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SWOT Analysis Definition

SWOT Analysis: Strategic
Planning Tool

SWOT analysis is a strategic tool
to assess an organization's

internal and external position. It
focuses on four elements:
Strengths, Weaknesses,
Opportunities, and Threats. It helps
organizations understand their
competitive position and make
informed decisions.
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Historical Origins

Historical Origins

Albert Humphrey: The Founder

Albert S. Humphrey developed

the SWOT analysis methodology
in the 1960s at the Stanford
Research Institute. He was a
management consultant
specializing in organizational
change. Initially called SOFT, the too
evolved into SWOT. Humphrey is
considered a pioneer in modern
strategic planning.
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Internal Environment aAds1aJl ddl

Internal Environment | rdadslall diadl Jolge

Factors asallg 698l blaj
The internal environment includes Ul Jolg=ll du=1aJl &l Jouis
factors controlled by the organization. .dobiinll lgy oS>

Strengths: Positive capabilities and

resources possessed by the @ll O‘o
e
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External Environment

External Environment

External Factors:

wordll tdam, 1l diandl Jolos

Opportunities & Threats Olasagidlg yoyall

The external environment
includes factors outside direct
control.

Opportunities: Positive factors
to leverage, like emerging
markets and tech trends.
Threats: Negative risks like
intense competition and
economic shifts that may
adversely affect the
organization.
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SWOT Analysis Matrix Framework

Positive (Beneficial) / (3120) 1loq]
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Strengths / 6gall blai

Attributes of the organization helpful
to achieving the objective.

02l (G467 (6 ackui Gl duungoll Slouw

A Weaknesses / waanll blai

Attributes of the organization harmful
to achieving the objective.
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External / ,2)15

Q Opportunities / (pjall

—

External conditions helpful to achieving
the objective.
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v Threats / <ilouagill

External conditions which could do
damage to the objective.
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We do not control it, but we are affected by it. We g
cannot stop the waves, but we can adapt the ship to == dg=>9 duxsy s‘¢§LbJ| B =SV
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The wise leader balances the ship's capabilities with the ocean's fluctuations.
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Internal Parameters:
Strengths / Weaknesses

v~ Scope of work (Specs)
v" Product Quality

v~ Quality System (QA/QC)
v" Schedule (Lead Time)
v~ Cost Elements

v Process & Operations
v~ Safety System (HSE)

v Maintenance System

v“ Human Resources

v" Infrastructure, ... etc.
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External Parameters:
Opportunities / Threats

Market Demand
“Market Price
Customers
Competitors
Suppliers
-Raw Material Cost
New technology
Currency
Inflation rate
Social & Political Issues
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e Company
ABC Steel Company

¢ Industry

Steel Manufacturing &
Production

e Objective
Feasibility Study for
Market Expansion

e Key Focus:
Comprehensive SWOT
Analysis to determine
viability of entering new
online markets.

Case Study 1: ABC Steel Company / wlall ABC asi :1 Al dwlyo
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Internal Strengths (S)

» S1: High product quality

S2: Good leadership & teamwork

S3: Skilled and young labor

S4: Advanced training plan

S5: Good motivation programs
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ABC Steel - Weaknesses Analysis / cilall ABC 4S i - cazall Jalds Julas

Internal Weaknesses (W) (W) ddslall casuall blds

» W1: High overhead cost dlle dole CaJISG :W1T -
A » W2: Insufficient area d9lS i€ dslwo (W2 - A
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ABC Steel - Opportunities Analysis / «iluall ABC aSi - gajall Julai
External Opportunities (O) (0) axnjall yajall
* 0O1: New & online markets Cuipilidll peg 8a1aa é'g.u.li :01 -
r' e » 02: High customer satisfaction gaijo clloc LAy :02 - r v
| * 03: Suppliers & resource availability 3jlgallg (ju3jgall jagi:03
M « 04: Strong relationship with suppliers od)gall go dygé culéllc :04 - M
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External Threats (T)

e T1: Strong & international
competitors

e T2: New technology
e T2: New technology
e T3: Unstable market price

e T4: Unstable currency rate
e T5: High energy cost rate

ABC Steel — Threats Analysis / _Juall ABC dS .o - Olavagidl Jud=s
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Competitive Analysis: SWOT Comparison / SWOT daijléo :duuslioll
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What is your organization
particularly good at?

Who are the new competitors

Gap Analysis
P y entering your market?
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Focus: Focus:
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SO Strategy (Maxi-Maxi)
Expansion & Growth Strategy

- (patani-paliss) SO dxnsil ol
sailly gusill dynsilyiuol
JMianly 598l ilg= ok dydsS

How to use internal strengths

to maximize external d=>Uall yojall
opportunities.
" Aggressive Growth PG 90) ©




Lecture SO Strategy M|DOCEA

02 UNIVERSITYI

i-Maxi) goillg ,ag:z.ng d.;::aul_,uui

e e———

LOMA> {g'lg.wi a.e :(Expansion) ol

u‘\WS{J.D EIJ—u.J (AcquiSITIOt’i} 3 I = ‘
= JE;T,-;:;';'

«Sguaill ASlall JMsiwl :zlh eubss

T ——




Ol soseceny mipocea
02 SO 4l il

\
SO Strategy: Detailed Actions / dduaadl SO Al yiwl Olcly>]
Combination / dus il Strategic Action (English) (Arabic) auilyiwdl cl)>2
S1+S3+S5 Improve Customer Vas)
& Service & Create New 2.».»' dTbluluul
01+ 02+ 03 Markets Cle e el
S1+S3+S4 Create Competitive e Ty s
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02 + 05 Standards = Selaig
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TOWS Strategy: ST Strategy / dwx=ushswl ST

face and minimize external
threats.

Create Competitive Advantage

el

eabei) ST daxuilyiwl

ST Strategy (Maxi-Mini) B (Jolai-pulaes il )i
Stability & Confrontation Strategy \ & I Ll damyil )i
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ST Strategy - Detailed Actions / auuneil WlclpUl - ST duouiljiwl

S1+T1&T2 ﬁ
S3&S4&S5+
in

S2&S4+T3&T4 @

Create competitive
advantage & Develop new
products.

Use new technology &
Energy saving programs.

Improve Supply Chain
Management (SCM).
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TOWS Strategy: WO Strategy / WO du=wilysiaw

WO Strategy (Mini-Maxi) (eaasi-yasuas) WO dazuslyiawl
Development & Improvement Strategy 45\ Gawadlg yghill dazuslyiwl

How to minimize internal Ieiwb sl Cilgs Judas dadss |

weaknesses by taking advantage dsliall yo,all
of external opportunities.
®» Turnaround & Capability Building Oladdl el @
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WT Strategy (Mini-Mini)

TOWS Strategy: WT Strategy / WT aiavil piwl

(reni-poni) WT diauilyiwl

Retrenchment Strategy vilo4aill édrayilpiwl
& How to minimize internal 1 aarenll anailll ey Juldai aias a
weaknesses to avoid external .a)igall alyaaill aaalgal

threats.
[ Defensive / Survival clds / diclaa ]
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Case Study 2: Coca-Cola SWOT Analysis / 1ilgalaga aapinl SWOT Julai:2 alla duwlja

Bz Company: Coca-Cola Company

@ Global Status: Best global brand
in value ($77B+)

£l Market Position: World's largest
market share in beverages

& Analysis Focus: Strategic
assessment of product portfolio
diversification.
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Coca-Cola: Strengths & Weaknesses / vaenlig dagdll hldi :ligalaga

Weaknesses (Internal)

* Strengths (Internal)

(arlala) agall hidi (auala) waenll hidi
e 1. Best global brand value (§77B) e 1. Focus on carbonated drinks
(Jg3 jlyln 77) éynlle dyjlai dolle doyd Jral ayjlell abgpinll Lle ja)ill
e 2. World’s largest market share . e 2. Undiversified product portfolio
e 3. Strong marketing & advertising e 3. High debt level (acquisitions)
dygdi ailillelg (Gigaui (caldlgaiwil) gdiyn gg4a Sgiwn
e 4. Extensive distribution channel e 4. Negative publicity aulw dileca

Glhill dewlg g1jgi dlgid 5. Brand failures
5. High customer loyalty cilnell o _llc cilg ayylaill alouell jaey Jua
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Coca-Cola: Opportunities & Threats / calaaailig gajall :lgalaga

Opportunities (0) (0) yapall [ 1~

- Bottle water consumption growth alieall alall ellaiwl gai -
» Demand for healthy beverages dannll abgpunoll lc wlhll o
- Emerging market growth atwlill Glgwill 4 gaill «
» Growth through acquisition Algaiwyl pe gnill
. Threats (T) (T) alaaaill .
» Changes in consumer preferences alaiwall aliAai jioi
* Water scarcity alloll @jai
« Competition from PepsiCo (PepsiCo) wiy Jo dwalioll -
» Saturated carbonated market ajlell abugpinll (Ggw guii «
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Practical Application

When and How to Use
SWOT?

Used in periodic review
sessions, before strategic
planning, and when evaluating
new projects. It helps analyze
internal and external
environments for major
decisions, providing a
comprehensive view of the
organization's position.
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Analysis Team
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Analysis Team

Team Formation & Expertise

A team of 2-15 people is
recommended for
comprehensive coverage.
It should include diverse
management levels and
specialties to provide
multiple perspectives.
Diversity helps identify
factors individuals might
overlook.
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Best Practices in SWOT Analysis
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v
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v e

v

Involve diverse stakeholders to
reduce bias.

Use reliable, data-driven evidence.
Avoid vague generalizations.

Link findings to specific strategic
actions.

Regularly review and update the
analysis.
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Common Pitfalls to Avoid / lgu=i caz Gl dilindl sUas 3

A Mistakes to Avoid gy wzu slasi A
A\ 1.Focusing only on internal factors Jalxs) bhas ddslall Jolgoll Ll 5uS,:1.1 AA
(ignoring external). (dx I
A\ 2.Failure to update the analysis regularl UL Judodl oo pae .2 A
A\ 3.Not translating analysis into Olelyz] G Jud=xil daz i pac .3 A
strategic actions. Ayl
A\ 4.Using inaccurate or biased data. Biaxio ol d8uds yue Hlly alasiwl .4 A
A\ 5.Excluding key team members from oo Osmans )l §2)8)l clact slegiwl .5 A
the process. Aulosll
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SWOT Integration in Feasibility Process / (s93Jl duwlys ddoc Us SWOT o>
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Initial SWOT -

Data »
Collection
SWOT Jul=

Ektoias T

P Ha

Strategy - Go/No-Go
Formulation Decision
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Conclusion & Key Takeaways / SWOT duww)Jl bliilg duodl

{ Key Takeaways A dauud 1 blaill f

@~ SWOT is a foundational tool | |I duwlwl 8151 g& SWOT Jud=i «=®

for feasibility studies. «S9 3l ulwb.\.l
@ Must be based on reliable, d8gigo WLy I siun Ol L) =®©

comprehensive data. Aolig
@ Analysis is useless without | I Olely>] g3 83519 M Julidl «=©

strategic action. Ao yiwl

@ Continuous review is key to v glide (b 8paiuunall dazlrall =@

long-term success. o3l Jagb zloull
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Market Gap: Represents an unaddressed 4sy )i ol 3Lle e dals b 4B gl B gadll
requirement or an inadequately served niche CalS 84y A gada ye
in the existing market. scilaliay) Jo Aaildl < gadll |
1. Need-Based Gaps: ld an gl Y OO sllall e claliay) O

) Unmet Needs: Problems with no existing
solutions in the current market.

) Underserved Needs: Existing solutions are 7
inadequate, too expensive, or of low Bags Gyl

Gl iR Jgla
LS 52 ga g0 Jola sdagadall e claliay) [
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quality. Aunddia

] Latent Needs: Needs that customers don't SHx Y Glalia)  cddalsll clalaay) [
realize they have until a new innovation Lo das IS0 jeday s ¢ Dlaall
appears.
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Understanding Market Gaps & Their Types

UNIVERSITY

(2. Operational & Market Gaps
Performance Gap: When current products
are slow or inefficient at performing the
required task.

Accessibility Gap: The product exists but is
geographically or technically difficult to
access.

Variety Gap: A lack of options or specific
features tailored to certain tastes or
segments.

Key Takeaway: Focusing on a gap ensures
avoiding direct competition and establishing
a competitive advantage from day one.
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Local Production +
Imports vs. Total
Consumption.
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Case Study: Egyptian Steel Sector Srasll all glad 1 les Jls

= Market: Egypt and Arab markets. Ayl Blgwdlg _aae 1Bgwdl ©
OV oldallg el ulS & :Adugiunell A32)I

Lsiw oo 094ke 10.6 1B gendl e

* Target Segment: Construction companies.
* Market Size: 10.6M tons/year.

* Market Shares: Market Share Distribution (@g«ll saswas) 148 gundl asazdl -
* Ezz Steel: 34% %34 e 4S5 .
* Suez Steel: 15% 352 %15 (ball Huwgedl =
- Egyptian Steel: 13% e 3a% %13 10w pasdl i
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Primary Sources: Field Surveys,
Questionnaires.

Secondary Sources: Central Bank,
Industrial Development Authority,
Competitor Reports.

Key Entity: CAPMAS (Central
Agency for Public Mobilization and
Statistics).
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Supply, Demand, and Equilibrium
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( Demand (ikall)
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Supply (c2)

)

Surplus (o=,

Shortage (J2=)

The quantity of a good that consumers are willing and able to
purchase at various prices. ( G335 OsSlghual e Al dalull 4

Equilibrium Point ()53l Akl

The price at which the quantity demanded equals the quantity
supplied. (fca s yrall Lol aa 4 gllaal) 2paSll saie (5 Lot (A jaudl)

When quantity supplied is greater than quantity demanded.
(A saall A0aSl (e ST diza 5 jpaall 40aSY) () 5S5 Ladic)

When quantity demanded is greater than quantity supplied.
(mjﬂ\mw‘}smju\mﬁ\ 055 Ladic)

The quantity of a good that producers are willing and able to sell
at various prices. ( el Lem e (558 5 ¢ saiiall e ) Axlud) dpeS

Price (suadl)
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Revenue Estimation: Translating the ) A8 pual) 3 sandl) Aan iz Dl Y s
market gap into financial figures. Al o8 )
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2900 4000 4000 4000 13000 250 4100 10100 2007 1
3900 4500 4500 4200 14200 270 3800 10300 2008 2
3200 5200 5200 4300 15800 340 3300 12600 2009 3
3900 5800 5800 5500 19700 460 4100 15800 2010 4
4100 6100 6100 5700 20100 600 4300 16000 2011 5
4600 6700 6700 5900 20500 720 5000 15900 2012 6
4900 7200 7200 6300 21000 890 5500 16100 2013 7
5500 7900 7900 6400 22000 1000 6800 16500 2014 8
6000 8500 8500 6700 24000 1200 7500 18000 2015 ]
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From Gap to Revenue
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(Target Unit Price) wasmiuinll 63agl] jei (Quantity) droSll (Unit Price) oaagll j2ua (Demand Gap) 6gaall divall
9000 1850 10000 6660 2017
9500 1950 10500 6990 2018
10000 2050 11000 7370 2019
10500 2150 11500 7750 2020
11000 2250 12300 8120 2021
11500 2350 13000 8500 2022
12000 2450 13500 8880 2023
12500 2500 14200 9260 2024
13000 2600 14800 9630 2025
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/0 Top-Down Approach ol Y e 33;4—\3 )
Start from total market  Top-Down Approach Bottom-Up Approach ‘
(TAM) - SIS 5 sl (e T
Filter down to target bhas I Gaguy Jou
share @ . $ Ja3gicall

Suitable for large

markets

O Bottom-Up
Approach

Start from operations

Build up to total revenue

Serviceable Obtainable
Market

Total Revenue
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Operations
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Unit 0o
Economics BEU
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.Marketmg is not.just an expense; it 25 gl oA i sy e 3 yae o (i gl
is the fuel that drives the revenue et ) & e g o
engine." ] . o
O Awareness
Making the target market aware of .(Aware“ness) ."’%M -
our existence. latias L gn s aglal d}%\ o
. (Acquisition) 33y [
g)rﬁ/ceqrfcjlﬁlgt Iiﬁtnerested leads into Juell smtay e3hee ) Gpeteall
: (Retention) Hliiay) (O
pavng customer 5050 2 S
Keeping customers coming back for
more.
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LEecture Cost Classification
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Geographic Scope
Al (gUall)

Are you targeting a single
neighborhood, a city, or multiple
regions?

5l ol PALAS A0 Slanl 5 Lia Cangios Ja
faaawia 3llial lin Cllati 30 5

Channels Used
Ladiiowall ) i1
Each platform has a different
cost.Instagram ads vs
Google ads vs Influencers.
A4ala . 48l daia JSI, Calias A3 ) el ciliBle |
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Purchasing Power
d) ydd) 5 _jadt)

Can the target audience in this area afford
your product?
o) 3 e Tlle s 5008 dalaiall o3a 8 ddagiusall adll Ja
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Budgeting Methods
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Cost Components
O Percentage of Sales
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0 Objective and Task Method
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Marketing costs: Coffee Shop Example
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Marketing Costs: Coffee Shop Example

Fixed Costs (One-Time}

Branding & Loga
Signzage & Decor

Launch Event

Variable Costs (Year 1)

Sodal Mediz Ads {S1kfmo)
Frinted Materials

Loyzlty Program

Total Year 1 Budget

foaml 5 ) Adds ATES

53,000 il g S el 25 g5l

55,000 e g AT

52,000 =
(o1 i) 2 i s

512 000 {5/ 1000) ot 5l diin]

E40m E2 i gilas

52,000 gl el e
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