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[bookmark: _heading=h.iwmz30ixceah]Introduction
This study aims to focus on the importance of the marketing mix in the firm's business strategies, and on how segmentation, targeting and positioning (STP) may be used to provide ASOS with a market edge in its industry. Because it was created by its users, ASOS offers a distinctive online fashion buying experience that truly connects with its audience. With an emphasis on commercial effectiveness, ASOS's STP marketing identifies a company's most lucrative market segments before creating a marketing mix and product positioning plan for each one. The marketing mix model used by ASOS's business model to analyze the business includes the 4Ps (Product, Price, Place, Promotion). These commercial plans, which are founded on the ASOS marketing mix, aid in the company's commercial success. The ASOS sales promotion aids the brand/company in establishing a competitive advantage in the market and in achieving its financial targets.
[bookmark: _heading=h.r4noqgh0x53k]The Segmentation, Targeting, and Positioning (STP) strategy of ASOS
The STP model is much helpful when developing business strategies since it enables ASOS to think of concepts before developing and delivering tailored messages that will attract various audiences (Asos, 2022). Market segmentation, market targeting, and product positioning make up the complete steps of the marketing funnel. To put it briefly, the STP marketing approach refers to segmenting markets, focusing marketing strategies on specific consumer categories tailored to individuals, and modifying positioning in line with the expectations and demands  (Brotspies et al., 2019). In fact, 59 per cent of consumers claim that personalization has an impact on the choice to make a purchase, with around 44 per cent claiming that a tailored customer journey has an influence on the intention to use a business again.
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Figure 1 : STP FRAMEWORK
(Figure 1 : Brotspies et al., 2019).
Segmentation
The segmentation stage is the first phase in the STP marketing approach. Here, ASOS's major objective is to develop different client categories depending on the characteristics and parameters it selects. Geographical, demographical, behavioural, and psychological are the four basic categories of personalization (Bigo et al., 2021). ASOS follows the demographic segmentation as it includes the fashion products of all types of people.
Targeting 
ASOS’s primary objective is to examine the categories it already produced and identify which one of those sectors would be most effective in producing the required outcomes. It can range from product marketing to micro-conversions like email sign-ups (Kalam et al., 2020).The target customer base of the ASOS is the people of different age group 18-40 and people relating to the corporate world. Moreover, the clothes are for elite class who have a large amount of money with them. As the products are not so cheap, therefore,; the target customers are someone who has money. 
Positioning
Positioning, the very last phase in this model, enables ASOS to distinguish its items and/or services from those of the competitors in the eyes of its market segment. Since many companies operate in the same industry, ASOS must identify what sets itself apart from the competition (Thomas et al., 2021). ASOS can put into practice a categorization, targeting, and placement approach for the company to stay ahead of the competition in the industry. Moreover, the company needs to utilise proper marketing mix to get proper positioning in the market.
However, proper promotional strategies are important to be positioned in the market. However,Being such an internet retailer, ASOS connects with its customer base by interacting with people on social media promotions and video content to get proper brand positioning. 
Establish the market
By first establishing Total Available Market (TAM), Serviceable Available Market (SAM), and Serviceable Obtainable Market (SOM), ASOS may determine the consumer niche where it can succeed. In order to achieve success it is an important part of the strategies that will help in positioning the market and stay into the competition.
Develop audience segments
ASOS can divide its customer base into several groups depending on the location, demographics, habit, or psychography, however preferably, it will combine all 4 to use it. The sections might be more clearly defined when more categorization levels or factors would be included.
Find the more appealing segments
Assess the appeal of every category by gathering all of the segment data in one location. ASOS may include criteria in the assessment such as return on investment, market scale, and future growth.
Consider potential rivals
It can be done by conducting a SWOT analysis, detecting any holes, and determining the best access point to the target consumer group, a data table listing all of ASOS's product and process development as well as those of its competitors.
Optimize its positioning
Any of the aforementioned placement tactics, or a combination of them, may be used by ASOS: Positioning depending on rivals,  Customer-based positioning,  Placement depending on cost,  Positioning depending on benefits, Positioning depending on attributes, and positioning centred on reputation to capture the lion's market share.
Choosing the marketing mix
Choosing Asos's "marketing mix," which supports its positioning, is the last phase of the segmentation, targeting, and positioning approach. The four Ps of the marketing mix are the product, price, placement, and promotions.
[bookmark: _heading=h.312k2ommg61]Role of the Marketing Mix in the Firm’s Strategies
The marketing mix would be the collection of strategic marketing tactics used by businesses like ASOS to elicit the expected reaction from their market segment. Anything ASOS could do to affect sales volume is included in it. This is also a technique for preparing and implementing our marketing campaigns (Niazi et al., 2021). A critical component of the overall business strategy is the evaluation of the functions provided by the goods, advertising, pricing, and location. Which business strategy is best for ASOS is determined by the combination. Before ASOS even develops its company marketing plan, it would be the first step. The rationale is that choices made by ASOS about its marketing mix also affect choices made regarding positioning, targeting, and segmentation.
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Figure 2 : Marketing Mix
(Source: Niazi et al., 2021)
Product: The centrepiece of ASOS's sales pitch is this. The ultimate success affects not just the advertising strategy's effectiveness, but also the company's perception. Leading online clothes retailer ASOS is situated in the UK. ASOS offers direct selling to customers of apparel, footwear, and cosmetics. It can be bought online or through an app. For both men and women, the merchandise might be produced by ASOS or by numerous other companies with which it has collaborated (Dai et al., 2021). For the younger crowd, it also launched Little ASOS. It carries a number of well-known fashion brands, including Nike, Adidas, Calvin Klein, etc., as well as cosmetic goods from Bourjois. It demonstrates its ability to serve a wide range of customers by having a sizable marketing mix product portfolio on its website. More than 800 brands are available to clients through the e-commerce platform altogether. Topshop, Topman, and Miss Selfridge are a few of its franchisees, all of which have improved the company's market presence.
Placement: A company's business strategy heavily relies on placement. ASOS must put the merchandise where its target market is if it wishes to make sales. Additionally, ASOS does not want the merchandise to be difficult to find, therefore it must be positioned where its market segment can readily find it (Trihatmoko et al., 2018). Initially, ASOS was a website where customers could purchase clothing and shoes. As of late, It too has begun developing an ASOS smartphone application for both Apple and Android. After customers have made the necessary payments, the order will be delivered to their specified locations. In the past, it had warehouses where it kept its goods. Now that ASOS has warehouses in various parts of the UK, it can quickly ship the merchandise there.
Price: The business plan for a brand must also consider the cost. As a result, while setting the cost of the products, ASOS must consider both its consumer base and its competitors. This helps to create a distinct image in addition to attracting the correct clients. ASOS has implemented a reasonable and aggressive price policy. It offers a plethora of options at every price level (Thabit et al., 2018). Although they are less expensive, the things being sold are of high quality. ASOS provides things at significant discounts during ASOS’s mid and end-of-season promotions. The majority of the time, ASOS does not ask for shipping, but occasionally it does. The firm is among the most significant players in the UK with yearly revenue of about $3 billion.
Promotion: The promotional component comes next, following pricing. Even if ASOS has nailed the finest marketing mix components, additional promotion may be necessary to provide buyers with a greater knowledge of the brand, its characteristics, and its durability. As a result of the intense rivalry, ASOS must access its clients before anyone else. This highlights the significance of its marketing mix and product promotion. Being clever at it entails generating more revenue and having a broader presence in the target audience than the opposition (Donndelinger et al., 2020). The online app of ASOS serves as its primary promotional tool. It mails and upgrades the specified email addresses regularly. For marketing, ASOS frequently delivers brochures and pamphlets through the mail. ASOS has established communities as well as forums on social media sites like Facebook and Twitter to keep updating users on the goods and promotions. 
[bookmark: _heading=h.6crr7zfv1j8b]Conclusion
ASOS collaborates with companies that share its commitment to promoting equality for all people. Without sacrificing its commitment to protecting the environment and animals, ASOS believes in outstanding style. A rigorous, tried-and-true marketing strategy called the STP model assists companies like ASOS in identifying market niches where they can actually add value, customize their advertising message, and generate large revenues. Businesses like ASOS can find their most important customer groups using the segmentation, targeting, and positioning (STP) model, and then produce items and promote them to those categories. This makes it easier to design tailored marketing strategies that potentially turn visitors into buyers. The different areas of concentration through which ASOS advertises its business or service in the marketplace are referred to as its marketing mix. As part of a thorough marketing strategy, ASOS's marketing mix focuses on a number of different areas.
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