
Practitioners’ Use of SWOT Analysis 
 
The SWOT analysis is a very simplistic tool, yet it appears in most marketing plans 
and is popular with boards of directors because it conveys so much information: 
strengths (S) on which to build, weaknesses (W) to rectify, opportunities (O) to 
consider and threats (T) to address. 
 

The SWOT depicted (top of page 46) is typical. This was produced by a 
brainstorming workshop involving 25 sales and marketing personnel. Workshops are 
often used to generate SWOTs; alternatively, individual managers may spend a few 
minutes producing them – while killing time at an airport, say. The problems in the 
example (top of page 46) are that: 

 
 

• the lists were not ranked in order of importance, only listed in the order they were 
suggested 

• many of the bulleted points are vague or ambiguous 
• there is no validation or evidence to support these points being included, only the 

personal judgement of the managers present at the meeting 
• the implications are not detailed 
• there are far too many non-prioritised points listed to act upon. 
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By contrast, the following SWOT grid for a major insurance company has a more 
manageable set of issues, although the points are still ambiguous. 

 

 
 
More importantly, this business has abided by the following essential guidelines: 

 
• Be as focused as possible – no huge lists. 
• Use teamwork to generate a range of opinions, then verify with external 

stakeholders (e.g. channel members, suppliers, customers) and benchmark against 
any available marketing research or customer satisfaction audit data. 

• Concentrate on a customer orientation in allocating priorities: deal first with issues 
of importance to customers, particularly weaknesses that rivals could exploit. 

• Strengths and weaknesses are more revealing when benchmarked against key rivals. 
• Use an analysis of the macro marketing environment (see Chapter 3) as input to the 

opportunities and threats. 
• Rank the points listed in order of importance: senior managers assume lists 

presented to them to be prioritised. 
• Have supporting evidence, otherwise exclude the issue from the list. 
• Be honest! Bad news, too. 
 

Having produced the top-line SWOT depicted above left, the insurance company 
team then debated in detail each point in order to clarify the issues, verify their 
importance and discuss the implication of each issue to the business. This discussion 
led to a prioritisation of tasks to action. This phase is crucial if the SWOT is to help 
direct a business’s thinking. 

By following these guidelines, this insurance business produced a meaningful, 
objective SWOT that led to specific action programmes, notably to address the stated 
weaknesses and steer the board’s thinking about possible opportunities to consider. 
Source: © Dibb/Simkin. 

Note: a more extensive explanation of this technique is offered in either The Market Segmentation Workbook (Dibb 
and Simkin) or The Marketing Planning Workbook (Dibb, Simkin and Bradley), both originally published in 1996 by 
Thomson (London). 
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