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Marketing SWOT Analysis

External factors your nonprofit's marketing strategy can
leverage for growth. Think emerging marketing platforms,
rising interest in your cause, or new funding opportunities.

Internal factors that limit your nonprofit's marketing
strategy. Think limited marketing budget, lack of digital

marketing expertise, or inconsistent content.

External factors challenging your marketing strategy. Think
increasing competition for audience attention, changing
social media algorithms, or negative public perceptions.

STRENGTH

OPPORTUN ITY
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Internal factors that give your nonprofit's marketing strategy
an advantage. Think effective social media presence, strong

brand messaging, or skilled marketing staff.
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Marketing SWOT Analysis

1.   Define the Purpose and Scope of the Analysis

Clarify Goals: Identify the specific goals of the marketing strategy. For example, is

the nonprofit aiming to increase donations, boost volunteer engagement, or raise

awareness for a cause?

Target Audience: Define the primary audience (donors, volunteers, beneficiaries, or

the general public).

Time Frame: Establish a time frame for the analysis (e.g., a 6-month campaign or a

long-term strategy).

2.   Gather a Team and Data

Assemble a Team: Include board members, marketing staff, volunteers, and other key

stakeholders to get diverse perspectives.

Collect Data:Internal Data: Fundraising reports, past marketing campaign

performance, volunteer retention stats, and financial statements.

External Data: Industry trends, competitor analysis, audience demographics, and

feedback from surveys or social media.
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A SWOT analysis is a powerful tool that helps us evaluate your organization's internal strengths and

weaknesses, as well as external opportunities and threats. By doing this, we can gain a clear

understanding of where your nonprofit currently stands, leverage your strengths, address any weaknesses,

seize new opportunities, and mitigate potential risks. Let’s break down the process step-by-step.



Marketing SWOT Analysis
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After completing the SWOT matrix, focus on leveraging your nonprofit's strengths to capitalize on

opportunities and counteract threats, while also addressing any weaknesses to reduce risks. Prioritizing

these actions will help you allocate resources effectively and maximize impact.

From this analysis, proceed to develop specific strategic actions based on your findings. Your strategies

should follow four main approaches: 

    

Document your SWOT findings in a report that summarizes key insights and proposed actions, then share it

with your team for feedback. Make adjustments as needed, assign responsibilities, and set clear

performance indicators to track progress. Regular monitoring will help you adapt the strategy effectively to

achieve your nonprofit's marketing goals.

SO (Strength-Opportunity) strategies, which use strengths to seize opportunities

ST (Strength-Threat) strategies, which leverage strengths to defend against threats

WO (Weakness-Opportunity) strategies, which focus on improving weaknesses to

take advantage of opportunities

WT (Weakness-Threat) strategies, which aim to minimize weaknesses to reduce

threats. This step is about transforming the insights from the SWOT analysis into

practical and actionable plans that can guide your marketing strategy forward.


