
LEADING DIGITAL AND STRATEGIC CHANGE



Executive Summary
This report is aimed at analysing the strategic environment of ASOS and assessing how the organisation can redefine its strategic path in the face of the swift digital revolution. This report will concentrate on the external and internal environment affecting ASOS and how to employ suitable strategies to guarantee competitiveness and sustainability in the online fashion retail business in the long term. A combination of strategic frameworks has been used to conduct the analysis. PEST analysis has been used to address the macro-environmental issues like political, economic, social, technological, environmental, and legal forces. The competitive forces of online fashion retail business were analysed with the Five Forces model developed by Porter. Moreover, the strength, weaknesses, opportunities, and threats of ASOS were analysed with the help of internal analysis tools, such as SWOT and TOWS frameworks. Strategic change was also tested using the theories of leadership.
The results show that ASOS is a company with a very competitive and fast-changing digital environment. The company also has good digital capabilities, brand awareness, and data-generated customer interaction. Nevertheless, it is confronted with issues of slow operational performance, excessive costs of returns, and the growing competition of traditional, as well as digital-native companies. The opportunities can be found in the fields of artificial intelligence, market growth, and sustainable fashion, whereas the threats are related to technological disruption, evolving consumer demands, and an uncertain economy. The report concludes that the best way that ASOS can transform, that is digital, is through a customer-centric strategy. It suggests the use of data analytics and artificial intelligence to personalise better, automation in terms of making its supply chain efficient, and entering new markets in the digital sphere. Also, transformational and situational leadership should be combined with effective change management and culture of innovation as the conditions to the successful implementation of this strategy.
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Introduction  
Organisational strategy is vital in defining the success and longevity of businesses especially in highly competitive and fast changing industries. Strategic direction has gained significance in the digital change context, where organisations have to constantly match up with new and emerging technologies, a shifting customer expectation, and international competition. Strategy is not static anymore, but a process that needs agility, innovation, and responsiveness. Business strategy gives organisations a guideline to gain competitive advantage through matching the resources, capabilities and market opportunities. Strategy is decision making, according to Porter, in terms of positioning and differentiation. Nevertheless, disruptive technologies like artificial intelligence, big data analytics, and cloud computing are posing a threat to traditional strategic models in the digital age. These technologies are revolutionising the way organisations conduct their business, deal with their customers and value creation.
The necessity to change is especially relevant in the field of fashion retail, where the trends of consumers are rapidly changing, and the purchasing behaviour is controlled by digital platforms. Organisations should embrace agility, which enables them to adapt rapidly to changes in the market. Agile strategy focuses on the flexibility, constant learning, and swift innovation, which becomes a necessity to survive under the conditions of uncertainty. The digital transformation is now a determinant of competitive advantage. It helps organisations to increase efficiency of their operations, better customer experiences and create new business models. Nonetheless, digital transformation is not without challenges, such as high level of investment, organisational resistance and new skills and capabilities. This report is about ASOS which is one of the most popular online fashion retailers in the United Kingdom. ASOS is a fast-moving e-commerce-based fashion retailer that caters to young consumers mainly. The corporate has developed its brand on the internet and is currently providing a diverse portfolio of products and high presence online. Nevertheless, the growing pressure posed by the presence of international fast fashion brands and online-native firms have posed serious strategic pressures.
Fashion business is being digitally revolutionised at an extremely fast pace, and the trends of mobile commerce, integration of social media, and data-based personalisation are influencing customer behaviour. In the case of ASOS, to stay competitive and attain sustainable growth, strategic planning and digital innovation are crucial.

Main Findings
Section 1
Overview of Strategy and Its Role in Business Success
Strategy is a key business management concept that defines the means through which organisations attain a long term objective and maintain a competitive edge. It gives an orderly approach towards decision-making by harmonising organisational resources, capabilities, and external opportunities (Phuong, 2024). Strategy in the progressively dynamic and complex markets is not merely planning but also responding to constant environmental changes. The role of strategy is increasingly important when companies are in digitally driven industries, which in the case of online fashion retail is always changing due to the technological advancements. Theoretically, strategy can be viewed as a decision pattern that places an organisation in the environment to accomplish high performance (Sinnaiah et al., 2023). Porter claims that strategy is concerned with establishing a differentiated or low-cost position. But this has changed in the digital era. The organisations must be more flexible and agile now, because inflexible strategies can easily be outdated through the rapid change in technology. Another aspect Mintzberg brings up is that strategy does not have to be completely planned, and may emerge as time goes on; this applies specially to those companies that are going through the digital transformation process.
In the case of ASOS, strategy forms part of its business model since it is entirely based in the online retail platform. ASOS uses its digital platform as one of its key resources to draw and keep customers, unlike traditional fashion retailers that have offline stores (Asosplc, 2025). This leaves the company extremely reliant on technological infrastructure, data analytics, and digital marketing capabilities. Consequently, strategic decisions have to be dynamic and keep up with consumer behaviour, technological change, and competition. Strategic management is an analysis of the external and internal environment that will enable the recognition of the opportunities and threats, the strengths and weaknesses. This is a process that helps organisations to come up with realistic and sustainable strategies. Artificial intelligence, customer data analytics, and platform optimisation are the digital capabilities which are essential resources in the case of ASOS and help the company position itself competitively. Such features enable ASOS to customise customer experiences, enhance operational effectiveness, and react fast to any market trends.
Besides this, strategy is also a significant factor in organisational resilience. The concept of resilience is the capacity of a business to face disruption and stay performance despite time (Ibidunni et al., 2022). The COVID-19 pandemic, in particular, proved the significance of digital preparedness, as online stores, such as ASOS, received more demand than traditional ones did. Nevertheless, resilience is not merely the effect of reaction to crisis but looking at the future and predicting future shock and opportunities. The other significance of strategy in this case is that it helps to create idea of value among stakeholders. In the case of ASOS, the stakeholders are the customers, the employees, the suppliers and the shareholders. An effective strategy should be able to balance these interests and still achieve profitability and growth (Khan, 2024). Digital transformation may help to increase value creation through improving customer experiences, refining operations and establishing new business models.
External Environment Analysis using PESTLE
The political issues directly affect the activities of ASOS, especially concerning the international trade and supply chain management. Being a global retailer, ASOS obtains the products of different countries and becomes subject to the fluctuation of trade policies, tariffs, the government tensions. As an example, trade limits or tariffs would lead to higher costs and low profitability (Fan et al., 2022). Also, the manufacturing regions may have political instability affecting supply chains, causing delays and creating more risks with operational activities (Kanike, 2023). There is also the growing concern of governments regarding digital regulation which can influence the operation of companies in the online world.
The economic factors are also very important since they determine the spending behaviours of consumers and the general demand in the market. The fashion industry is also very sensitive to economic conditions since clothes are usually regarded as a discretionary buy (Peleg Mizrachi and Tal, 2022). Consumers can spend less on fashion products during economic downturn or inflation, and this has a direct impact on the revenue of ASOS. The profitability of the company is also affected by exchange rate changes especially since it has businesses in various foreign markets (Osho and Fagbamila, 2022). Moreover, margins may decrease due to increasing production and transportation expenses, which means the company needs to redefine its pricing policy.
Social factors have been especially applicable in the case of ASOS since it mostly focuses on younger customers who have a strong sense of social trends and digital media. Purchasing decisions are greatly influenced by changing consumer preferences for example the increasing popularity of sustainable and ethical fashion (Chen, 2024). People are becoming more conscious of environmental and social concerns and they want companies to act responsibly. The social media platforms are also important in the development of fashion trends and therefore, it is important that ASOS has a robust presence in the digital world and is able to interact with its customers (Muturi, 2024).
In the environment of ASOS, the technological factors have the strongest impact since the company is fully online. The development of artificial intelligence, machine learning, and big data analytics has radically changed the relationship companies have with customers (Rane, 2023). These technologies offer customised suggestions, enhance demand predictions, and supply chain efficiency. Mobile commerce has also emerged as a trend whose numerous consumers shop using smartphones (Srivastva, 2024). Consequently, the ASOS has to invest in technological innovation continuously to stay competitive. Nonetheless, there are also challenges in the rapid change of technology as competitors are able to launch similar technology with great speed.
There is a growing significance of environmental factors in the fashion industry with regards to sustainability and climate change. The industry has been widely criticised on its environmental issues, such as waste and production of carbon (Shehata, 2025). This has put pressure on businesses such as ASOS to implement more sustainable practices, due to pressure exerted by consumers, government and advocacy groups. This encompasses the utilisation of eco-friendly materials, waste reduction and enhancing supply chain transparency (Ezekwu, 2025). Lack of such concern might hurt the reputation of the company and the loyalty of customers.
Legal considerations are also an important factor in determining the strategy of ASOS. The company is required to abide by a large number of laws such as data protection laws, consumer laws, and labour laws (Bakare et al., 2024). The enforcement of laws like the General Data Protection Regulation (GDPR) has made data security and privacy more relevant (Wodi, 2023). Failure to comply may lead to huge penalties and lost credibility. Besides, labour regulations in sourcing nations may affect the production procedures and expenses.
Micro Environment Analysis using Porter’s Five Forces
The micro environment is concerned with industry specific factors which affect competition and profitability. Porters Five Forces model offers a systematic method to examine these aspects and comprehend the competition in the e-commerce sector of fashion business (Ndzabukelwako et al., 2024).
The online fashion retailing industry is characterized by low barriers to entry which render the threat of new entry relatively high. Compared to conventional retail, online-based retail is less capital-intensive, and thus the entry to the market by new companies is not complicated. Entry barriers have also been lowered by digital technologies and third-party logistics providers (Raja and Venkatachalam, 2022). Nevertheless, the established companies such as ASOS have an advantage in brand recognition and customer loyalty which can become a barrier to new entrants. 
The bargaining power of suppliers is moderate. ASOS has a high number of suppliers, and this makes it less reliant on individual suppliers (Zhang, 2022). This enables the company to bargain with better terms as well as cost control. Nevertheless, supplier power may rise as a result of supply chain disruptions, including those related to global events or logistical issues (Roscoe et al., 2022). There is also a possibility of suppliers who supply unique or high quality goods, and therefore, possess high bargaining power.
The bargaining power of buyers is strong, with customers having a high variety of options available. Through online markets, consumers are able to compare prices and products which augment their switching power between brands. This increases the pressure on ASOS to provide competitive prices, quality products, and customer services. 
There is also a high threat of substitutes in the fashion industry. Customers may have different options, such as alternatives online stores, brick-and-mortar shops, and used markets (Klein and Popp, 2023). The emergence of sustainable fashion and the use of clothes rental has given a new alternative to the classic fast fashion models.
The level of competitive rivalry is high since the industry is very crowded with many players fighting over the market share. Fashion companies like Zara and H&M, as well as digital-native brands, keep innovating so as to draw customers. Rivalry is heightened by price rivalry, frequent introduction of new products, and intense marketing strategies (Qi et al., 2023). In the case of ASOS, innovation and differentiation must be carried out all the time in order to ensure a competitive advantage.
Internal Environment Analysis
ASOS internal environment is crucial towards its capacity to compete effectively. The study of internal resources, capabilities and structure of an organisation gives the understanding of strengths and weaknesses of the company. The value chain of ASOS is considerably online-oriented, involving the use of online platforms management, online marketing, and online logistics (Amaya et al., 2024). The company has built good competences in data analytics, enabling them to know customer preferences and optimise product offerings. This is especially useful in the dynamic fashion business where the fashion goes in and out.
One of the advantages is the technological infrastructure of the company. ASOS has heavily invested in the digital platform, which allows customers to have a smooth shopping experience. The personalised recommendation, easy navigation, and effective payment systems are features that improve customer satisfaction. Nevertheless, the cost to maintain and upgrade this infrastructure involves constant investment (Du et al., 2022). In spite of these strengths, ASOS is struck with issues of operational efficiency especially in logistics and returns handling. The problem of high returns is a typical aspect of online fashion retail, and handling of their returns can be expensive and complicated. 
The other crucial factor is organisational culture (Tadesse Bogale and Debela, 2024). The culture at ASOS is innovation-oriented, which encourages creativity and experimentation. Nevertheless, high growth has produced organisational complexity, which has made it harder to keep various departments in tune with each other. Leadership is important in keeping the organisation on track of its strategic goals. The digital platform and brand recognition of ASOS can be viewed as a valuable resource and a relatively uncommon asset using the VRIO framework (McCall, 2024). These resources are a competitive advantage because they cannot be easily duplicated by the competitor. 
Evaluation of Current Strategy and Impact of Digital Developments
ASOS is currently pursuing a differentiation strategy, addressing a wide product base and powerful online shopping experience. The company is distinguished by its online platform, customer interaction, and brand name. ASOS has been significantly affected by digital developments in terms of strategy (Bezerra, 2024). Artificial intelligence and data analytics are some of the technologies that can help the firm personalise the customer experience, optimise inventory, and enhance demand forecasts. Digital marketing and social media also help in customer attraction and retention. Nonetheless, the adoption of digital technologies has minimized differentiation since competitors are investing in the same capabilities too. This puts a pressure on ASOS to keep on innovating and improving digital offers.
SWOT / TOWS Analysis
A SWOT analysis will give a systematic view of the internal and external position of ASOS. The company has excellent internal strengths, especially its highly digital platform, high brand awareness among younger customers and well-developed data analytics and use of data analytics to improve customer engagement (Gullbing and Kristensen, 2023). These are the strengths that enable ASOS to be competitive in the online fashion retail market. Nevertheless, other significant weak areas are also present in the organisation, such as logistic inefficiency in operations and the high price of product returns, a frequent problem in online fashion retail (Dissanayake et al., 2026). Moreover, the extensive use of digital infrastructure by the company exposes it to technological risks and disruption of the system.
Externally, ASOS has a number of opportunities due to digital developments (Parker and Alexander, 2022). They are the rising utilisation of artificial intelligence to create a personalisation strategy, penetration of emerging digital markets, and the rising consumer focus on sustainable fashion. Simultaneously, the company is under a great threat of stiff competition by existing fast fashion companies and new online players, the rapid changes in technologies, and the growing demands of customers on speed, convenience, and personalisation (Sandra, 2024). The external environment is further complicated by the regulatory forces and economic uncertainties.
TOWS Matrix	Opportunities (O)	Threats (T)
Strengths (S)					SO Strategies: 	Develop powerful digital platform to tap into new international markets. 	Use data analytics to promote personalisation and customer experience. 	Build sustainable products lines to correspond to consumer trends.			ST Strategies: 	Use brand strength in order to have an advantage against competitors. 	Could invest in a continuous technological innovation to keep ahead of the competition. 	Strengthen cybersecurity and data protection systems.	
Weaknesses (W)					WO Strategies: 	Enhance logistics by automating and implementing AI-based supply chain management. 	Digital skills training to strengthen internal capabilities.	WT Strategies: 	Minimise reliance on one supply chain to mitigate risk. 	Become more efficient in its operations to be able to compete when prices are falling.	


TOWS matrix indicates that ASOS needs to leverage its strengths strategically to maximise the digital opportunities in addition to fighting its internal weaknesses to counter external threats. This mixed method is critical towards keeping up with the competition in the fast-changing digital world.
Identification of Strategic Opportunities
Digital transformation opens a broad spectrum of opportunities to enable ASOS to reinforce its position in the market and attain sustainable growth. The utilisation of artificial intelligence and further data analytics as a means of customer personalisation is one of the greatest opportunities (Rane, 2023). Through product preference and behaviour analysis, ASOS will be able to provide personalised product suggestions, thus enhancing customer satisfaction and boosting the level of conversion. This practice leads to a greater customer loyalty as well, a necessity in a very competitive online market. The other crucial opportunity is the distribution in new digital markets.
Another important opportunity is automation of the supply chain operations. With the implementation of technologies like robotics and predictive analytics, ASOS can become more efficient in inventory management, shortening delivery time, and cutting down operational expenses (Lečić-cvetković et al., 2024). This is especially necessary in solving the existing logistical problems and high returns of the company. Furthermore, sustainable digital innovation is also an expanding opportunity. Consumers are increasingly more conscious of environmental and ethical issues and it is affecting their buying behaviour. 
Identification of Potential Threats
Even though there are notable opportunities, ASOS is not without threats that may affect its course of strategy. Among the threats, the growing nature of digital disruptors in the fashion retailing business can be identified as one of the greatest threats. New market entrants and competitors on platforms can quickly switch to new business models, increasing competition. The other worrisome issue is technological obsolescence. Due to the high rate of technological advancement, the current systems and platforms can easily become obsolete (Ogunwole et al., 2023). This means that there has to be constant investment in innovation and lack of maintaining pace with technology may lead to the loss in competitive edge. 
The pressure on ASOS to be constantly innovative is further added by changing consumer expectations. The customers are now requiring quick delivery, effortless online experiences and customised services. To comply with these demands, the company is forced to invest and adapt strategically. Furthermore, economic uncertainties and the increasing cost of doing business are other factors that threaten profitability. Since fashion is usually a luxury buy; any economic recession has a major effect on consumer spending and the overall demand.
Strategic Options
According to the analysis, ASOS can respond to the digital transformation by considering some strategic directions. The first alternative is to concentrate on growing into new foreign markets using its digital platform, hence growing its global presence and revenue diversification (Meyer et al., 2023). The next alternative is to enhance operational efficiency and this can be achieved through investment in automation and highly developed supply chain technology in order to cut on costs and increase service delivery. The customer-centric digital transformation is the most suitable alternative among them. This will give ASOS an opportunity to use its good digital strengths and at the same time directly target competitive forces and evolving consumer demands. It also enables growth over a long-term by improving customer engagement and differentiation.



Section 2 
Overview of Leadership Theories
The concept of leadership is central to the effective strategic change implementation, especially when it comes to digital transformation (Türk, 2023). It affects the organisational culture, motivation of employees and adaptation to new technologies and work processes. Strategies which are carefully planned might fail to work even when they are effectively implemented. Various theories of leadership present different points of view on the way leaders may help guide organisations to change. Older methods like the transactional leadership style focus on structure, control and performance based rewards whereas newer methods like transformational leadership style focus on vision, innovation and engagement of employees (Sacavém et al., 2025). According to scholars, there is no universal leadership style and that the effectiveness of a leadership approach depends much on the context of the organisation and the type of change, which is taking place. Digital transformation demands an element of innovation and efficiency of operations implying that hybrid leadership style can be needed. Transformational and situational leadership types are especially applicable in this situation since they deal with the necessity to be innovative and also flexible in change management.
Application of Leadership Theory 1 Transformational Leadership
The capacity to inspire and motivate employees towards a shared vision is a characteristic of transformational leadership. Leaders who follow this style promote innovation, creativity, and continuous improvement, which are critical in a digitally-driven world (Abed Alhameed and Emeagwali, 2026). Transformational leadership may be an important instrument to aid the offered customer-centric digital strategy in the case of ASOS. Leaders can foster a sense of digital transformation by communicating a vision of digital transformation to motivate employees to adopt new technologies and innovative practices. This is especially so when it comes to introducing innovative technologies like artificial intelligence and personalised digital services.
Innovation and engagement being part of the culture are one of the primary benefits of transformational leadership (Hooi and Chan, 2023). When employees are motivated and aligned to organisational goals, they are likely to support change initiatives. This makes change easier to resist and target overall performance. Yet, it is not only advantages that come with this type of leadership. Transformational leadership can be less focused on operational control and efficiency, which is a problem in such areas as logistics and cost management (Phung et al., 2023). Moreover, visionary leadership is not likely to affect all the employees equally, who might need a sense of structure and direction.
Application of Leadership Theory 2 Situational Leadership
The concept behind situational leadership is that leaders must shift their style, depending on the demands of the situation and the preparedness of their team members (Klarström et al., 2025). Such a strategy is flexible and enables leaders to react adequately to various issues. Situational leadership can also supplement transformational leadership in the circumstances example of ASOS by meeting the needs of the various departments. As an example, the employees with technology-based jobs might be more flexible to the digital change, whereas those with operational jobs would need more detailed directions and assistance.
The primary benefit of situational leadership is that it is flexible and the leaders can change their style according to the circumstances. This can enhance performance of the employees as well as decrease change resistance. It also helps leaders to offer the right support and guidance at various phases of the transformation process (Mwamba, 2023). The situational leadership implementation can however be complicated in that it will demand that a leader should be able to evaluate the situations and accordingly modify their behaviour. Lack of uniform leadership methodologies can also cause confusion to employees unless there would be a good management of the situation.
Evaluation of Likelihood of Success
The effectiveness of the leadership strategy used by ASOS is crucial to the success of its digital transformation strategy. Transformational leadership will most likely be very effective in fueling innovations and aligning employees to the strategic vision of the organisation. It aids in the creation of a progressive culture that is crucial in the process of adjusting to the digital disruption. This is boosted by situational leadership which offers the flexibility required in handling various teams and challenges. It makes certain that employees obtain the required degree of guidance and assistance, a crucial element to the implementation success.
Transformational leadership mixed up with situational leadership is thus likely to achieve the greatest success. As much as transformational leadership is the overall vision and motivational factor, situational leadership would also see the strategy is correctly applied throughout the organisation.



Section 3
Reshaping Strategic Direction in the Context of Digital Change
To stay competitive in a rapidly changing and more digitalised fashion business, ASOS needs to restructure its strategic path towards a more customer-focused digital business approach (CEBALLOS SUESCUN, 2023). This transformation entails making the customer the centre of all strategic decisions using all the state of art technologies including data analytics and artificial intelligence. Utilising customer data well, ASOS will get a better understanding of consumer behaviour, preferences, and buying patterns so that the company can offer a highly personalised experience (Anand et al., 2023). Such personalisation can greatly improve the level of customer satisfaction and long-lasting loyalty. Moreover, the online shopping experience can be enhanced with the help of such technologies as machine learning and augmented reality. As an example, virtual fitting tools can make customers take a better purchasing decision, leading to low returns and enhanced efficiency in operations. This strategy change helps ASOS to stand out among their very competitive industry and in line with changing consumer demands.
Leading Successful Change Implementation
This strategic transformation implementation will need a well-managed change strategy to ensure success. The 8-Step Change Model by Kotter gives an effective and methodical way of leading this process. To begin with, ASOS will have to develop a sense of urgency by highlighting the dangers of not adapting to the changes in the digital world and the opportunities that come with the innovation (NESTORENKO et al., 2025). This has to be succeeded by the establishment of a powerful coalition of leadership that can spearhead the transformation and create coordination between the departments. Creating and articulating a powerful vision is necessary to ensure that the employees get to know where the change is headed. Moreover, employees should be empowered with knowledge and resources and authority to make decisions, which will ease implementation (Csizmadia et al., 2025). Short-term wins may help in confidence, and it is seen that progress is being made and through continual reinforcement new practices get ingrained within the organisational culture. This systematic plan will help ASOS to mitigate uncertainty and cope with a transition better.
Digital Leadership
The digital transformation needs leaders, with a great vision, flexibility, and dedication to lifelong learning. The leaders should be able to lead the organisation through the state of uncertainty and promote innovation across the board (Ali, 2023). They are expected to foster a culture of teamwork and sharing of knowledge actively because digital efforts might necessitate the interaction of various departments. Moreover, leaders should also be open to new idea and new technologies in order to make sure that the organisation does not stop evolving. Through these attributes, leadership has the potential to establish a culture that favorable to successful digital transformation and motivates employees to embrace change.
Wider Implications on the Organisation
Customer centric digital strategy will have profound implications on different organisational functions. In the IT context, more investment in digital infrastructure (advanced data management systems and improved cybersecurity) will be required. The HR department will have to work on hiring people with digital skills in addition to offering ongoing training and learning skills to the current employees (Stofkova et al., 2022). Marketing will become more dependent on data analytics and online technologies to learn more about customer behaviour and provide targeted marketing. Simultaneously, operations will have to be automated and enhanced with sophisticated technologies to be more efficient, cost-effective, and supply-chain-efficient. These changes underscore the need of coordination amongst all functions in order to have a successful implementation.
Cultural and Organisational Shifts
To have an effective digital transformation, ASOS needs to create a culture of innovation, agility, and constant improvement. They should also make the employees experiment with new ideas and think of change as an opportunity and not a threat (Aguinis et al., 2023). This would mean that there must be good leadership encouragement and communication with the view of generating trust and confidence in the organisation. Moreover, the organisational structure might be required to be more agile, and more cross-functional cooperation could be required. This flexibility has the potential to enhance the responsiveness to market changes and quicker decision-making (Penchev and Kenarova-Pencheva, 2025). ASOS can enhance its competitive capabilities by establishing a culture in which change and creativity are highly regarded.
Resistance to Change and Solutions
One of the most common challenges in organisational transformation is resistance to change and this is likely to happen in ASOS. The employees might be confused on their job roles, or be scared of being displaced or lack the skills to cope with the new technology. In response to this, ASOS need to invest in training and development programmes, which will empower employees with the necessary digital skills (Saha, 2025). It should also be clearly and clearly stated, so that employees can be aware of why the transformation is necessary and what good will come out of it. Employee resistance can also be minimised by involving employees in the change process to make them feel like they have ownership and are engaged in the change (Xue et al., 2024). Moreover, effective and effective leadership encouragement is key in emphasising the significance of the change and sustaining the momentum. Being able to overcome resistance ahead of time, ASOS has a chance to make the transition process more seamless and increase the chances of successful implementation.



Conclusion 
The ASOS analysis shows that the organisational strategy and leadership are of paramount significance in addressing the digital transformation. The industry analysis of the external and internal environment shows that the firm is in a very competitive and fast changing industry. Although ASOS enjoys good digital capacity and brand building, it is experiencing operational efficiency issues, competition and technological change. The SWOT and TOWS analysis reveals that there is a great prospect of growth, especially in digital sectors, especially in personalisation and automation and expansion of the markets. Nonetheless, these opportunities are posed with significant threats such as digital upheaval, cyber threats, and transformation of consumer expectations. The strategic choices analysis indicates that the most suitable strategic change strategy to adopt by ASOS is the customer-focused digital transformation strategy. This plan is based on the company strengths, and it can meet the essential market requirements, thus contributing to the long-term development and competitiveness.
One of the factors of successful implementation of this strategy is found to be leadership. Transformational leadership is capable of leading to innovation and motivation of the employees, whereas situational leadership offers the ability to be more flexible to address various factors of the transformation process. These leadership styles combined further enhance the chances of success. The recommendations also highlight that ASOS needs to realign its strategic core through its aim at customer experience and digital innovation. Effective implementation needs the use of organised change management models and the creation of a conducive organisational culture. To summarize, digital transformation is crucial to help ASOS secure its competitive status and experience sustainable growth. Through strategic and customer-oriented approach with effective leadership, the organisation will be able to sail through the challenges and opportunities of digital age.
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