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ASOS is a retailer company established in 2000. It is a digital company that only operates based on digital media. It is an online-based shopping and clothing industry. It is a public limited company that sells fashion and cosmetics for its customers. ASOS draws consumers by giving seasonal discounts in order to drive sales. This increase in ASOS sales also aids the firm in promoting and establishing the brand. ASOS provides discounts and free delivery for clients all over the globe on its website, which draws people and promotes the brand (Lutsenko, 2017)
ASOS sells things on social media as well. ASOS operates across a variety of social media platforms as a digital corporation. ASOS accepts orders from clients via social media. Because of the increased client interaction via social media, they are now attractive market places (Dadzie et al., 2017). For example, in 2014, ASOS sponsored the McLaren Formula One team, attracting a large number of consumers and investors. ASOS' promotional approach is assisting the firm in establishing its brand. ASOS also contributes clothes and money to charitable organisations (Dadzie et al., 2017).
ASOS has different offices in different places where the company manages all the products. Generally, these offices are the warehouse of the company from where the products are delivered to the customers. ASOS has different subsidies which are also online-based brands. More than 4000 employees work for ASOS. Adam Crozier is the current chairman of ASOS. The headquarter of ASOS is in London, England (asos.com, 2021).
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Image: ASOS UK Logo (Sudari et al., 2019)
Mission
The mission of ASOS is to become the number one destination for customers who want trendy and stylish fashion products. According to the mission statement, ASOS brings new products daily to cope with the trends in the fashion industry (Li et al., 2021).
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All the products of ASOS are divided into two categories. According to the website of ASOS, the offerings are divided into two categories which are men and women. In those two sections, the company offer various products, accessories, gifts, sportswear, etc. All these products are presented below: (Li et al., 2021).
1. Clothing
[image: ][image: ]ASOS manufacture clothing items for the customers. For both men and women, ASOS manufacture different trendy and stylish products. They introduce new products daily which allow the company to attract customers. From t-shirt, jumpers, jeans, etc. clothes are manufactured by ASOS. Jeans, joggers, loungewear, activewear, polo shirts, shorts, swimwear, multipacks, suit and tailoring, jumpers, t-shirts and vests, trousers and chinos, underwear, etc. are the products of ASOS for men. For women, ASOS manufacture jeans, jumpers, dresses, coats, lingerie, multipacks, shirts, blouses, skirts, socks, suits, tops, tracksuits, trousers, nightwear, leggings, etc. (Solimun and Fernandes, 2018).

2. Shoes
[image: ][image: ]ASOS also sells different shoes for both men and women. ASOS has a partnership with Adidas and sells the shoes of the company. Also, ASOS sells their own designed shoes for the customers. For men, ASOS sells Clarks, vans, converse, walk London, etc. For women, ASOS sells Aldo, converse, public desire, boots, Ugg, raid, etc. (asos.com, 2021).
3. Accessories 
[image: ]ASOS also sells different accessories for both men and women. For men, ASOS sells watches, The North Face, glasses, rings, socks and ASOS designed products. Also, ASOS sells backpacks and winter warmers for men. For women, ASOS sells different hair accessories, makeup products, bags, socks, belts, gloves, etc. (Li et al., 2021).
[image: ]4. Sportswear 
ASOS sells different sportswear for the customers. ASOS sells different sports items for men. For example, ASOS sells football wears, golf wears, lifestyle wears, outdoors, running materials as well as ski and snowboard products for men. For women, ASOS sells different gym and training items, outdoors, running clothing, yoga and studio items (Venaik and Midgley, 2019).
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5. Face + Body 
[image: ]ASOS also sells different face and body products for the customers. Face care, hair care, skincare, shaving and grooming products are sold for men. By developing partnership relationships with different companies, ASOS sells its products to them. For example, ASOS sells the products of Garnier, Lush, Murdock London, etc. For women, ASOS sells makeup products and different facial items of many popular brands. ASOS sells the products of Huda beauty, L’Oréal, Sunday Rain, BaByliss, etc. (Sudari et al., 2019).
[image: ]
ASOS has established a strong market position and has the financial resources to acquire consumers via various forms of sponsorship and public relations. ASOS, being a huge corporation, promotes a variety of programmes. So, these are the products of ASOS sold for both men and women. Some of these products are manufactured by ASOS and some of the products are sourced from different partnered companies (Li et al., 2021).
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The price of the products of ASOS is set based on different strategies. For the customers, ASOS offer a different kind of discounts and free shipping facilities all over the world. For developing the price of the products, accessories and sportswear, ASOS uses three different pricing strategies. Those are competition-based pricing, customer value-based pricing and cost-based pricing. Based on different conditions and requirements, ASOS set the price of the products based on these strategies. These pricing strategies of ASOS are demonstrated below (Li et al., 2021).




Competition based pricing: ASOS has huge competition from different sources. There is a huge number of competitors of ASOS who are also selling the same products as ASOS. All these competitors set the prices for their products in a way that attracts customers. Based on the market demand, competitors of ASOS set the prices. ASOS uses those prices for selling the products on the website and app. This is called competition-based pricing. Generally, ASOS sells the products of the partners by using this pricing strategy. By using the prices of the competitors, ASOS sells the products of Adidas, Huda Beauty, and other popular brands. As competitors are also selling these products of these brands, ASOS sells the products using this pricing strategy (Li et al., 2021).
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Image: Competition based pricing products (Dai and Xu, 2021)

Customer value-based pricing: ASOS uses this pricing strategy when the demand rises or falls. As trendy clothing and fashion product selling company, the demand for products of ASOS rises in different seasons. For example, in winter, the demand for clothes of winter rises. 

On the other hand, in summer the demand for winter clothing falls. As a result, ASOS needs to set proper pricing for these products. For this reason, ASOS uses customer value-based pricing. When the value of the products rises, ASOS set higher prices for the products. And when the value of the products falls, ASOS lower the prices (Chaffey and Ellis-Chadwick, 2019).
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Image: Customer value-based pricing products (asos.com, 2021)

Cost-based pricing: ASOS uses cost-based pricing for all years. As an online-based retail company that sells trendy clothes, selling products based on cost-based pricing is the most used pricing strategy. ASOS sells a wide range of products for both men and women. Using customer value pricing and competitive pricing is not an application for these diversified products (Li et al., 2021).

 Generally, ASOS sells the products with this pricing strategy which are originally manufactured by the company. ASOS manufacture different products and accessories which are unique and not sold by the competitors. For these products, ASOS uses cost-based pricing. By adding the total cost and adding the profit, ASOS sells these products based on cost-based pricing (RM and Berry, 2018).
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Image: Cost-based pricing products (Venaik and Midgley, 2019)
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ASOS is an online-based fashion retailer company that sells products all over the world. It is a fully online based company and it doesn’t have any stores where the company sells the products. Generally, ASOS sells the products through the website, social media and developed apps. The placing strategy of the company is presented below (Stead and Hastings, 2018):
Website: The main marketplace of ASOS is the website of the company. It is the place from where customers from all over the world can buy products of ASOS. The website of ASOS is very diverse and allow a huge number of customers from different parts of the world to shop at a time. As a digital company, the website of ASOS is the main marketplace. Also, through this website, ASOS offer discounts for the customers to attract to shop from this marketplace of the company (Mahmoud, 2018).
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Image: App of ASOS (Lahtinen et al., 2020)
App of ASOS: To serve the customers better, ASOS has developed mobile supported application. This application of the company is another marketplace from where customers from all over the world can buy products (Li et al., 2021).

The mobile applications of ASOS are developed for android phones and apple phones. As the website of ASOS, it is another popular marketplace of the company. Customers from any part of the world can download the apps from the play store and start shopping from ASOS (Pomering, 2017).
Offices of ASOS: ASOS has headquartered in London, England. Also, the company has many regional offices which are the warehouse of the company. These are also known as fulfilment centres (Li et al., 2021).




Barnsley, Birmingham, etc. are the local offices of ASOS from where the company fulfil the orders of the customers and deliver the products to the customers. ASOS also has established different offices in different countries such as Russia, China, etc. countries. In those countries, ASOS has local offices from where the orders are fulfilled (Bahadir et al., 2015).
Social Media: ASOS also sell products through social media. As a digital company, ASOS has operations in different social media. Through these social media, ASOS take orders from the customers. These are popular market place at present because of higher customers engagement in these social media (Dadzie et al., 2017).
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ASOS is a digital company that sells only through different media based on the internet. As a fully online based company, ASOS uses different promotional strategies. But most of the promotional activities of ASOS are done in the digital media. The promotional strategies of ASOS are presented below: 
Advertising: This is the most popular promotional strategy of ASOS. As a digital company, ASOS promotes the company and its products on social media and billboards, banners, posters, etc. In different social media such as Twitter, Facebook, Instagram, YouTube, ASOS promotes the offerings of the company. As these are the places where customer gathering is higher at present, ASOS uses these promotional media for advertising the offerings. By displaying the products in different groups, pages, etc., ASOS attracts customers. Also, ASOS uses billboards, banners, etc. to promote the company. This strategy has a higher impact on the customers which increases the sales of the company (Solimun and Fernandes, 2018).
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Image: Promotional Strategy of ASOS (Li et al., 2021)
Sales Promotion: ASOS uses this strategy also, this is the popular strategy for digital companies to promote the company and generate sales. As a digital company, ASOS uses discounts to attract customers. By offering discounts in different seasons, ASOS attracts customers to generate sales. This increment of the sales of ASOS also helps the company to promote and establish the brand. On the website of ASOS, the company offers discounts and free shipping for all over the world which attracts the customers as well as promotes the brand (Lutsenko, 2017)



Public Relation: ASOS has gained a strong position in the market and has good financial capabilities to attract customers through different kinds of sponsorship and public relation. As a large company, ASOS provides sponsorship for different programmes. For example, ASOS sponsored the McLaren formula, one team, in 2014 which attracted a huge number of customers and investors for the company. The company's website serves as the company's primary marketplace. 
It is the location from where clients from all around the globe may purchase ASOS merchandise. ASOS' website is incredibly diversified, allowing a large number of clients from all over the globe to shop at the same time. As a digital corporation, ASOS' major marketplace is its website. This kind of promotional strategy used by ASOS is helping the company to build the brand. Also, ASOS donates clothing and money for charities (Dadzie et al., 2017).
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