OF SUCCESS!



BREAKING DOWN
THE SWOT ANALYSIS PROCESS

NOW THAT WE KNOW THAT SWOT STANDS FOR 
STRENGTHS, WEAKNESSES, OPPORTUNITIES, 
AND THREATS –WHAT DOES EACH OF THESE 

ELEMENTS MEAN? LET’S TAKE A LOOK AT EACH 
ELEMENT INDIVIDUALLY.

S
STRENGTHS

• Things that your business does well

• Qualities that separate you from your 

competitors

• Internal Resources such as skilled, 

knowledgeable staff

• Tangible assets such as IP (Intellectual 

Property),  Capital, Proprietary Technologies 

et al

This element addresses things that your 

company or project does especially well. This 

could be something intangible, such as your 

company’s brand attributes, or something 

more easily defined such as the unique selling 

proposition of a particular product line. It 

could also be your people, your literal human 

resources: strong leadership, or a great 

engineering team.



Once you’ve figured out your Strengths, it’s time to 

turn that critical self-awareness onto your 

Weaknesses. What’s holding back your business or 

project? This element can include organisational

challenges such as a shortage of skilled people 

and financial or budgetary limitations.

• Things that your business lacks

• Things that your competitors do better than you

• Resource limitations

• Unclear unique selling proposition

This element of a SWOT analysis may also include 

weaknesses in relation to other companies in your 

industry, such as the lack of a clearly defined USP 

(Unique Selling Proposition) in a crowded market.
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Next up is Opportunities. Can’t keep up with the 

volume of leads being generated by your 

marketing team? That’s an opportunity. Is your 

business developing an innovative new idea that 

will open up new markets or demographics? 

That’s another opportunity.

• Under-served markets for specific products

• Few competitors in your area

• Emerging need for your products or services

• Press/media coverage of your business

In short, this element of a SWOT analysis covers 

everything you could do to improve sales, grow as 

a company, or advance your business’s mission.

O
OPPORTUNITIES
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The final element of a SWOT analysis is Threats –

everything that poses a risk to either your 

company itself or its likelihood of success or 

growth.

• Emerging competitors

• Changing regulatory environment

• Negative press/media coverage

• Changing customer attitudes towards your 

business

This may also include things such as financial 

risks, lack of business continuity planning and 

virtually everything else that could potentially 

jeopardise the future of your business or project.

T
THREATS



BUT WAIT – THERE’S MORE!
Internal and External Factors

The four elements above are common to all 

SWOT analyses. However, many companies 

further compartmentalize these elements into 

two distinct subgroups: Internal and External.

Typically, Strengths and Weaknesses are 

considered internal factors, in that they are the 

result of organisational decisions under the 

control of your company or team. A high churn 

rate, for example, would be categorised as a 

weakness, but improving a high churn rate is still 

within your control, making it an internal factor.

Similarly, emerging competitors would be 

categorised as a threat in a SWOT analysis but 

since there’s very little you can do about this, this 

makes it an external factor. 



INTERNAL AND EXTERNAL FACTORS

OPPORTUNITIES

(External, Positive)

STRENGTHS Strength-Opportunity Strategies 

(Internal, Positive)

Which of the business’s 

strengths can be used to 

maximise the opportunities you 

identified?

THREATS

(External, Negative)

Strength-Threats Strategies

How can you use the business’s

strengths to minimise the 

threats you identified?



INTERNAL AND EXTERNAL FACTORS

OPPORTUNITIES

(External, Positive)

WEAKNESSES Weakness-Opportunity Strategies 

(Internal, Negative)

What actions (s) can you take to 

minimise the business’s 

weaknesses using the 

opportunities you identified?       

THREATS

(External, Negative)

Weakness-Threat Strategies

How can you minimise the

business’s weaknesses to avoid

the threats you identified?



HOW TO CONDUCT
A SWOT ANALYSIS

Subcategorising your four primary elements 

into Internal and External factors isn’t 

necessarily critical to the success of your 

SWOT analysis. However, it can be helpful in 

determining your next move or evaluating the 

degree of control you have over a given 

problem or opportunity.

Now that we know what each of the elements 

of a SWOT analysis means, let’s look at how 

to go about creating and conducting a SWOT 

analysis.



HOW TO CONDUCT
A SWOT ANALYSIS

There are several ways to conduct a SWOT 

analysis. However, regardless of how you 

choose to structure your analysis, we need to 

start by asking a series of questions.

Let’s take our first element, Strengths, for 

example. To determine what your strengths are 

as an organisation, you could begin by asking 

some of the following questions:

•What do your customers love about your 

business or product(s)?

•What does your business do better than other 

businesses in your industry?

•What are your most positive brand attributes?

•What’s your unique selling proposition?

•What resources do you have at your disposal 

that your competitors do not?



HOW TO CONDUCT
A SWOT ANALYSIS

By answering these questions, you’ll be in great 

shape to start identifying and listing your 

business’s strengths.



HOW TO CONDUCT

A SWOT ANALYSIS

We can use the same principle to determine 

your company’s weaknesses:

•What do your customers dislike about your 

business or product(s)?

•What problems or complaints are often 

mentioned in your negative reviews?

•Why do your customers cancel or churn?

•What could your business do better?

•What are your most negative brand 

attributes?

•What are the biggest obstacles/challenges in 

your current sales funnel?

•What resources do your competitors have 

that you do not?

You may find that determining the strengths and 

weaknesses of your business or project is 

considerably easier or takes less time than figuring 

out the opportunities and threats facing your 

business. 

This is because, as said earlier, these are internal 

factors. External factors, on the other hand, may 

require more effort and rely upon more data, as 

these are often beyond your immediate sphere of 

influence (see the following diagram).



Identifying opportunities and threats may 

require you to conduct in-depth competitive 

intelligence research about what your 

competitors are up to, or the examination of 

wider economic or business trends that could 

have an impact on your business.

HOW TO CONDUCT

A SWOT ANALYSIS



HOW TO CONDUCT

A SWOT ANALYSIS

That’s not to say that opportunities and threats 

cannot be internal, however; you may 

discover opportunities and threats based 

solely on the strengths and weaknesses of 

your business. Some possible questions you 

could ask to identify potential opportunities 

might include:

•How can we improve our sales/customer 

onboarding/customer support processes?

•What kind of messaging resonates with our 

customers?

•How can we further engage our most vocal 

brand advocates?

•Are we allocating departmental resources 

effectively?

• Is there budget, tools, or other resources that 

we’re not leveraging to full capacity?

•Which advertising channels exceeded our 

expectations – and why?



WHY YOUR SMALL BUSINESS 
SHOULD CONDUCT
A SWOT ANALYSIS

If you’re a marketer or small-business owner, 

you might be wondering if SWOT analyses are 

practical or even feasible for smaller 

businesses. 

Although there is definitely a resource 

overhead involved in the creation of a SWOT 

analysis, there are many benefits in doing so, 

even for the smallest of businesses.



WHY YOUR SMALL BUSINESS 

SHOULD CONDUCT

A SWOT ANALYSIS

For one, conducting a comprehensive SWOT 

analysis provides a unique opportunity to gain 

greater insight into how your business 

operates. It’s all too easy to get lost in the 

weeds of the day-to-day workings of your 

company and conducting a SWOT analysis 

allows you to take a broader, bird’s eye view 

of your business and the position it occupies 

in your industry.

Another benefit of SWOT analyses is that this 

technique can be applied to a wide range of 

scenarios, not just as an overview of your 

business. You could use SWOT analyses to 

evaluate the potential strengths and 

weaknesses of a forthcoming advertising 

campaign, a planned content project, or even 

whether your company should be represented 

at a trade show or industry event.



FINAL WORD

Obviously, it almost goes without saying that 

conducting a SWOT analysis allows you to identify 

what your business does well, where it could 

improve, and the opportunities and threats facing 

your business. 

However, conducting a SWOT analysis provides 

you with the opportunity to not only identify these 

factors, but also develop and implement tangible 

roadmaps and timelines for potential solutions. 

This can be beneficial in the creation of budgetary 

plans, identifying hiring needs and other mid-to-

long-term strategic planning.

WHY YOUR SMALL BUSINESS 

SHOULD CONDUCT

A SWOT ANALYSIS

Be Better .. Look Better .. Be Profitable

..

“The Unicorn Way”


