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[bookmark: _Toc132377370]Innovative strategy
An innovative strategy for Asos turns out to be their large product portfolio that comprises 900 brands from all over the world that makes it possible for customers to purchase the most latest and affordable clothing that matches their needs and preferences (Digitalmarketinginstitute, 2023). Asos exclusively sells online which also turns out to be their innovative strategy permitting them to reach out to the customers and provide them accessibility to choose the best fashion item from a diversity of brands and consortium these items with the company’s products (Asosplc, 2022). The online strategy of Asos has helped the organisation become the best online fashion destination among people. 
[bookmark: _Toc132377371]Brand equity
The brand equity of Asos grows due to ethical trading, sustainable sourcing along with animal welfare. During the year 2022, the brand value of Asos stood at around $ 974 million (Statista, 2022). The brand equity of Asos is high because it sells a large number of fashion-wear clothing and accessories. Affordability, accessibility and customer convenience are some of the factors that help in increasing the brand equity of Asos in the challenging business environment. 
[bookmark: _Toc132377372]Stages in the customer journey
There are five stages in the customer journey those are developing awareness among the people, consideration, where the customers realise meeting their growing needs, purchase, retention and advocacy are the stages in customer journey process (Tueanrat, et al., 2021). 
[bookmark: _Toc132377373]Customer touchpoint 
The customer touchpoint for Asos includes developing product awareness, consideration, decision, action and loyalty. Touchpoint helps companies to determine opportunities to improve their customer journey. 
[bookmark: _Toc132377374]Customer satisfaction
Customer satisfaction is denoted as a dimension that helps in determining how happy a customer is with a firm's products, services and competencies. Satisfied customers for the organisation increase the business potentiality of earning high growth and productivity that positively contribute to the growth of the administration (Kurdi, et al., 2020). Satisfied customers also help in promoting word-of-mouth marketing for the organisation which positively contributed to the growth of the establishment. 
[bookmark: _Toc132377375]Background information about the company 
Asos Plc is a British online fashion and cosmetic retailer, the company was established in the year 2000. The firm has its H.Q. situated in London, England, UK. The firm primarily aims to target young adults. Asos through its website sells over 850 brands as well as its range of clothing and fixtures and the firm also ships to all 196 countries from completion centres in the United Kingdom (Asos, 2023). Asos originally stood for AsSeenOnScreen with the tagline Buy what you see in film and TV. Examining the financials of the organisation it has been seen that the organisation earned a revenue of GBP 3,936.5 million and an operating income of GBP 9.8 million (Asos, 2023). The total number of employees working in Asos is 3,259 as of the year 2022. Products that are being sold by Aso's organisation comprise clothes, shoes, accessories and beauty products. During the year 2021, the online retail business acquired Topshop, Topman and Miss Selfridge. 
[bookmark: _Toc132377376]Mission and vision of the company
The mission statement of Asos is to become the world's number-one destination for fashion-loving 20-somethings (Mission statement, 2023). Whereas, the vision statement of the company is to ensure that everyone in the world enjoys the freedom to be themselves is proof of how influential Asos is with its products. 
[bookmark: _Toc132377377]Definition of communication 
Communication is the procedure that mainly includes conveyance and receiving information through verbal and non-verbal approaches. Communication is a two-way means of interactive evidence in the method of opinions, sentiments and ideas between two or more persons with the persistence of edifice and empathetic the employees (Meggetto, et al., 2020). Communication turns out to be effective for the organisation it helps in establishing better relationships, handling conflict better along with building empathy. Communication for the organisation turns out to be effective for the establishment because it aids in increasing self-awareness among the employees along with building trust that encourages accomplishing the goals in time. 
[bookmark: _Toc132377378]Diagram & explanation of the communication model 
Aristotle's model of communication is the extensively acknowledged and most common archetypal message where the despatcher directs the information to the receiver to affect them and make them reply and act consequently. Four stages in Aristotle's model of communication is including of speaker, speech, audience and effect (Donskikh, 2019). Management of Asos is the speaker and they are responsible for taking up major decisions and establishing positive relations with the employees helping them in understanding their jobs and execute their roles accordingly. Information is being delivered to the customers in the form of a voice message, video message or written statement that helps the customers in knowing about the message that the organisation intends to deliver to their customers in terms of making them loyal towards the organisation (Sütterlin & Yu, 2021). Audiences receive messages that help them in knowing about the latest trend in fashion wear clothing along with information about the organisation. The effect of the message helps the customers in making their purchasing decisions because if the prices of the products increase they look for other brands or substitute products. Hence, maintaining communication turns out to be effective for Asos. 
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[bookmark: _Toc132377425]Figure 1: Aristotle's model of communication, Source: (Sütterlin & Yu, 2021)
[bookmark: _Toc132377379]Definition of integrated marketing communication 
Integrated marketing communication is referred to the procedure of joining a brand’s messaging to make it reliable athwart all media that the brand usages to reach its target audience. IMC is a strategic method that attendants message and tactics used across all promotion channels (Muhammedrisaevna, et al., 2020). The benefits of IMC within the establishment comprise improving efficiency by providing a streamlined process allowing the organisations to execute their activities to accomplish the organisational objectives in time (Percy, 2023). Integrated marketing communication for Asos also helps them in accessibility to larger audiences allowing the firm in establishing operations that contribute to the development of the firm. Integrated marketing communication present in the firm intends to develop cost-effectiveness and build trust. 
[bookmark: _Toc132377380]Explain new promotional strategies the company can use to raise awareness of the brand 
Promotional strategies that are being used by Asos to raise awareness of the brand comprise of website, mobile app and magazines. The organisation sends emails and updates to the registered email addresses regularly which enables the UK-based fashion retail firm in sending personalised messages to the customers that influence the purchasing decisions of the customers and grow the brand status of the organisation (Ferrell, et al., 2021). Asos uses social media promotion that allows the organisation in reaching out to customers that offering them products that matches the requirement of people. The social media promotional strategy for Asos also helps them in developing social media community that allows the organisation in growing relationships with the customers which allows the firm in growing its brand status positively contributing to its overall development (Deepak & Jeyakumar, 2019). Promotional strategies that are being undertaken by Asos comprise growing awareness of the brand through the help of content marketing where interactive content is being developed that positively contribute to raising awareness of the brand and increasing the revenue opportunities for the establishment (Chen, et al., 2020). Paid advertisement is also being used by Asos to increase the awareness of the brand among the customers which grows the opportunities for the firm in scaling up its business. 
Different advertisements are also being used as promotional strategies by Asos that lets in growing awareness among the customers. Advertisement campaign that is being designed by Asos helps the organisation in making the products easily available to the customers which grow their purchasing decision helping in increasing awareness among the customers (Park, 2020). Sales promotional strategies are also being used by Asos that lets in increasing awareness of the brand among the customers that grows the opportunities for the organisation in not only increasing the brand status but also increase revenue opportunities for the establishment (Fildes, et al., 2022). Public relations and direct marketing are also being used as promotional strategies by Asos that lets the firm in growing its organisational competitiveness which positively contributes to the development of the firm (Hutt & Speh, 2021). Different promotional strategies are being used by Asos to raise awareness of the brand through the help of publishing high-quality content through magazines that lets the customers about the latest product that matches the growing expectation of the customers. Promotional strategies also assist in designing brilliant influencer marketing initiative that allows Asos in growing its future growth prospect. 
Asos digital marketing strategy ensures communication and personalisation as well as the possibility to determine the audience's demand and fulfil their expectations. The digital marketing strategy for Asos includes YouTube, Google+, Facebook and Pinterest channels to reach the target audiences (Medium, 2023). The digital marketing strategy used by Asos helps them in connecting with the customers and make them informed about the products and services that are unique and distinctive. Using the digital marketing strategy helps Asos in creating unique content that is being promoted to the targeted customers to draw out their attention and attract them towards the organisation (Vieira, et al., 2022). Offline promotional strategies of Asos comprise promoting their products through a branded fashion magazine to aid fortify the brand and draw out the attention of larger spectators of fashion-conscious factions. Asos created its own branded magazines that let the organisation in connecting with the customers and make them informed about the latest product and fashion accessories that are present in the market (Thedrum, 2022). Asos magazine is a smart advertising tactic as people can not get their hands on a copy unless they shop the online store that inspires the customers to make their purchasing decision. Hence, the promotional strategy of both offline and online help Asos in growing its business operations along with contributing to its overall development. 
[bookmark: _Toc132377381]Definition of brand and brand equity 
A brand is a product, service or idea that is openly illustrious from other products, services or concepts so that it can be effortlessly connected and typically advertised. Branding is the procedure of making and distributing the brand name, its qualities and its character. The brand is an incorporeal asset intrinsic to the donation, forming its uniqueness, knowledge and features that help in distinguishing it from others in the marketplace (Coelho, et al., 2019). The significance of a brand comprises identity, aids recognition and differentiation from other products in the market. Increases the value, when attached to a generic offering, increases its overall monetary and non-monetary value (Gupta, et al., 2020). Brand equity is referred to as the value premium that a firm makes from a product with a familiar name when linked to a  generic corresponding. Businesses generate brand equity for the products by creating them memorable, effortlessly familiar and superior in excellence and dependability (Tasci, 2020). Mass marketing campaigns also aid the firm in creating brand equity. Brand equity comprises three basic components that being including consumer insight, negative or positive effects and the ensuing value. Brand equity has a straight influence on sales volume and a business’s success because settles towards products and services with great statuses. 
[bookmark: _Toc132377382]Keller’s brand equity model for Asos 
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[bookmark: _Toc132377426]Figure 2: Keller's brand equity model, Source: (Keller & Brexendorf, 2019)
Brand identity
Brand identity for Asos helps the organisation in creating awareness among the mind of customers to make sure that they are being engaged and provided with great quality products and services that influence the purchasing decisions of the customers (Tasci, 2020). Creating brand identity among the mind of customers help Asos in growing its presence among the mind of customers and increases growth opportunities for the organisation. 
Brand meaning
Brand meaning for the organisation comprises examining the performance and determining the imagery of the organisation. Asos offers a wide variety of products to customers that are of different quality, colours and sizes that match their growing expectations (Beig & Nika, 2019). The imagery of the product offered by Asos to their customers comprises of meeting their psychological needs such as their attitude, style and personality that help Asos in growing their business among the customers. 
Brand response
Brand response for Asos falls into two categories that are including quality and credibility. Customers judge the product of Asos on its actual and perceived quality which ensures high sales for the organisation. The product quality of Asos is being improved through the help of maintaining continuous innovation that grows the business profitability for the organisation (Moliner-Velázquez, et al., 2019). Credibility for the organisation is being measured through the help of trustworthiness and likability that explains the key messages, marketing campaign and brand packaging for the organisation. 
Brand resonance
Brand resonance for Asos falls in the category of top of the brand equality pyramid that explains behavioural loyalty that encourages repeat purchases, and attitudinal attachment explains the love of customers towards the brand that helps the organisation in growing their business in achieving profitability. 
[bookmark: _Toc132377383]Customer journey stages and customer touchpoints  
Awareness
Asos promotional and advertisement campaigns help the organisation in making their products available in the market and influence their purchasing decisions (Demmers, et al., 2020).  Growing awareness of the brand increases sales and marketing opportunities for the organisation which helps in achieving high profitability and growth opportunities. 
Consideration
Customers make up their minds to purchase the product considering the product features, design, innovation and accessibility that are being provided to the customers helping in growing its demand among the customers (Grewal & Roggeveen, 2020). Based on the product features and attributes help the customers to consider their purchasing intention to buy the products from the organisation. 
Purchase
The consumer purchasing decision is based upon features of the product, design, packaging and innovativeness in the product and service ranges that allow the consumers to make up their purchasing decisions to buy the product that matches the expectations of the customers (Gao, et al., 2020). Transparency in the product and flexibility provided to purchase the product also increases the purchasing decisions of the customers. 
Retention
Customer retention is being maintained by the organisation through the help of providing them with a high-quality product at an affordable price range. Innovation in the product ranges and different value products that are being offered by Asos to their customers in terms of drawing out the attention of customers towards the organisation. 
Advocacy 
Product advocacy for Asos fashion wear clothing comprises opinion that is either positive or negative. Positive reviews for the organisation help in attracting the attention of customers along with growing the profitability of the establishment (Klein, et al., 2020). Whereas, negative feedback is being eliminated by Asos to maintain business competitiveness. 
Customer touchpoints for Asos comprise of brand’s points of customer contract that enable the customers to see the ratings and reviews of the products and then make up their purchasing decisions (Barann, et al., 2022). Websites, online platforms and retail stores are considered to be the touchpoints for the customers helping in growing their overall business. 
Examples of touchpoints at the pre-purchase, purchase and post-purchase stages
Pre-purchase touchpoints for customers developed by Asos comprises social media adverts, social media posts, word of mouth and reviews that let the customers know about the product description and features before making up their mind to purchase them. Touchpoints let the customers interact with the brand and help Asos in answering the specific query of the customers. The purchase touchpoints for Asos comprise developing an integrated website to make the customers engage and motivate them to spend some time on the website. The sales team for Asos also help in interacting with the customers and provide them with the assistance that grows the overall sales for the organisation. The physical store, events and store ambience are also considered to be touchpoints for the customers that grow sales for the organisation. Post-purchase touchpoints for Asos comprises sending personalised emails to the customers, loyalty programs, billings and social media platform to interact with the customers and grow the overall sales for the organisation. 
Create a persona of a typical Asos customer
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[bookmark: _Toc132377384]Diagram and critical explanation of customer journey 
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[bookmark: _Toc132377427]Figure 3: Retail customer journey, Source: (Berman, 2020)
Customer journey mapping is a visual representation of the customer journey as it helps in explaining the customer experiences with the brand across all touchpoints. Mapping the customer journey helps out the online retailer Asos to visually help ensure no customer slips through the cracks (Berman, 2020). Customer journey is being mapped by Asos because it helps them in gaining insights about the common customer pain points along with taking up proper steps to improve those. Customer journey mapping help Asos in determining the customer touchpoints for instance website, social channels and interactions that assist the organisation in growing relationship with the customers that positively contribute to the organisational development (Vakulenko, et al., 2019). Buyers' journeys are then created across the various touchpoints for each buyer's persona that lets the customers in making up their minds to buy the product and services. Asos failure to map out the customer journey fails them to optimise the customer onboarding process as a result of which makes it difficult for Asos to retain the trust and loyalty of the customers (Koussaifi, et al., 2020). Examining the customer journey helps Asos in benchmarking the customer experience desired by the customers against what they receive. Customers' desire and needs are tracked by Asos which lets them in understanding the customers and providing them with similar products and services that matches the overall expectations of the customers (Lynch & Barnes, 2020). Failing to understand the differences in buyer personas Asos fail to move from prospect to conversion through the buying funnel. Customer journey mapping allows Asos to create personalised experiences across all touchpoints to create a logical order to develop the customer-buyer journey. 
[bookmark: _Toc132377385]Strengths and weakness of customer journey map 
The strength of the customer journey map is customer value that helps Asos in generating high revenue and growth prospect that positively contribute to the development of the organisation. customer value for the establishment also helps out the organisation in increasing the company’s value in several ways such as expanding their business and looking to tap into new customer segment that positively contributes to the development of the organisation (Batra, 2019). The strength of the customer journey map for Asos comprises improving customer retention that helps the UK-based online retail firm in growing their business and at the same time achieving positive results that contribute to their overall development. Weakness of customer journey mapping comprises poor cross-functional support that fails the establishment in creating and maintaining the customer journey map that fails in achieving the trust and loyalty of customers (Shiratori, et al., 2021). Failing to develop cross-functional support fails Asos in creating an accurate map of the customer journey that decreases the potentiality of Asos in growing its loyal customer base. The weakness of customer journey mapping fails Asos to establish an action plan that makes it difficult for the firm in creating the map itself and does not create any change or improvement for the organisation (Alvarez, et al., 2020). The strength of a customer journey map is that it helps in improving the internal communications that help in developing the customer experience within the organisation. The strength of the customer journey map is that it helps Asos identify the customer pain points that grow the overall customer loyalty helping the organisation in achieving growth and profitability. 
[bookmark: _Toc132377386]Total engagement model 
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[bookmark: _Toc132377428]Figure 4: Total engagement model, Source: (Shen & Jiang, 2019)
The examination of the total engagement model explains the key strategic elements of a business that needs to be designed and aligned to create engaged customers. The total engagement model explains the customer value proposition that explains why the customers should purchase from the organisation (Shen & Jiang, 2019). Asos offers a wide variety of products at an affordable rate to meet the growing satisfaction of customers as a result of which it positively contributes to the development of the organisation. The customer value proposition for the organisation helps the firm in offering an innovative and unique range of products that are distinctive and help Asos in growing its demand among the targeted customers (Pranitasari, 2022). Building cultural effectiveness within the organisation also positively contributes to the customer value proposition. The culture of Asos is to develop collaboration among the employees and allow them to share their feelings and thoughts among themselves that positively contribute to the development of the organisation (Mani & Mishra, 2021). Whereas, customer experience is being built through the help of developing physical and emotional elements such as usage of the product and values that are being offered by the products of Asos to the customers. Positive customer experiences for the organisation help them in attracting the loyalty and trust of customers the organisation that positively contribute to its overall development. 

[bookmark: _Toc132377387]Recommendation 
Recommendations for the report have been developed based on the overall analysis of the report.
· Asos can look forward to opening up a physical store in the UK and in a European location as it will be providing them with a great opportunity to interact with the customers and know about their changing tastes and preferences. Opening up physical locations will also be helping Asos in growing its business capabilities which will positively contribute to its overall development. 
· Asos can also adopt joint venture partnerships to expand its brand roots in different locations as it will be helping them in growing higher revenue and understanding the market. A joint venture partnership will also be eliminating the risk of financial loss as risk will be shared among the two entities. 
[bookmark: _Toc132377388]Conclusion 
The overall analysis of the report has explained the background of the study which in this report is Asos. The customer journey map has been explained followed by explaining customer satisfaction. The mission and statement of the organisation have been explained along with discussing integrated marketing communication and explaining digital and offline promotional strategies. Keller’s brand equity model has been explained for Asos along with a discussion about the total engagement model related to the Asos organisation. 
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