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INTRODUCTION
2

ONL INE  BUS INESS ENVIRONMENT  IS  GROWING CONSISTENTLY  EVERY

YEAR,  CREAT ING A STRONGER CONT INUUM BETWEEN ONL INE  AND

OFFL INE  CHANNELS ,  ALSO IMPROVING THE CUSTOMERS EXPER IENCES,

NOWADAYS KNOWN AS CROSS-SHOPPERS .

BY THE WAY,  IN  THE  ONL INE  ENVIRONMENT  THE TRUST ,  IN  TERMS OF

CONF IDENCE,  INTEGRITY  AND REL IAB I L I TY ,  IS  ST I L L  PLAY ING THE MAIN

ROLE ,  S INCE WHEN WITHOUT I T  WOULD NOT POSSIBLE  COMPLETE  THE

PURCHASE JOURNEY.  THE  RELAT ION WITH  THE DEVICE ,  MEDIATED BY

TECHNOLOGY,  IS  DR IVEN BY THE PERCEPT ION OF CONTROL ,  THAT  THE

CUSTOMER NEEDS AND I T  COULD BE  SEEN AS H IS/HER AB I L I TY  AND

CONFIDENCE IN  THE  ONL INE  SHOPP ING .

MARKET ING L I TERATURE HAS ALWAYS DEMONSTRATED HOW THE TRUST ,

BORN AND DEVELOPED IN  THE  OFFL INE  ENVIRONMENT ,  IS  POSIT IVELY

CONNECTED WITH  THE INTENT ION TO GO FURTHER ,  INTO THE ONL INE

EXPER IENCE.  BUT  WHAT  IS  GOING TO CHANGE WHEN THE ONL INE

CHANNEL  IS  THE  MAIN  ONE THROUGH THE COMPANY CAN IMPROVE

AWARENESS AND PROMOTION? OBVIOUSLY FEEL INGS L I KE  FREEDOM

AND CONTROL COULD HELP .

NOWADAYS THANKS TO NEW TARGETS (Z  GENERAT ION,  FOR EXAMPLE)  I T

SHOULD BE  ONE MORE S I LENT  DEAL  IN  WHICH THE COMPANY AND THE

NAT IVE  D IGITAL  CUSTOMER CO-OPERATE IN  THE  CREAT ION OF THE

COMMUNICAT ION ’S  NEW TONE OF VOICE.  ESPECIALLY  IN  THE  FASH ION

MARKET ,  AS  ONE THE MOST KNOWN REAL I T IES  TO EXPRESS OWN

DESIRES.   ,  CO-CREAT ION OF THE NEW MESSAGE IS  MORE FOCUSED ON

POWER AND STATUS:  TH IS  IS  THE  CASE OF ASOS,  ONL INE  FASH ION

RETA I LER ,  THAT  IS  FOLLOWING A MOBILE  COMMUNICAT ION,

CHARACTER ISED BY AN INTERCHANGE OF IDEAS,  ST IMUL I ,  IDENT I T IES

WITH  I TS  CUSTOMERS/CO-WORKERS.

LEVY ,  M .  AND  WEITZ ,  B .A .  (2004 ) ,  RETAILING  MANAGEMENT ,  5TH  ED . ,  MCGRAW -HILL  IRWIN ,  NEW  YORK ,  NY .

BOBBIT ,  L .M .  AND  DABHOLKAR ,  P .A .  (2001 ) ,  “ INTEGRATING  ATTITUDINAL  THEORIES  TO  UNDERSTAND  AND

PREDICT  USE  OF  TECHNOLOGY -BASE  SELF -SERVICE ” ,  INTERNATIONAL  JOURNAL  OF  SERVICE  INDUSTRY

MANAGEMENT ,  VOL .  12  NO .  5 ,  PP .  423 -50

STEELE ,  V .  ( 1997 )  FIFTY  YEARS  OF  FASHION :  NEW  LOOK  TO  NOW .  YALE  UNIVERSITY  PRESS ,  NEW  HAVEN ,  CT .
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THE COMPANY
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[…]  ASOS IS  A  UN IQUE,  MULT I -PLATFORM EXPER IENCE THAT  TRULY

RESONATES WITH  THE PEOPLE  WHO USE I T ,  BECAUSE I T ’S  BU I LT  BY

THEM.  I T ’S  A  PLACE TO DEVELOP YOUR OWN STYLE  AND BE  INSP IRED…

AND,  OF COURSE,  TO SHOP.

ASOS IS  A  BR IT ISH  ONL INE  FASH ION AND COSMET IC RETA I LER ,

FOUNDED IN  2000 IN  LONDON,  BY  N ICK  ROBERTSON,  ANDREW REGAN,

QUENT IN  GR IFF I THS AND DEBORAH THORPE.  THE  HEADQUARTERS ARE IN

CAMDEN TOWN,  AT  GREATER LONDON HOUSE WITH  ADDIT IONAL

OFF ICES IN  PAR IS ,  NEW YORK ,  BERL IN ,  AND B IRMINGHAM.  

OR IGINALLY  AS ASSEENONSCREEN  ,  W ITH  THE TAGL INE  "BUY WHAT  YOU

SEE ON F I LM AND TV” ,  IN  2003 ,  SHAREHOLDERS AGREED TO CHANGE

THE NAMES OF ASSEENONSCREEN HOLDINGS PLC AND

ASSEENONSCREEN L IM ITED TO ASOS PLC AND ASOS.COM L IM ITED.  

THE  COMPANY SELLS  OVER 850 BRANDS OF CLOTH ING,  ACCESSORIES ,

AND BEAUTY AND SH IPS  TO ALL  196  COUNTR IES  FROM FULF I LMENT

CENTRES IN  THE  UK ,  US  AND EU.  S INCE 2001  THE  COMPANY WAS

ADMITTED TO THE ALTERNAT IVE  INVESTMENT  MARKET  (A IM)  ON THE

LONDON STOCK EXCHANGE.

4 .HTTPS : / /WWW .ASOSPLC .COM
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MISSION

VALUES

BECOME THE WORLD ’S  NUMBER-ONE DEST INAT ION

FOR FASH ION-LOVING 20-SOMETH INGS,  THROUGH

THE BEST  ONL INE  CUSTOMERS EXPER IENCE

CREAT IV ITY ,  POSIT IV I TY ,  DEMOCRACY,  INCLUS IV ITY ,

INTEGRITY

DRIVERS
CUSTOMER-OBSESSED,  ON-POINT  PERSONAL ISAT ION

BEST  IN  CLASS FULF IMENT ,  LOCAL ISED EXPER IENCE



THE COMPANY - GROWTH
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ASOS.COM -  UK

ASOS BEAUTY

OWN LABEL  FOR WOMEN

2000

2005

2004

2006 F IRST  UK  ONL INE  STORE TO

LAUNCH CATWALK  V IDEOS

2007 OWN LABEL  FOR MEN,

ASOS MAGAZINE

2010
S ITES :  AMER ICAN,  GERMAN,

FRENCH,  I TAL IAN (201 1 ) ,

RUSS IAN (2012)

2010 INTERNAT IONAL  OFF ICES

PRESENT 20.3  M ILL IONS ACT IVATE

CUSTOMERS
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P

BREXIT :  THE  DECIS ION TO LEAVE EU BY THE

UNITED K INGDOM COULD AFFTECT THE FASH ION

INDUSTRY ,  S INCE WHEN THE POUND WILL  BE

WEAKER AND,  PROBABLY ,  NEW TRADE

RESTR ICT IONS WILL  BE  SET  UP .

DIGITAL  SERVICE TAX :  THE  INTRODUCT ION OF

2% TAX FOR LARGE ONL INE  BUS INESSES ,  IN  UK ,

TO PROTECT OFFL INE  STORES (ESPECIALLY

DUR ING PANDEMIC COVID- 19 )  CAN AFFECT THE

FASHION INDUSTRY IN  TERMS OF WEAKER

PROFITAB I L I TY .

DISADVANTAGES:  BOTH OF THESE FACTORS

REPRESENT  A  D ISADVANTAGE FOR ASOS AND I TS

GLOBAL  STRATEGY AROUND LOCAL ISED

EXPER IENCE AND SH IPP INGS.

COVID- 19 :  PANDEMIC IS  CHANGING PR IOR IT IES

  FOR THE CONSUMERS,  NOT JUST  IN  PURCHASES

HAB ITS ,  W ITH  AN INCREASE IN  ONL INE  SHOPP ING,

BUT  ALSO ABOUT RELAT IONSHIPS  WITH  THE

BRAND.

OL IT ICAL  AND GEOPOL IT ICAL  FACTORS CAN

INFLUENCE AND D ISTURBATE FASH ION INDUSTRY AS

WELL .  AS  THE MCKINSEY REPORT  ON FASH ION

INDUSTRY REPORTED  " INSTAB I L I TY ,  TERRORISM,

BREX IT ,  AND STALLED TRADE DEALS WILL  ALL

INCREASE A  PERVASIVE SENSE OF UNCERTA INTY IN

THE GLOBAL  ECONOMY” .

 

  CONOMIC FACTORS IN  TERMS OF ECONOMIC

GROWTH,  INFLAT ION,  D ISPOSABLE  INCOMES FOR

CONSUMERS,  AFFECT THE FASH ION INDUSSTRY FOR

ITS  PROF ITAB I L I TY .

5 .  MCK -BOF ,  2017  REPORT

5

E



PETSLE
6

VALASS IS  RESEARCH  I L LUMINATES WHICH SH IFTS

ARE AFFECT ING THE CONSUMER BEHAVIOR

DURING COVID- 19 :

76% ENJOY D ISCOVER ING NEW PRODUCTS BASED

ON DEALS THEY RECEIVE FROM BRANDS

+26% PLAN TO SHOP IN  ONL INE  FOR SALES AND

PROMOTIONS;

46% IN  PAY ING MORE ATTENT ION TO

ADVERT ISEMENTS OFFER ING DEALS;

22% INFLUENCED BY SOCIAL  MEDIA  IN  THE

PURCHASE.

ALSO ABOUT THE LOYALTY:

24% IN  BUY ING A MIX  OF USUAL  BRAND AND NEW

ONE;

13% CONSIDER ING NEW BRANDS;

19% FEEL ING LESS BRAND LOAYL ;

44% ST I L L  PURCHASING THE TRADIT IONAL  BRAND.

ADVANTAGES :  TH IS  DATA SEEM TO REPRESENT

AN ADVANTAGE FOR ASOS,  NOT JUST  IN  TERMS

OG D IGITAL  GROWTH,  BUT  ALSO BECAUSE I T  IS

BAS ING I TA  STRATEGY ON THE FORMULA

CUSTOMER-OBSESSED,  EVEN WITH  LOYALTY

PROGRAMS

BEYOND CHINA:  THE POPULAT ION OF

CONSUMERS AGED 30  OR BELOW IN  F IVE

IDENT IF IED EXCIT ING MARKETS OUTS IDE OF

CHINA WILL  GROW TO BE  MORE THAN DOUBLE

THAT  OF CHINA BY 2025.

DISADVANTAGES :  S INCE WHEN ASOS CLOSED I TS

LOCAL  OPERAT IONS IN   CH INA  AT  A  COST OF

£ 10M,  LESS THAN THREE YEARS AFTER  I T

LAUNCHED.  THE  D IV IS ION,  MADE A  LOSS OF £4M

IN  2016

 

6 .  HTTPS : / /ASSETS .VALASSIS .COM /WP -CONTENT /UPLOADS /2020 /04 / INFOGRAPHIC2_COVID_FINAL .PDF

7 .  MCKINSEY :  THE  STATE  OF  FASHION  2020  REPORT
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OCIAL  ASPECTS CAN AFFECT THE BUS INESS

ONL INE  STRATEGY IN  THE  FASH ION INDUSTRY ,  AS :

GENDER GAP IN  INTERNET ACCESS :  IN  EU THE

GAP IS  5% (77% OF WOMEN USE INTERNET ,  IN

OPPOSITE  THAN 8 1% OF MEN) ;

MOBILE  GENDER GAP:  SOUTH AS IA  HAS THE

WIDEST  MOBILE  INTERNET  GENDER GAP AT  5 1%; IN

LOW AND MIDDLE- INCOME COUNTR IES  KEY

BARR IERS FOR WOMEN WHO ARE AWARE OF

MOBILE  INTERNET 1  DEPEND ON L I TERACY AND

SK I LLS ,  AFFORDAB IL I TY ,  SAFETY AND SECURITY  ;

Z GENERATION:    ACCEPTANCE OF SAME-SEX

RELAT IONSHIPS  IS  MUCH H IGHER ACROSS ALL

GENERAT IONS IN  ESTABL ISHED MARKETS (82%)

AND EMERGING MARKETS (69%)   ;  ONLY TWO

THIRDS IDENT IFY  AS EXCLUS IVELY

HETEROSEXUAL .  ;  TW ICE (6 1%)  AS  L I KELY  AS

MILLENN IALS  (36%)  TO TRUST  OTHER PEOPLE    ;

BEL IEF  THAT  EVERYTH ING THEY READ ONL INE  IS

TRUE HAS BEEN FALL ING;  77% PR IOR IT IZE  SOCIAL

ACT IV ISM MORE THAN PREVIOUS GENERAT IONS

AND IN  THE  IMPORTANCE THEY PLACE ON

WORK ING AT  ORGANIZAT IONS WHOSE VALUES

AL IGN WITH  THE IR  OWN.

ADVANTAGES :  THESE FACTORS COULD BE  

 REPRESENT  AN ADVANTAGE FOR THE COMPANY,

THROUGH THEM I T  COULD IMPROVE THE

INTEGRITY  IN  AWAERENESS AND FOCUSE ON A

MORE GENDERLESS EXPER IENCE,  W ITHOUT

BORDER

 

 

8 .  WORLD  WEB  FOUNDATION  -  REPORT  2020  HTTPS : / /WEBFOUNDATION .ORG /2020 /03 /THE -GENDER -GAP - IN -

INTERNET -ACCESS -USING -A -WOMEN -CENTRED -METHOD /

9 .  GASMA ,  THE  MOBILE  GENDER  GAP  REPORT  2020

9 .  IPSOR  GLOBAL  TRENDS  SURVEY ,  BASED  ON  17 , 180  ADULTS  AGED  16+  IN  22  COUNTRIES ,  2016

10 .  IPSOS  CONNECT  FOR  BBC  NEWSBEAT ,  C .  3000  AGED  15+  AUG -SEP  2017

11 .  IPSOS  MORI  VERACITY  INDEX

S
8
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PETSLE
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ECHNOLOGICAL  FACTORS CAN AFFECT NOT JUST

LOGIST IC OPERAT IONS,  BUT  ALSO THE DATA

MANAGEMENT  IN  THE  FASH ION INDUSTRY:

Z GENERATION :  YOUNGER CONSUMERS ARE

TAK ING MORE ACT ION THAN EVER REGARDING

DATA PR IVACY,   ADJUST ING SETT INGS ON

MOBILE  (33%) ,  SOCIAL  MEDIA  (26%)  AND

PROVID ING FAKE INFOS TO THE COMPANIES

( 19%) ;  GEN Z  ARE SL IGHTLY MORE TRUST ING

RETA I LERS WILL  USE THE IR  DATA CORRECTLY;

CYBERSECURITY:  92% OF ORGANIZAT IONS HAVE

A CLOUD SECURITY  READNESS GAP.    ;

GDPR DATA PROTECTION IMPACT ASSESSMENT

FORMAL ISES A  DETA I LED SET  OF INFORMAT IONS

TATH AN ORGANISAT ION MUST  MAKE AVAILABLE

COLLECT ING PERSONAL  DATA;

UK 'S  CODE OF  NON-BROADCAST ADVERTIS ING

AND DIRECT AND PROMOTIONAL MARKETING;

FASHION TECH:  VIRTUAL  MERCHANDIS ING,

AUGMENTED REAL I TY  AND V IRTUAL  REAL I TY  IN

ONL INE  EXPER IENCE,  3D SCANNING.

ADVANTAGES :  ALL  OF THESE FACTORS

REPRESENT  AN ADVANTAGE FOR ASOS:  THE

COMPANY IS  DEDICAT ING A HUGE PERCENTAGE

TO REASEARCH AND DEVELOPMENT  AND I T  HAS

ACT IVATED MOST OF THESE NEW TRENDS.

12 .  DELOITTE /SSI  2016  CONSUMER  SURVE ,  GEN  Z  -  301 ,  MILLENNIALS  -  558 ,  GEN  X  -  306 ,  BABY  BOOMERS  374

13 .  HTTPS : / /WWW .ORACLE .COM /A /OCOM /DOCS /CLOUD /ORACLE -CLOUD -THREAT -REPORT -2020 .PDF

T

13

12
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CONSUMER CONTRACT REGULATION;

PR IVACY AND ELECTRONIC COMMUNICATIONS

REGOLATION:  ESPECIALLY  REFERRED TO D IRECT

MARKET ING

EU GEOBLOCKING REGULATION 2018/302.

ADVANTAGES :  REGULATIONS AND THEIR

UPDATES COULD BE  AN ADVANTAGE FOR ASOS,

THROUGH WHICH IT  COULD IMPROVE THE

CUSTOMERS '  PERSONALISED EXPERIENCE TO

THE.

EGAL  FACTORS THAT  COULD AFFECT THE FASH ION

INDUSTRY ARE REGARDING MOSTLY CONSUMERS '

R IGHTS ,  AS :

14 .  FIRST  INSIGHT ,  GEN  Z  SHOPPERS  DEMAND  SUSTAINABLE  RETAIL  REPORT

15 .  FORBES ,  HTTPS : / /WWW .FORBES .COM /SITES /GREGPETRO /2020 /01 /31 /SUSTAINABLE -RETAIL -HOW -GEN -Z - IS -

LEADING -THE -PACK /#7BAA21712CA3

L

E
WORKPLACE EFF IC IENCY

AVAILAB I L I TY  OF RENEWABLE  GOODS

ENVIRONMENT-RELATED LAWS

SUSTAINABIL ITY:  62% OF GENERAT ION Z ,  WHO

WILL  BEGIN  ENTER ING THE WORKFORCE,  PREFER

TO BUY FROM SUSTA INABLE  BRAN;  54  % STATE

THAT  THEY ARE WILL ING TO SPEND AN

INCREMENTAL  10% OR MORE ON SUSTA INABLE

PRODUCTS,  W ITH  50  PERCENT  OF MILLENN IALS

SAYING THE SAME.     ;  59% OF GENERAT ION Z

AND 57% OF MILLENN IALS  ARE BUY ING UPCYCLED

PRODUCTS.    

ADVANTAGES:  ASOS HS ALREADY INTEGRATED

SOME ETH ICAL  BEHAVIOURS INTO I TS  VALUE AND

MISS ION.  I T  COULD INCREASE H IS  AWARENESS

EXPLOIT ING THE CONCERNES OF THE

GENERAT ION.

NV IRONMENTAL  ASPECTS REGARD:

14

15
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14 .  FIRST  INSIGHT ,  GEN  Z  SHOPPERS  DEMAND  SUSTAINABLE  RETAIL  REPORT

15 .  FORBES ,  HTTPS : / /WWW .FORBES .COM /SITES /GREGPETRO /2020 /01 /31 /SUSTAINABLE -RETAIL -HOW -GEN -Z - IS -

LEADING -THE -PACK /#7BAA21712CA3

RIVALRY  -  LOW FORCE

AROUND FASH ION INDUSTRY ,  THE  ENVIRONEMENT  IS  CHARACTER ISED

BY D IFFERENT  RETA I LERS THAT  SEEM OFFER ING SAME PRODUCTS.  IN

THE CASE OF ASOS POSSIBLE  COMPET ITORS COULD BE  CONSIDERED

TOPSHOP,  ALLSA INTS ,  FARFETCH AND NEW LOOK.  

COMPARED TO TH IS  COMPANIES ,  ASOS IS  SHOWING ONE MORE

POWERFUL  ENGAGEMENT  OF I TS  CUSTOMERS THROUGH I TS  SOCIAL

MEDIA  ACCOUNTS ,  COUNT ING OVER 20 MILL IONS INTERACT IONS IN  THE

LAST  YEAR.  THE  FORMULA CUSTOMER-OBSESSED AND THE CONSTANT

INVESTMENTS IN  RESEARCH AND DEVELOPMENTS MAKE ASOS AS

STRENGTH AS TO DON'T  CONSIDER I TS  COMPET ITOR L I KE  SCARED

THREATS ,  EVEN BECAUSE I T  IS  CONSIDERED ONE OF THE MOST

EFF IC IENT  UK 'S  RETA I LERS.



PORTERS 5 FORCES
1 1

BARRIERS TO ENTER  -  THREATS -  HIGH FORCE

TH IS  IS  CONSIDERE A  REAL  THREAT  FOR THE ASOS,  S INCE WHEN NEW

COMPET ITORS COULD IM ITATE  I TS  STRATEGY AND I TS  DES IGN AT  A  LOW

COST.  THE  BARR IERS TO ENTER IN  THE  MARKET ,  EXCEPT  REGULAT IONS,

ARE NOT SAFEGUARDING OLDER COMPANIES .  

BUYER POWER  -  MEDIUM FORCE

EVEN THE RELAT IONSHIP  W ITH  THE BUYER -  CUSTOMERS IS  FAVOURABLE

FOR ASOS,  BECAUSE THE IR  LOW POWER IN  THE  NEGOTIAT ION OF THE

PR ICE ,  THEY CAN ST I L L  CHOOSE THE BEST  DEAL  BETWEEN D IFFERENT

COMPET ITORS.  IN  ASOS 'S  CASE THE STRENGTH THAT  MAKE STRONGER

THE RELAT IONSHIP  IS  BASED ON SERVICES L I KE  H IGH QUAL ITY  AND

PR ICE CUTS.  

SUPPL IERS POWER  -  MEDIUM FORCE

GENERALLY  SUPPL IERS COULD BE  WEAKER IN  THE  FASH ION INDUSTRY:

WORK ING IN  D IFFERENT  BUS INESSES COULD MAKE THEM MORE

AGGRESSIVE IN  THE  CASE OF ASOS,  THE  COMPANY HAS A  LARGE

SELECT ION OF SUPPL IER ,  FROM EUROPE TO AS IA  AND TH IS  GENERATES

MORE CONTROL 'S  POWER.

THREAT OF  SUBSTITUTES -  H IGH FORCE

SUBST ITUTES CAN CONTROL TEMPORARY OR PERMANETLY THE PROF IT

OF AN INDUSTRY.  THE  SUBST ITUTE  I TEM GOES DOWN WHEN I TS

CAPACITY  TO FULF I L  THE  NEED OF THE CL IENT  INCREASES.  DUR ING

2014/2015  A  F IRE  AT  AN ASOS WAREHOUSE AND OTHER TROUBLES

CAUSED A  MAJOR BREAKDOWN IN  THE  YEARLY SALES.  SUBST I TUTE

PRODUCTS REPRESENTED A  SPECIF IC R ISK  TO THE BUS INESS.



SWOT

STRENGHTS
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OVER 850 BRANDS AND LARGE RANGE

OF PRODUCTS

UK 'S  LARGEST  INDEPENDENT  ONL INE

AND FASH ION BEAUTY RETA I LER

INNOVAT IVE D ISPLAY MERCHANDISE

INTERNAT IONAL  EXPANSION 

SUPPLY CHAIN  PLATFORM,  ALLPORT ,

INCREASES V IS IB I L I TY  AND

COOPERAT ION ACROSS ASOS’

INTERNAT IONAL  SUPPLY CHAIN

24/7  CUSTOMER SERVICE

EFF IC IENT  DEL IVERY PROGRAM

HIGH FASH IONAB IL I TY  AND QUAL ITY

SPREAD OVER 190  COUNTR IES

ACCEPT ING FORE IGN CURRENCIES

GREEN VALUES ,  INTEGRITY  AND

INCLUS IV ITY

INDEPENDENT  LANGUAGE S ITES

 

WEAKNESSES

ONL INE ,  NO POSSIB I L I TY

TO TOUCH THE PRODUCT

EXPENS IVE COST FOR

FREE SH IPP ING

ONLY ONE WAREHOUSE

IN  UK

ASOS MAGAZINE ONLY IN

ENGL ISH

 

OPPORTUNITIES

INCREASING MOBILE  PENETRAT ION

POP-UP STORES

CO-CREAT ION WITH  LOCAL  BRANDS TO

IMPROVE GREEN VALUES

CHILDREN 'S  WEAR SEGMENT

NEW TRENDS IN  CUSTOMERS '

BEHAVIOURS

EVALUAT ING BEYOND CHINA

BACKGROUND

GLOBAL IZAT ION

 
THREATS

UNCERTA IN  ECONOMIC

T IMES

COMPET IT ION IS

WORK ING OFFL INE  AND

ONL INE

EXPER IENCIAL

MARKET ING:  CUSTOMER

WANT A  L IVE  EXPER IENCE

IN  THE STORE

SOCIAL  MEDIA  BANNED

IN  SOME COUNTR IES

HR ISSUES (DUR ING

PANDEMIC,  FOR

EXAMPLE ,  EMPLOYEES

WERE ASK ING FOR MORE

SAFETY GUIDEL INES)

 



SEGMENTATION, TARGETING AND POSITIONING
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16 .  HTTPS : / /YOUGOV .CO .UK /TOPICS /CONSUMER /ARTICLES -REPORTS /2018 / 10 / 10 /ASOS -MARKETING -WEEK -

MASTERS -BRAND -YEAR

SEGMENTATION

ASOS'  SEGMENT  REFERS TO YOUNG PEOPLE  AS PROFESS IONALS AND

STUDENTS (MEN,  WOMEN,  AND NON-B INARY)  INTERESTED IN  FASH ION,

L IFESTYLE  AND BEAUTY ,  ACROSS THE WORLD,  WHO NEED TO EXPRESS

THE IR  OWN STYLE  AND IDENT ITY .  THERE IS  NOT ANY D IFFERENCE

REGARDING THE ETHN IC ITY  AND THE AB I L I TY  TO BUY COMES FROM 

 AVERAGE INCOMES.  THE  GLOBAL  AUDIENCE IS  ABLE  TO BUY US ING

ONL INE  CHANNEL ,  SHAR ING BEL IEVES AND VALUES L I KE  INTEGRITY ,

INCLUS IV ITY  AND D IVERS ITY  AS DR IVERS FOR THE SUCCESS.

TARGETING

ASOS IS  FOCUSED ON PEOPLE  20-SOMETH ING ( 15-34) ,  WHO ARE

SEARCHING FOR THE LATEST  TRENDS IN  FASH ION,  EVEN THROUGH

SOCIAL  MEDIA .  THE  AUDIENCE IS  GLOBAL ,  ANYWAY MOST OF THE

CONSUMERS ARE FROM UK ,  USA AND AUSTRAL IA .  THE  COMPANY

FOLLOWS THREE TYPE OF STRATEGIES (UNDIFFERENT IATED,

D IFFERENT IATED AND CONCENTRATED) ,  SELL ING CLOTHES '  CATEGORIES

PET I TE ,  PLUS S IZE  AND MATERN ITY .

16



SEGMENTATION, TARGETING AND POSITIONING
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16 .  HTTPS : / /YOUGOV .CO .UK /TOPICS /CONSUMER /ARTICLES -REPORTS /2018 / 10 / 10 /ASOS -MARKETING -WEEK -

MASTERS -BRAND -YEAR

POSIT IONING

IN  THE  RANGE OF THE COMPET ITORS,  ASOS IS  THE  ONLY ONE

OPERAT ING JUST  IN  ONL INE  CHANNEL .  ANALYS ING THE POSIT ION ING,

THE VAR IABLES WILL  BE  THE  BRANDS '  FASH IONABLE  DEGREE AND

PR ICES '  STRATEGIES

HIGH FASHIONABLE

LOW PRICE HIGH PR ICE

LOW FASHIONABLE



MARKETING MIX

17 .  PHILIP  KOTTLER

15

17

MARKET ING MIX   IS  THE  COMBINAT ION OF FOUR ELEMENTS ,  CALLED

THE  4P ’S   (PRODUCT ,  PR ICE ,  PROMOTION AND PLACE) ,  THAT  EVERY

COMPANY HAS THE OPT ION OF ADDING,  SUBTRACT ING,  OR MODIFY ING

IN  ORDER TO CREATE A  DES IRED MARKET ING STRATEGY.

PRODUCT

THE PRODUCT REFERS TO A  COMBINAT ION OF PRODUCTS AND

SERVICES THAT  THE COMPANY IS  OFFER ING IN  THE  MARKET ,  THROUGH

BRANDING,  DES IGN,  PACKAGING,  S IZES ,  QUAL ITY  AND RETURN

POL IC IES .  BY  THE BRANDING,  THE  PRODUCT IS  PRESENTED IN  I TS

EQUITY ,  NAME,  PHYS ICAL  APPEARENCE,  AND I TS  UN IQUE VALUE

PROPOSIT ION.  A  PRODUCT L INE  IS  A  GROUP OF PRODUCTS THAT  ARE

CLOSELY RELATED BECAUSE THEY FUNCT ION IN  A  S IM ILAR  MANNER ,  ARE

SOLD TO THE SAME CUSTOMER GROUPS,  ARE MARKETED OR SOLD

THROUGH THE SAME TYPES OF OUTLETS ,  OR FALL  W ITH IN  GIVEN PR ICE

RANGES.

ASOS OFFERS A  LARGE RANGE OF PRODUCTS ,  D IV IDED IN  MORE THAN

850 BRANDS:

-  WOMEN 'S  CLOTHES

-  MEN 'S  CLOTHES

-  NEUTRAL  GENDER 'S  CLOTHES

-  ACCESSORIES

-  BEAUTY

ESPECIALLY  FOR THE CLOTHES '  DEPARTMENT  IN  THE  WEBS ITE ,  EVERY

PRODUCT IS  COMPOSED BY:

-  DETA I LED DESCRIPT ION;

-  MULT IPLE  P ICTURES

-  CATWALK  V IDEO;

-  S IZE 'S  WORK ING
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ANALYS ING THE PRODUCT L IFE  CYCLE MODEL  REFERRED TO ONL INE

FASHION,  THE  D IFFERENT  STAGES  ARE CHARACTER ISED BY:

-  INTRODUCT ION,  WHEN THE PRODUCT IS  LAUNCHED THROUGH THE

WEBS ITE  AND NEWSLETTER ,  BECOMING AVAILABLE ;

-  RAP ID  GROWTH,  WHEN THE PRODUCT PROMOTES I TSELF  AND NEEDS

TO BE  FULF I L LY  STOCKED,  SO CUSTOMERS CAN DECIDE TO BUY T

AFTER  HAVE SEEN I T  IN  THE  ADVERT IS ING;

-  MATUR ITY ,  WHEN ASOS REMINDS  PEOPLE  ABOUT THE PRODUCT

ONL INE ;

-  SATURAT ION,  WHEN THE PR ICE IS  REDUCED THROUGH SALES;

-  DECL INE ,  BECOMING T IRED,  THE  PEOPLE  DECIDE TO REPLACE THE

PRODUCT WITH  THE NEW ONE.

AROUND THE SERVICE ,  ASOS OFFERS A  FREE SH IPP ING ACROSS THE

WORLD,  A  CUSTOMER SERVICE 24/7  AND A  PERSONAL ISED DEL IVERY,

INCLUDING THE MOBILE  COMMUNICAT ION OF D IRECT  MARKET ING IN

TH IS  PROCESS.
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PRICE

AS ALL  ASPECTS REGARDING PR IC ING.  THE  AMOUNT OF MONEY A

CONSUMER IS  W ILL ING TO PAY TO OBTA IN  THE  PRODUCT.

IN  ASOS 

THE PR ICE STRATEGY IN  ASOS IS  PROMOTIONAL  AND MARKET-

ORIENTED,  W ITH  MID-SEASON AND END-SEASON SALES.  AS  THE

BRANDED STRATEGY HAS FOCUSED ON SOME UN IQUE PRODUCT OVER

PR ICE POINT ,  THE  PR IVATE-LABEL  BUS INESS GIVES ASOS THE SPACE TO

BE PR ICE COMPET IT IVE ,  W ITH  A  RANGE FROM 4 TO OVER 500 POUNDS,

WITH  A  COMPET IT IVE  OPEN ING PR ICE POINT  (OPP) .

ASOS’S  PR IC ING IS  MORE IN  L INE  WITH  TRADIT IONAL  CATALOGUE

RETA I LERS THAN WITH  FELLOW FAST-FASH ION,  TREND-LED E-COMMERCE

PLAYERS:

18
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PLACE

THE PLACE INVOLVES COMPANY’S  ACT IV IT IES  THAT  MAKE THE PRODUCT

AVAILABLE ,  US ING  D ISTR IBUT ION AND TRADE CHANNELS ,  ROLES ,

COVERAGE,  ASSORTMENTS ,  LOCAT IONS,  INVENTORY AND

TRANSPORTAT ION CHARACTER IST ICS AND ALTERNAT IVES.

-  SUPPLY CHAIN :

-  WEBSITE :  AS AN ONL INE  FASH ION RETA I L ,  ASOS DOESN 'T  HAVE ANY

PHYSICAL  STORE.  THE  CUSTOMERS CAN BUY PRODUCTS JUST  THROUGH

THE ONL INE  CHANNEL
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PROMOTION

PROMOTION INCLUDES PERSONAL  AND NON-PERSONAL

COMMUNICAT ION ACT IV IT IES .  ACT IV IT IES  THAT  COMMUNICATE THE

MER ITS  OF THE OVERALL  PRODUCT.  IN  ASOS:

-  ASOS BRAND MAGAZINE ;

-  STUDENTS '  D ISCOUNTS;

-  PROMO CODES;

-  D IRECT  MARKET ING (SMS AND E-MAIL ) ;

-  CELEBR IT IES  ENDORSMENT ;

-  SPORT 'S  SPONSORSHIPS ;

-  ASOS FOUNDAT ION;

-  SOCIAL  MEDIA  MARKET ING

-  INFLUENCER MARKET ING.

PEOPLE

THE IND IV IDUALS INVOLVED IN  THE  ORGANISAT ION,  CARRY ING OUT THE

IMPORTANT  DAY TO DAY TASKS.  

IN  ASOS THERE IS  NOT FACE-TO-FACE SERVICE ,  WH ICH IS  JUST  BY E-

MAIL  AND PHONE.  ASOS PROVIDES TO I TS  STAFF  A  CONSTANT  TRA IN ING

TO LEARN HOW TO BEFR IENDLY TO CUSTOMERS OVER THE PHONE.  THEY

ALSO HAVE STAFF  TO MAINTA IN  THE IR  WEBS ITE  AND KEEP  I T  UP  TO

DATE.

PROCESS

FROM THE CUSTOMERS DECIS ION TO SAT ISFY H IS/HER NEED UNT I L  THE

F INAL  TRANSACT ION.  IN  ASOS THE CUSTOMERS CAN;T  TRY THE

PRODUCTS,  ASOS HAVE A  D IFFERENT  PROCESS COMPARED TO OTHER

BUSINESSES.  AFTER  SEEN THE I TEM,  THEY CAN PUT  I T  IN  THE  BASKET

AND GO TO CHECK OUT .

PHYSICAL EVIDENCE

IN  TERMS OF THE IMAGE OF THE SERVICE PROVIDED BY THE BUS INESS

TO THE CUSTOMER.  IN  ASOS THE ONLY ONE PHYS ICAL  EV IDENCE

POSSIBLE  IS  THE  RECEIPT  ONE AFTER  THE PAYMENT ,  THAT  THE  SYSTEM

WILL  SEND MY E-MAIL .  
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MARKET PENETRATION

-  EXPLORE FURTHER MEN 'S  DEPARTMENT ;

-  IMPROVE LOYALTY SCHEME.

MARKET DEVELOPMENT

-  POP UP  SHOPS;

-  EMERGING MARKETS IN  AS IA  -  NEW WEBS ITES .

PRODUCT DEVELOPMENT

-  HOME LE ISURE;

-  OWN LABEL  IN  BEAUTY.

DIVERSIF ICATION

-  ASOS CAFFE TO IMPROVE THE COMMUNITY '  SENSE.
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ANALYS ING ASOS S ITUAT ION,  THE  COMPANY LOOKS AS SOL ID  IN  I TS

D IGITL  STRATEGY AND COMPOSIT ION.  THE  FOCUS ON THE CUSTOMERS

EXPER IENCE IS  A  STRENGTH IN  THE  COMPANY '  POSIT ION ING,  EVEN THE

PRESENCE OF PHYS ICAL  STORE COULD IMPROVE THE LOYALTY

RELAT IONSHIP  W ITH  CUSTOMERS.  TH IS  OPPORTUNITY  COULD BE

DEVELOPED AROUND THE TREND OF TEMPORARY FLAGSHIPS ,  THROUGH

PARTNERSHIPS  AND COLLABORAT IONS.  EVEN THE MARKET  IS  SAURED IN

FASHION OFFERS WITH  COMPET IT IVE  PR ICES ,  ASOS '  STRATEGY IS   

 COULD BE  MORE STRONGER IMPROVING THE LOYALTY SCHEME WITH

USUAL  CUSTOMERS,  ENGAGING THEM AS SPOKEPERSON  OF  THE IR

COMMUNIT IES .
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