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[bookmark: _Toc110110434]Introduction
Business organizations are usually defined as profit seeking firms who are responsible for providing goods and services to its customers. These are economic entities and creation of value through their product portfolio is a major aim of these firms. Traditionally, firms were seen to have a push strategy in their operation where they would develop a product and sell them in the market. On the other hand, the contemporary firms are focusing on pull strategies instead by creating unique value in their offerings. This shifting trends in the market is solely done to develop superior customer experience in the market while competing with the rival firms. Hence, the organizational capability through which they can create value for their end customers depend largely upon the dynamics in the market. The external and internal factors are very crucial here (Wheelen, 2018). This report provides a brief analysis upon these factors in the business environment which are constantly influencing strategies as well as the organizational capabilities. Here, the selected firm is the fashion company ASOS. This report will initially introduce the major marketing concepts and following that the environmental factors affecting service quality in ASOS will be discussed.  Strategic recommendations and a critical analysis of present processes are given in the end. 
[bookmark: _Toc110110435]Company profile: ASOS
ASOS is globally known as a fast fashion brand. They are popular for their brands in cosmetics and fashion. The company was originally founded by Nick Robertson along with his brilliant co-founders Andrew Regan, and Quentin Griffiths in 2000. When the company was founded, the concept was to produce and sell the dresses which were seen to be worn by the actors, actresses or models in the television that time. This was a revolutionary concept in that time as internet was being introduced in business operations slowly. People were skeptical in the concept of an online fashion retailer. Proving everyone wrong, the firm attracted attention of mass people and soon saw rapid growth of their sales. This was possible due to the ease of ordering and the experience of a new way of purchasing fashion products from their website. The company is based in London, UK (ASOS, 2022).
Target customers: The target customers of the firm are basically the young adults of the UK and the world. Here, millennials play a vital role as they form the major portion of this target population right now. These young adults are the ones who rule the fashion world. As a fast fashion company, ASOS realizes from the very beginning that they need to shape their business based on the key customer demands.
Products: The product portfolio of the firm is also pretty diverse in nature. The products include dresses, shoes, accessories, care and beauty based brands. These products are no longer limited only within the frames of television anymore. Rather, the firm is producing their own designed clothing as well (Chamberlain et al., 2017). 
Subsidiaries: The company had multi-phased growth in last 22 years. Starting as a small firm, it soon went through its development phase and started expanding globally since 2013. The company has renowned subsidiaries including Topman, Topshop which are recently acquired. Also Miss Selfridge is a major subsidiary of the company. 
Management: The managerial body of ASOS includes Chairman Ian Dyson and the present CEO is Nick Beighton. The company operates in the fashion and clothing industry while due to its internet and website based business model, the company is also in the e-commerce industry (ASOS, 2022). 
Competitors: The major competitors of the firm are Boohoo, prettyLittleThings, John Lewis, Sainsbury, Marks and Spencer, H & M, Primark, Zara, Next, Urban Outfits, etc. These competitors are globally aggressive to beat each other in customer experience which creates peer pressure on all other brands in the market as well (Similarweb, 2022).
Financial performance: Despite the high competition, in 2021, the revenue was £3.91 billion. At the same time, in that year, amidst the pandemic the number of employees reached over 3 thousand. Within only 22 years, the outstanding success of ASOS has inspired many more entrepreneurs in the UK to start their venture following the business model of ASOS. This phenomenal growth of ASOS was only possible due to the superior customer experiences (ASOS, 2022). While writing this report, this company is chosen as I have a family friend in this company. At the same time, ASOS remains open for 24/7 and the queries and customer service related issues are solved here giving high priority.

[bookmark: _Toc110110436]Marketing concepts
Marketing is a set of activities taken by any organization in order to create value for their products, develop the present and future offerings, promote and sell those offerings along with after sale services. The marketing activities are vast and they even have separate sub functions as well. This is a core function of any sort of business organization (Etzel, Walker and Stanton, 2019). In ASOS, a dedicated and passionate team is responsible for the overall operational success. When it comes to marketing, one has to consider multiple factors including the external as well as the internal ones. This has developed the need for different types of marketing models, theories, and concepts following which business managers can refer their strategic steps. The marketing team may include the product designers, developers, marketers, brand officials, and the sales force, etc. Their cross-functional reams can eventually act in unification to realize the vision and mission of the firm. The major marketing concepts are usually discussed in the form of different strategic alternatives. Marketing is a dynamic field of profession. This is the only department who directly interact with the customers being at the first line of operation. Therefore, customer satisfaction, customer experience, and the possible customer life cycle is only possible to be created if the marketing activities of a firm is in alignment with the demands (Kotler and Armstrong, 2019).  Following are some major marketing concepts and models which will be discussed throughout the report:
[bookmark: _Toc110110437]Marketing mix 
This is the most typical concept of marketing. It includes the 4Ps traditionally which has now been extended to 7Ps. The quick scan of the 7Ps can help managers get an overview of the marketing strategies in a nutshell. 
Product: This is the main offering selling which the company is creating a relationship with target customers. Without a product, one cannot sell anything. Hence, product is the most important marketing mix strategy. The products can be superior based on their features like quality, image, usage, ease of access, etc. The products can either be a good or a service. In ASOS, the products range from shoes, clothes, ornaments, complementary fashion items, etc. The company has no compromise on the product qualities.  
Promotion: The promotional activities or strategies involve creating a connection with the stakeholders or customers. The promotional actions can be taken as a part of communication and branding as well. The promotional strategies can push the products in the minds of customers and pull them towards the stores as well. ASOS as an online retailer prioritizes digital marketing and promotional activities over other channels of marketing (Duffy, 2021). 
Price: The cost of purchasing a product is the price. Usually the pricing strategy varies based on the industry, product, market features, or even the aggressiveness of competitions. When it comes to ASOS, the fast fashion firms compete in a fragmented market in the UK. Here, the companies try to charge less for their products to get ahead of their rival organizations. So, ASOS is following a cost leadership strategy. The reason for this is to provide products at the best possible prices to remain in the market with existing and future market share (Liang and Frösén, 2020). 
Place: This indicates the location where products are sold. This can be offline or online. After the pandemic, firms are willing to transform into a system that allows them to sell products using multiple platforms- online and offline. ASOS has chosen their organizational website for selling their prices making it a clicks only firm. 
People: The individuals who are at the heart of marketing are also the ones who decide upon the major outcomes of marketing programs. They design, activate, and follow up on the effectiveness of these campaigns.
Process: This includes all the integrated systems in the marketing function to boost processes in the firm. The process of ASOS is totally digitalized and can be accessed from anywhere of the world. 
Physical evidence: This actually process the legal existence of the firm and provides reassurance. The physical evidence also includes any sort of product package, licenses, invoice receipts, or even the online presence. The physical evidences of ASOS are unbound. The company has a website which acts as the primary physical evidence (Hanlon, 2019). 
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Figure 1: 7Ps of Marketing (bow-now.com, 2022)
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This is a matrix concerning the dynamics of markets and products created by H. Igor Ansoff. This is actually a strategy for the businesses to go for diversification following the current stage of the company. It acts as the easiest way for managers to think about the growth, risks, uncertainties, and the tolerance level in the market. The amount of investment also depends on the calculation of Ansoff matrix. This matrix has 4 quadrants (Kotler and Armstrong, 2019).
[image: The Ansoff Matrix - Strategy Training from EPM]
Figure 2: Ansoff Matrix (expertprogrammanagement.com, 2022)
· Market development: In the market development stage, a new market is explored with an existing product. Hence, the main effort is given on sales increase.
· Market penetration: This is the operational activity where both the products and markets are new. 
· Product development: Here, it shows that the market is ready for their advanced level of products and in response to that, new products will be developed to explore the world. 
· Diversification: This is an extreme case in the Ansoff matrix, usually the product line is either improved or new launching is continuously done so that related or even unrelated diversification is done (Loredana, 2016). 
[bookmark: _Toc110110439]Communication mix
This is a set of tools used for communicating with the stakeholders that include all the customers who are currently purchasing from the firm, as well as the ones who can be potential ones in the future soon (Todorova, 2015). The communication mix tools are as follows:
· Advertising: This tool can be the billboards, leaflets, video or audio advertisements etc. ASOS as an online fashion retailer try to develop advertisement initiatives based on the online channels which are mostly social media based. 
· Personal selling: The sales force is usually in the field who support the marketing teams by making lead generation and successful sales calls. As ASOS is an online retailer, the personal selling team also works online being in the sales support system. 
· Sales promotion: This communication tool may include the use of sampling, declaration of discounts, free deliveries, redeemable points, gifts, etc. The sales promotion in ASOS involves exciting discounted offers following the holidays and seasonal sales. 
· Public relation: Here, the image of the brands of the firm is directly related. ASOS and many other clothing firms are constantly criticized for their labor practices in third world countries. They are also rebuked for their environmental impact. Hence. Public relationship of ASOS works on promoting the CSR activities, welfare donations, and environmental initiatives to build a positive image. Drawing attention of investors in this business can also be possible with effective public relation strategies. 
· Infrastructural material: In ASOS, the infrastructural materials include their website, catalogues of dresses, or even the official mail systems (Perrey and Spillecke, 2012). 
[bookmark: _Toc110110440]Stakeholder map
This map actually shows the relationship of the firm and the stakeholder, be that any official, customer, supplier, teachers, etc. These people are divided into 4 quadrants based on their power and interest:
[image: Stakeholder Analysis - Project Management Skills From MindTools.com]
Figure 3: Stakeholder Map (Mind Tools, 2019)
· Major stakeholders: The ones who have high power but low interest, should be kept satisfied only. Periodic regular communication should be maintained by people here. The contemporary civil society, ETS participants, etc. fall under this category. 
· Minor stakeholders: When the power and interest are low in both aspects, regular minimum level of attachment is maintained for monitoring purpose only. The educational institutions can be such stakeholders where the discussions and case studies are done on ASOS. 
· Partner sales: For stakeholders with high interest but no power should be kept informed all the time constantly anticipating the requirements and situational demands. Market service providers and complementary firms can be placed in this segment showing consideration.
· Critical stakeholders: Finally, when power and interest are both possessed by a stakeholder, close engagement and active influence is expected. Most of the modern stakeholders like media, internal employees, government, and pressure groups belong to this quadrant (Lopez, 2021). 

[bookmark: _Toc110110441]Porter’s Five Forces Model
This model was developed by Michael Porter in 1979. This is one of the simplest tools to identify the competitive structure of a firm in an industry. This also shows the attractiveness of investment in an industry and the prospects of growth based on the market inputs (Kotler and Armstrong, 2019). 
[image: Porter's Five Forces of Competitive Position Analysis]
Figure 4: Porter’s Five Forces Model (CGMA, 2013)
· Rivalry of existing firms: This is determined by the aggressiveness of the present firms in the industry. In fast fashion, London is considered as a heaven for the ventures. As a result, there are unending number of competition brands while their rivalry is skyrocketed. 
· Threat of new entrants: It determines how easily a new venture can be created in a market of specific industry. The threat of new entrants is extremely high as very minimum investment is required, there are scopes of cost savings through outsourcing, and finally the new small and medium fashion brands are there. 
· Threat of substitutes: These are the brands or products that can replace the fast fashion products of ASOS in the market. The direct substitutes may include offerings of other competing brands. 
· Bargaining power of buyers: In fashion industry, the number of buyers is many in number. Hence, it is seen that people have some sort of bargaining power practiced in the market. 
· Bargaining power of sellers: As it can be seen that, there is huge demand, the power of suppliers or raw materials providers are usually very high for which ASOS and many other firms use the power of sellers in their advantage and try to maximize the customer experience (Adelakun, 2020). 
[bookmark: _Toc110110442]Task 1
For online retailers like ASOS Plc. appropriate support for customers is provided for 24/7. Moreover, the customers of these global firms are also global and they may originate from any time zone around the world. Hence, the proper communication, response, way of dealing, availability of the sales support team, etc. are ensured by the firm. Both internal as well as external factors determine whether or not the customers will have their best experience with a brand. Following are the factors presented with popular environmental tools (Surridge and Bushell, 2017). 
[bookmark: _Toc110110443]Internal factors 
The micro environment of a business is formed using the immediate and nearby elements within the closest proximity of the business. These internal factors influence the sales teams within the firm directly affecting the quality of services rendered to the customer ends. These micro factors can be identified by using simplest SWOT analysis:
· Strengths: These factors represent what the firm is already doing the best. ASOS has a very strong brand image which is its one of the biggest strengths. The customers often predetermine a mindset that their purchase journey will be better here whenever they log into the website. Another strength of ASOS lies in its wide product range giving customers a greater freedom to choose all by themselves. Another strength of ASOS is their cost efficient production with which they can offer the best price for their products every time someone buys them. These strengths support the sales team constantly as a given in the industry (Cao, 2018). 
· Weaknesses: The firm's drawbacks are listed as weaknesses in the SWOT analysis which needs to be improved for better performance in the industry. A major weakness of ASOS is the absence of any sort of physical stores. It can be seen that, the popularity of ASOS has risen and fashion is also now a popular factor among the older generation or senior citizens, who are not users of social media or even the websites. The complete absence of a major way of selling is a key weakness minimizing the offline sales of the brand. Right after the lockdown was lifted, ASOS had a 17% fall in shares (Felsted, 2022). 
· Opportunities: Here, the factors that can create future potential for business are called opportunities. The fast fashion industry in the UK is on rise. Customers in the market are always seeking for something new. The market is to rise by over £60.1 billion in 2022 (Radonic, 2021). The millennials are being added in the employment sector. At present, they are the largest demography in the world. This is giving opportunities for firms to take their insights and design products for customized experiences. This can reflect their expectations from the brands as well. Thus, ASOS can develop new product portfolios following the customer insights. This will further help them to improve their continuous customer services (Khan, 2022). 
· Threats: As ASOS is a global business firm, the lack of a global response team in any emergent situation can be threatening. Moreover, the ongoing war between Ukraine and Russia has signs of getting prolonged over the time. If so happens, there will be crisis of fuel in the UK further. Hence, this will threaten 24/7 operation as well as affecting the safety, security of the expatriates in that country. The immediate response to customer queries may stop working as communication channels might get broken whenever the global teams are considered. Due to the ongoing war, ASOS already anticipating a loss of £14m due to the restrictions on Russia (Partridge, 2022).  
[bookmark: _Toc110110444]External factors analysis
The external or macro environment is very vast in nature which requires detailed discussion upon different prospects. The external factors are usually not controllable on parts of the firms, rather they quickly take proactive measures to adjust to the changes here (Kotler and Armstrong, 2019). A PESTLE analysis is done to identify the external factors affecting the firm: 
· Political: The biggest political crisis of ASOS as an UK born retailer is the Brexit issue right now. It lost many of its employees who had work permits and could support the sales teams in the multicultural teams. Moreover, the political factors also include the use of global relationships redefined after Brexit. The firms can rely upon the strategic relationship in the East Asian regions to create leads and generate sales (www.ft.com, 2022). 
· Economic: The world economy is struggling for multiple reasons- the ongoing Ukraine Russia war, rising inflation rate, increased price of transportation, fuel, etc. The market is very uncertain and it is also affecting the continuation of 24/7 operation by the firms. Due to the economic challenges, firms are saving up energies minimizing their use of official platforms. This is evidently supposed to challenge the continuation of customer service (Horobin, 2022). 
· Social: These factors are socio-cultural where the fashion trends may differ based on geographical, cultural, or ethnic features. The incomplete knowledge about different niches and minor groups may lead to a struggle when queries are made in that regard. Hence, the user or customer experience may also see a downward slope.  
· Technological: The use of internet is spread out all over the world making everyone able to access the website of ASOS plc. The use of technology may bring ease to the firm for developing work from home arrangements following a remote workstation. These factors also include integration of AI to automate the system. 
· Legal: The legal environment in the UK and the world to safeguard the interests of customers is very strict. The government rules and restrictions upon refund of the customers need to be followed immediately after any such cases. As an online firm, responding to the errors in the delivery is challenging which may affect the customer experiences. ASOS provides a refund and return policy within 28 days of delivery (Asos.com, 2020). 
· Environmental: There are many fashion brand users who are overly conscious regarding the planet and its lifespan in coming future. The environmental concerns may stop the customers from taking a purchase decision. At the same time, the ASOS avoiders may do so based on their strategies regarding fast fashion and their temporary duration. Online or even offline stakeholder groups can form a group only to prevent further production of these firms leading to piles of fashion wastes every year (Caro and Margalef, 2014).  
Thus the experiences of the customers with ASOS may be dependent of the major internal and external environmental factors. Creating superior customer experience interface is very significant to retain the customers and make them repeated purchasers.  
Task 2


[bookmark: _Toc110110445]Strategies to deal with new demand
In the fast fashion industry newness is a constant thing. Within nights, trends can get viral and the demand curves in the industry may shift. In this scenario, organizations like ASOS must be flexible enough to quickly shift their production systems as well in response to the changes.
Change management: Creating a culture of change management needs to be done at the organizational premises. The employees should be flexible, open-minded, and at the same time, they should have trust upon the leaders. The ADKAR model can be followed by ASOS in this case. First, the awareness regarding change should be communicated, then the desire to have an open minded attitude needs to be generated. The know-how of change management should be shared with the teams, ability to showcase the desired behavior should be mentioned and finally reinforcement is needed for the change to be effective (Dana, Mukaj, and Vishkurti, 2016). 
New hires: To boost the outcomes and acceptance of the changes in the fast fashion industry, ASOS can recruit new hires from their specific target groups. The ones in the millennial generation can be the perfect ones to predict the fashion tastes most accurately. 
Process reengineering: For the overall alignment of the change management process, along with people, processes should be reengineered as well. This will help the firm to use resources more efficiently and innovatively (Czichos, 2014). 
[bookmark: _Toc110110446]Strategies to achieve business objectives
· Team based works: Businesses can achieve the objectives through group efforts, working in teams. There are more people to come together in order to solve the problems and at the same time it is possible for them to look for improvement areas. In teams, the motivation of employees remains high whereas people can collaborate, co-operate and learn from each other building a sustainable organization.
· Global recruitment: Fashion is no more limited within the boundaries of the UK. Rather they have spread all over the world as universal styles. This has created opportunities for online businesses like ASOS to expand their operation and serve more people and culture through global recruitment. 
· Strategic partnership: ASOS can build strategic partnership with the local fashion brands in order to identify and analyse the expected customer demands to provide them the best possible experience. 
· S.M.A.R.T Goals: In case of customer experience management, the teams must be given S.M.A.R.T goals. This will help them meet greater values as per the KPIs ensuring higher satisfaction level (Morschett, Schramm-Klein and Joachim Zentes, 2015). 
[bookmark: _Toc110110447]Strategies to maintain good customer relationship
· Feedback forms: As ASOS follows a clicks and mortar business, it can easily create a feedback form for every customer once they purchase any product for them. In this way, an open communication channel can be maintained for enhancement of relationships. 
· Virtual chatbot: ASOS can introduce their own chatbots with which customers can have an instant conversation regarding the products and get immediate insights. This will create a virtual connection with every customer on a personalized level. 
· Customer engagement programs: ASOS can introduce point based loyalty programs following different slabs to reward the repeated customers in their websites (Chaffey and Ellis-Chadwick, 2019). 
[bookmark: _Toc110110448]Organizational quality process 
To improve the customers’ online experience, ASOS has taken multiple steps to create ease for the shoppers. The website is completely user friendly and it has the simplest features. 
· Single click log in process of retrieving the shopping cart through social media accounts is a major feature of this website. Though this requires further revision for safety and security of the personal data of people. 
· To improve the conversation rate and help the customers with their memories, ASOS has a feature that shows the previously seen products in the cart or in the suggestions. The customers do not need to look for it manually. But this is a problem if the customer has already decided not to purchase that. 
· ASOS has built deeply integrated clicks and collection process to make the customers choose the best way to receive their products easily. They do not need to open more than one windows any more. 
· ASOS has also created an option for the customers where they can save items for later views if they are confused to purchase. This reduces their struggles to take screenshots or download photos as well. This was a clever idea to improve the customer services.
[bookmark: _Toc110110449]Use of artificial intelligence
The use of artificial intelligence by ASOS has been a digital revolution in the fashion industry. ASOS developed personalization of the profiles based on data analytic tools powered by AI. ASOS has over 24 million active customers whereas their catalogue includes over 85 thousand products. Therefore, their AI looks through multiple data of the users and present the most appropriate ones in front of them. The biggest issue coming here right now is the maintenance of private information of people which can be obtained by the AI (Mixson, 2021). 
[bookmark: _Toc110110450]Benefits of good customer experience
· Word-of-the-mouth marketing gets boosted where people easily believe the customers with the best experience.
· Customer retention is possible by developing a loyal base when the service is top notch and customers feel valued while shopping with the brand. 
· This develops a greater brand image for the organization. 
· Sustainable growth is possible for the firm with a set of customers with good experiences. 
[bookmark: _Toc110110451]Challenges of good customer experience
· Meeting or surpassing the satisfaction levels of the same customers on a repeated basis is a difficult task. 
· Customers with good experiences keep expecting more setting the bars high for the firms to comply with.
· It takes a lot of time to develop good customer relationship and customer engagement. But losing the same customer in the sales loop is a matter of second only. 
· The dynamic industries with multiple competitors are always aggressively seeking for scopes to snatch away the customers. A lot of resource commitment is required here (Roberts-Lombard and Tait, 2018). 
[bookmark: _Toc110110452]Conclusion
ASOS is a major global fashion retailer leading in not only the UK market, but also in the world market. Despite many ups and downs in the economy, challenges in the global market, shifting trends and brand failures, ASOS is still loved by the people for the service it provides. Happy customers are the loyal and repeated customers. Hence, the whole organization responds to the environmental elements proactively. Moreover, as a clicks only business, ASOS invests a ton in their digital execution for customer ease, flexibility, and satisfaction. 
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