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0. Executive summary
According to its SWOT, PESTLE, and Porter's Five Forces studies, ASOS, a large online clothing store based in the UK, faces a wide range of challenges and possibilities. The company is highly affected by political events like Brexit and international trade policies. It is also sensitive to changes in the economy, such as the value of the currency and how people spend their money (Kotler and Armstrong, 2018). Even though technology trends like more people using the internet are good for ASOS, the company faces high competition and changing laws and rules about the environment (IBISWorld, 2023). Even though ASOS has strengths like a strong online presence and a focus on sustainability, it needs to broaden its market focus and spend more in sustainable product development to reduce risks and improve its competitiveness.
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1. Introduction 
Marketing, as a commercial function, primarily focuses on the management of client relationships. As suggested by  Kotler et al., (2017), marketing is the process of actively engaging customers and effectively maintaining customer relationships in order to generate profitability. The primary objective of marketing is to effectively acquire new consumers by offering a superior value proposition, while simultaneously retaining and expanding the existing client base via the consistent delivery of value and satisfaction. Furthermore, the marketing process encompasses a five-step strategy that aims to generate and capture client value. During the first phase, organisations attempt to comprehend the needs and preferences of consumers, generate customer value, and establish robust customer connections. During the concluding phase, organisations obtain the benefits derived from generating exceptional customer value. By generating value for customers, companies are able to acquire value from consumers through sales, earnings, and the establishment of long-term customer equity (Blythe, 2014). The objective of this raport is to provide an external analysis of  ASOS within its market context. The paper attempts to identify significant external influences impacting the organisation by employing frameworks such as PESTLE, SWOT, and Porter's Five forces. ASOS plc, a prominent online retailer located in London, UK, was founded in the year 2000 and currently commands a substantial market share of 12.3%. The company's main focus lies in the clothing sector, but it also provides beauty items and a diverse range of in-house and associated brands, resulting in the attraction of a wide-ranging client demographic. ASOS utilises sophisticated digital infrastructure to enhance the consumer experience, including functionalities like as personalised search and a range of delivery alternatives (IBISWorld, 2023). Notwithstanding its achievements, the organisation has had operational difficulties, such as operating deficits and surplus inventory, inducing a strategy transition towards sustainability and more efficient operations.
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Fig 1. The marketing processes. Kotler et al., (2017). 
2. Stages of the marketing process.
The marketing process is a set of steps that businesses follow to plan, carry out, and manage their marketing operations. Each step in the process has its own purpose and builds on the one before it. This allows for an organised way to reach marketing goals (Housden, 2010). 
Situational analysis 
The first step is to carry out an extensive investigation of the situation to understand both the internal and exterior surroundings of a company. A business evaluates its own resources, skills, and success measures. It looks at the business environment from the outside with tools like SWOT, PESTLE, and Porter's Five Forces (Kotler and Armstrong, 2018). This research is important for figuring out how the company works in its environment and for finding opportunities and threats.
Objectives 
After analysis, the next step is to set SMART goals, which are goals that are clear, measured, achievable, relevant and have a time limit. These can include factors such as attracting more individuals to know about the company and returning as well as growing sales or market share. Setting goals assists in making sure that the marketing actions are in line with the organization's overall goals (Guga, 2010). 
Strategy 
When goals are set, the focus shifts to planning. This means choosing on target markets, positioning, and the marketing mix, which is often referred to as the 4 Ps, product, price, place, and promotion (Shankar, Carpenter, and Hamilton, 2012). Companies use models like the Ansoff Matrix to look for ways to grow. The strategy is a plan of action that shows how to reach the goals in the current business situation.
Implementation
Planning is ineffective if it is not carried out properly. Putting a plan into action means dividing resources, setting deadlines, and figuring out who is responsible for which tasks. It is important that the application stage is flexible and can respond to comments and changes in the market as they happen. Nowadays data analytics tools help with this speed by letting individuals make quick choices based on data (Tuten, 2022). 

Control 
In the last step, the marketing actions are monitored, evaluated, and, if necessary, changed. Key performance indicators (KPIs) are used to measure results by comparing them to the goals. Any changes are looked at carefully, and steps are taken to fix them (Kotler et al., 2017). The control part makes sure that the marketing actions are still in line with the goals and that they are modified for the best results.

3. ASOS SWOT analysis
Within the context of business, the SWOT analysis is frequently employed as an integral component of the situational analysis throughout the marketing process. The process of matching internal capabilities and limitations with external opportunities and threats plays a crucial role in shaping the strategy development stage (Kotler and Armstrong, 2018).

Strengths: 
· ASOS was one of the first companies to sell clothes online, and it now has a large market share of 12.3% (IBISWorld, 2023). It gets first-mover advantages in a market that is growing quickly.
· ASOS has a wide range of brands, from high-street to luxury, as well as its own names and brands it has bought, like Topshop, to appeal to a wide range of customers (ASOS, 2023).
· The firm places a strong focus on digital infrastructure investment in order to enrich the consumer experience, integrating elements such as personalised search functionality and the option for deferred payment  such as Buy Now Pay Later (ASOS, 2020). 
Weaknesses:
· Operational inefficiencies have been observed in ASOS, a prominent player in the online retail industry. These inefficiencies manifest in several forms, such as a significant number of returns, increased expenses related to freight, and surplus inventory (IBISWorld, 2023). These issues have had a notable influence on the company's operating profitability.
· The business performs mostly on the young adult market, which makes it vulnerable to changes in the tastes and buying power of this age group (Jin and Cedrola, 2016).
Opportunities:
· The rising consumer demand for sustainable clothes presents ASOS with the potential to establish a leading position in this domain. IBISWorld (2023) indicates that the organisation is currently implementing strategic adjustments in order to prioritise sustainable sourcing and procurement practises.
· ASOS possesses the capability to operate websites in many languages and has established a robust infrastructure for worldwide logistics, therefore positioned itself favourably for future endeavours in international expansion (ASOS, 2023).
Threats:
· The competitive environment within the online retail industry is characterised by a high level of intensity, as it faces challenges from well-established entities such as Amazon, as well as developing niche firms (IBISWorld, 2023).
· Economic fluctuations, such as periods of economic depression and uncertainty like the Brexit, have the potential to negatively impact consumer purchasing. This poses a significant danger to ASOS, considering its operational base in the United Kingdom (Jin and Cedrola, 2016).

4. PESTLE analysis 
The PESTLE analysis is a strategy framework employed to comprehend the macro-environmental elements that impact an organisation. The acronym represents the following factors: Political, Economic, Social, Technological, Legal, and Environmental (Perera, 2017).

Political factors:
· ASOS is a huge online clothing store based in the United Kingdom. Politics have a big effect on how it runs and what strategic decisions it makes. Brexit is one of the most important political issues for ASOS (ASOS, 2023). The UK's choice to leave the European Union has caused regulatory uncertainty and tariff changes that could affect ASOS's supply chain, cross-border trade, and operating costs (English, 2022). Given that the company operates  around the world and has websites in more than one language, Brexit's effect on currency exchange rates is also a big  concern, since changes in currency can affect both buying and selling prices.
· Also, the way taxes are handled in the different countries where ASOS operates can have a direct effect on profits. Changes in VAT or import duties, for example, can affect how much items cost to sell and, in turn, how much customers have to pay. If taxes change, the company may have to change its price plan, which could affect what customers want and how much they purchase (Kotler and Armstrong, 2018).
· Sustainability and ethical appearance are also becoming more important in politics. Governments all over the world are paying more attention to and making rules about how to source and make goods in a healthy way (Deloitte, 2022). Regulatory changes in this area are very important to the company's business and brand image. This is because ASOS is making planned changes towards sustainable sourcing.
· Last but not least, ASOS is also affected by international trade deals and diplomatic ties between the UK and other countries. A good government relationship can make it easier to get into new markets, while conflicts can make it harder to grow (IBISWorld, 2023).

Economic factors: 
· The state of the economy has a big impact on how well ASOS, runs and how it makes decisions. Consumer spending, which is affected by economic changes, is one of the most obvious economic forces. When the economy performs effectively, individuals are usually more ready to spend money on fashion and luxury things, which is beneficial for stores like ASOS. However,  when there is a slowdown, people are likely to spend less, which could hurt sales for the company (Kotler et al., 2017).
· Changes in the value of currencies are another significant  factor that has a big effect on ASOS. As a foreign retailer based in the UK, the value of the British Pound compared to other currencies has a direct effect on both the cost of getting goods and the price point for customers in other countries. (Mangan et al.,  2012).  A lower pound could make ASOS's products more expensive for people in other countries, which could hurt sales in other markets.
· Inflation is another economic factor to think about because it affects how much things cost and how much it costs to run a business. A higher inflation rate could make costs go higher for ASOS, which could change how it sets prices and make it less competitive (McKinsey and Company, 2022).  Interest rates can also have an effect on ASOS's borrowing costs, especially if the company borrows money to sustain itself or grow.
· Also, unemployed rates can affect the amount that people can afford to spend. High unemployment can make people less confident, which can hurt sales of non-necessities like fashion goods (Baines, Fill and Page, 2014).

Social factors:
· Social factors are a vital component of ASOS's larger setting, and most of the time, they seem to be beneficial to the company. One of the most important changes in society is how users’ shop, which is becoming increasingly common online. This is a positive outcome for ASOS, which only sells online and has taken advantage of consumers' growing comfort with online shopping (Statista, 2021).
· An encouraging social trend is that individuals are paying more attention to the environment and ethical fashion. ASOS has reacted to this by putting a lot of emphasis on sustainable sources and good business practises (Deloitte, 2022). As a result, they offer products made from recycled or sustainable materials. This suits into the growing demand from society for businesses to act responsibly and can be a big difference for the company, giving it a distinct advantage in the market.
· The younger generations who are more affected by social media and star recommendations are the company's main target market. ASOS's marketing strategy is coordinated with the social norms and values of its target group because it relies heavily on social media influencers and campaigns that promote body acceptance.
· Nevertheless, a sociological aspect that may be perceived as unfavourable is the existing society views towards fast fashion, which frequently faces criticism due to its association with environmental degradation and exploitative labour practises (Hayes, 2022).  In the event of a significant shift in consumer attitudes away from quick fashion, ASOS may be required to drastically realign its business model.

Technological factors 
· ASOS has both advantages and disadvantages due to technology, however on the whole, it seems like the advantages outweigh the disadvantages. The growing number of people who use the internet and have smartphones is one of the most vital technological trends that helps ASOS. These trends improve the company's main sales route, which is its online platform, making it easier for customers to look around and buy things at any time they want (Statista, 2023).
· ASOS's use of data analytics and machine learning to make customer interactions more personal is also in accordance with how technology is changing. By looking at how customers act, the company can make better suggestions, making it more likely that customers will buy and making them happier (Kotler and Armstrong, 2018).
· ASOS has also put a lot of capital into digital infrastructure, like their "For You" feature on Android and personalised search functions, which have made it much easier for customers to interact with the company (ASOS, 2021). These technology changes not only make the customer experience better, but they also give ASOS an advantage in the very competitive online fashion market.
· On the other hand, ASOS's reliance on technology also leaves it open to challenges, such as risks associated with the internet. A major data breach could hurt customer trust and the company's image in a significant manner. Also, because technology changes so quickly, ASOS has to keep investing money into improving its platforms and systems, which could be expensive in the long run (Clow and Baack, 2013). 

Legal factors
· Legal factors offer both possibilities and difficulties for ASOS, but it looks like the odds are more on the negative side. ASOS is an e-commerce site, so it has to follow a number of rules, such as those that protect personal information, protect intellectual property, and protect consumers. The General Data Protection Regulation (GDPR) is an example of an important law that ASOS has to deal with. It sets strict rules for protecting the data and privacy of European citizens and punishes violations with heavy fines (European Union, 2016). The adherence to the General Data Protection Regulation (GDPR) not only introduces additional intricacies to operational processes but also presents potential financial liabilities in cases of non-conformity.
· Also, ASOS has to follow health and safety laws and rules about employing individuals in different places. Neglecting to adhere to this requirement may lead to punitive measures and harm to one's reputation.
· Nevertheless, it is important to acknowledge certain advantageous elements, such as the existence of intellectual property regulations that safeguard ASOS's distinctive designs and patented technology. E-commerce regulations further offer a standardised framework that can facilitate cross-border transactions (Clow and Baack, 2013).

Environmental factors 
· The influence of environmental elements on company operations is growing in significance, and ASOS is subject to a combination of both advantageous and disadvantageous pressures. One potential advantage for ASOS is the increasing recognition and inclination of consumers towards sustainable and environmentally friendly items, which presents a possibility for the company to establish a unique market position (Deloitte, 2022). The firm has acted in response by introducing environmentally friendly product lines and making a commitment to sustainability objectives, including the reduction of carbon emissions and waste.
· However, ASOS's business plan, which is based on fast fashion, might not fit with these environmental goals. Joy et al.,  (2012) state that fast fashion is often criticised because it leads to environmental damage, waste, and illegal labour practises. As people become more concerned about the environment, ASOS may face more criticism and possible pushback against fast fashion. This would be harmful for the company.
· There are also governmental factors to consider. Several countries are putting in place strict environmental rules that require carbon emissions and waste to be cut down. ASOS would have to pay more to follow these rules, both because it would have to change how it conducts business and because it might have to pay for carbon credits (European Parliament, 2023).
· ASOS encounters supply chain difficulties associated with environmental conditions. The impact of climate change on the availability and pricing of raw materials, such as cotton, can lead to disruptions in the company's product offers and overall profitability (IBISWorld, 2023). 

5. Porter’s five forces 
The Porter's Five Forces framework is a vital instrument for comprehending the competitive forces present within the external environment of a firm (Bruijl. 2018). 
· Threat of new entrants: Medium to High 
The potential for new entrants poses a moderate to high level of threat. The market's competitive landscape is intensified due to the fragmented character, despite the reduced barriers to entry resulting from technical improvements, which have made website setup more cost-effective (IBISWorld, 2023). ASOS effectively addresses this challenge by capitalising on its strong brand presence and the advantages derived from economies of scale. Nevertheless, in light of the current trend of escalating rivalry, it is essential to acknowledge that this force cannot be totally alleviated.
· Bargaining power of suppliers: Low
The bargaining strength of suppliers is assessed to be low for ASOS due to its significant purchasing power and its strategic approach of selling products across several brands. This allows ASOS to benefit from economies of scale, resulting in reduced product prices and enhanced competitiveness (IBISWorld, 2023). Nevertheless, the presence of several small enterprises venturing into the market may prompt suppliers to seek other distribution channels, so augmenting their leverage in negotiations.
· Bargaining power of buyers: High 
The bargaining power of buyers in this business is considered high due to the rising value-consciousness of consumers and the intense competition among industry players in terms of pricing and delivery alternatives (IBISWorld, 2023). The competitive advantage of ASOS lies in its ability to provide a diverse selection of high-quality items and effective delivery methods, which are crucial factors but not solely determinative in establishing and maintaining customer loyalty to the brand.
· Threat of Substitute Products: Medium to High
The level of threat posed by substitute products ranges from medium to high. The presence of comparable merchandise, along with fierce pricing rivalry, facilitates the accessibility of other retail channels for consumers (IBISWorld, 2023).  ASOS must consistently refresh its product assortment in order to establish a unique identity and sustain consumer engagement.
· Rivalry Among Existing Competitors: Very High
The level of rivalry among existing competitors is significantly elevated. Consistent with the market trends, the level of competition is not only substantial but also on the rise. ASOS encounters formidable competition from several online retailers that cater to distinct market sectors, such as Boohoo in the realm of quick fashion and Net-a-Porter in the domain of luxury apparel. Additionally, it faces rivalry from conventional brick-and-mortar stores. The presence of a fragmented market results in a diminished concentration of market share, hence intensifying competition among market participants (IBISWorld, 2023).

6. Conclusion 
To conclude, ASOS operates in a complex and always-changing business environment that is affected by many internal and external forces. Even though the company has been quick to take advantage of market possibilities, it still has flaws, such as its reliance on customers who are young adults and managerial inefficiencies. In a world that is becoming more digital, ASOS's dedication to technology is admirable, but it needs to be updated all the time to keep a competitive superiority. Changes in politics, like Brexit, make it hard for the supply chain to work and raise running costs. On the social front, people are becoming more interested in environmental fashion, which is something that ASOS is also interested in. Nonetheless the way the company works, which is based on fast fashion, poses social and environmental difficulties that could hurt its image. Also, the industry is very competitive, so it needs to keep coming up with new ideas to stay ahead. In the future, ASOS will benefit from a complete strategy that not only improves operational efficiency but also diversifies its market reach to reduce risks related to customer demographic focus and growing competition. To avoid image and financial problems, it is also important to follow the law and environmental standards very closely.

7. Recommendations 
Based on the research, ASOS has a number of weaknesses that need to be dealt with in a planned way. To reduce these risks,  ASOS should think about using two tactics from the Ansoff Matrix: product development and market penetration.
· In the area of Product Development, it is recommended that ASOS accelerates its allocation of resources towards the advancement of sustainable fashion. According to Deloitte (2022), there is a growing awareness among the younger generation about environmental concerns. ASOS may effectively address customer requests and avoid any reputational concerns connected with the fast-fashion model by strategically diversifying its range of environmentally friendly items. It is imperative to allocate resources towards Research & Development (R&D) endeavours in order to foster innovation in sustainable materials and manufacturing processes. This strategic investment will facilitate the establishment of a more environmentally friendly supply chain, which in turn will not only appeal to customers but also ensure compliance with increasingly stringent environmental legislation (Jobber, 2016). 
· Additionally, within the context of Market Penetration, the objective should be to enhance the market share inside the current markets. ASOS predominantly focuses on the young adult demographic, which is known for its tendency to exhibit variable levels of brand loyalty (ASOS, 2022). In order to enhance client retention, ASOS should contemplate the implementation of a multi-tier loyalty programme that offers incentives to consumers based not just on their purchasing activity, but also on their involvement in social media sharing, providing reviews, and other forms of interaction. The implementation of such a programme would encourage a deeper and enduring relationship with the primary consumer demographic, thus leading to heightened customer retention rates and enhanced lifetime customer value (Clow and Baack, 2013).
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