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ABSTRACT 

SWOT analysis is a strategic planning analysis tool that assists in identifying the 
internal environment (strengths and weaknesses) and external environment 
(opportunities and threats) in order to provide survival, maintenance, growth and 
development of the company. In this context, the present study aimed to analyze a 
company based on its SWOT analysis. The company analyzed was a swimming 
school, with children and adults as public. In the collection of the data, a questionnaire 
structured in: internal aspects (attendance, physical aspects, swimming pools and 
administrative) and external aspects (other items) was applied to the clients. A 
descriptive analysis of the results was carried out and the Wilcoxon test was used to 
validate the hypotheses. In the view of users, the company has more strengths than 
weak ones, and its opportunities are greater than threats. The work contributes to a 
different look at the use of SWOT analysis. 
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RESUMO 

A análise SWOT é uma ferramenta de análise do planejamento estratégico, que auxilia 
na identificação do ambiente interno (pontos fortes e fracos) e ambiente externo 
(oportunidades e ameaças), com o intuito de proporcionar a sobrevivência, 
manutenção, crescimento e desenvolvimento da empresa. Nesse contexto, o presente 
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estudo objetivou analisar uma empresa pelo prisma de seus clientes, a partir da 
análise de SWOT. A empresa analisada foi uma escola de natação, tendo como 
público crianças e adultos. Na coleta dos dados foi aplicado aos clientes um 
questionário estruturado em: aspectos internos (atendimentos, aspectos físicos, 
piscinas e administrativo) e aspectos externos (outros itens). Realizou-se análise 
descritiva dos resultados e na sequência o teste de Wilcoxon para validação das 
hipóteses. Na visão dos usuários, a empresa tem mais pontos fortes do que fracos e, 
suas oportunidades são maiores do que as ameaças. O trabalho contribui por um olhar 
diferenciado da utilização da análise de SWOT. 

 

Palavras-chave: SWOT. Planejamento Estratégico. Turismo. 

 

1 INTRODUCTION 

 

The strategic planning is important for the development of any company. In 

order for it to be carried out effectively, it is necessary to use strategic evaluation tools. 

These tools can serve both for the evaluation of the company as a whole and for the 

evaluation of a specific sector, product or service. The SWOT analysis covers the 

entire company and pursues the survival, maintenance, growth-development of the 

company as a whole (ALMEIDA; CARDOSO, 2014). Thus, it is a useful tool to 

understand the elements necessary for the growth of the enterprise, as it aims to define 

strategies that maintain their strengths, reducing their weaknesses and taking 

advantage of opportunities, protecting themselves from threats (ALMEIDA; 

CARDOSO, 2014). 

The most recent tourism surveys that use the SWOT analysis technique operate 

in different segments, such as luxury tourism (TEKKEN; KROPP, 2015), ecotourism 

(GHORBANI et al., 2015; LÓPEZ et al., 2015; CETIN et al., 2018), religious tourism 

(PEREIRA, 2017), sustainable tourism (TREMONT et al., 2015; BANOS-GONZÁLEZ 

et al., 2017; HUDELSON, 2014; JAAFAR et al., 2014), gastronomic tourism 

(LONDOÑO, 2015), medical tourism (WONG; VELASAMY; ARSHAD, 2014), and 

many others (RINDAM, 2014; QIAN, 2017; CHONG, 2015; CHARVANDEH, 2017; 

LOPEZ; BHAKTIKUL, 2018; ARSIC, 2018). These studies have been seeking out the 

development of strategic planning, from validating the feasibility of tourism in some 

areas to evaluating tourism structures. 

Thus, there are still opportunities for applications of SWOT analysis in the 

various tourism segments, such as the development of new public policies for various 
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segments of tourism (LOPEZ; BHAKTIKUL, 2018), elaboration of actions aiming at 

fomenting the activity (JAAFAR et al., 2014), analysis for improvement of the 

infrastructure (GHORBANI et al., 2015), planning for the survival of the activity, with 

the purpose of measuring the adherence of strategic planning (LÓPEZ et al., 2015), 

and thus, it is shown as an useful and contemporary tool for strategic planning. 

Tourism is a vast area of study that is fragmented into numerous segments. This 

segmentation is constantly changing, since it is a way of organizing tourism for 

planning, management and market purposes Brasil (2010). Among the most well-

known segments are: ecotourism, cultural tourism, business tourism, shopping, sports, 

adventure, rural, social, leisure, luxury and observation. Based on the fact that sport 

and leisure have direct relations with tourism we opted to investigate a company of the 

branch that could carry out analysis of strategic evaluation and, for that, it would have 

to have strategic planning. From these requirements, we chose to do the analysis at 

the Aquaculture School Tchibum. The company does its planning according to the 

advice of the methodology in which it is franked. 

Therefore, the present research aimed to perform a SWOT analysis at the 

Tchibum Aquatic School and, therefore, used the quantitative approach to evaluate 

and correlate strengths, weaknesses, threats and opportunities. Specifically, it sought 

to correlate customer opinions to the points: strengths and weaknesses of the service, 

the physical structure, the pools, the administrative and the opportunities and threats 

of the external environment. Therefore, the present study seeks to answer the following 

research problem: what contribution can the Wilcoxon test and the significance test 

make to the SWOT matrix analysis validated from the customers' point of view? The 

paper was divided into four parts, in addition to this introduction. The first one was the 

theoretical reference on strategic planning, strategic assessment techniques and 

SWOT in tourism. Then, the methodology used in the study, the presentation of the 

company, object of the study, the analyzes and results obtained, and finally the final 

considerations are presented. 

 

2 THEORETICAL FRAMEWORK 

 

Planning originated in the most remote civilizations where man had to perform 

tasks and organize the available resources (COLTRO; PAZZINI, 2016). From 1960 
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onwards, the market becomes more competitive due to the increase in the number of 

competitors, technological advances, innovations in products and services, among 

other factors specific to each sector (LEVRINI; OLIVEIRA, 2017). In this context, the 

planning process is now used to manage resources and organize future tasks 

(COLTRO; PAZZINI, 2016). This fact makes some corporate leaders find in strategic 

planning (SP) the most appropriate way to establish and implement strategies that 

enhance the competitiveness of each business unit (SOUSA; DIAS, 2017). 

Planning and setting goals are necessary for any company, whether small, 

medium or large (COLTRO; PAZZINI, 2016). Even for a small company, it is important 

to elaborate a strategic plan, since it can guide the best use of resources (GAFURI; 

ROJO; MIURA, 2017). The SP is a future-oriented business transition, in an abstract, 

non-quantitative way that allows the organization to orient itself through plans (SOUSA; 

DIAS, 2017). It is necessary when there is perception of some abnormality, necessity, 

failure or difficulty in routine administrative processes or aspects of organizational 

culture (ARTICO; CANTAROTTI, 2013). 

Fontes Filho (2006) emphasizes that planning is a process that involves a plan 

where the defined objectives are registered, but the planning is the constant evaluation 

of the organization's situation in relation to the external environment and internal 

expectations. In this way the SP is thought in the long term, involving the company as 

a whole and is defined by the top of the organization. Without the direct involvement 

of the company's chief executive, as the leader of the strategic process in a company, 

it will hardly succeed satisfactorily (PEREIRA, 2009). It is the larger plane where 

everyone is subordinate. For SP to be efficient, it is necessary to collect information 

through strategic evaluations. 

Among the techniques of strategic evaluation available in the literature, we note 

the PDCA (SEBRAE, 2018a; SEBRAE, 2016a), Balanced Scorecard (FALLEIROS; 

SILVA; MERGULHÃO, 2014; PRIETO; PEREIRA, CARVALHO; LAURINDO, 2006; 

MALACARNE; BALASSIANO; NOSSA, 2016), BCG matrix (BARBOZA; ROJO, 2015; 

SEBRAE, 2018b), Porter’s model (ANDREUZZA, 2012; SEBRAE, 2018c), 

stakeholders (MAZZA; BEURON; MACULAN; ARIGONY, 2018; REED et al., 2009; 

CINTRA; RIBEIRO; COSTA, 2015) and SWOT analysis (SEBRAE, 2016b; ALMEIDA; 

CARDOSO, 2014; ROSA, 2013; DANTAS; MELO, 2008; OLIVEIRA, 2006; FONTES 

FILHO, 2006; SOUSA; CHAVES; TANNÚS; ESPINOSA, 2018).  



Renato Fabiano Cintra et al. 

99 
Ágora: R. Divulg. Cient., v. 27, p. 95-116, 2022 (ISSNe 2237-9010) 

The acronym SWOT comes from Strenghts, Weaknesses, Opportunities and 

Threats. The SWOT Matrix was developed at the School of Design, which represents 

one of the most influential Strategic Management schools in the strategy formulation 

process (ALMEIDA; CARDOSO, 2014). Its objective is to detect strengths and 

weaknesses, with the purpose of making the company more efficient and competitive, 

thus correcting its deficiencies (ROSA, 2013), based on the identification and analysis 

of the strengths, weaknesses, opportunities and threats that involve business activity 

(DANTAS; MELO, 2008). 

It is a useful tool to understand the elements necessary for the growth of the 

enterprise, as it aims to define strategies that maintain their strengths, reducing their 

weaknesses and taking advantage of opportunities, protecting themselves from threats 

(ALMEIDA; CARDOSO, 2014). The strengths and weaknesses are, in large majority, 

linked to internal factors and can be controlled, as it is a result of the strategy used at 

the moment of data collection (DANTAS; MELO, 2008). While opportunities and 

threats cannot be controlled, as they are linked to factors external to the organization 

(DANTAS; MELO, 2008). The basic idea is to define the strengths (the forces) of the 

object related to internal factors that provide favorable conditions in relation to the 

environment and that affect organizational performance in a positive way (OLIVEIRA, 

2006). While the negatives (weaknesses) are all factors that undermine the 

achievement of the business objective. In this way, these internal and controllable 

factors by the company must be reduced or eliminated quickly, so that it does not have 

a negative impact on the business activity (ALMEIDA; CARDOSO, 2014). As for 

external factors (opportunities and threats), they can be understood as anticipations of 

the future of business activity (DANTAS; MELO, 2008). Thus, are constructed the 

scenarios containing the opportunities (positive reflexes) and the threats (negative 

reflexes) that the environment can provide the business activity. After the diagnosis is 

made, the data is analyzed and crossed. 

Fontes Filho (2006) points out two difficulties in applying SWOT: (i) 

distinguishing between strengths and weaknesses and (ii) distinguishing between 

threats and opportunities. Often a resource can be determined as a strong point, but it 

can also represent a weakness, and the same is true of opportunities and threats. 

Thus, SWOT analysis must be done globally to achieve its goal. The most significant 
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contribution of the SWOT analysis is to allow a strategic, global, qualitative view of the 

company and its environment, and this is certainly achieved. 

Fontes Filho (2006) emphasizes that planning is a process that involves a plan 

where the defined objectives are registered, but the planning is the constant evaluation 

of the organization's situation in relation to the external environment and internal 

expectations. Thus, it is necessary for the planning direction to provide growth and 

improvement of the company. For this, we considered H1a, H1b, H1c and H1d for the 

internal aspects of the company and H2 for the external aspects of the company. These 

hypotheses are described in the following sequence: H1a. Customers consider the 

company's service as a strength. H1b. Customers consider the physical aspects of the 

company as a strength. H1c. Customers consider the company pools as a strength. 

H1d. Clients consider the company manager as a strength. H2. Customers consider 

external aspects of the company as opportunities. 

Research in the area of tourism and its segments work the SWOT matrix in 

several ways. Based on the literature review (TEKKEN; KROPP, 2015), interviews 

from various categories of respondents (PEREIRA, 2017), based on secondary data 

such as newspapers and websites (WONG; VELASAMY; ARSHAD, 2014), and mostly 

through qualitative research. Few studies use the SWOT matrix in a quantitative 

approach such as that performed in the present study. A methodology similar to that 

applied here can be seen in Toinaven, Lahti and Leino (1999), and it is observed that 

the SWOT analysis provided a more structured interpretation of the results compared 

to conventional analyses. 

 

3 METHODOLOGY 

 

3.1 STUDY LOCATION 

 

The Tchibum Aquatic School was opened in September 2015. The activities 

follow the Gustavo Borges Methodology (MGB), a national franchise with 350 

accredited units and present in 220 Brazilian cities. The company's owner is a graduate 

in physical education from the State University of São Paulo (UNESP) and a 

postgraduate in swimming and water activities at the United Metropolitan University 
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(FMU). Her interest in children's aquatic education arose in college and in those that 

approached education in a playful way. 

The school's physical space contains two swimming pools, one with 16 meters 

used for children's and adult classes and another with 8 meters used for babies and 

children's classes. It offers children’s space, a waiting area for parents and 

companions, as well as air-conditioned space in the secretarial area. The school’s 

methodology was chosen by the owner of the company after learning about the 

differentials she offered to the company and its clients. The main differences identified 

are: division of pedagogical levels based on the child's age and ability, weekly goal 

calendar provided by the methodology for teachers, regular evaluations of students in 

order to follow their development, material for campaigns that make activities more 

playful, assistance to the franchisee, attendance training, teacher training. 

In 2015 the school began its activities with 50 clients and 10 employees (4 

physical education teachers, 1 trainee, 1 secretary, 1 administrative, 1 cleaning, 1 

maintenance of swimming pools and 1 general services). Currently the company 

serves around 350 clients and operates with 13 employees (3 physical education 

teachers, 4 trainees, 1 secretary, 2 administrative, 1 in cleaning, 1 in maintenance of 

swimming pools and 1 in general services). 

 

3.2 TYPE OF RESEARCH, DATA COLLECTION AND ANALYSIS 

 

The research uses the quantitative approach. For the data collection, a 

questionnaire was constructed, aligned with the reflection on the company's operation, 

according to Dantas and Melo (2008) for local tourism. After literature review and 

reflection on strengths, weaknesses, threats and opportunities, those identified in 

Figure 1 were raised. 

 

Figure 1 – Strengths, weaknesses, threats and opportunities in Tchibum Aquatic School 

Strengths 
Location; Water treatment method; Gustavo 
Borges’ Methodology; Equipment used in 
swimming pools; Room Service Relationship 
with the client; Management system; Customer 
loyalty; Types of contracts; Services offered; 
External aesthetics; Payment methods; Media in 
social networks; Offline media; Security service; 
Price/Status; Training of swimming pool staff; 
Schedules offered. 

Weaknesses 
Payment methods; Internal aesthetics; Exceptions 
for customers; Over crowded; Marketing; 
Price/value added; Partnerships; Internal 
communication; Training of the administrative 
staff and reception; Schedules offered; Limit of 
vacancies; Maintenance cost; Office equipment.  
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Opportunities 
Union regulating the activity; Training courses; 
Increased demand; New trainees.  

Threats 
Evasion of students; Health surveillance; Union 
regulating the activity; Parking lot; Competition; 
Exit team members; School schedules; 
Seasonality. 

Source: Search data (2021). 

 

The questionnaire was previously validated by a researcher with expertise in 

methodology and experience in tourism (teaching and market), in order to verify if the 

points were aligned with the context of SWOT analysis and segment under analysis 

(generated changes). At the time of the data collection, the total number of students 

was 195. Note that 182 of these students are under 18 and therefore chose the answer 

of their responsible, which makes a total of 139. It should be noted that there are 

several cases in the school such as siblings with the same responsible (only 

considered once). Finally, the population of 152 potential respondents and the final 

sample were 80 questionnaires considered valid for the research. 

The analysis of the data was oriented to initially present a descriptive 

appreciation of the data (number of observed cases, minimum, maximum, average and 

standard deviation of each item researched). Following is the validation of adherence 

of the data pointed out in the research from the boxplot, as well as ascertaining the 

need to reformulate points. Wilcoxon test and significance test were used to test the 

hypothesis of the study. The Wilcoxon test is a non-parametric hypothesis test used 

when comparing two related samples, paired samples, or repeated measures in a 

single sample to evaluate whether the population’s medium positions differ. It can be 

used as an alternative to Student's t-test, t-test for corresponding pairs or the t-test for 

dependent samples when it cannot be assumed that the population is normally 

distributed. The significance test aims to "establish if the results obtained have 

statistical significance, according to pre-established limits" (CONTI, 2009, p. 1). Finally, 

we have a general reflection of the study, based on the proposal of Almeida and 

Cardoso (2014). 

 

4 RESULTS 

 

Table 1 was organized with the main results of the descriptive analysis. We 

analyzed 11 items for the service sector, 5 items for physical aspects, 6 items for the 

pool area, 8 for the administrative sector and 9 items for others. While the attendance 
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sector items, physical aspects, pool area and the administrative sector indicate internal 

aspects of the company, the items “others” indicate the external aspects of the 

company. 

 

Table 1 – Descriptive statistics 

Variable Description N Minimum Maximum Mean Standard Deviation 

Attendance 
Strengths 80 2,18 5,00 3,7054 0,61509 

Weaknesses 49 1,00 5,00 2,8170 0,99611 

Physical 
aspects 

Strengths 80 1,50 5,00 3,8167 0,72453 

Weaknesses 39 1,00 5,00 2,5808 0,97005 

Pools 
Strengths 80 2,60 5,00 4,1310 0,66536 

Weaknesses 26 1,00 4,00 2,2051 0,92653 

Administrative 
Strengths 79 1,75 5,00 3,5200 0,65850 

Weaknesses 39 1,33 4,50 2,4896 0,77948 

Others 
Opportunities 73 1,00 5,00 3,2957 0,83387 

Threats 51 1,00 5,00 2,9604 0,80575 

Source: Search data (2021). 

 

In attendance, the response strengths had 80 with an average of 3.70 and a 

standard deviation of 0.61. While for the weaknesses of care they had 49 answers with 

an average of 2.81 and a standard deviation of 0.99. These results indicate that there 

is a positive indication regarding the evaluation of the service sector, with an average 

view close to 4, as well as homogeneity, from the standard deviation of 0.61, as 

opposed to weaknesses that averaged 2.18, close to 2 (low intensity) and the standard 

deviation shows greater heterogeneity in the data (Figure 2). 

 

Figure 2 – Attendance – strength and weaknesses 

 
Source: Search data (2021). 

a 

c 

d 

b 
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Analyzing the comparison between strengths and weaknesses in service, it is 

noticed that in strengths the position of the first quartile is closer to the second quartile 

(a) than in relation to the third quartile distance to the second quartile (b). Indicating 

that the scores attributed by the clients were, for the most part, above the second 

quartile, which represents the average. In weaknesses, although less expressive, the 

distance between the first quartile and the second quartile (c) is still greater than the 

distance between the third quartile and the second quartile (d). Note that the magnitude 

of weaknesses (between 5 and 1) is greater than strengths (between 5 and 2), and 

that the three quartiles of weaknesses are positioned lower in the graph in relation to 

the strength quartiles. Considering 3 as neutrality, it is observed that the strengths are 

concentrated in neutral to intense, and the weaknesses are more scattered between 

low intensity (2) and neutral (3). It can be concluded that for customers the service 

sector is considered as a strength. 

In terms of physical aspects, strengths obtained 80 responses with an average 

of 3.81 and a standard deviation of 0.72. For the physical care weaknesses we had 39 

responses with an average of 2.58 and a standard deviation of 0.97. Positive 

evaluation was identified for physical aspects, taking into account the average 

strengths close to 4 and homogeneity of the data identified in the standard deviation 

of 0.72. Different from weaknesses, which averaged 2.58 and a larger standard 

deviation, demonstrating heterogeneity (Figure 3). 
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Figure 3 – Physical aspects – strengths and weaknesses 

 
Source: Search data (2021). 

 

In the comparison between strengths and weaknesses of the physical structure 

it is noted that in strengths the first quartile is further away from the second quartile (a) 

in relation to the distance from the third quartile to the second quartile (b). Indicating 

that the scores attributed, for the most part, are below the average, in weaknesses the 

symmetry between the quartiles (c and d) is noticeable. Differences in amplitudes 

between strengths and weaknesses are noted. In strengths it is between 5-2 and in 

weaknesses between 4-1, in this respect the three quartiles of strengths are positioned 

above the neutral (3), while the three quartiles of weaknesses are positioned below, 

indicating that the strengths obtained higher scores in relation weaknesses and 

therefore demonstrates how considered strong and important aspect in the company. 

Considering the neutrality, the strengths are more scattered than the weaknesses, 

being between neutral (3) and intense (4), while the weaknesses are concentrated 

between low intensity (2) and neutral (3). Comparing can conclude that customers 

regard it as strength. 

About the pools sector, in strengths, we obtained 80 with an average of 4.13 

and a standard deviation of 0.66. In weaknesses, it obtained 26 responses with an 

average of 2.20 and a standard deviation of 0.92. These results indicate that the 

swimming pool sector had a positive indication, considering the average strength 

b 

a 

d 

c 
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above 4 and the homogeneity of the responses observed by the standard deviation of 

0.66, unlike weaknesses, with a mean of 2.20 (Figure 4). 

 

Figure 4 – Pool – strengths and weaknesses 

 
Source: Search data (2021). 

 

With the analysis of pool strengths and weaknesses, it can be observed that in 

strengths the second quartile is closer to the first quartile (a) in relation to the distance 

from the second quartile to the third (b), presenting a majority of notes greater than the 

average. In weaknesses, the difference between the distance from the first quartile to 

the second quartile (c) and the distance from the second quartile to the third (d) is 

noticeable, indicating a larger volume of notes above the average. You can see the 

difference in the range of strengths and weaknesses and the positioning of quartiles. 

In strengths the amplitude is considerably smaller, being between 5-2 and the three 

quartiles are located between 3-4. In weaknesses the amplitude is between 4-1 and 

the three quartiles are between 1-3. Considering the neutrality, it is noted that the 

forces are scattered between neutral (3) and intense (4) while the weaknesses are 

between no intensity (1), low intensity (2) and neutral (3). In this way, it is concluded 

that pools are considered as a force. 

b 

a 

d 

c 
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For the administrative sector we had 79 responses in strengths, with an average 

of 3.52 and a standard deviation of 0.65, and in weaknesses we obtained 39 with an 

average of 2.48 and a standard deviation of 0.77. There was a positive indication for 

the administrative sector, taking into account the average strengths close to 4 and the 

homogeneity of the data, different from weaknesses, which presented an average of 

2.4 and lower homogeneity (Figure 5). 

 

Figure 5 – Administrative sector – strengths and weaknesses 

 
Source: Search data (2021). 

 

In comparing the strengths and weaknesses of the manager, one can see that 

in strengths the first quartile is a little closer to the second quartile (a) in relation to the 

distance from the second quartile to the third (b), in weaknesses the quartiles distance 

is symmetrical (c and d). Note that the force amplitude that is between 5-2 is less than 

that of weaknesses, between 5-1 and the three strength quartiles (between 4-2) are 

positioned higher up in the graph compared to the three quartiles of weaknesses 

(between 3-1). Considering the 3 as neutrality, it can be inferred that the forces are 

concentrated in intense (3 to 4) and the weaknesses in low intensity (2 to 3). 

In the "other" segment, the opportunities had 73 responses, with an average of 

3.29 and a standard deviation of 0.83, and in the threats obtained 51 responses with 

b 

a 

d 

c 
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an average of 2.96 and a standard deviation of 0.80. Based on the results, a positive 

indication of threat and opportunity evaluation was found. Although less expressive 

than the other segments, the opportunities obtained an average of responses a little 

above the neutral (3), while the average of threats is slightly below 3 (see Figure 6). 

 

Figure 6 – Others - opportunities and threats 

 
Source: Search data (2021). 

 

Note that the quartiles of opportunities are more symmetrical, but still have a 

small difference, the second quartile is more distant from the first quartile (a) than from 

the third quartile (b) and the quartiles are more spaced than the other sectors analyzed. 

In the threats are with quartiles closer, in threats the third quartile is closer to the 

second quartile (d) in relation to the distance from the second quartile to the first (c). 

The threats are with quartiles closer, in threats the third quartile is closer to the second 

quartile (d) in relation to the distance from the second quartile to the first (c). The range 

of opportunities (between 5-1) is greater than that of threats (between 4-1), but in this 

aspect it has the quartiles of opportunities and threats closer. The threats have their 

second quartile positioned in neutral, while the opportunities are only slightly above. 

Customers notice more significant threats than other issues. Considering the neutrality, 

note that the opportunities are scattered between low intensity (2) and neutral (3), the 

b 

a 

d 

c 



Renato Fabiano Cintra et al. 

109 
Ágora: R. Divulg. Cient., v. 27, p. 95-116, 2022 (ISSNe 2237-9010) 

same occurring with the threats. The third quartile on opportunities is higher, close to 

4 (intense) indicating that clients consider opportunities more relevant than threats. 

 

4.1 PRESENTATION AND DISCUSSION 

 

Wilcoxon test and significance test were used to test the hypotheses (Table 2). 

 

Table 2 – Wilcoxon test 

 N Mean Rank Sum of Ranks Z p. value 

Attendance Negative Ranks 35a 25,13 879,50 -3,704 0,000 

Positive Ranks 11b 18,32 201,50 

Ties 3c   

Total 49   

Physical aspects Negative Ranks 29a 19,48 565,00 -4,097 0,000 

Positive Ranks 6b 10,83 65,00 

Ties 4c   

Total 39   

Pools Negative Ranks 23a 12,70 292,00 -4,059 0,000 

Positive Ranks 1b 8,00 8,00 

Ties 2c   

Total 26   

Administrative Negative Ranks 31a 17,74 550,00 -4,318 0,000 

Positive Ranks 3b 15,00 45,00 

Ties 5c   

Total 39   

Others Negative Ranks 28d 22,84 639,50 -2,011 0,044 

Positive Ranks 15e 20,43 306,50 

Ties 6f   

Total 49   

Note: a Weaknesses < Strengths; b Weaknesses > Strengths; c Weaknesses = Strengths. d threats < 
opportunities; e threats > opportunities; f threats = opportunities. 
Source: Search data (2021). 

 

From the test you can make the following comments regarding the hypotheses: 

all hypotheses were supported (Table 3), since it was possible to conclude that the 

difference between the average of the population and the hypothetical average is 

statically significant. It is noteworthy that for internal aspects all were significant at 1% 

level, while external aspects were significant at 5% level. Such levels are within those 

acceptable in the literature (CONTI, 2009, p. 1). 

 
Table 3. Hypotheses tested 

H1a - Customers consider the company's service as a strength. supported 

H1b - Customers consider the physical aspects of the company as a strength. supported 

H1c - Customers consider the company pools as a strength. supported 

H1d - Clients consider the company manager as a strength. supported 

H2 - Customers consider external aspects of the company as opportunities. supported 

Source: Search results (2021). 
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With the study it was possible to observe the point of view of the clients in 

relation to the sectors of the company, according Charvandeh (2017), Chong (2015), 

Arsic et al. (2018) and Cetin et al. (2018). It showed that the service sector had as its 

strongest point the relationship with customers, and as a less relevant strength, 

exceptions for customers. On the other hand, the exceptions received higher scores 

when considered as a weak point, indicating that this should be analyzed by the 

company. In general, the service sector was well evaluated by the customers and the 

points to be improved were of little importance. 

Regarding the physical aspects, the most important item in relation to the 

positive aspects was the external aesthetics of the company, and the most important 

strength was the overcrowding. As a point to be improved, overcrowding had a higher 

note, indicating that it requires more attention, however the notes of the physical 

aspects of the company were larger when classified as favorable than when classified 

as vulnerability. When analyzing the results, it was observed that the pools obtained 

the best average among all other sectors evaluated and the teaching methodology 

used in the school was considered as a positive differential. The clients classify the 

new trainees as a positive point, but without much relevance. 

The limit of vacancies was considered as main point to be improved, however 

according to its scores it is an item without much relevance. The pool sector obtained 

the best scores, when classified as a strong point and the smallest in relation to the 

aspects to be improved, evidencing that a sector directly involved as the service is 

considered as a positive point. The administrative sector had as its best strength the 

service offered by the company, and as a strong point of less importance the increase 

in demand. Already as the main point to be improved, the offline media obtained a 

higher score, indicating that this element of marketing can be used in another way. The 

clients considered that in the administrative part of the school the positive points 

outnumber the negatives. 

The item "other" was used to group elements external to the company. As points 

of opportunity, the one that got the best score was the internal communication, and the 

lowest score was the exit of team members. As threats the exit of team members gets 

the highest score, indicating that customers consider it as a risk to the company. 

Analyzing the notes of this sector it is noticed that the clients observe opportunities, 

even if little relevant and that consider them more important than the possible threats 
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to the company. Although the company does not use any more specific analytical 

method beyond that offered by the franchise, the analysis carried out in the study 

indicated a positive trend for all sectors and reveals the company to be competitive 

and efficient from the point of view of its clients up to the present moment. Even though 

there were no previous studies carried out in the company in question to compare 

results, this analysis serves as a basis for new strategies in the sectors covered. 

It was also possible to verify that there are some relationships between 

strengths and weaknesses that became visible with the analyzes: in the service sector 

the item exceptions for costumers was listed as lower strength and main weakness, 

indicating that for customers it is not interesting that the company open exceptions; in 

physical aspects the overcrowding item was considered as a lower strength and 

greater weakness, indicating that the customers' concern with this item is relevant; and 

in opportunities and threats, clients attributed higher scores to  internal communication 

and lower scores to the exist of team members, also putting the exit of team members 

as the biggest threat to the company, indicating that the constant team is well accepted 

by clients and collaborates to its proper functioning. 

This article expands knowledge about the use of SWOT Analysis in tourism and 

its ramifications. It also complements the previous analyzes, with: the matrix of 

strategic qualitative planning (GHORBANI et al., 2015); The evaluation of the current 

scenario (TREMONT et al., 2015); Trends in tourism demand, planning and diagnosis 

of the natural and socio-cultural base (LÓPEZ et al., 2015); qualitative perspective of 

the SWOT analysis (PEREIRA, 2017); SWOT and social actors involved (BANOS-

GONZÉLEZ et al., 2017); and Strategic decisions and planning (ARSIC et al., 2018; 

CETIN et al., 2018; CHONG, 2015). 

 

5 CONCLUSION 

 

The results were positive in the various sectors analyzed, however there are 

some points that can be improved to maintain customer satisfaction. Even so, all the 

hypotheses were supported and indicate that the company has a proper orientation to 

attend the target public. The Wilcoxon test and the significance test confirmed that all 

hypotheses were supported. In H1a it was confirmed that for customers the service 

sector is a strength. Also, in H1b, with the comparison between strengths and 
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weaknesses, it was possible to conclude that customers considered the physical 

aspects of the company as a force. The H1c hypothesis, in relation to swimming pools, 

was also seen by customers as a strength, in view of the comparison between 

strengths and weaknesses. In H1d, customers consider the company manager as a 

force, confirmed by the realization of the comparison as in the above models. Finally, 

in the H2 hypothesis, customers considered, in the external aspects of the company, 

more relevant opportunities than threats. 

With the analysis of the results, it was possible to conclude that the Wilcoxon 

test and the significance test are relevant to validate the hypotheses formulated based 

on the opinions of the clients, thus assisting in the identification of strengths, 

weaknesses, opportunities and threats, considered in the SWOT matrix. Thus, this 

research showed that the SWOT matrix, as an analysis tool for SP, can be validated 

from the client's perspective. 

This study serves as a tool for the elaboration of actions that seek to minimize 

the threats and weaknesses, complementing the current SP. For the best use of this 

work we recommend for the actions to be elaborated based on the analysis 

demonstrated, and after the solutions are applied, a new analysis will be made to 

identify if these actions obtained a positive result for the company. In the current market 

scenario, SP is fundamental for the survival of companies in the market. It is even more 

important for small companies in an initial stage, since their adaptation to the place 

where they are inserted and their demand are extremely important for the promotion 

of the service offered. For SP to be done more effectively, it is necessary to apply more 

strategic evaluation methods together (such as stakeholder analysis and BSC). In this 

way it is possible to obtain a broader view of the real scenario of the company. As a 

limitation of the work, we had to investigate only one unit of the methodology, and the 

non-investigation of possible clients of the company. Even so, future research may 

encompass such comparisons. 

 

REFERENCES 

 

ALMEIDA, A.; CARDOZO, A. Diagnóstico rápido participativo e matriz SWOT: 
Estratégias de planejamento estratégico com base na atual posição do curso de 
secretariado executivo UEPA. Revista de Gestão e Secretariado, v. 5, n. 2, p. 117-
137, 2014. 



Renato Fabiano Cintra et al. 

113 
Ágora: R. Divulg. Cient., v. 27, p. 95-116, 2022 (ISSNe 2237-9010) 

ANDREUZZA, M. Planejamento estratégico. Sagres: política e gestão estratégica 
aplicada, Paraná, 2012. Disponível em: http://www.madeira.ufpr.br/ 
disciplinasgarzel/12.pdf. Acesso em: 15 maio 2018. 

ARSIĆ, S.; NIKOLIĆ, D.; MIHAJLOVIĆ, I.; FEDAJEV, A.; ŽIVKOVIĆ, Ž. A new 
approach within ANP-SWOT framework for prioritization of ecosystem management 
and case study of National Park Djerdap, Serbia. Ecological Economics, v. 146, n. 
1, p. 85-95, 2018. 

ARTICO, J.; CANTAROTTI, A. O secretário executivo no âmbito da consultoria. 
Revista Capital Científico - Eletrônica, v. 11, n. 1, p. 1-15, 2013. 

BANOS-GONZÁLEZ, I.; PÁEZ, P.; PÉREZ-CUTILLAS, P.; SELMA, M. Análisis de las 
propuestas de los actores sociales em la recuperación ambiental de la bahía de 
portmán (región de Murcia). Nuevas perspectivas para um desarrollo sostenible. 
Cuadernos de Turismo, v. 40, n. 1, p. 135-154, 2017. 

BARBOZA, J.; ROJO, C. Diagnóstico estratégico em uma empresa do setor 
moveleiro por meio das análises SWOT, matriz BCG e 5 forças de Porter. Revista 
da Micro e Pequena Empresa, v. 9, n. 1, p. 103-116, 2015. 

BRASIL. Ministério do Turismo. Segmentação do turismo e o mercado. Brasília: 
Ministério do Turismo, Secretaria Nacional de Políticas de Turismo, Departamento 
de Estruturação, Articulação e Ordenamento Turístico, Coordenação Geral de 
Segmentação, 2010. 

CETIN, M.; ZEREN, I.; SEVIK, H.; CAKIR, C.; AKPINAR, H. A study on the 
determination of the natural park’s sustainable tourism potential. Environmental 
Monitoring and Assessment, v. 190, p. 167, 2018. 

CHARVANDEH, A. Urban design and revival of Ferdowsi Street in Tabriz with a 
tourism approach. The Turkish Online Journal of Design, Art and 
Communication TOJDAC, 2017. Disponível em: 
http://www.tojdac.org/tojdac/VOLUME7-APRLSPCL_files/tojdac_v070ASE164.pdf 
Acesso em: 10 jun. 2018. 

CHONG, K. L. Cruise tourism in Malaysia: a SWOT analysis, 2015. Disponível em: 
http://eprints.sunway.edu.my/id/eprint/326 Acesso em: 10 jun. 2018. 

CINTRA, R.; RIBEIRO, I.; COSTA, B. Stakeholder theory e turismo: Uma análise 
metodológica das publicações científicas no cenário brasileiro, 2000-2012. In: 
SEMINÁRIO DA ANPTUR; 12., 2015. Natal. Anais [...]. Natal, RN, 2015, v. 1, p. 15. 

COLTRO, A.; PAZZINI, S. O papel do planejamento estratégico em uma 
organização. Caderno Profissional de Administração da UNIMEP, v. 6, n. 2, p. 
136-156, 2016. 

CONTI, F. Teste de hipóteses e significância. Belém: Laboratório de Informática - 
ICB – UFPA, 2009. Disponível em: http://www.cultura.ufpa.br/dicas/biome/ 
biopdf/biotestes.pdf. Acesso em: 07 out. 2018. 



Swot analysis in customer service company perspective 

114 
Ágora: R. Divulg. Cient., v. 27, p. 95-116, 2022 (ISSNe 2237-9010) 

DANTAS, N.; MELO, R. O método de análise SWOT como ferramenta para 
promover o diagnostico turístico de um local: O caso do município de Italana/PB. 
Caderno Virtual de Turismo, v. 8, n. 1, p. 118:130, 2008. 

FALLEIROS, J.; SILVA, J.; MERGULHÃO, R. O papel dos gestores no uso do BSC 
como sistema de gestão estratégica: um estudo de caso. Reuna, v. 19, n. 5, p. 67-
88, 2014. 

FONTES FILHO, J. Planejamento estratégico da pequena e média empresa: 
aplicações no setor turístico. Rio de Janeiro: Soluções Editoriais, 2006. 

GAFURI, R.; ROJO, C.; MIURA, M. Planejamento estratégico: Diagnóstico e 
proposta de intervenção por meio de consultoria. Revista Capital Científico - 
Eletrônica, v. 15, n. 1, p. 1-15, 2017. 

GHORBANI, A.; RAUFIRAD, V.; RAFIAANI, P.; AZADI, H. Ecotourism sustainable 
development strategies sing SWOT and QSPM model: A case study of Kaji 
Namakzar Wetland, South Khorasan Province, Iran. Journal Tourism Management 
Perspectives, v. 16, p. 290-297, 2015. 

HILL, T., R. WESTBROOK. SWOT analysis: it's time for a product recall. Long 
Range Planning, v. 30, n. 1, p. 46-52, 1997. 

HUDELSON, J. Sustainable mountain tourism: An analysis of Bosnia-Herzegovina’s 
wine tourism and its future. SHS Web of Conferences, v. 12, 2014. 

JAAFAR, M.; KHOSHKAM, M.; RASHID, M.; DAHALAN, N. Sustainable tourism 
related SMEs through strategy identification. SHS Web of Conferences, v. 12, 2014. 

LEVRINI, G.; OLIVEIRA, G. Planejar não ganha título? Pilares para estruturação de 
planejamento estratégico para clubes de futebol a partir da percepção dos principais 
atores do universo do futebol. PODIUM: Sport, Leisure and Tourism Review, v. 6, 
n. 2, p. 158-184, 2017. 

LODOÑO, M. (2015). Promoting gastronomic tourism to foster local development: 
The stakehodelrs perspective. Journal Alma Tourism, v. 6, n. 11, p. 54:74. 

LOPEZ, J.; BHAKTIKUL, K. Sustainable environment and tourism industry: An 
institutional policy analysis of northeastern Thailand. Polish Journal of 
Environmental Studies, v. 27, n. 1, p. 31:37, 2018. 

LÓPEZ, P.; SOLÍS, V.; AGÜERO, J.; CHÁVEZ, M. Inventario de recursos turísticos 
como base para la planificación territorial em la zona altiplano de San Luis Potosi, 
México. Cuadernos de Turismo, v. 35, n. 1, 17-42, 2015. 

MALACARNE, R.; BALASSIANO, M.; NOSSA, V. Implicações do BSC nas práticas 
cotidianas que envolvem a gestão de pessoas: estudo de caso em uma instituição 
de educação profissional. Organizações & Sociedade, v. 23, n. 78, p. 406-420, 
2016. 



Renato Fabiano Cintra et al. 

115 
Ágora: R. Divulg. Cient., v. 27, p. 95-116, 2022 (ISSNe 2237-9010) 

MAZZA, V.; BEURON, T.; MACULAN, C.; ARIGONY, M. Teoria dos stakeholders: 
estudo das publicações sobre o tema na base de dados web of Science. ENGEMA – 
Encontro internacional sobre gestão empresarial e meio ambiente, 2018. Disponível 
em: http://engemausp.submissao.com.br/17/anais/arquivos/392.pdf. Acesso em: 12 
jun. 2018. 

OLIVEIRA, D. Planejamento estratégico: Conceitos, metodologia, práticas. São 
Paulo: Atlas, 2006. 

PEREIRA, C. O legado missionário e o turismo: Dehonianos em Moçambique. 
Revista Rosa dos Ventos: Turismo e Hospitalidade, v. 9, n. 4, p. 656:674, 2017. 

PEREIRA, M. Gestão estratégica, 2009. Disponível em: 
http://www.marco.eng.br/terceirosetor/cursos-palestras/GE-3setor.pdf. Acesso em: 
06 maio 2018. 

PORTER, M. How competitive forces shape strategy. Harvard Business Review, v. 
57, n. 2, p. 137-145, 1979. 

PORTER, M. Competitive strategy. New York: Free Press, 1980. 

PRIETO, V.; PEREIRA, F.; CARVALHO, M.; LAURINDO, F. Fatores críticos na 
implementação do Balanced Scorecard. Gestão & Produção, v. 13, n. 1, p. 81-92, 
2006. 

QIAN, W. SWOT analysis and related countermeasures for Croatia to explore the 
chinese tourist source market. Croatian International Relations Review, v. 23, n. 
78, p. 169:185, 2017. 

RINDAM, M. Cave Tourism: The potential of Asar Cave as a natural tourism asset at 
Lenggong Valley, Perak. SHS Web of Conferences, v. 12, 2014. 

REED, M.; GRAVES, A.; DANDY, N.; POSTHUMUS, H.; HUBACEK, K.; MORRIS, 
J.; PRELL, C.; QUINN, C.; STRINGER, L. Who’s in and why? A typology of 
stakeholder analysis methods for natural resource management. Journal of 
Environmental Management, v. 90, p. 1933-1949, 2009. 

ROSA, C. Como elaborar um negócio, 2013. Disponível em: 
http://www.sebrae.com.br/Sebrae/Portal%20Sebrae/Anexos/COMO%20ELABORAR
%20UM%20PLANO_baixa.pdf. Acesso em: 27 abr. 2018 

SEBRAE. Use a matriz F.O.F.A. para corrigir deficiências e melhorar a empresa. 
2016b. Disponível em: http://www.sebrae.com.br/sites/PortalSebrae/artigos/use-a-
matriz-fofa-para-corrigir-deficiencias-e-melhorar-a-
empresa,9cd2798be83ea410VgnVCM2000003c74010aRCRD. Acesso em: 28 maio 
2018. 

SEBRAE. Ferramenta: Matriz BCG (clássico), 2018b. Disponível em: 
https://m.sebrae.com.br/Sebrae/Portal%20Sebrae/Anexos/ME_Matriz-BCG.PDF. 
Acesso em: 05 maio 2018. 

http://www.marco.eng.br/terceirosetor/cursos-palestras/GE-3setor.pdf


Swot analysis in customer service company perspective 

116 
Ágora: R. Divulg. Cient., v. 27, p. 95-116, 2022 (ISSNe 2237-9010) 

SEBRAE. Ciclo PDCA ajuda a melhorar o desempenho dos negócios, 2016a. 
Disponível em: http://www.sebrae.com.br/sites/Po a-melhorar-o-desempenho-dos-
negocios,ed8a834b4cc37410VgnVCM2000003c74010aRCRD. Acesso em: 27 abr. 
2018 

SEBRAE. Formação de multiplicadores para atuação no local de trabalho, 
2018a. Disponível em: http://www.bibliotecas.sebrae.com.br/chronus/ARQUIVOS_ 
CHRONUS/bds/bds.nsf/49B285DDC24D11EF83257625007892D4/$File/NT00041F7
2.pdf. Acesso em: 29 abr. 2018. 

SEBRAE. Ferramentas: 5 forças de Porter (clássico), 2018c. Disponível em: 
https://m.sebrae.com.br/Sebrae/Portal%20Sebrae/Anexos/ME_5-Forcas-Porter.PDF 
Acesso em: 06 maio 2018. 

SOUSA, J.; DIAS, P. Integração do planejamento estratégico ao pensamento 
estratégico. Revista de Ciências da Administração, v. 19, n. 47, p. 29-44, 2017. 

SOUSA, L.; CHAVES, M.; TANNÚS, S.; ESPINOSA, J. Estudo da biomassa como 
energia renovável no Brasil a partir da matriz SWOT. Revista Competitividade e 
Sustentabilidade, v. 5, n. 1, p. 34:44, 2018. 

TEKKEN, V.; KROPP, J. Sustainable water management - perspectives for tourism 
development in north-eastern Morocco. Journal Tourism Management 
Perspectives, v. 16, n. 1, p. 325:334, 2015. 

TOIVANEN, T.; LAHTI, S.; LEINO-KILPI, H. Applicability of SWOT analysis for 
measuring quality of public oral health services as perceived by adult patients in 
Finland. Strengths, weaknesses, opportunities and threats. Community Dentistry 
and Oral Epidemiology, v. 27, n. 5, p. 386-391, 1999. 

TREMONT, B.; VELASCO, G.; VERA, A.; CHIRINOS, E.; MARIN, F.; PAREDES, C. 
Fundamentos legales de gestión para el desarrollo em zonas libres de inversión 
turística: el caso del município de Falcón, Venezuela. Congresso Brasileiro de 
Estudos Turísticos - ABET, v. 5, p. 71:85, 2015. 

WONG, K.; VELASAMY, P.; ARSHAD, T. Medical tourism destination SWOT 
analysis: a case study of Malaysia, Thailand, Singapore and India. SHS Web of 
Conferences, v. 12, 2014. 

 


