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[bookmark: _Toc225937872][bookmark: _Toc225946661]Section 1: Report
[bookmark: _Toc225937873][bookmark: _Toc225946662]1.0 Organisational Context and Overview
[bookmark: _Toc225937874][bookmark: _Toc225946663]1.1 Overview of the company
ASOS plc is an online fashion retailer based in the United Kingdom, established in 2000 with an original name of “As Seen on Screen”, as the business initially specialised in the production of clothing based on famous personalities. Gradually, it transformed into an international e-commerce site that enjoys more than 200 markets with its own brands and partner labels and is oriented to young and fashion-sensitive customers (ASOS Plc, 2025). The mission of the company is dedicated to delivering trend-driven and affordable fashion by way of a unique and connected online feel, backed by a streamlined and cost-effective operating model (ASOS Plc, 2025b). It is strictly an online business with its production, third-party brands, and sophisticated logistics offering fast fashion to its customers worldwide. Financially, ASOS had earned about £2.46- £2.48 billion in revenues in the year 2025, representing the recent market difficulties and market-building (Stock Analysis, 2025). Hence, ASOS stands as a strong digital fashion player that is guided by innovation and a customer-focused approach.
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[bookmark: _Toc225937875][bookmark: _Toc225946701]Figure 1: Revenue Growth of ASOS Plc
(Source: Vaideki, 2025)
[bookmark: _Toc225937876][bookmark: _Toc225946664]1.2 Overview of the Industry
The online fashion retail sector in the UK is a fast-growing and very competitive one. The UK fashion e-commerce market is estimated to be worth $44.01 billion in 2025, with the online sales representing about 73% of the total fashion sales of £52.8 billion, indicating that it has been a robust digital follower. The UK clothing market is considered to be among the largest in the world, with an approximate value of GBP68.7 billion in 2025 (Rai, 2025).
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[bookmark: _Toc225937877][bookmark: _Toc225946702]Figure 2: Fashion E-commerce market growth forecast in the UK
(Source: Grand View Research, 2025)
In this market, ASOS is a market leader and especially in the online womenswear market, the company has the largest market share (Curry, 2026). Nevertheless, the threat of competition is rather high with competitors like Boohoo Group and international brands like Shein, where the UK sales have surpassed 2 billion pounds (Butler, 2025).
In general, the market that ASOS is engaged in is dynamic and technologically active, having a high pace of growth, price rivalry, and rising demand for digital and sustainable fashion solutions.
[bookmark: _Toc225937878][bookmark: _Toc225946665]2.0 External and Internal Environment Analysis
[bookmark: _Toc225937879][bookmark: _Toc225946666]2.1 Analysis of External Factors
Political Factors
The political climate in the UK, especially after Brexit, has raised the complexity in trade by introducing custom checks and divergence in regulations. These reforms have caused an increase in the costs of operations and intra-border logistic delay. Besides, there is an indication that geopolitical tensions in 2026 have interrupted supply chains and added to the increasing retail costs as reported by Reuters (Reuters, 2026). Moreover, the UK policies on labour standards and sustainability also require tighter regulation, which, in turn, forces the retailer to enact ethical sourcing that has a direct influence on procurement and supply chain planning.
Economic Factors
The UK economy is still struggling, which is affecting consumer demand. The inflation in the UK remained at 3%, and in February 2026, retail sales had declined by 0.4%, a sign of low consumer confidence (Stewart, 2026). Moreover, KPMG indicates that the UK consumer spending increased at a low rate of 1.3% in 2025 due to low disposable income (KPMG, 2025). Such circumstances compel the retailers to embrace pricing strategies, discounts, and cost-efficiency strategies to ensure sales and profitability.
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[bookmark: _Toc225937880][bookmark: _Toc225946703]Figure 3: Inflation rate in the UK
(Source: Pettinger, 2025)
Social Factors
The UK consumer behaviour is changing according to social trends. Consumers are becoming price-sensitive and value-conscious due to the pressure on the cost of living. Meanwhile, the need for sustainable fashion and ethical fashion is growing, particularly among young customers. Mintel says that second-hand and eco-friendly clothing has become an increasingly popular topic (Mintel, 2025). These transformations have compelled the retailers to streamline their products to be in line with the sustainability expectations and increase their transparency in operations
Technological Factors
The UK has a very digitalised retail market, and technology has become a core of competition. The e-commerce trend is dominating because online channels will represent approximately 60% of the UK apparel sales by 2026 (Retail Economics, 2025). Moreover, customer experiences are changing due to the development of AI, data analysis, and mobile commerce. The retailers need to invest in digital infrastructure and innovation constantly to stay competitive.
Environmental Factors
The fashion retail industry in the UK is being influenced by the environment to a larger extent. The industry has been criticised due to wastage, excessive production, and carbon emissions. More sustainable practices are being required by consumers and regulators. The Spring Fair claims that sustainability has now become one of the significant aspects of purchasing (Springfair, 2025). This urges companies to embrace a circular economy, minimise emissions and be responsible in sourcing.
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[bookmark: _Toc225937881][bookmark: _Toc225946704]Figure 4: Trend of Ethical Shopping
(Source: Asaolu, 2025)
Legal Factors
The UK legal system is very strict on companies and other laws, such as consumer protection, employment laws, and data privacy laws like GDPR. Furthermore, ESG disclosures focus on improving, and companies are obliged to communicate in terms of sustainability and ethical practices (UK Government, 2025). Such legal provisions raise the cost of compliance, but they are necessary to ensure trust and to evade punishment.
[bookmark: _Toc225937882][bookmark: _Toc225946667]2.2 Evaluation of success factors and challenges
It is observed that on the basis of the analysis, the main critical success factors and strategic issues determine the operation of the ASOS plc in the UK external environment.
One of the most significant critical success factors is the ability to have an agile and efficient supply chain. Post-Brexit trade barriers and global geopolitical disruptions are also considered political factors that are likely to increase the cost and time of logistics, and therefore, supply chain resiliency is a prerequisite to operations maintenance (Reuters, 2026). Prices and cost management are also another significant element because the consumer purchasing power has been diminished by economic forces, including inflation of approximately 3% and also due to falling retail sales (Stewart, 2026; KPMG, 2025). The retailers should then embrace competitive pricing, discounting and operational efficiency as a way of retaining customers. Moreover, technological potential is also of considerable importance because the retail market environment in the UK should be constantly invested in AI, mobile commerce, and data analytics to improve the customer experience and become more competitive (Retail Economics, 2025).
Irrespective of these success factors, there are a number of strategic challenges. The growing demands of consumers on sustainable and ethical fashion create a conflict between cost efficiency and sustainability, raising the operational and sourcing costs (Mintel, 2025; Springfair, 2025). Moreover, it is complex and expensive since there are strict legal and regulatory requirements, such as data protection and ESG reporting (UK Government, 2025). 
[bookmark: _Toc225937883][bookmark: _Toc225946668]2.3 Analysis of Internal Environment
This segment will involve the application of the Resource-based view model in order to evaluate the internal environment of the company.
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[bookmark: _Toc225937884][bookmark: _Toc225946705]Figure 5: Resource-based View model
(Source: Jurevicius, 2023)
Based on an RBV, ASOS has powerful tangible resources, namely its well-developed logistics and online infrastructure. The firm has well-automated fulfilment centres and an effective online platform, which facilitates distribution internationally. By 2025, ASOS was earning about £2.46 billion in revenue, and its gross margin had improved to 50%, which indicates an increase in operational efficiency and control of costs (Reuters, 2026). This shows that the firm is able to use its infrastructure to achieve profitability even when its sales volumes are reducing.
Regarding intangible resources, ASOS is advantaged by the good brand equity, high numbers of customers and unique data facilities. Its vision is geared towards providing a personalised and inspirational shopping experience, with the help of recommendations, which are AI-generated, and selected fashion (ASOS Plc, 2025). Such analytical insights help ASOS to decipher the preferences of consumers and create more engagement, which constitutes a major competitive advantage.
In terms of capabilities, ASOS has high agility with its Test and React model that results in over 20% sales of its own-brand because of the speed of reaction to fashion trends. This would enable it to have a faster time-to-market than a traditional retailer. As well, it has enhanced its cost management and inventory optimisation plans that have helped improve its EBITDA to reach at least £132 million in 2025 (The Business of Fashion, 2025). This reflects high internal competencies of the firm that have enabled it to acquire sustainable competitive advantage.
Such resources and capabilities are the foundation of the main competencies of ASOS, such as digital retail, trend responsiveness, and customer-driven innovation. But RBV gives a thorough note of limitations, like the reliance on outside suppliers and susceptibility to market fluctuations. All in all, the internal capabilities of ASOS include the use of technology as a platform, dynamic operation, and strong brand position, which help the company to maintain a competitive edge in the dynamic market.
[bookmark: _Toc225937885][bookmark: _Toc225946669]2.4 Analysis of Strategic Capabilities
	Resources
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Edge

	Digital platform and data analytics
	Yes
	Moderate
	Moderate
	Yes
	Temporary competitive edge

	“Test and React” Supply chain model
	Yes
	Yes
	Moderate
	Yes
	Sustained competitive edge

	Brand Positioning
	Yes
	Moderate
	Yes
	Yes
	Sustained competitive edge

	Logistics and Fulfilment Network
	Yes
	Moderate
	Moderate
	Yes
	Temporary competitive edge

	Cost optimisation
	Yes
	No
	Yes
	Yes
	Competitive Parity


[bookmark: _heading=h.qgv7aq85tkk][bookmark: _Toc225937886][bookmark: _Toc225940694][bookmark: _Toc225946714]Table 1: VRIO Analysis
(Source: self-created)
Value
ASOS has the resources of high value, which contribute to efficiency and customer experience. Its online platform has enhanced customer interaction and acquisition, which are backed by data analytics and mobile optimisation, which has seen the active customers grow by 2% in key markets in 2026 (Reuters, 2026). In addition, the company also increased its gross margin to 47.1% in 2025 by having better inventory management and markdowns. The “Test and React supply chain” is also able to respond quickly to trends, whereas ASOS is able to respond quickly due to the quick product turnaround.
Rarity
ASOS characterises a moderate aspect regarding rarity in its system of an integrated digital ecosystem and trend-reactive model. The fact that the firm has managed to achieve more than 20% of sales under its own brand with its dynamic Test and React model is an indicator of a fairly rare asset in the fast fashion industry. Moreover, the high level of differentiation is promoted by the use of youth consumers and selected products (ASOS Plc, 2025a). Nevertheless, it is only so rare that rivalry, including that of fast-fashion platforms, is progressively following comparable approaches to digital and agility. As such, although some degree of originality remains, the capabilities of ASOS are not unique to the changing environment of online fashion retailing.
Imitability
The capabilities in ASOS can be imitated to moderate levels. Although its system of logistics, relations with suppliers, and integrated systems cannot be easily copied in a short time and without investment, numerous technological features, including AI-specific personalisation and online stores, can be replicated by its competitors. Efficiency and profitability have been enhanced by the restructuring efforts of the company, such as optimisation of its warehouses and cost-saving strategies (Reuters, 2025). Nevertheless, competitors that have strong financial support are able to duplicate the same systems. Therefore, despite its experience and integration, the competitive advantage of ASOS is not entirely safeguarded against imitation.
Organisation
ASOS is well organised in a manner to capitalise on its resources and capabilities. The company has seen a better than 60% growth in adjusted EBITDA in 2025, which was enabled by cost discipline and improvement in operations. It has stated a 50% profit increase in 2026 due to the enhancement of apps, cost-saving, and product focus (Vlietstra, 2025). Additionally, there has been strategic re-organisation, such as refinancing programmes and supply chain optimisation, which have enhanced the stability of the financial position. All these aspects point to a high degree of organisational alignment, which means that ASOS can use its resources effectively.
[bookmark: _Toc225937887][bookmark: _Toc225946670]2.5 Contribution to competitive edge
Internal strengths of ASOS plc have a major contribution to its competitive advantage, but its competitive advantage is not fully sustainable given the dynamics in the industry. Another strength is its superior digital infrastructure and data analytics that allow making personalised recommendations and targeted marketing (Zhang, 2022). This improves customer involvement and retention, especially among Gen Z consumers, and assists in differentiating the marketplace in the crowded online market.
The agile supply chain is another key strength, especially the Test and React model, which enables the company to respond quickly to fashion trends and minimise unnecessary inventory. This is the capacity that enhances speed to market and operational efficiency, which is a major competitiveness catalyst in fast fashion (Lečić-cvetković et al. 2024). Moreover, ASOS enjoys a high brand equity and a good variety of products, such as own-label brands and third parties, which makes it even more attractive and has stronger customer allegiance.
These strengths are, however, only a temporary competitive edge as numerous rivals are emulating such digital and fast-fashion abilities. Moreover, the need to ensure the continuation of these advantages makes the investments in technology and logistics constant, which has added a cost burden (Gilroy, 2023). Thus, although the internal strength of ASOS greatly optimises its competitive position, the sustenance of the company in the long-term is pegged on continued innovation and differentiation in the ever-competitive and price-conscious market.
[bookmark: _Toc225937888][bookmark: _Toc225946671]3.0 Analysis of CSR and Sustainability objectives
ASOS plc's CSR strategy is incorporated into its Fashion with Integrity (FWI) framework that deals with three pillars, including Planet, Product, and People (Shearsmith, 2025). The strategy has a definite alignment with business goals like brand differentiation, customer engagement and long-term sustainability.
Concerning environmental issues, ASOS has aimed at decreasing the Scope 3 emissions by 42% by 2030, which can be considered evidence of its interest in sustainable supply chains and climate responsibility. The company is also taking part in renewable energy activities like RE100 in 2025, which is a further step in supporting its stance on adopting clean energy (Jolly, 2024). Such initiatives will be in line with the business objectives of improving brand image and with the increasing consumer demand for sustainable fashion.
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[bookmark: _Toc225937889][bookmark: _Toc225946706]Figure 6: CSR tactics by ASOS
(Source: YouGov, 2024)
ASOS socially supports ethical working practices and diversity by collaborating with and financing programs, such as supporting brands owned by minorities and worker protection schemes (Question zero, 2025). This will build on the trust of the stakeholders, and will help to market position among consumers who are socially conscious.
Nevertheless, other obstacles should also be met. Nevertheless, even with its development, ASOS continues to be criticised because of its emissions and supply chain effects, meaning that the company has gaps between its intent and action (Jones, 2025). Generally, although CSR is also strategic to create a competitive advantage, its efficiency is based on regular use and results.
[bookmark: _Toc225937890][bookmark: _Toc225946672]4.0 Comprehensive and holistic view of the organisation
[bookmark: _Toc225937891][bookmark: _Toc225946673]4.1 Application of the Balanced Scorecard model
The Balanced Scorecard model gives a comprehensive assessment of measuring both financial and non-financial performance of ASOS plc by using four perspectives.
Financial Perspective:
This is based on profitability and cost-effectiveness. ASOS has been focused on the improvement of margins and the control of costs, which manifests in the increase of its gross margin to 47.1% in 2025 and the development of the EBITDA (ASOS Plc, 2025a). Among the main KPIs are the increase in revenue, profit margin and reduction in costs. Financial stability is bolstered by strategic action like inventory optimisation and the lowering of discounts.
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[bookmark: _Toc225937892][bookmark: _Toc225946707]Figure 7: Balanced Scorecard model
(Source: CFI, 2022)
Customer Perspective:
ASOS is a customer-focused company which targets fashion-conscious clients of a younger age. KPIs will be active customer growth, traffic, and the conversion rates on the site (Gradler, 2023). Enhanced functionality and personalisation in the mobile apps and apps in 2026 made the customer more connected, which is aligned with its strategy to create an effective digital experience.
Internal Business Processes:
This aspect assesses the efficiency of the operations. ASOS aims at the optimisation of the supply chain, rapid delivery, and its Test and React model in order to decrease the product cycles. Some of the KPIs are order fulfilment time, return rates, and inventory turnover (ASOS Plc, 2024). 
Learning and Growth:
This brings out innovation and the development of employees. ASOS owns digital capacity, Artificial Intelligence and labour skills (ASOS Plc, 2026). KPIs are the productivity of employees, the level of innovation, and the level of technology adoption. Digital transformation as a continuous investment helps to achieve competitiveness and strategic growth in the long run.
[bookmark: _Toc225937893][bookmark: _Toc225946674]4.2 Analysis of Objectives and KPIs
Financial Perspective:
Its major goal is to enhance cash flow and profitability. Among the KPIs are gross margin, EBITDA, and cost-to-revenue ratio. ASOS focuses on improving the margins by decreasing the number of markdowns and improving the inventory management (Lečić-cvetković et al. 2024). The major ones are supply chain efficiency and cost optimisation programmes.
Customer Perspective:
It has the aim of increasing customer satisfaction and retention among Gen Z consumers. KPIs are active customers, conversion rates and average order value. Targets are concerned with the rise in engagement and loyalty (Lečić-cvetković et al. 2024). There are efforts to personalise products and services using AI, improve their mobile app, and offer quicker delivery services.
Internal Business Processes:
The goal is efficiency in operations and trendiness. Among KPIs are fulfilment time of orders, returns, and stock turnover (Zhang, 2022). Targets are geared towards shortening delivery time and returns. The projects, such as the model of Test and React and automation of the warehouse, enhance the speed and precision in the operations.
Learning and Growth:
The goal is ongoing innovation and ability building of its workforce. KPIs are the productivity of the employees, the adoption of digital and the innovation output. Targets are aimed at developing digital capabilities and organisational agility (Zhang, 2022). The measures include AI technologies, employee training, and digital transformation programmes to remain competitive over the long term.
[bookmark: _Toc225937894][bookmark: _Toc225946675]5.0 Strategic Choices and Implementation
[bookmark: _Toc225937895][bookmark: _Toc225946676]5.1 Analysis of Strategic Choices
Business Level Strategy
ASOS can either adopt a cost leadership or differentiation at the business level. The company is now orienting towards a hybrid approach and is not aiming at hard-selling but at profitability. This saw ASOS increase its profit by half in 2026 by reducing costs, cutting its inventory and also reducing its operation costs (Reuters, 2026). This means that it is more focused on cost leadership. Nonetheless, AI-based personalisation and its Styled for You option are other forms of differentiation that ASOS invests in to improve the user experience and engagement (Butler, 2025).
Nevertheless, pure cost leadership is challenging because it is competed by ultra-low-cost competitors such as Shein (Butler, 2025). So, a differentiation-oriented approach with the support of digital innovation and brand positioning will be helpful since it will decrease price competition and create customer loyalty.
Corporate Level Strategy
The aim of a corporate-level strategy is to achieve competitiveness at the corporate level by developing a competitive advantage within the strategic location, though not to a competitive degree.
On the corporate level, ASOS can choose to go international or diversify. The company currently serves more than 200 markets, and in 2026, the firm was already recording 2% customer growth in the significant markets, which means there is still international potential (Reuters, 2026). Nevertheless, growth is not enough because of the deteriorating gross merchandise value.
The value chain can be diversified by focusing on high fashion, resale, or partnership as a strategy that would help to decrease the dependence on fast fashion and enhance the margins. Additionally, restructuring, such as the optimisation of the warehouse, will cost savings of up to £10- £20 million per year by 2026, and strategic reinvestment.
Recommendation
It is advised that ASOS use a differentiation approach at the business level, focused international expansion and selective diversification at the corporate level. Customisation through AI, personalisation and exclusive brands elevates customer loyalty and lowers the level of price sensitivity (Islami et al. 2020). In the meantime, focused growth and expansion as well as diversification, enhance revenue streams and minimise market risk.
[bookmark: _Toc225937896][bookmark: _Toc225946677]5.2 Analysis of change management
Unfreeze:
ASOS has successfully identified the necessity of change because of the dropped sales with an annual decrease of 15% sales in 2025 and irrelevancy with younger customers (Butler, 2025). It disrupted established ways of operation by reorganising leadership, consolidating operations and cutting down inventory by more than 60% since 2022 (Smith, 2025). This fits very well into the unfreezing part as demonstrated by Lewin because the firm established a sense of urgency and questioned the inefficiencies. Concurrently, the number of active users is decreasing, which can also be interpreted as opposition or a lack of connection with the expectations of customers, which is a partial failure of producing a fully prepared stakeholder.
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[bookmark: _Toc225937897][bookmark: _Toc225946708]Figure 8: Lewin’s change management model
(Source: HRC, 2023)
Change:
ASOS introduced significant new operations and technological initiatives, including the introduction of the Product Operating Model, hiring more than 100 engineers, using AI-enhanced styling tools, and an adjustable fulfilment model (Fibre2Fashion, 2025). Such modifications enhanced the major indicators of operations, including the gross margin, which rose by some 330-350bps, and the returns dropped by nearly 1.5% (ASOS Plc, 2026). Besides, there was also a 10% improvement in the performance of womenswear, and 2% increase in the number of new customers in 2026. This is evidence of good implementation. Most importantly, however, GMV has dropped by 9%, which shows that the positive changes in operations have not yet demonstrated good growth in the market (ASOS Plc, 2026).
Refreeze:
ASOS is in the process of trying to institutionalise change through a new model of efficient operation and brand relaunch strategy in 2026 (ASOS Plc, 2026). The indicators of profitability, such as the 50% growth in EBITDA and better margins, are signs of stabilisation (ASOS Plc, 2026). Nevertheless, the persistent scepticism of analysts and the current variation of sales show that the refreezing step is immature and weak.
[bookmark: _Toc225946678]6.0 Strategic Assessment and Recommendations 
[bookmark: _Toc225946679]6.1 Strategic Assessment of ASOS (SWOT Analysis)
	Strengths
	Weaknesses

	· ASOS has developed a strong online presence supported by inefficiencies regarding operational expenses.
· In 2025, the business reported an adjusted EBITDA of approximately £132 million, with improved margins influenced by better cost control and stock management (ASOS Plc, 2025c). 
· Its ‘Test and React’ model in combination with advanced data analytics, allows the brand to quickly respond to the transforming fashion trends so that a competitive position can be maintained.
	· Although profitability has gained, ASOS continues to experience declining performance indicators.
· In the year 2025, revenue lessened by 15% and GMV declined by 12%, which recommend possible problems with its present approach and weaker demands of consumers (Fibre2Fashion, 2025).
· Additionally, a 14% decrease in active consumers signifies a loss of brand appeal and loss of engagement (Aripaka and B, 2025). 

	Opportunities
	Threats

	· A clear potential for ASOS is there to grow via AI-driven personalisation and expansion into the international markets. 
· Recent statistics showcase a modest 2% growth of customers in major areas, namely the Europe and the US (Reuters Staff, 2026).
	· ASOS operates within a intensely competitive environment, specifically from low-cost fast fashion retailers.
· At the same time, a decline in GMV of nearly 9% signifies a pressure on entire sales performance, irrespective of developments in operating profit (Reuters Staff, 2026).


[bookmark: _Toc225946715]Table 2: Summarising SWOT Analysis of ASOS Plc
(Source: Self-made)
[bookmark: _Toc225946680]6.2 Strategic Suggestions 
6.2.1 Recommendation 1: Sustainable Business Model
ASOS needs to adopt a more comprehensive sustainable approach depending on the ‘Triple Bottom Line’ model (profit, people and planet)
· Profit: Sustainable practices are capable of not only improving brand image, but also creating long-term financial advantages via both regulatory compliance and differentiation.
· People: Concerns regarding fair wages are there within its supply chain that may affect the business’s reputation (Ecothes, 2026). Dealing with these problems via ethical sourcing can strengthen consumer loyalty and trust. 
· Planet: While the company has minimised operational emissions/ order by 30%, a large number of its materials are still not sustainable while investing in eco-friendly items and circular fashion can significantly minimise environment effect (Cooper, 2020).
6.2.2 Recommendation 2: Differentiation via digital creativity
For strengthening ASOS’s market position, the company requires to shift towards a differentiation approach thereby investing in digital creativity further, especially AI-driven personalisation. The business has already introduced AI styling tools, which offer more than 100,000 curated outfit combinations so that customer involvement can be strengthened further (Butler, 2025). However, as many organisations are presently adopting AI (65%), ASOS Plc should necessarily go beyond implementation while focusing on delivering an exceptional and superior user experience as a whole (Valantic, 2026).
6.2.3 Recommendation 3: Selective Global Expansion with Diversification
ASOS should emphasise on targeted global expansion along with diversification approaches, as recommended by the Ansoff Matrix. Although the brand operates within more than 200 markets and generates nearly £3.6 billion in revenue, it remains heavily relied on the UK market (Vaideki, 2025). Further expansion into high-growth areas, like the Europe and US, along with exploring new divisions, such as resale or premium fashion, can lessen this reliance. For example, 2% growth in major markets, like the US and Europe recommends further growth opportunities (Reuters Staff, 2026). 
[bookmark: _Toc225946681]6.3 Conclusion and Strategic Implications
In summary, it can be said that ASOS requires to move to an innovative and differentiated strategy from a cost-based one as being depended on price, forms hindrances for sustainable growth within an intensely competitive business environment. Thus, the business is capable of improving long-term branding, fitness and sustainable competitive benefit via integrating sustainability and digital approaches.
[bookmark: _Toc225946682]Section 2: Reflective Account
This section represents a reflection on the research method applied in analysing ASOS Plc’s current approach, which is further dependent on the Gibbs’ Reflective Cycle. This comprises six stages as follows, which supports learning from experiences (Reflection ED, 2024). With the help of this model, I have been capable of critically assessing the research methods used, consisting of data collection and the utilisation of strategic tools, like the Balanced Scorecard and VRIO. 
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[bookmark: _Toc225937903][bookmark: _Toc225946709]Figure 9: Gibbs’ Reflective Cycle
(Source: Reflection ED, 2024)
[bookmark: _Toc225937904][bookmark: _Toc225946683]a) Description
The project was done by starting with the selection of an appropriate organisation. Here, I chose ASOS Plc, which has its importance in the e-commerce fashion industry. After the organisation was identified, an external and internal Environment Analysis was conducted, utilising reports published by the organisation as well as other relevant sources. During this module, I also got to know about the Balanced Scorecard model. This is one of the most effective management models, which facilitates the development and implementation of plans, including strategic plans, and also gives feedback on internal business processes and external factors to increase strategic efficiency and produce desired outcomes (Kashchena et al. 2023). In the end, I also developed some recommendations based on the findings with regard to the growth of the company. During my writing, I had to ensure that the tone was academic and that the arguments presented were based on evidence. Finally, I reread my work to ensure complete alignment with university standards. 
[bookmark: _Toc225937905][bookmark: _Toc225946684]b) Feelings	
In terms of how I felt throughout this assignment, I think initially I was quite nervous and overwhelmed. I was nervous about finding enough data on the internal logistics and AI capabilities of ASOS. However, as I started to find reliable sources, I think I became more confident and even felt a sense of achievement when I was able to link the theory and actual internal workings of the company. I think there were also times when I was frustrated to ensure that I got a good balance of word count throughout different areas of the assignment. However, in last I also felt that I was capable and relieved that everything came together logically and looked professional.
[bookmark: _Toc225937906][bookmark: _Toc225946685]c) Evaluation
[bookmark: _Toc225937907]The research process for this assignment was successful. It involved the incorporation of a variety of reputable sources such as journals, company reports and industry data, which provided both the depth and authority needed for analysis. The incorporation of different strategic tools such as PESTEL, VRIO and Balanced Scorecard, enabled the analysis of ASOS's environment. This allowed for the connection of theory and practice. But there were also some drawbacks. At times there was excessive data, which made it difficult to select data from the data sources, making the study inefficient at times. Furthermore, the sections, initially, did not have sufficient analysis and had to be edited for more analysis. There was also the factor of time, with less time to develop later sections because of more time spent on earlier sections. All in all, it was a learning process but pointed to areas for improvement.
[bookmark: _Toc225946686]d) Analysis
The project was completed through effective use of variety of sources, especially academic journals and real-time data sources. The use of the PESTEL model was also effective in examining external factors such as inflation and consumer behavior (Makvandi, 2024). The major challenge I encountered was the huge amount of data available. This makes it difficult to keep within the word count while being detailed enough. I also realised that my ability to analyse the data improved. However, I realised that I spent far too much time on the initial phase, which left little time for the evaluation and recommendations phase. This shows that I need to work on my time management skills and become more disciplined. 
[bookmark: _Toc225937908][bookmark: _Toc225946687]e) Conclusion
In conclusion, it can be said that the process of preparing this report has been a significant learning experience for me. I have learned more about how fast fashion brands have to be ready to cope with digital transformation and sustainability issues to survive. I have been able to effectively utilise complex strategic tools for a real-world business. It further enhances my analytical capabilities. Even though I have been efficient in terms of data handling and quality of my research, I understand that I have to be more efficient in terms of how I manage my time for different sections of a large report. In future, I would have developed a more detailed outline at an early stage of my work to avoid spending too much time on the introductory sections of my report.
[bookmark: _Toc225937909][bookmark: _Toc225946688]f) Action Plan 
For the future I developed a proper action plan to improve my skills which will provide me with a better balance of research and writing.
	Goals
	Action
	Recourses
	Relevance
	Responsible Person
	Time

	Improve time management skills 
	Making a weekly schedule to plan each work.
	To-do lists, timers.
	It helps to ensure that all tasks are completed within the allocated time. 
	Myself
	Within 4 months.

	Boost academic writing skills 
	Practice academic writing and get teacher and peer feedbacks. 
	Tutor and peer support, writing guides. 
	It helps to improve the quality of academic writing.
	Myself
	Within 8 months.

	Improve critical thinking skills 
	Using different strategic models and read anything with critical thinking.  
	Academic journals and case studies.
	It will help to think more critically and result in more accurate findings. 
	My self
	Within 6 months.

	Improve digital literacy skills 
	Know about new digital tools and software. 
	Online courses and class materials.
	It will help to boost my digital knowledge and help me to be ready for my professional career.
	My self
	Within 10 months.


[bookmark: _heading=h.xqqed8pmla53][bookmark: _Toc225937910][bookmark: _Toc225940695][bookmark: _Toc225946716]Table 3: Action Plan
[bookmark: _heading=h.d2nlnoq643e7](Source: Self-Created)
[bookmark: _Toc225937911]

[bookmark: _Toc225946689]References
Aripaka and B, N.R. (2025). Fashion retailer ASOS’ shares drop after disappointing profit outlook. Reuters. [online] 21 Nov. Available at: https://www.reuters.com/business/retail-consumer/uk-fast-fashion-retailer-asos-misses-annual-profit-expectations-2025-11-21/ [Accessed 30 Mar. 2026].
Asaolu, R. (2025). 80% of UK Consumers Prioritise Sustainability: How Ethical Shopping is Changing Retail (2022-2024). Available from: https://rufinadesigns.com/blogs/posts/80-of-uk-consumers-prioritises-sustainability [Accessed 28th March 2026]
ASOS Plc (2024). Asos launches design collection using Test & React model | Retail News Europe. Available from: https://apparelresources.com/business-news/retail/asos-launches-design-collection-using-test-react-model/ [Accessed 28th March 2026]
ASOS Plc (2025). Structurally improved profitability unlocks new era of customer re-engagement. [online] Available at: https://www.asosplc.com/media/ikxfhqeu/asos-fy25-results-rns-final-20251120.pdf [Accessed 30 Mar. 2026].
ASOS Plc (2025a). ASOS Plc Annual Report and Accounts 2025. Available from: https://www.asosplc.com/media/buijobcn/49775_asos_ar25_text_int_031225-final.pdf. [Accessed 27th March 2026]
ASOS Plc (2025a). Our business. Available from: https://www.asosplc.com/about-us/our-business/ [Accessed 27th March 2026]
ASOS Plc (2025b). Our strategy. Available from: https://www.asosplc.com/about-us/our-strategy/ [Accessed 27th March 2026]
ASOS Plc (2026). ASOS Partners with Fermat to upskill all designers in Generative AI. Available from: https://www.asosplc.com/news-and-media/latest-news/asos-partners-with-fermat-to-upskill-all-designers-in-generative-ai/ [Accessed 28th March 2026]
ASOS Plc (2026). ASOS Plc (‘the Company’) Global Online Fashion Destination Pre-close Trading Update c.50% YoY improvement in EBITDA; Guidance reiterated. Available from: https://www.asosplc.com/media/01vj2pzc/hy26-results-trading-update-final.pdf [Accessed 28th March 2026]
Butler, S. (2025). Asos turns to AI stylists to win back shoppers after sales slide 12%. [online] The Guardian. Available at: https://www.theguardian.com/business/2025/nov/21/asos-ai-stylists-sales-discounts-serial-returners [Accessed 30 Mar. 2026].
Butler, S. (2025b). Online fashion retailer Shein’s UK sales leap by a third to more than £2bn. Available from: https://www.theguardian.com/business/2025/aug/15/online-fashion-retailer-shein-uk-sales-leap-by-a-third-to-more-than-2bn [Accessed 27th March 2026]
CFI (2022). Balanced Scorecard. Available from: https://corporatefinanceinstitute.com/resources/management/balanced-scorecard/ [Accessed 28th March 2026]
Cooper, R. (2020). ASOS reveals 30% reduction in carbon emissions across its operations. [online] Climate Action. Available at: https://www.climateaction.org/news/asos-reveals-30-reduction-in-carbon-emissions-across-its-operations [Accessed 30 Mar. 2026].
Curry, D. (2026). ASOS Revenue and Usage Statistics (2026). Available from: https://www.businessofapps.com/data/asos-statistics/ [Accessed 27th March 2026]
Ecothes (2026). Is ASOS Sustainable? | See Our Rating. [online] Ecothes. Available at: https://ecothes.com/brands/asos [Accessed 30 Mar. 2026].
Fibre2Fashion (2025). UK retailer ASOS unveils new strategy to boost customer focus. Available from: https://www.fibre2fashion.com/news/apparel-news/uk-retailer-asos-unveils-new-strategy-to-boost-customer-focus-301018-newsdetails.htm [Accessed 28th March 2026]
Fibre2Fashion (2025). UK’s ASOS sees profit rebound in FY25 even as sales & GMV decline. [online] Fibre2Fashion. Available at: https://www.fibre2fashion.com/news/e-commerce-announcement/uk-s-asos-sees-profit-rebound-in-fy25-even-as-sales-gmv-decline-306650-newsdetails.htm [Accessed 30 Mar. 2026].
Gilroy, K.E. (2023). The Large Competitors in the Fashion E-Retailing Marketplace: Has the Market Become Saturated?’. Available at: https://repositorio.comillas.edu/xmlui/handle/11531/69263 
Gradler, M.L. (2023). Gen z and the digital shopping experience: an analysis of consumer behavior and attitudes towards summer jackets online-strategies to reach gen z. https://run.unl.pt/entities/publication/aa9b7bba-d28d-43a4-8aaa-ba3174b872bf 
Grand View Research (2025). UK E-commerce Apparel Market Size & Outlook, 2030. Available from: https://www.grandviewresearch.com/horizon/outlook/e-commerce-apparel-market/uk [Accessed 28th March 2026]
HRC (2023). Lewin’s Change Management Model - HRC Online. Available from: https://hrcoursesonline.com/lewins-change-management-model/ [Accessed 28th March 2026]
Islami, X.A., Topuzovska Latkovikj, M., Drakulevski, L. and Borota Popovska, M. (2020). Does differentiation strategy model matter? Designation of organizational performance using differentiation strategy instruments–an empirical analysis. Designation of organizational performance using differentiation strategy instruments–an empirical analysis, pp.158-177. https://www.ceeol.com/search/article-detail?id=951050 
Jolly, J. (2024). Asos targets net zero carbon emissions by 2030 in ethical push. Available from: https://www.theguardian.com/business/2021/sep/16/asos-ethical-green-diversity-net-zero-carbon-emissions-2030 [Accessed 28th March 2026]
Jones, P. (2025). Sustainability and the UK's leading clothing retailers. Athens journal of business & economics, 11. https://savearchive.zbw.eu/bitstream/11159/710484/1/1933392959_0.pdf 
Jurevicius, O. (2023). Resource-Based View. Available from: https://strategicmanagementinsight.com/tools/resource-based-view/ [Accessed 28th March 2026]
Kashchena, N., Nesterenko, I., Chmil, H., Kovalevska, N., Velieva, V. and Lytsenko, O. (2023). Digitalization of biocluster management on basis of balanced scorecard. Journal of Information Technology Management, 15(4), pp.80-96. https://doi.org/10.22059/jitm.2023.94711 
KPMG (2025). The Retail Think Tank. Available from: https://kpmg.com/uk/en/insights/strategy/the-retail-think-tank.html [Accessed 27th March 2026]
Lečić-cvetković, D., Petkovič, J., Burazor, V., Rajkovič, T. and Mihajlov, J. (2024). Improving sales performance management in textile and fashion companies: a case study of ASOS. Industria Textila, 75(6), pp.693-701. https://www.revistaindustriatextila.ro/images/2024/6/004%20DANICA%20LECIC%20CVETKOVIC%20INDUSTRIA%20TEXTILA%20no.6_2024.pdf 
Makvandi, R. (2024). Analysis of the impact of macroeconomic factors on the development of financial products: Application of the PESTEL model in identifying opportunities and threats. Transactions on quantitative finance and beyond, 1(2), pp.233-246. https://doi.org/10.22105/tqfb.v1i2.40 
Mintel (2025). UK Fashion and Sustainability Market Report 2025. Available from: https://store.mintel.com/report/uk-fashion-sustainability-market-report [Accessed 27th March 2026]
Pettinger, T. (2025). UK Inflation Rate and Graphs - Economics Help. Available from: https://www.economicshelp.org/blog/5720/economics/inflation-stats-and-graphs/ [Accessed 28th March 2026]
Question zero (2025). ASOS Sustainability Review. Available from: https://questionzero.com/ratings/asos/ [Accessed 28th March 2026]
Rai, A. (2025). UK Fashion Ecommerce Market Size & Share Analysis - Industry Research Report - Growth Trends. Available from: https://www.coherentmarketinsights.com/industry-reports/uk-fashion-ecommerce-market [Accessed 27th March 2026]
Reflection ED (2024). Gibbs' Reflective Cycle. Available from:  https://reflection.ed.ac.uk/reflectors-toolkit/reflecting-on-experience/gibbs-reflective-cycle [Accessed 31st March 2026]
Retail Economics (2025). Apparel market 5 Key Trends to 2025. Retail Economics. Available from: https://www.retaileconomics.co.uk/retail-insights/thought-leadership-reports/the-apparel-market-five-key-trends-to-2025-report. [Accessed 27th March 2026]
Reuters (2025). ASOS warns of $200 million hit from Atlanta distribution centre closure. Reuters. Available from: https://www.reuters.com/business/retail-consumer/asos-warns-200-million-hit-atlanta-distribution-centre-closure-2025-01-15/ [Accessed 27th March 2026]
Reuters (2026). ASOS profit soars 50% on cost cuts and app revamp, sending shares higher. Reuters. Available from: https://www.reuters.com/business/retail-consumer/uks-asos-posts-50-profit-surge-cost-focussed-revamp-2026-03-25/ [Accessed 27th March 2026]
Reuters (2026). UK shop price inflation edges up as Iran war adds to retailer concerns. Reuters. Available from: https://www.reuters.com/world/uk/uk-shop-price-inflation-edges-up-iran-war-adds-retailer-concerns-2026-03-30/ [Accessed 27th March 2026]
Reuters Staff (2026). ASOS profit soars 50% on cost cuts and app revamp, sending shares higher. Reuters. [online] 25 Mar. Available at: https://www.reuters.com/business/retail-consumer/uks-asos-posts-50-profit-surge-cost-focussed-revamp-2026-03-25/ [Accessed 30 Mar. 2026].
Shearsmith, T. (2025). ASOS announces ambitious new 2030 sustainability goals. Available from: https://www.theindustry.fashion/asos-announces-ambitious-new-2030-sustainability-goals/ [Accessed 28th March 2026]
Smith, S. (2025). ASOS improves profit as it updates on turnaround strategy. The Industry Fashion. Available from: https://www.theindustry.fashion/asos-improves-profit-as-it-updates-on-turnaround-strategy/  [Accessed 28th March 2026]
Spring fair (2025). UK Fashion Industry 2025: Key Trends, Market Stats & What’s Ahead for 2026. Available from: https://www.springfair.com/news/uk-fashion-industry-2025-trends-stats-s-next [Accessed 27th March 2026]
Stewart, H. (2026). UK inflation held at 3% before global energy price hit from Iran war. Available from https://www.theguardian.com/business/2026/mar/25/uk-inflation-rate-energy-price-jump-iran-war [Accessed 27th March 2026]
Stock Analysis (2025). ASOS Plc. Available from: https://stockanalysis.com/quote/lon/ASC/revenue/. [Accessed 27th March 2026]
The Business of Fashion (2025). Tackling Fashion’s Excess Inventory Problem. Available from: https://www.businessoffashion.com/articles/retail/the-state-of-fashion-2025-report-inventory-excess-stock-supply-chain/. c
UK Government (2025). Data Protection Act. Available from: https://www.gov.uk/data-protection [Accessed 27th March 2026]
Vaideki (2025). ASOS Revenue Model 2025: How ASOS Makes Money Globally. Available from: https://miracuves.com/blog/asos-revenue-model/ [Accessed 28th March 2026]
Vaideki (2025). ASOS Revenue Model 2025: How ASOS Makes Money Globally. [online] Miracuves Solutions. Available at: https://miracuves.com/blog/asos-revenue-model/ [Accessed 30 Mar. 2026].
Valantic (2026). AI in Retail: Study by valantic & HRI. [online] valantic. Available at: https://www.valantic.com/en/press/study-ai-in-retail/ [Accessed 30 Mar. 2026].
Vlietstra, A. (2025). ASOS reports profit uplift despite dip in overall sales. Internet Retailing. Available from: https://internetretailing.net/asos-reports-profit-uplift-despite-dip-in-overall-sales/ [Accessed 27th March 2026]
YouGov (2024). Ethical clothing move by Asos aligns with views of eco-conscious. Available at: https://yougov.com/en-gb/articles/24006-ethical-clothing-move-asos-aligns-views-eco-consci [Accessed 28th March 2026]
Zhang, Y. (2022, July). Evaluating the Effectiveness of Loyalty Programmes in the Fashion Industry: A Case Study of ASOS UK. In Modern Economics & Management Forum (Vol. 3, No. 3, p. 189). https://en.front-sci.com/index.php/memf/article/view/860/1014 
20
image2.png
ASOS Revenue Growth (2020-2025)

Revenue
(in Billion USD)

$58 2025: $4.5 Billion
$4.58

$3.58

$2.58

$1.58

2020 2021 2022 2023 2024 2025




image3.png
UK e-commerce apparel market size, 2018-2030 (US$M)

$115,439.6

s552199I I I I I I | | ‘

2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030




image4.png
UK Inflation

vs 2% Target

AV S202
43S ¥20T
NV #2702
Aen €zoz
d35 7207
NV 2202
AV 1202
435 0207
NV 0202
AV 6107
435 8107
NV 8102
AV £LT0Z
d35 9102
NV 9102
AV STO?
43S ¥102
NV #7102
AV €102
d35 7102
NV 2102
AV TT0Z
435 0107
NV 0T0Z
AVIN 600%
435 8007
NVF 8002

10%

8%

X X
© <«

alhamirs & St

AVIAL-LO0k

X
N




image5.png
Percentage (%)

Younger Generations Leading Ethical Shopping

I Ethical Shopping Preference (%)

&0 66% Eco-Friendly Delivery Importance (%)

50
40 45%
30
20

10

18-24 25-34 35-44 45-54 55+
Age Group




image6.png
Resource-based view

relies on resources

Tangible Intangible

that must be

Heterogeneous Immobile

and have VRIO attributes to become.
v

VRIO resources
T
that provide
v

Competitive advantage





image7.png
Asos customers are more aware of retail's environmental impact
"To what extent do you agree with the following statements?" % = agreement with statement

60
49 i

I try to buy from companies Big companies are trying to I'm happy to pay more for ~ People worry too much
who are improve theirimpact on the products that are good for  about the environment
socially/environmentally environment the evironment
repsonsible




image8.png
Balanced Scorecard

2 . Business Organizational
Financial Customer ¥
Processes Capacity

Drives strategy, business actions, and the behavior of direct reports

Business Outcomes





image9.png
Lewin's Change Management Model

»

Unfreeze Change Refreeze




image10.png
N

X

\

)

I
I

|
’
v,
;
N\




image1.png
Prifysgol Cymru

¥ Drindod Dewi Sant

University of Wales
Trinity Saint David





 


 


Programme:


 


Master of Business Administration


 


 


Module Code: LCMB7003


 


Module Title: Strategic Management  


 


Assignment Title: Assessment component 


-


 


Individual report


 


 


Selected company:


 


ASOS Plc


 


 


Student Name:


  


MANIKANDAN


 


GOPALAKRISHNAN


 


 


Student ID:


 


 


2507423


 


Date of Submission:


 


01.04.2026


 


 


Wordcount: 


5131


 


 


 


 




    Programme:   Master of Business Administration     Module Code: LCMB7003   Module Title: Strategic Management     Assignment Title: Assessment component  -   Individual report     Selected company:   ASOS Plc     Student Name:    MANIKANDAN   GOPALAKRISHNAN     Student ID:     2507423   Date of Submission:   01.04.2026     Wordcount:  5131        

