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1.0 Executive Summary
This report provides a strategic digital market plan for ASOS after the presentation where it was decided that pop-up events will be trialled by ASOS to help ASOS move into experiential marketing and create experiences for customers as well as increase brand recognition by hosting several in person events in some of the UK’s biggest student and fashion centric cities.  The report uses various academic and theoretical context to help support conclusions made with the use of The New Marketing Mix, as well as the three steps to a digital marketing strategy to help in producing the plan. The main aim of the digital marketing strategy is to appeal to ASOS’ existing target market, which is predominantly the student and young adult demographics, and so innovative digital strategies will be required. Key tactics devised including Artificial intelligence, and influencer marketing as well as utilising social media platforms will help market the pop-up events and bring more eyes to the product. 
Marketing objectives are also set in the report which include increasing brand recognition, increase the customer relationship marketing, and also implement artificial intelligence into the marketing strategy. 
2.0 Introduction
The aim of the report will be to focus on planning an innovative customer care plan for ASOS with an innovative digital marketing strategy to improve brand recognition and improve the customers perception of ASOS through various approaches that will incorporate innovation to develop the marketing of the brand and the customers experience.  
The objectives of the report are to:
•	Create a customer care plan for ASOS which incorporates innovative marketing strategies and use of relevant theories to underpin conclusions made. 
•	Offer strategic recommendations for new innovative strategies and to build on existing strategies. 
•	Establish how ASOS will implement the strategies put forward and explain what the key tactics are, and the resources required.
Asos are one of the world’s leading online fashion stores and sell a variety of products such as clothing, shoes, and cosmetics and in accordance with Statista (2020) had 14.2 million active customers in 2019 which highlights just how big the brand is. Eley (2021) articulated that “as their sales, profits and share prices have grown, they have become more acquisitive” which is exemplified through ASOS purchasing Arcadia brands Topshop, Topman, Miss Selfridge and HIIT brands to sell on the online store. According to ASOS plc (2021) there was an increase in retail sales by 19% in 2020 from the previous year and due to being focused online as opposed to being a brick-and-mortar retailer this has meant that ASOS has exceeded more during the pandemic than other retailers. Halliday (2021) pointed out that since ASOS purchased the arcadia brands, they have seen a “significant step change in site traffic” and that there was a 226% increase in traffic to their site on their launch day. The mission statement is to “become the world’s number-one destination for fashion-loving 20-somethings” and this will be taken into consideration with the development of an innovative customer care plan to attract and retain their target audience.
3.0 Main findings from the presentation.
The initial presentation included both SWOT and Pestel analysis to help provide context into the internal and external environments. The Pestel analysis highlighted some key points which can be seen in the table in full in the appendix and summarised below. The presentation highlighted several political challenges that ASOS face such as the impact of Brexit which impacts trade regulation and tariffs and with ASOS expanded globally this has impacted the business. Economic factors externally include labour costs, increasing pressure on organisations to treat employees better, and the impact of Covid-19 which has not only hit the organisation but also customers who may have less disposable income. Another major external factor is the social impacts which ASOS need to consider, including the age demographic and current trends, sustainability, and the increasing pressure on organisations to focus on sustainable development. ASOS rely heavily on technology to be able to sell and distribute products, as well as market and so technological factors are very important and with the rise of digitalization this is something that ASOS need to constantly be evaluating to see where they can improve and compete with other organisations. Environmental factors have become more prevalent in recent years for fashion organisations due to social media users putting pressure on organisations to do better and sustainability is now expected for ASOS and to educate customers. Legalities discussed in the presentation included different laws in different cultures that ASOS operate, and that employee and customer rights are not exploited. 
The SWOT analysis, which can be found in full in the appendix, focused on the internal environment of ASOS. From the SWOT analysis which was devised in the presentation, it was determined that there were various strengths including ASOS experience in digital marketing and amassing a big social media presence, weaknesses such as over reliance on digital due to having no stores, opportunities including rise of digitalization which will help ASOS to continue to expand into other countries and threats including other competitors having better brand recognition due to operating both online and on the high street. The ASOS pop-up events first presented in the presentation will look to benefit not only ASOS by launching new products and the newly purchased Topman, Topshop, and Miss Selfridge brands but also partnerships with local universities in the cities that the events are hosted, which as discussed in the presentation are fashion centric and student cities such as Cardiff, Birmingham, Manchester, and London.  As it was concluded in the presentation that ASOS have succeeded in using digital marketing this will be continued for the pop-up events and so a digital marketing plan has been designed for the events to get the best reach and attract the right customers. 
[bookmark: _Hlk74479895]4.0 An innovative Marketing Plan for ASOS Pop Up events
 “Companies must develop more engaging and social experiences to encourage more consumers to connect” State of Fashion (2021), and with this being considered, the ASOS pop up events will encourage consumers to connect with the brand as well as fashion university students eligible to compete in the sustainable fashion competition run at the events which allows the future of the industry to showcase their skills on a major platform. Kotler (2020) stated that organisations “must design customer-driven marketing strategies that build the right relationships with the right customers” and so the digital marketing plan will aim at targeting the right customers not only to attend the pop-up events but also to then stay with the brand. 
By using the three digital marketing steps devised by Mankad (2020) which are opportunity, strategy, and action this will assist with presenting the digital marketing strategy and detailing how the plan will be implemented, and what they key tactics are. The digital marketing plan will also work towards the marketing objectives that have been set which are:
•	Introduce new artificial technology which will help assist the digital marketing plan.
•	Improve customer relationship marketing and build brand loyalty.
•	Build more brand recognition through the events and collaborate with universities to offer opportunities to fashion students.
These objectives will be implemented through strategic planning, and Ryan (2020) discussed the important of strategy and that “formulating a digital marketing strategy will help you to make informed decisions about your foray into the digital marketing arena and ensure that your efforts focused on the elements of digital marketing that are most relevant to your business”.
5.0 Opportunity
There are various opportunities for ASOS to continue to grow and increase brand recognition which will be exemplified with the pop-up events as well as offer a unique experience for ASOS’ customers to attend and enjoy the offerings on a more personalised level, away from the online atmosphere as this an area where ASOS could develop to stay competitive as discussed in the SWOT analysis. Batat (2021) articulated that “service experience is the key to business today. Customers interact permanently with organizations, among themselves, through word of mouth (WOM) and E (WOM) processes and, therefore, what is an enjoyable experience becomes an excellent service”. By providing customers with a memorable experience and service this will help build loyalty to the brand and anticipation for future events. The digital marketing plan also creates the opportunity to relaunch Topman, Topshop and Miss Selfridge in a unique way through launching styles to people around the globe watching on the live stream of the events. 
The digital marketing strategy will also provide the opportunity for growth of the customer relationship marketing at ASOS with a strategy that is focused on the customer and engagement with the brand and the pop-up events. Aksoy (2014) discussed that “relationship marketing is based on the main premise that customer retention is much more cost effective compared to customer acquisition” and although acquiring new customers will be attempted through the digital marketing plan, retention will also be key to ensure that existing customers are loyal to the brand and then will help spread word of mouth with their friends, family, and colleagues. 
6.0 Strategy
The strategy is important so that when getting to the action stage the plan goes as expected providing that there are no obstacles. Kingsnorth (2019) initiated that “rearranging budgets to take advantage of new opportunities often means that something else has to suffer” however, for this strategy, building on the existing digital marketing strategy by ASOS for the pop-up events will ensure that nothing is having to suffer as the free social media pages Facebook, Instagram, Snapchat adverts and Tiktok will help promote the events to the target audience, but also word of mouth through the university student unions will ensure that word of mouth marketing will also be integral. By utilising market segmentation this will help to target the main age demographic and as highlighted by Kotler et al (2020) “through market segmentation, companies divide large, diverse markets into smaller segments that can be reached more efficiently and effectively with products and services that match their unique needs” and the plan will focus on effectively promoting the ASOS pop-up events to not only the current consumer but also will be live streamed globally to attract more customers.  Dixon (2021) stated that “with an increase in consumerism, many have turned to experiences over material items, leading to the rise of the experience economy”. The pop-up events will aim to create experiences to help create brand loyalty and ensure that the brand has a lasting impression on the consumer to help the brands recognition. By creating design competitions for the host cities local universities thus will help involve fashion students the platform to work with ASOS potentially and the winner will get their signature sustainable fashion item sold exclusively at the events and create opportunities for students in these testing times.
7.0 Key Tactics
7.1 Influencer Marketing
Influencer marketing “is becoming of increasing relevance for many firms, especially those operating in a business-to-consumer environment” Haenlein (2020), and this is a key tactic that will be used to help create excitement in the build up to the pop-up events and draw more eyes to the events. Local influencers will be employed to help promote events in their area and this will help ensure that the younger hardcore fans of the influencers will attend the events and subsequently engage with the brand. The influencers and ASOS insiders will promote the event through a wide range of their social media pages including Facebook, Instagram, TikTok, Snapchat, Twitter and YouTube as well as working with student unions to help promote through word of mouth and across the universities digital platforms and also provide a host of fun activities online in the build up to the events such as hosting the sustainable fashion competition where the winner from the host cities nearby universities will showcase their work at the pop-up event and be sold as a limited edition item and also get the opportunity to work on future products for ASOS. 
7.2 Artificial Intelligence
In addition to promotional posts online, artificial intelligence will be utilised to help create personalized email marketing to customers that purchase through the website to promote the event nearest to their location and provide details about the event, mainly focusing on those who use student discounts on the site. The use of Artificial intelligence will also have an impact on the customer relationship marketing as by offering early access tickets and a draw for VIP passes to customers once they have purchased items on the site this will ensure that the customer relationship is also strong as sales could potentially increase due to those wanting to be in the draw for the VIP passes which would include meeting the influencers and celebrities at the event.  At every step of the implementation of the strategy, artificial intelligence will also be used to see what content is most effective and if something is not working to look at adjusting it. Sterne (2017) emphasised that “in advertising, machine learning works overtime to get the right message to the right person at the right time” and so utilising artificial intelligence will help get the right message to the right audience.  By using data from ASOS’ website this will help to determine what areas specifically need to be penetrated and by using artificial intelligence this will be more achievable to see existing markets to be able to focus the digital marketing strategy towards them and highlight areas that need to be penetrated.
8.0 Action
Kingsnorth (2019) illustrated that “ultimately, this is where your strategy will succeed or fail. Action plans are where your goals, objectives and strategies come together into the hard work”. It is vital that the strategy and they key tactics are attainable so that the action stage runs more smoothly. The key tactics will be implemented utilising existing resources in ASOS such as partners and influencers, as well as getting in touch with local universities near to where the events are being held in advance to set up the process. The digital marketing strategy will give plenty of time in the build up to the pop-up events to help create excitement and allow the competitors to design their sustainable fashion piece with plenty of time, as well as allowing enough time to successfully promote the event without oversaturating it. Given the uncertainty regarding new variants, the date will be confirmed however will likely take place in early 2022 to get the most attendees as safe as possible. 
The key tactics will be achieved by utilising artificial intelligence which has already been used by ASOS to understand the data and help to pinpoint who to target to then penetrate the market and once the market is established finding the right influencers to work with the brand will then go ahead taking various factors into consideration such as effectiveness, how much a draw they could potentially be to help sell the event, and whether they have similar visions as the brand to ensure that the right people are involved with promoting the events.  The pop-up events will not necessarily aim to make profits but be more focused towards brand recognition and creating experience for customers and attracting new customers to the brand. Shone & Parry (2016) discussed that “many event organizers do not fully appreciate the financial implications of the decisions they are making and are consequently surprised, when the accounts are done, how little profit has been made or how big a loss has been incurred” and so this will be taken into consideration when deciding what influencers to hire. 
[bookmark: _Hlk74393927]Mitterfellner (2019) articulated that it is “questionable whether the old marketing mix would still be relevant to all types of fashion businesses” and so devised the New Marketing Mix to focus on modern challenges organisations need to face which focuses on Design, Desire, Digitalization and Diversity. The design of the pop-up events is vital to ensure that customers are drawn and have a good experience whilst there. The events will be designed with the key themes in mind such as sustainability, with limited edition products that will be sold exclusively at the pop-up events with Topman, Topshop and Miss Selfridge at the forefront. The design will not only attract existing customers but also new ones through innovative themes. Following from design, desire is the next theme chosen by Mitterfellner (2019) who argued that “although price is still important, more important is the creation of desire within the consumers mind. If a brand has a great story, promotes itself through the right channels and creates products and a brand identity which is unique” and so by using market penetration this will ensure that the right people are being targeted which will help improve their desire for the brand.  Sustainability will be a key theme for the event and launching sustainable products will attract those who share similar desires. Digitalization is the next theme in the new marketing mix and ASOS have used this to their benefit in building and growing the brand, using digital marketing and ASOS insiders. This was discussed by Chaffey (2019) who emphasised that “ASOS has successfully used social media to build a community of fashionistas who are prepared to share their views and opinions on Facebook, Twitter and Google Plus and share ideas of what to wear, giving its young shoppers fashion inspiration”. The big platform ASOS has means that there is the potential to live stream the event via social media platforms to millions of people around the world. As a result of globalisation, and with ASOS expanding this means that diversity is vital for the organisation with the marketing of the site to ensure that all customers feel included, and for marketers it is vital to understand the specific needs of individuals to create superior marketing strategies. Pires et al (2014). With the developments of social media and culture changes it is more important now than ever that organisations understand the importance of diversity and so the marketing strategy will carefully consider diversity in line with the brands values. 
9.0 Recommendations
9.1 Resources required to undertake the plan successfully. 
· Close interaction with universities to help plan and successfully integrate the student competition into the pop-up events and ensuring that there are employees that are tasked to ensure everything goes well and that risk assessments are covered. 
· An effective Artificial Intelligence based email marketing system to help promote the event but also new products and styles to the right market. 
· Influencers on board that share similar values to the brand which will ensure that there are no issues with associating the brand with certain people. 
· Experienced event management specialists to help plan and run the pop-up events. 
· Funding through ASOS with low chance of making profit however with a look to the bigger picture. 
9.2 How performance will be monitored
· Artificial intelligence systems will allow performance to be monitored from data to see where the most engagement is and take actionable steps if necessary if there is not enough site traffic. 
· Social media interactions
· By Listening to customers opinions this will also give indications as to how successful the promotion is going such as how many tickets have been sold. 
10.0 Conclusion
The pop-up events will offer customers the chance to interact with the brand on a personal level as opposed to digital, however, it is vital that the digital marketing strategy is followed so that more people attend and more importantly the right people are targeted. Although the pop-up events will not make profit, it will provide more brand recognition and in future could be the steppingstone for ASOS to trial more in person operations such as opening stores in the future to stay competitive. One weakness ASOS have which was discussed in the SWOT analysis is a heavy reliance on technology and although promotion will mainly use technology to assist it the events will provide the brand an opportunity to experiment away from technology and provide consumers with a unique experience, and with the opportunity to live stream the shows this will engage more people with the brand worldwide. By utilising artificial technology to help use data, as well as influencer marketing this will help bring more eyes to the product and with the launch of Topshop, Topman and Miss Selfridge this will also be a good opportunity to relaunch them as ASOS brands with a series of pop-up events which will not only provide ASOS with the opportunity to appeal to more consumers but also for fashion students at universities near the host cities which during the current uncertain times will offer many the opportunity to design a signature piece with the winning piece being showcased at the pop-up events. The key tactics will be influential in the success of the strategy, and each will be carried out strategically and if any of the tactics are not working then they will be changed to increase effectiveness. 
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	Asos face various political challenges such as the issues regarding Brexit and trade regulations and tariffs which will have been impacted since. As ASOS distribute products globally it is important that different rules and regulations are adhered to as this will help continue to expand the brand into other markets. 

There is a wide range of economic factors that ASOS must consider externally such as labour costs and the pressure of manufactures to work ethically meaning ASOS need to consider what partnerships they make and what brands they sell, exchange rates and other economic impacts such as the impact of Covid-19 meaning less people might have more disposable income. 

Society is a major factor for ASOS to consider establishing consumer demands and to see the main age demographic which use the website as well as attitudes such as health related and understanding different class structures in society. One important factor in society currently is sustainability and so working towards sustainable development is vital for organisations to do their bit and be seen to caring about more than just making profit. 

ASOS rely on technology to be able to offer their products, and so have various technological factors to consider. Technological factors not only include aiding with distribution and selling products online but also to assist customers with the customer department, and most of ASOS’ marketing consists of digital to help expand the brand. 


There is big pressure on fashion and retail organisations to ensure that the impact on the environment is reduced to ensure that the harm to the environment is minimum and especially for big organisations this is essential and vital for the marketing plan. Waste management, climate change and recycling are all key and ASOS have a dedicated sustainable sourcing programme to help educate employees and customers on the issues impacting the environment. 



There are several legalities which ASOS need to consider and especially when working in several different countries with different cultures and must be sure that laws are followed in every step of the product life cycle and to ensure customer and employees rights are at the forefront of the business. 







SWOT Analysis
 The strengths of ASOS include the fact that ASOS have a strong digital presence and have amassed a global audience through targeted marketing to specific age demographics and that they are continuing to expand with the purchase of Arcadia brands, weaknesses that include high cost of delivery and labour, the lack of stores meaning that ASOS are too heavily reliant upon technology and that consumers are unable to try the product before they buy which they can in high street stores. Opportunities discussed included the rise of digitalization which can help alleviate the brand further and make the customer experience on the website better and globalization which is allowing brands to expand into bigger markets. Threats to ASOS include the lack of high street presence which means other brands that are both online and on the high street have better brand recognition, and with the impact of Covid-19 forcing consumers to stay inside people might look to shopping instore in the future.  As decided upon in the initial presentation, pop up events will be designed to help expand the brand into the ‘real world’ and provide an experience for ASOS customers to enjoy and remember. The events will need to target ASOS’ market and subsequently a digital marketing plan will be presented in the report to maximise engagement with the brand and help to promote the events and improve customer relationship marketing at ASOS. 
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The New Marketing Mix in full
Design is important for the customer care plan as the pop-up events need to correlate with the brand’s image. Mitterfelner believed that “as brands ‘drop’ or (release) collections frequently, consumers pay more attention to the design and style of the product” as opposed to the product itself, and so the pop-up events will have a sustainable theme with limited-edition products to be launched which fits with ASOS’ style as well as being sustainably sourced and sold at the events as well as showcased on the company’s website. The design of the events will help not only attract Asos’ main target audience but also appeal to others. The next section is desire which is chosen as Mitterfellner (2019) argued that “although price is still important, more important is the creation of desire within the consumer’s mind. If a brand has a great story, promotes itself through the right channels and creates products and a brand identity which is unique, the consumers will long for the brand and agree to the price”. Sustainability will be a key theme for the event and launching sustainable products and so this will attract those who share similar desires. Digitalization is an area in which ASOS have so far excelled in not only promoting the brand but making the most of digitalization to expand and this will also be used to promote the pop-up events, with ASOS ‘Insiders’ and other forms of influencer marketing to help expand the event to a wider audience. Chaffey (2019) emphasised that “ASOS has successfully used social media to build a community of fashionistas who are prepared to share their views and opinions on Facebook, Twitter and Google Plus and share ideas of what to wear, giving its young shoppers fashion inspiration”. Asos already have a big online presence, and this will help with promoting the events and creating a buzz, but also for live streaming the event for those unable to attend to millions of people through Asos’ digital platforms such as Facebook, Instagram and TikTok live. As a result of globalisation, and with ASOS expanding this means that diversity is vital for the organisation with the marketing of the site to ensure that all customers feel included, and for marketers it is vital to understand the specific needs of individuals to create superior marketing strategies. Pires et al (2014). With the developments of social media and culture changes it is more important now than ever that organisations understand the importance of diversity and so the marketing strategy will be carefully planned and implemented to ensure that all feel welcome through the promotional posts and a wide variety of influencers and ASOS insiders from various backgrounds will be involved with the promotion and implementation of the pop-up events. 
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