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1. [bookmark: _Toc120155507]Introduction
This paper analyses the Marketing activities of ASOS – one of the biggest online fashion retailers worldwide. It discusses the internal and external drivers behind the organisation’s marketing strategy and provides environmental evaluation via PESTEL analyses, from the perspective of Marketing. Further along, the paper reviews the Marketing Mix of ASOS and draws conclusions about its success. The last part of this report provides recommendations for the company. 
[bookmark: _Toc120155508]2. ASOS overview
ASOS was founded in 2000 as a single brand online fast fashion retailer. Since then, the company has expanded globally and acquired multiple brands all united under ASOS family. ASOS owns or collaborates with over thousand brands for clothing and accessories and that number keeps rising (asos.com, 2022). Nowadays the company is among the leaders in the UK market with significant market share and ever- growing popularity. Initially ASOS targeted young women in their twenties with affinity to fashion, but today it aims to engage audience of all genders between late teenage years and early maturity. Recently the company has released a new addition to its brand collection for children, called Little ASOS.
[bookmark: _Toc120155509]3. Marketing Drivers
Marketing drivers are considered the forces affecting the customer’s choice of buying a certain product (Zimmerman, 2021), as well are the factors influencing the marketing strategy of a company. The marketing drivers could be internal to the company or external.
[bookmark: _Toc120155510]3.1. Internal drivers 
The internal drivers mark all the aspects of the company’s organisation, culture, values etc. For ASOS the two most important internal drivers are customer satisfaction and brand image. 
There are different methods to determine the customer satisfaction levels in the online retail industry, but the most obvious indicator is revenue and more specifically revenue growth. For 2021 ASOS reports revenue increase of £1.1bn for a year (Shakespeare, 2021). Other indicators such as impression and reputation scores doubled for the same period pointing towards increased customer satisfaction, as well as improved brand image (Shakespeare, 2021).
ASOS operates as a fast fashion retailer but nevertheless takes environmental responsibility, by trying to reduce the negative impact from its operations (asos.com, 2022). Furthermore, the brand has implemented several policies for social responsibility, fighting the modern-day slavery, gender equality and more (asos.com, 2022).  By promoting such actions and extending them to their partners, ASOS sustains positive brand image. 
[bookmark: _Toc120155511]3.2. External drivers
There are numerous external drivers affecting a company’s marketing strategy. Since ASOS is an online retailer, two of the most significant ones are the development of digital technologies and the social media.	 
In 2019 ASOS integrated an Augmented Reality tool called “See My Fit” to help customers decide between different sizes of clothing (asosplc.com, 2019). Even though this tool does not exist anymore the company is open to the developing and trending technologies and keeps looking for ways to integrate them across their platforms in order to improve the shopping experience. ASOS also maintains apps for most of its brands.	
The social media is of huge importance for an online retailer, therefore ASOS has very strong presence across many different platforms, such as Facebook, Instagram, SnapChat, TikTok and more. In fact, their marketing strategy revolves around social media. They also use a substantial number of influencers to achieve further promotion of their products. 
[bookmark: _Toc120155512]4. ASOS PESTEL analysis
PESTEL analysis is a managerial tool used to identify the changes and the effects of the external to an organisation environmental factors (Sammut-Bonnici and Galea, 2014). PESTEL is an acronym for Political, Economic, Sociological, Technological, Environmental and Legal (factors). 
For the purpose of this paper the analysis will touch only on the most important factors impacting ASOS marketing strategy.
Political factors	
Without a doubt in the UK for the last couple of years Brexit has a significant effect on the business, especially when it comes to the import/export operations and more specifically the taxes and the shipment times.	 
ASOS has over thousand factories all over the world, the majority of which is outside the UK. In fact, there are only forty facilities operating in the United Kingdom and yet ASOS is amongst the top fast fashion retailers on the island. That means that most of its products are imported from Asia and countries from the European Union. ASOS had to take measures to maintain the price levels and the shipment times after Brexit, which has impacted their marketing strategy. For instance, to prevent delays the company issued statement to communicate with its customers and warn them about possible delays and started stocking warehouses in the UK with the most popular products in advance. 
Economic factors	
From the beginning of 2022 Europe and the rest of the world have experienced substantial disturbances, because of the Russian- Ukrainian war. Furthermore, those disturbances	 happen right after the Pandemic when most of the countries are still recovering economically. Both of those factors point towards a start of a recession for the UK with already visible inflation rate of 11.1% till October 2022 (Office for National Statistics, 2022). Additionally, the energy prices have risen with the enormous 54% and plan for even further increasing of 80% (Bolton and Stewart, 2022). As energy and inflation affect every organisation, ASOS is not an exception. The company was amongst the first retailers alarming of the consequences of the inflation to the sector. For ASOS that means increased number of returns and shrinking market forcing them to change their return policies (Provan and Eley, 2022).
Sociological factors	 
Social awareness is very popular topic in the twenty-first century. More and more organisations are investing in social programs and services, as well as addressing social issues. Some of those issues and topics are the gender pay gap, the photoshopped female body image portraited in the media, not enough inclusivity, diversity, equality and integrity in the fashion industry.	 
ASOS is a company which targets predominantly Millennials and Generation Z audience, and those two generations tend to be much more interested in the social issues, due to the indefinite access to information, and more specifically the social media’s features for sharing.
Knowing their audience and trying to be socially responsible company, ASOS have various policies and practices in place to address those social issues. Just to mention a few, the company committed to a strategy called Fashion with Integrity, which is addressing the Gender and Ethnicity pay gap, among other topics and publishes annual reports on the subject (assosplc.com, 2022). Another issue tackled by the policy is the Modern-day slavery, where the company issues annual statements, which outlines the company’s commitment, progress and approach to prevent slavery all across their supply chain. The company is famous for its inclusivity, offering over 30 different sizes and using models to represent all of them. ASOS vigorously promotes body positivity and does not use Photoshop or filters on products’ images. Furthermore, the organisation supports Paralympics in the Great Britain, and has created ASOS foundation that provides opportunities, support, education, infrastructure, and training for socially or economically disadvantaged young people.
Technological factors	
As mentioned above in the Marketing Drivers section, the development of the digital technologies is a very important aspect of the marketing strategy of ASOS, as being an online only retailer, they are constantly looking for new ways to improve the shopping experience and keep their audience engaged.
Environmental factors	
Along with the social awareness, in the last twenty years environmental and sustainability topics are more and more important, and therefore passionately and publicly discussed worldwide. Furthermore, many governments have committed to reduce carbon emissions, to promote clean energy, recycling, and many other sustainable practices to prevent the crisis and reduce pollution. 	
ASOS has also committed to minimise their impact on the planet, by aiming to achieve Net Zero carbon emissions by 2030. Furthermore, the company also aims to integrate circular model by the same year, in which all the packaging will be made from sustainable and recyclable materials, the life of their products would be extended and ASOS will manufacture all of its products from sustainable, even organic and/ or recycled fabrics and materials (asosplc.com 2022). The organisation issues annual report about their carbon emissions.
Legal factors	
Legal factors that have an impact over ASOS marketing strategy are discrimination and modern slavery. In the strategy “Fashion with Integrity” both of them are addressed.
[bookmark: _Toc120155513]5. ASOS Marketing mix – Product, Price, Place, Promotion. 
Product – affordable fashion for all body shapes and sizes. ASOS has huge assortment of clothes for all occasions, as well as shoes, accessories, and beauty products. The company offers own and over thousand other brands including established brands like Nike, Calvin Klein, Adidas etc. ASOS targets women, men and since recently also children for their customers (MBA Skool Team, 2021).
Price – ASOS pricing strategy is affordable and competitive pricing. With their wide range of products and big sales promotions the company positions itself amongst the most affordable ones. To stimulate even more sales, ASOS offers free delivery on the most purchased items (MBA Skool Team, 2021).
Place – Originally ASOS was a web-based platform (website) for clothing and footwear shopping. Following technological trends, now ASOS offers an app to their customers compatible with Android and iOS (MBA Skool Team, 2021). As an online retailer ASOS has warehouses at different continents and delivers worldwide.	
Promotion – The main tools for promotion used by ASOS are in the first place their website and app, and then the social media and influencers. The company relies heavily on the online promotion campaigns, and the online groups and communities they have created. ASOS has utilised email promotion as well and uses leaflets mailed by post occasionally (MBA Skool Team, 2021). The company has plans to further increase the amount they spend on marketing for the purpose of becoming a £7bn business in the next three to four years (Jefferson, 2021).
[bookmark: _Toc120155514]6. Conclusions
The online fashion retail giant ASOS is on the market for over twenty years. During this time the company has grown to one of the most recognisable e-commerce retailers all over the world and acquired multiple brands. Even though the external environment has been challenging for the last few years, due to Brexit, the Global Covid Pandemic, The Russian war, and other factor, ASOS is performing well by showing a steady tendency of profits growth. The company has shown that it can adapt its marketing strategy to the challenges and respond to trends in quickly, as well as that it can fully utilise its resources to keep its audience engaged. So far, the organisation has a good marketing strategy, significant part of which are the social issues it addresses and commits to resolve.
[bookmark: _Toc120155515]7. Recommendations
ASOS has a successful marketing strategy that addresses important social and environmental issues. They have committed to implement substantial changes in those two dimensions by 2030 all across their supply chain as discussed in the PESTEL analysis above. While such change implementation is a very challenging, costly and intensive process for an organisation of ASOS’ proportions, it is safe to say that the faster this happens, the more successful and meaningful the result. Sustainability is no longer a matter of good brand reputation – it is an absolute necessity for preserving the environment. 
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