
 
 
 
 
 
 
 
 

Tiffin University 
 
 
 
 

WNBA Organizational Analysis 
 
 
 
 
 

Submitted for 
Course Number MGT 537  

Course Title: Personnel Management in Sport 
Professor Bonnie Tiell 

 
 
 
 
 
 
 

By: 

Malcolm Robinson 

Auburn, AL 

9/02/12 
 

 
 
 
 
 
 
 
 



Introduction 
  
 
 I would one-day love to become involved in the WNBA as an advanced scout, so 
I have decided to focus on the WNBA with this paper. The SWOT and PEST analysis are 
used in the strategic planning. After reviewing internal and external conditions and doing 
some benchmarks, organizations such as the WNBA can justify the need for developing 
goals to drive the future. These goals are important for future success and specific goals 
need to be measurable and have a time frame for completions. 
 
 In the SWOT analysis internal factors are identified as strengths or weaknesses 
while external factors are identified as threats or opportunities. The PEST is an 
alternative to conducting a SWOT analysis and is a wide-ranging analysis of the macro-
external variables that may be impacting upon an organization. 
 
 The Women's National Basketball Association is a women's professional 
basketball league in the United States whose goal is to make money and provide 
entertainment. It currently is made up of twelve teams and was founded on April 24, 
1996, as the women's counterpart to the NBA. The League started in 1997 with the 
regular season being played from June to September with the Finals in October. 
 
Employment-Related Strategies [Goals and Action Plans] 
 
 Human resource management purpose with this league is to attract the best people 
to the organization, allocate them to appropriate roles on the basis of their skills and 
attitudes, manage them so they can maximize their contribution to the organization, and 
retain them for the appropriate length of time (Taylor 2008). The strategy of the WNBA 
is differentiation and Human resource planning and the strategy of the WNBA is the 
building blocks for ensuring that the organization has the right human resources in place 
to meet the strategic goals.  
 
 The Human Resources Department of the NBA handles the WNBA Human 
Resources and this department is responsible for driving the NBA and WNBA global 
workforce strategy, including recruiting, employee relations, compensations and learning 
and development. This department helps identify candidates that will help drive the 
WNBA business goals, develop programs to aid professional development, and 
implement policies to maintain an employee friendly work place. Even though the 
WNBA is partnered with the NBA, the WNBA operates the 12-team women’s 
professional basketball league. The WNBA manages all aspects of the league’s 
operations, including player relations, basketball operations, fan development, 
community relations, communications, and marketing partnerships (WNBA 2012).  
 
 
 A few broad goals of the WNBA are to provide great basketball action to sport 
lovers, expand increase the number of fans throughout the United States and to meet 
and/or exceed individual tickets sales revenue goals. To reach these goals the WNBA 



intends to increase the visibility of the WNBA through their marketing program. The 
marketing program of the WNBA promotes a healthy lifestyle and positive body image, 
breast health awareness, youth and family development, and education through a number 
of approaches. The other approaches to reaching the goals of the WNBA are to normalize 
repeat buyers, and offering more flexible options to its supporters.  
 
 Over the next three years the WNBA can develop a strategy to start effectively 
utilizing social media to connect with fans and hire a diverse staff.  With the NBA, the 
social media efforts have helped boost the TV audience. An internal NBA study found 
that almost half of fans and followers were prompted to watch more games by "must-see" 
updates and reminders, and 70% of those folks were promoting the games through word 
of mouth (Sauer 2010) 
 
 
SWOT 
 I am going to discuss the WNBA existing strengths, weaknesses, opportunities 
and threats. The strengths refer to the present – conditions that define an advantageous 
market position or a current situational condition (Taylor 2008). As I looked at the 
WNBA, the main strength is their NBA Brand association. This association gives the 
WNBA a better advantage when it comes to competing with other women’s professional 
leagues. Another strength is that the WNBA targets women and families as their primary 
market and sells tickets to youth groups and community organization. The NBA has 
worldwide brand recognition and by partnering with the NBA, the WNBA has 
established some brand recognition. 
  
 From the marketing point of view their main weaknesses are that league is 
perceived to be an inferior product in terms of skill level and because of this, five WNBA 
teams have folded. With the lack of male support and support from businesses, the 
salaries are not growing and the league is losing players to international opportunities. 
 
 The WNBA has a number of opportunities to become stronger .The league can 
use the Olympics as a tool to promote awareness. After creating awareness, the WNBA 
could consider international expansion. Considering an expansion like this, the league 
would not have to worry about competition because they will be teamed up with their 
competition. Another opportunity that would help the league grow would be allowing 
investors to purchase and run teams independent from the NBA. The league can also 
continue to hire a diverse group of workers and this will in return attract international 
business sponsors .One last opportunity I noticed is that the league should develop more 
partnerships with more international sponsors to create brand awareness. 
 
 The main threats that I can identify are the decreasing attendance, the Olympics 
altering the season, and sponsors may not be interested in supporting the WNBA because 
of their NBA agreements. Just like other leagues, the WNBA has faced hard times 
because of the bad economy. 
 
 



 
 
 
 
 
 
 
 
 
 
 
 

                                          
STRENTHS 
– NBA Brand and Association 
– NBA Corporate Partners 
– Experienced sales and 

sponsorship staff 
– Television contract 
– Most successful women’s 

professional team sport 

          WEAKNESSES 

– 5 teams have folded in the 
past  

– Perceived to be an inferior 
product in terms of skill 
levels 

– Salary levels not growing – 
losing players to 
international opportunities 

OPPORTUNITIES 
– Olympics as tool to promote 

awareness and create a 
marketing window during the 
Olympics 

– International expansion 
– Investors purchasing and 

running teams independent of 
the NBA  

                         THREATS 
– The Olympics altering the 

season 
– NBA ownership could pull 

the plug 
– Sponsors may not be 

interested in supporting the 
WNBA thru their NBA 
agreements 

– Decreasing attendance 
 

 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
PEST 
 
 The main political factor affecting the WNBA is the funding from the government 
to build arenas. The state has to vote on proposed arenas and WNBA teams are currently 
using NBA teams arenas. 
 
 
 The economy is talking a hit and the economic factors are leading to people 
spending less money on entertainment. The low-ticket prices have become a good 
advantage for the WNBA. 
 
 The lifestyle of the people today has given the WNBA another advantage. People 
are searching for a less expensive form of entertainment and the WNBA offers quality 
entertainment at a low price. 
 
 Investments in technological innovations for new ways to view games, computer 
orderings for fans to purchase game tickets, and television contracts for fans to view 
games at home are the technological factors. 
 
 

Political Factors 

• Funding from government to 
build arenas for WNBA teams  

Economic Factors 

• Support from sponsor 
• Perceived value for money 

Social Factors 

• Busy life styles 
• Social activities 

 

Technological Factors 

• Computer ordering 
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