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Introduction
ASOS is a British online fashion retailer that sells clothes, beauty and lifestyle products to young customers. The company started in 200 and now has more than 26 million active customers around the world (ASOS, 2024). The purpose of this report is to make situational analysis using SWOT analysis to understand how ASOS internal and external factors affect it strategy and business performance.
According to Kotler et al. 2020, marketing is the process by which companies create value for customers and build strong relationships to capture value from customers in return. The marketing process starts from understanding the market and customer needs, then designing a good strategy. After that, company makes marketing program that gives value. When customers are happy, company builds strong relationships and later captures value from them (Kotler et al., 2020).
The marketing process can be also divided in five main stages such as situational analysis, objectives, strategies, implementation and control. Situational analysis mean studying the company position and market environment. Objectives explain what business wats to achieve. Strategies describes how the company will reach these goals. Implementation is when the plan is put in to real actions and control is about checks if results match the goal. These stages help ASOS to plan marketing activities, analyse results, and make better decisions for customer satisfaction (Kotler et al. 2020).

Created by learner
Swot analysis is one of the most popular tools to study business situation, it helps to identify what company does well, where it needs to improve, and what external factors can help or harm it (Dunne, nd). This report uses SWOT to analyse ASOS and also discuss advantages and disadvantages of this model.

Main Body
SWOT Analysis for ASOS
ASOS operates as one of the leading online fashion retailers in the UK, with a strong brand presence and innovative digital marketing. One of the company key strengths is wide product range and ownership of brands such as ASOS Design, Collusion and Topshop, which attract different customer groups and support market diversification (ASOS, 2024). The company also has a powerful digital marketing strategy that engages young consumers through social media platforms like Tiktok and Instagram (Barnett, 2024). According to Hooley et al. (2024), building a strong market position depends on delivering consistent brand value and communication that fits customer lifestyle.
However, ASOS has also faced several internal weaknesses. In recent years, profits have decreased due to high return rates and logistic costs (Bhasin, 2025). Its dependence on online-only sales reduces customer experience compared to competitors with physical stores. Some customers have also reported inconsistent product sizing and quality issues, which can damage long term loyalty. According to Sood (2017)  that service based companys must ensure reliable quality and operations to maintain competitiveness.
Externally, the company have significant opportunities, especially in sustainability. The Asos sustainability report shows that this business continues to invest in eco friendly production and supply chains (Rugarli, 2024). It also plans to expand internationally and enhance its technology driven shopping experience (ASOS PLC, 2024). According to Monique Danao (2017), ASOS influencer collaborations create high engagement and can further support global growth.
At the same time, ASOS faces external threats such as strong competition from Shein, Boohoo and Zara, who often offer lower prices and faster supply chains (Bashin, 2025). Inflation and economic uncertainty make people spend less on fashion. Hooley et al. (2024) explain that external environment can quickly change company results and positioning. Also, new rules for sustainability and taxes can increase costs (ASOS plc, 2024). All these threats make it harder for ASOS to keep profits and strong position in the market. 

Advantages and Disadvantages of SWOT Analysis
SWOT is a helpful and simple tool to understand business situation. It separates internal and external factors clearly, which supports planning and communication (Kotler, 2020). Indeed UK (2024) explain that SWOT is easy to use and gives a quick visual overview. For ASOS, SWOT helped to see that the company has strong digital marketing but needs to fix logistic problems. However, SWOT have disadvantages. It is quite basic and sometimes too general. Hooley et al. (2024) note that SWOT must be supported by deeper frameworks such as PESTLE or Porter’s Five Forces to see more realistic picture. Indeed UK (2025) also point that SWOT can not predict the future, its only describes the current state. For ASOS, this means that managers should not rely only on SWOT. They need to connect it with real market data, customer feedback and technology trends. Sood (2017) add that service companies must be flexible and adapt marketing tactics to new customer behaviour. Overall, SWOT is still useful for ASOS because it summarises the situation more quickly and supports decisions. But it is works best when used together with continuous research and strategy updates.

Recommendations
Asos should focus on three main directions for improvement. First, the company needs to continue investing in sustainability and transparency. According to Rugarli (2024) the sustainability report shows progress in eco friendly materials and fair supply chain, but Asos can go futher with recycling projects and second hand resale platforms. These actions will improve brand reputation and attract eco conscious customers. Second, ASOS should reduce logistic costs and product returns by improving quality control and delivery accuracy. Better communication between warehouse and suppliers can also help to keep consistency in sizes and reduce complaints. Finally, the company should improve personalisation in digital marketing. According to Monique Danao (2017), ASOS already uses influencer marketing successfully, but mobile app promotions and loyalty programs can help build stronger relationships with young customers. These recommendations can make ASOS more competitive and increase both profit and customer trust in the long term.

Conclusion
In conclusion, ASOS is one of strongest online fashion brands in the UK market. The SWOT analysis clearly show that the company has strong points such as wide brand portfolio, digital presence, and focus on sustainability. However, it also faces several challenges, including high return rates, competition, and unstable profits. The SWOT model was useful because it gave a clear overview of ASOS internal and external environment and helped to identify strategic priorities. By following the recommendations, ASOS can improve its efficiency, customer satisfaction and brand image. According to Kotler (2020) that situational analysis help businesses to align strategies with customer needs and changing markets. Therefore, if ASOS continues adapting to new trends and keeps innovation in marketing, it can stay one of the leading online retailers and grow stronger in the global fashion industry.
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