@ntoso

ANALYSIS

Vi

PEEPEREE




Strengths Opportunities Threats




WHAT IS SWOT ANALYSIS ? @ntoso

=> FINDING WAYS TO GAIN A BUSINESS ADVANTAGE AND AVOID FAILURE FROM FACTORS THAT CAN BE
EASILY OVERLOOKED, WE USE SWOT AS A TOOL TO ANALYZE THE ENVIRONMENT AND BUSINESS POTENTIAL.
THE PROJECTS OR INDIVIDUALS AND WILL SEPARATE SWOT INTO INTERNAL & EXTERNAL FACTORS.

=> INTERNAL FACTORS ARE 'STRENGTHS' AND 'WEAKNESSES' AS REFERRING TO FACTORS THAT THE
COMPANY CAN CONTROL SUCH AS PRODUCTS, EMPLOYEES, OR MARKETING METHODS.

=> EXTERNAL FACTORS ARE 'OPPORTUNITIES' AND 'THREAT' REFER TO FACTORS THAT THE COMPANY
CANNOT CONTROL (BUT CAN BE AVOIDED OR EXPLOITED) SUCH AS ECONOMIC CONDITIONS, COMPETITORS,
RAW MATERIAL PRICES OR CUSTOMER PURCHASING HABITS, ETC.
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WHAT IS SWOT ANALYSIS ? @ntoso

STRENGTHS (INTERNAL FACTORS

=> STRENGTH OR S IS A FACTOR THAT IS AN ORGANIZATION'S ADVANTAGE TO DISTINGUISH

COMPETITORS. IT IS DIFFICULT TO IMITATE. FOR EXAMPLE, AS A LOWER-COST, BECAUSE HAS BEEN
INVESTED FOR A LONG TIME AND THERE ARE MORE WELL-KNOWN BRANDS, ETC.




WHAT IS SWOT ANALYSIS ? @ntoso

WEAKNESS (INTERNAL FACTORS

=> WEAKNESS OR W IS A FACTOR THAT IS AN ORGANIZATION'S WEAKNESS, MAKING [T LESS
FAVORABLE THAN ITS COMPETITORS. THIS IS A NEGATIVE FACTOR FROM ORGANIZATIONAL DEFECTS
THAT SHOULD BE CORRECTED. THERE ARE FEWER KNOWN PRODUCTS OR VARIETIES OF PRODUCTS

THAN OTHER COMPETITORS.




WHAT IS SWOT ANALYSIS ? @ntoso

OPPORTUNITY (EXTERNAL FACTORS

=> OPPORTUNITY OR THE O OF SWOT IS A FACTOR AND ENVIRONMENT OUTSIDE AS THE
ORGANIZATION THAT IS AN OPPORTUNITY TO PRODUCE GOOD RESULTS. ORGANIZATIONS CAN USE IT
TO DEVELOP OR GAIN AN ADVANTAGE OVER COMPETITORS. FOR EXAMPLE, COMPETITORS NOW HAVE
BAD NEWS. THE GOVERNMENT HAS A PROJECT TO SUPPORT OR DURING THIS TIME THE MARKET IS
RISING THE PRODUCT MIGHT SELL WELL.




WHAT IS SWOT ANALYSIS ? @ntoso

THREAT (EXTERNAL FACTORS

=> THREAT OR T OF SWOT IS A FACTOR AND EXTERNAL ENVIRONMENT THAT "THREAT' CAUSES
NEGATIVE EFFECTS. THAT ORGANIZATION MUST GO THROUGH AND ADAPT TO SURVIVE FOR EXAMPLE
COMPETITORS LAUNCH NEW PRODUCTS TO COMPETE IN THE MARKET OR NEW TECHNOLOGY
TRENDS THAT WILL REPLACE THE OLD PRODUCTS THAT SELL WELL FOR THE ORGANIZATION




WHY MOST PEOPLE USE SWOT ? @ntoso

=> SWOT IS A SIMPLE AND COMPREHENSIVE APPROACH. SWOT TOOLS CAN HELP REDUCE
FACTORS IN FOUR CATEGORIES. ONLY IN THIS WAY CAN WE DECIDE HOW BEST TO MANAGE
RESOURCES.

J
¥ STRENGTH OPPORTUNITIES

WEAKNESSES




DISADVANTAGES OF SWOT ANALYSIS 7 @ntoso

—> IN BUSINESS, IT'S SAID STRATEGY IS NOT IMPORTANT, NO MATTER HOW MUCH INFORMATION YOU HAVE
AND WHAT YOUR PLAN IS. IF YOU CANT GET THE RESULTS, YOUR PLAN OR INFORMATION IS WORTHLESS.
SWOT IT’S OUR STRENGTHS, WEAKNESSES, OPPORTUNITIES AND OBSTACLES ANALYSIS TOOL. THIS
ANALYSIS ALLOWS US TO SEE THE INTERNAL AND EXTERNAL PERSPECTIVES OF OURSELVES OR THE
ORGANIZATION, BUT IT IS NOT ENOUGH TO FORMULATE STRATEGIES. THIS MEANS THAT SWOT USERS
NEED TO GUIDE THE FURTHER ANALYSIS OF THIS INFORMATION TO CREATE ACTIONS WITH BUSINESS
VALUE.

—> WHAT POPULAR PEOPLE DO ANOTHER IS TO BRING SWOT INTERNAL AND EXTERNAL DATA INTO ACTION
THROUGH ANOTHER CALLED TOWS. OR HOW TO REDUCE OUR WEAKNESSES UNDER CERTAIN OBSTACLES
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WHAT IS COMPETITIVE ADVANTAGE?
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