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[bookmark: _Toc141711307][bookmark: _Toc143110016]Introduction

"Fashion is part of the daily air, and it changes all the time, with all the events. You can even see the approaching of a revolution in clothes. You can see and feel everything in clothes"- Diana Vreeland ( Harper's Bazaar Staff, 2022).
With growing trends in online shopping and new technology, fashion is one of the most rapidly moving markets in the world. ASOS online brands gain significant market share and revenue through different marketing strategies. 
[bookmark: _Toc143110017]Table 1: Similar online stores operating in the same country and market.
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The following report aims to examine and evaluate ASOS' PESTEL Analysis, explain and understand the POEM Model and RACE Framework ASOS used to deliver innovative digital strategy and analyse and evaluate tools, tactics, and critical measure metrics for development processes.
[bookmark: _Toc141711308][bookmark: _Toc143110018]Part 1: Organisational Analysis and ASOS's Current Digital Strategy

In 1999 Nick Robertson and Quentin Griffiths created a company named" As Seen on Screen" that most customers known as ASOS. In 2001, they changed their website to www.asos.co.uk. According to their website, ASOS is a British online fashion retailer famous for owning seventeen brands like Collusion, Topshop, AsYou and Topman. The vision of ASOS is "to be the world's number one fashion destination for fashion-loving 20-something. The company values are" Authentic, Brave, Creative, Disciplined" (ASOS, 2023).
The business environment is one of the essential factors creating an uncertain world where businesses operate and can create the problem of complexity as most of the influenced factors are connected. The most important key to success is a macro and microenvironment, including industry, sectors, market, and competitors where any individual organisation operates.
1.1 [bookmark: _Toc141711309][bookmark: _Toc143110019]PESTEL Analysis of the UK market

The managers and CEO of ASOS must understand and evaluate all change-driven vital factors and their future impact on the company. For example, those factors can change uncertainly and require a company structure or strategy change. The external Macro-Environment factors that significantly affect business performance are the PESTEL Analysis explained below and can be used as a starting point for understanding and analysing ASOS digital marketing strategy.
Political factors explain how and to what degree the government plays in businesses and the economy, including political stability, foreign trade policy, oversea policy, trade restrictions, government policy, corruption, bureaucracy, labour law, etc. For example, Consumer Rights Act 2015 (GOV.UK, 2023), Copyright, Designs and Patents Act 1988 (Gov.UK, 2023),
Economic factors that impact the business and how businesses are profitable include inflation, exchange rate, economic growth, interest rate, money supply, etc.
Social factors can affect company performance, class and power structure of society, demographic and skill level of the population, education level of the population, culture, gender, leisure habits, etc.
Technological factors in the 21st century play a significant role in a company's successful performance, busting all industries to change and adapt quickly. New technology changes people's living standards and how people work and travel. Competitors' technological development, E-commerce growth and DATA security are only part of the technological factors companies must analyse for future growth.
Environmental factors must be considered before entering a new market. Climate change, supporting renewable energy, air and water pollution, and recycling are some examples any company should consider, as these laws and regulations can affect business operations and profitability.
Legal Factors, including health and safety, consumer rights and data protection, are some factors ASOS should consider trading successfully, as each country has its own rules and regulations. For example, customers' awareness of ethically sustainable practices is growing, requiring businesses to focus on environmentally friendly sources and practices. Another example is that ASOS must follow DATA Protection Act 2018 to protect customer information (Gov.UK, 2023).
Analysing and evaluating those factors will help ASOS successfully operate in the UK market, maintain a competitive edge, and adapt new trends to satisfy its target customers. That is a small example of how these factors can affect ASOS' strategy and sustainability, and the company should continuously identify and analyse PESTEL analysis to avoid competitors.
[bookmark: _Toc141711310][bookmark: _Toc143110020]1.2. POEM Model of ASOS UK
In a faster-changing digital environment, the POEM Model still plays an essential role in creating strategic marketing competition as it can be successfully applied to many marketing practices such as search engine optimisation and marketing, retail marketing, social media marketing and many others. POEM acronym stands for paid, owned, and earned media and can be applied to any marketing strategy for capturing more qualified results and receiving outstanding results. 
1. Paid Media is used for advertising and collaboration with influencers. ASOS advertised using various channels and search engines that helps promote the brand. Some famous audience profiles that partner with ASOS are Victoria Beckham, Delilah Belle Hamlin, and Gigi Hadid, which support and work with ASOS to increase customer engagement and brand recognition (Barnett, 2023). Paid media such as Facebook ads, Google ads, pay-per-click (PPC), and search engine marketing (SEM) are efficient and quick ways to connect and grow target audiences and vital digital marketing strategies for attracting traffic, gaining customers, and boosting product sales.
2. ASOS website, ASOS Mobile App, social media and other promotional materials are part of ASOS-owned media channels and central hubs for customer browsing, purchase, and after-purchase service. Instagram, YouTube, and Twitter ASOS accounts help the brand fully engage and influence customers, promote its products and gain customer loyalty. Using company assets and ownership benefits is a cost-effective way for ASOS to promote the brand with total control over finance. ASOS need to include those expenses in return on investment (ROI).
3. Earned media is the third part of the POLE Marketing Framework applied to interacting and engaging with customers using third-party channels such as word-of-mouth – it is one of the best rewards as it shows customer trust and strongly contributes to the ASOS brand. User-generated content is when customers use the ASOS hashtag when posting on social media and contribute to creating a strong ASOS brand community and loyal customers. Earned media is essential for ASOS to establish and increase credibility and authority. The best way ASOS can improve the website is with search engine optimisation (SEO) for organic search results and optimise content.
[bookmark: _Toc141711311][bookmark: _Toc143110021]Table 2: Three Key Elements of the POEM Model 
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The following table shows the pros and cons of the POEM Model.
[bookmark: _Toc141711312][bookmark: _Toc143110022]Table 3: POEM Model Pros and Cons
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According to Statista report, ASOS is after Amazon for haul video hashtag views with 131 million views (Statista, 2023).
[bookmark: _Toc141711313][bookmark: _Toc143110023]1.3. Customer Lifecycle Management
For any sustainable business, long-term relationship with customers is vital as they lead to long-term profitability, and businesses should implement technology that supports customer relationship management (CRM). 
There are four main marketing activities of customer relationship management:
· Customer extension or "customer development" increases the range of purchasing products customers prefer. Re-sell, Cross-sell, Upsell, Reactivation and Referrals are some of the most critical CRM various customer extension technics.
· Customer retention unites all business activities to keep existing customers through different offers based on their value or number of purchases.
· Customer selection is focused on defining the business target audience into extension, retention, and acquisition.
· Customer Acquisition target high-value cost and form relationship with new customers. For these activities, the primary key is the selection of the right channel and quality of service.
Improving personal service and combining web and email provides an ideal place for e-CRM. Chaffey and Smith (2008) state," What is e-CRM? Customer Relations Management with "e"? Ultimately, e-CRM cannot be separated from CRM but must be integrated seamlessly. However, many organisations have specific e-CRM initiatives or staff responsible for an e-CRRM. Both CRM and e-CRM are not just about technology and databases. It is not just a process or a way of doing things. It requires, in fact, a complete customer culture" (Chaffey, 2015).
CRM combines digital marketing activities such as: providing online mass customisation or personalisation, managing online service quality and email list quality with customer profile information. To develop customer value and customer relationships, marketers created a new approach to social CRM using social media. Those are some CRM benefits for ASOS creating long-term customer relationships: lower cost, achieving mass customisation, increasing the nature of customer relationships and more cost-effectively targets. 
Customer engagement is vital for online companies; marketers try emotionally and psychologically to interact with individuals. Permission marketing by Seth Godin (1999) is a" customers agree (opt-in) to be involved in an organisation's marketing activities, usually because of incentive" (Chaffey, 2015). To create a customer profile and interact with customer online, ASOS need the customer's email and permission for use. After building a customer profile, ASOS can build one-to-one relationships for a better and easier way to serve customer preferences and keep customers long term engaged and happy. For evaluating and improving CRM, ASOS should use conversion marketing to understand better how to convert existing customers to repeat their purchases and transform potential customers into actual customers. Human elements are critical for online channels' lower conversion rate than traditional marketing channels. For customers needing more information, ASOS can use live chat and offer telephone customer support and email contact to convert customers to purchases.
ASOS can use the framework explained in the following pages to manage stable long-term customer relationships.
[bookmark: _Toc141711314][bookmark: _Toc143110024]1.4. RACE Framework
The Digital Marketing framework, known as RACE, with four distinct stages, Reach, Act, Convent, Engage and marketer, is used to plan and manage activities relayed to digital marketing in a more organised manner (Rautela, 2021).
[bookmark: _Toc141711315][bookmark: _Toc143110025]Table 4: RACE Framework 
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Source: (Chaffey, 2015)

The plan is one of the first things marketers need to consider and formulate to analyse their strategy using internal and external factors that may directly or indirectly affect ASOS performance.
Reach focuses on awareness of the brand and its product/service and increasing the visibilities of the company website using various tactics and strategies like search engine optimisation (SEO) to drive visits from other relevant sources- online and online, to engage with the target audience through paid, owned and earned media touchpoints. Through ASOS tactics, they appear in many search results relevant to their business for expanding their reach.
Act is the next step of interacting with the target audience journey where ASOS encourages users to buy their products. ASOS mobile App and website are easy to explore with excellent product descriptions and well design that help visitors explore the product and add it to their shopping basket.
Convert is the other strategy step when a company tries to convert any visitor into a customer, offline or online, to receive the payment. Using secure payment options and a checkout process, ASOS is trying to remove all purchase barriers giving customers opportunities for different return and delivery options. ASOS use email and remarketing technics with personalised offers to repeat purchases and encourage conversion rate.
Engage is a long process to overturn first-time buyers to loyal customers that will repeat purchases and advocate for a brand name. ASOS own substantial social media like Twitter, Instagram, and Facebook, which can easily engage with the target audience and provide customer support. Customer communication is vital for any business and must be evaluated and measured through active subscribers, active customers, customer satisfaction and customer feelings when they post on social media.
The RACE Framework showed that managing the balance between retention and customer acquisition is crucial. ASOSS can increase sales and revenue using RACE Framework for its traditional or digital marketing strategy. Together with performance drivers, ASOS should evaluate service-quality-based drivers to minimise churn and maximise retention.
[bookmark: _Toc141711316][bookmark: _Toc143110026]1.5. ASOS Buyer personas to help design customer experience.

"A buyer persona is an imaginary character based on research and data that represents your target audience", according to Digital Marketing Institute (Digital Marketing Institute, 2019). 
There are huge differences between B2C and B2B buyers' behaviour due to market structure and type and nature of purchases, and they need to be considered when establishing marketing communication. Marketers use a persona to understand what connects their audience - socioeconomic or demographic status, digital behaviour or interests and play an essential role in any successful marketing campaign. Different customers scenario is explained in the book" The Customer Revolution" by Patricia Seybold "A customer scenario is a set of tasks that a particular customer wants or needs to do in order to accomplish his or her desired outcomes" (Chaffey, 2015). Those scenario personas help identify the need and want of various customer types at different stages in their buying process.
The following tables represent three ASOS buyer personas.
[bookmark: _Toc143110027]Buyer Person Number 1: Marketing Responders 
	   Age:
•	16-30
Behaviour: 
•	Happy to subscribe and receive marketing emails
•	Response to marketing offers and campaign 
Needs/Wants:
•	Love the ASOS brand
•	Interesting in new trends 
•	Searching for exclusive discount codes
      Used Device:
•	 Mobile phones, Tablets and Laptops
	[image: ]



Source: Autor of the report



[bookmark: _Toc143110028]Buyer Person Number2: Power Buyer
	Age:
•	25-34
Behaviour:
•	Buys most online using ASOS App or website
•	Great spending activities
•	Buying gifts for family and friends
Needs/Wants:
•	Great recommendation
•	Frequent Product Inspiration
•	Good gifts options with new and popular products
Used devices:
•	Mobile App, Tablet, Laptop
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Source: Internet 



[bookmark: _Toc143110029]Buyer Persona Number3: Fashion Oriented

	Age:
· 22-34
Behaviour:
· Following the latest fashion trends
· Active social media activities 
· Open to try new products.
Needs/Wants
· Actively engage in social media
· Inspiration and influencing other people.
Used devices.
· Mobile App, Laptop, Tablet, Notebook
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Source: Autor of the report

Marketers should use various software like desktop, laptop, and notebook platforms to connect and engage with their target audience using marketing content. For example, Apple customers can access the App Store using the desktop app. Video marketing, games and Indoor and outdoor kiosk-type apps are platforms with significant opportunities to engage and reach customers for marketing campaigns. 
"ASOS is focusing on a 16–34-year-old target audience in all socio and demographic areas with stocks approaching 70 000 SKUs across nearly 900 brands at any one time", according to ASOS (Retail Week, 2023). 
ASOS buyer personas are chosen from its target audience with their uniqueness related to buyers' shopping behaviours, characteristics, and preferences. For successful engagement and convenience for people to buy their product, ASOS must understand buyer personas, needs, wants and preferences and tailor a marketing strategy for maximum customer satisfaction. 
[bookmark: _Toc141711317][bookmark: _Toc143110030]1.6. ASOS Competitors in the UK market with Microenvironmental analysis

According to a Statista survey, "ASOS has 87% brand awareness of online users shop in the UK, and 33% of UK online shop users say they like ASOS" (Kunst, 2023). 
A critical microenvironmental analysis should start with ASOS capabilities, resources, and business culture. The following graft represents some numbers of some critical elements.
[bookmark: _Toc141711318][bookmark: _Toc143110031]Table 4: ASOS Key Insights
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The collection and evaluation of Internal resources and processes, together with external environmental factors, are situational analysis that ASOS need to consider refining its strategy. ASOS operate in a very dynamic and highly competitive online marketplace like the fashion industry, and the market context should be carefully analysed to identify opportunities for better performance. The main element of situational analysis is to understand customers- who are the target group- using a customer journey map to understand better how customers interact with the company. Using SWOT Analysis can analyse the internal strengths,weaknesses,opportunities and threats but also apply to company products. TOWS is another helpful tool for analysing and evaluating situational analysis.
Offline and online space is where businesses operate and vary from industry sectors and specifications; understanding and analysing the business environment is vital; furthermore, the business should consider macro and micro factors influencing company performance.PESTEL Analysis should always be used when analysing the environment.
Competitors, suppliers, customers, and stakeholders are critical elements that must be reviewed in ASOS micro environmental analysis. Many ASOS products come from external fashion brand suppliers and are essential to maintain a good business relationship to ensure on-time delivery and high service quality. For example, during the Covid-19 pandemic, ASOS continued communicating with their suppliers to ensure that there were any supply chain issues and that employees were paid fair and treated relatively (ASOS, 2020). 
After analysing and evaluating all those situational analyses, ASOS must look deeply into resources and capabilities before implementing a planned strategy.
[bookmark: _Toc141711319][bookmark: _Toc143110032]Table 5: Microenvironment analysis of digital marketing
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Source: (MKM Digital Marketing, 2020)
ASOS competitors like Next.co.uk, Boohoo and Sainsburys.co.uk are parts of online fashion retailers offering similar products, creating a challenging market environment for ASOS (Statista Research Department , 2023).
[bookmark: _Toc141711320][bookmark: _Toc143110033]ASOS 
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Source: (MarketBeat, 2023)
[bookmark: _Toc141711321][bookmark: _Toc143110034]ASOS vs Next.co.uk
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How the graft showed Next.co.uk is one of the leading competitors and ASOS should structure its digital marketing strategy differently than Next, targeting different audiences, focusing more effectively on social and mobile media with more shareable content, competitive pricing, and various products. ASOS should focus on creating a strong brand image on sustainability and being environmentally friendly. ASOS customer service should give excellent experience to customers to please them and will gain good reviews and repeat purchases. ASOS can create an omnichannel to help customers in their purchase searching and buying decisions.
How customers behave, their characteristics and preferences, the competitive landscape ASOS operate with their direct and indirect competitors, business partners and suppliers, local community relationship, and employee relationship need to be carefully analysed and acted upon for improvement.

[bookmark: _Toc141711322][bookmark: _Toc143110035]Part 2- Develop a Digital Marketing strategy.

2.1 ASOS SMART objectives. Framework on Digital Marketing Strategy

ASOS should develop a well-structured marketing strategy with SMART objectives to ensure high effectiveness for business goals and objectives. SMART is an acronym for Specific, Measurable, Attainable, Realistic and Time-bound goals. 
2.1.1 ASOS aims to achieve goals and objectives in its marketing actions, including boosting customer satisfaction and engagement and expanding the market through increasing website traffic.
2.1.2 ASOS should analyse its target market using demographic and psychographic profiles for its customers and customer behaviour patterns. Tailoring digital marketing strategy to customer target segmentation should be done accordingly.
2.1.3 ASOS need to identify, analyse, and evaluate business strength and weaknesses to identify areas that can differentiate it from its competitors to find unique selling points to attract new customers and keep existing one happy.
2.1.4 ASOS' digital marketing strategy should focus on the target, market analysis and company objectives keeping an eye on their competitors. ASOS must create valuable and well inform content in their media posts to establish trusted sources. The ASOS website can increase traffic and organic search visibility using Search Engine Optimisation (SEO). ASOS need to develop a marketing strategy using email marketing to send personalised emails to their target audience, including promotions, new products, and exclusive offers. Another marketing strategy for brand visibility and increasing traffic that ASOS should use is pay-per-click (PPC) campaigns in social media advertising.
2.1.5 To track their performance and effectiveness, ASOS must use key performance indicators (KPIs) to analyse and make data-driven decisions. ASOS must regularly measure performance against the set goals to keep on track. ASOS need to measure the effectiveness of how many customers contribute to profitability to reduce cost and increase efficiency. 
Digital strategy is a continuous process that needs to be observed and tailored to present market conditions and business-specific needs. 
The following graft represents steps ASOS must follow to stay agile and maximise its online performance.

















[bookmark: _Toc141711323][bookmark: _Toc143110036]Table 6: Digital marketing strategy development process 
[image: ]
Source: (Dave Chaffey, 2019)

3. [bookmark: _Toc141711324][bookmark: _Toc143110037]Develop a strategy based on TOWS, a strategic framework for developing a Digital Marketing Strategy. SWOT Analysis.
According to Johnson and Sholes (2006), "Strategy is the direction and scope of an organisation over the long term which achieves advantage for the organisation through its configuration of resources within a changing environment to meet the needs of markets and to fulfil stakeholder expectations" (Chaffey, 2015). 
The importance of Digital strategy is creating an e-channel strategy that combines ASOS-specific goals when using electronic channels to communicate with customers at full potential. A SWOT analysis brings together the strategic capabilities of the business and the business environment and helps to judge better future strategic choices. One of the main strengths of ASOS is its financial power, different solid social media platforms, innovative and interactive way of shopping, global brand name, and Allport, the new international supply chain. Some of the main weaknesses of ASOS are the strong dependence on the UK market, which generates 45 per cent of the revenue (ASOS Pls, 2022) , competitors like ZARA, Next.co.uk, Amazon, end Boohoo and strong dependence on third-party suppliers. Some of the opportunities that ASOS face are expanding into a new market, physical retail expansion even in the UK, partnership, and collaboration. Acquisition of a competitive brand is another opportunity for ASOS. Some threats are changes in regulatory trades, tax, and trading barriers. Other threats for ASOS are cyber security and crime, which can badly affect brand reputation and void customer loss. ASOS should follow intellectual property law to avoid financial penalties and damaging brand names.
TOWS is an analytical tool that helps companies develop strategies and gain competitive advantages based on their competitive positions. Resource analysis must consider the main two elements – financial and human resources. To examine its threats, ASOS can use Michael Porter's classic 1980 model of the five forces framework that still provides helpful information about threats and issues in the digital business era.
The information from identifying business weaknesses and strengths and analysing external opportunities and threats help ASOS to assess its current capabilities and identify areas for improvement by creating an action plan, mission, and strategy. The following graft shows how companies can develop a digital strategy.
[bookmark: _Toc141711325][bookmark: _Toc143110038]Table 7. Strategic framework for developing a digital strategy.
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Source: (Dave Chaffey, 2019)

ASOS can create a digital strategy focusing on the main elements such as customer experience, brand awareness, business objectives and data. 
Customer expectation and satisfaction should be the primary focus when creating a meaningful strategy, as meeting the needs and wants of the target audience is critical for ASOS. Using digital ethnography and optimising company mobile apps and websites will help ASOS better understand consumer preferences, behaviour, and fashion trends they follow. Digital ethnography will benefit ASOS in meeting customer demands successfully. 
Digital Darwinism is when businesses fail in innovation or adapting new technology in this dynamic changing environment. ASOS should continue developing its online platforms, place strong customer emphasis on websites and mobile apps, invest in new technology, adapting to customer preferences and changing behaviours. ASOS must continue to collaborate with fashion influencers and celebrities to bring new fresh ideas and access to emerging trends. ASOS must consider customer feedback to ensure it meets and satisfies customer expectations. By accepting digital Darwinism, ASOS can guarantee its competitiveness and viability in the fashion retail digital space by creating value for customers.
ASOS uses behaviour economics to influence and understand customer behaviour. For example, ASOS can use technics to influence online buyers with limited-time offers to encourage a quick purchase. Using personal data based on browsing and purchase history, ASOS can focus on individual customer experience creating a sense of belonging and a strong brand bond. ASOS brand rating, user-generated content, and review help existing and potential customers with purchasing decisions and build trust and value in the brand.
ASOS can use a loyalty program or reward system to motivate, influence and strongly engage customers. Those technics and successfully boost purchases and revenue. 
ASOS must create a monitoring plan, tracking and evaluating all KPIs. ASOS should consider its marketing activities' costs, including website design, social media campaign and Searching Engine Optimisation. Following all those steps, ASOS can reach its desired business goals and gain a compelling competitive advantage in the digital world.
4. [bookmark: _Toc141711326][bookmark: _Toc143110039]Define the tactics and tools (SEO/SEM, Display Ads, Email, social media), including content, permission, and email marketing. 
"Our key performance indicators help us measure both the financial value we create for our shareholders and our strategic value as we grow our business and deliver our purpose" (ASOS Pls, 2022). 
Marketers use various online communication technics to plan marketing campaigns, but following a recommendation of Chaffey and Smith (2012), Figure 10 can be found in six essential types of digital media channels.
4.1 SEO/SEM are companies' tools and tactics to increase website visibility and rank in search when a user types a specific phrase or words in engines like Yahoo, Google or Bing. The first group includes Pay-per-click (PPC), where companies can buy traffic using paid search listing.
4.2 Online PR is when using a third-party site or blog. One of the best ways is to choose from paid, owned or earned media to maximise brand mentions and interact with the target audience.
4.3 Affiliate marketing, price comparison sites, and co-branding are some parts of the online partnership communication channel used by ASOS to increase the target audience speedily.
4.4 Interstitials/pop-ups, rich media and banners are part of interactive advertising that delivers marketing messages to potential customers.
4.5 One of the most cost-effective and easy ways to reach and engage with customers is Opt-in email marketing, where email is based on segmentation and can be sent to push customers to action to buy a product. The main issue is still the need for human resources and technology.
4.6 Using the ASOS website, Facebook, Instagram, ASOS mobile app or other social media is essential in marketing communication. According to Chaffey, "company to take advantage of the benefits of social media, it is important to participate in customer conversations related to products, promotions or customer service" (Chaffey, 2015). Social Media is an easy way to reach a large audience and learn about consumer buying patterns and how the brand is positioned in the mind.
Maintaining a good relationship with existing and gaining new customers is crucial for ASOS' digital marketing strategy. Digital marketing must be used together with the traditional effective ways, such as face-to-face, direct mail or phone. ASOS' digital strategy must be focused and united to research target customers' behaviour, characteristics, preferences and values, which make them brand loyal and deliver well-tailored, up-to-date web and email communication.
[bookmark: _Toc141711327][bookmark: _Toc143110040]Table 8:Six Categories of Digital Communication Tools or Media Channels
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Source: (Dave Chaffey, 2019)
[bookmark: _Toc141711328][bookmark: _Toc143110041]ASOS Key metrics and KPI
Evaluating and measuring the effectivenesses of digital marketing is a critical element of any business strategy, and ASOS must focus on measuring key metrics, to analyse and optimise all areas, if necessary, to improve marketing activity. Bob Napier, Chief Information Officer, Hewliett-Packard, in 1960, said," You cannot manage what you cannot measure" (Chaffey, 2015) ; performance management is lifesaving for any company, and ASOS must create a performance measurement system for evaluating and improving the effectivenesses of company performance and channel profitability.
According to Altimeter(2011), there are three KPIs: business level, reach and influence KPIs and engagement KPIs for managing social media. One of the main issues for social media measurement is the difficulty of establishing the specific value of a consumer connection.
ASOS can use many tools and techniques to collect metrics and evaluate the results—for example,site-visitor activity data with page impressions and unique visitor measures using cookies or individual computer IP addresses. Pages per Visit (PPV) and Visit per visitor (VPV) can be united to measure visitors' volume to a website.
The following table shows the definitions of the terms.
[bookmark: _Toc141711329][bookmark: _Toc143110042]Table 9: Definitions of terms 
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Source: (Chaffey, 2015)
ASOS' positive key marketing outcomes include requests for a brochure or subscribing to the newsletter, subscriptions and responding to a promotional email when customers are influenced to buy after visiting the ASOS website or mobile app. This is valuable information, and ASOS must integrate various information systems to collect these measures.
E-channels are essential to budgeting in any business, and for better analyses of profitability and return on investment (ROI), ASOS must consider all intangible and tangible costs and benefits by choosing various methods of setting budgets depending on influencing factors such as company aims and objectives and benefits and issues of marketing budgets. ASOS must consider some marketing planning problems to develop a successful marketing strategy. ASOS must follow up the new trend of green marketing strategy that may require more budget to satisfy the market profitably and sustainably.
There are many different approaches for estimating cost and calculating return on investment that ASOS can use. According to Statista(2023), ASOS "invested almost £224m in marketing between September 2021 and August 2022" (Statista Research Department, 2023) . That shows ASOS is willing to invest heavily in marketing to capture new market share. To achieve a significant advantage, ASOS must invest in new technology unavailable to its competitors to reduce costs by focusing on the right channel.
The following two tables show ASOS' critical financial and strategic measures.
[bookmark: _Toc141711330][bookmark: _Toc143110043][bookmark: _Hlk141635509]Table 10: ASOS Key Financial and Strategic Measures
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Source: (ASOS Pls, 2022)





[bookmark: _Toc141711331][bookmark: _Toc143110044]Table11: ASOS Key Financial and Strategic Measures
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Source: (ASOS Pls, 2022)
5. [bookmark: _Toc141711332][bookmark: _Toc143110045]Conclusion and recommendations

ASOS continue to increase visitors and purchases on its mobile app and website with significant investment in marketing. "For 2020, ASOS is voted number one in most effective digital strategy" (Statista Research Department, 2023). The report evaluated and critically analysed ASOS' digital marketing strategy with vital factors for delivering innovative, advantageous tactics for successful and sustainable business performance. 
ASOS can use social media power to gain more traffic and create "green" unique content for deep customer engagement with existing and new customers. ASOS must invest in AI and other technology to learn and understand customer buying propositions and behaviour for its targeting marketing campaign. ASOS must collaborate with influencers through social media to increase brand awareness and website optimisations. ASOS can use Net promoter scope or software like Opinion Lab to gather feedback and measure customers' advocacy. Another recommendation is that ASOS expand their product portfolio to reach different age groups of customers. 
ASOS seems to have a strong brand reputation with solid capabilities to achieve competitive advantages and satisfy customers' preferences. ASOS proved" Brand of the Year" deserved to be voted according to Marketing Weeks master's Awards (Statista Research Department, 2023).
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