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[bookmark: _Toc90687203]Introduction
The report revolves around "ASOS" which is a business in the clothing industry in the UK and within the report; an internal and external analysis of the company has been conducted. The report firstly defines marketing to be followed by a description of the main stages in the marketing process. Additionally, it relates PESTLE factors to "ASOS" and states whether the factors are positive or negative for the business of "ASOS". Later, it relates Porter's 5 Forces Model to "ASOS" and explains how those forces are high, medium, or low. Also, SWOT analysis of "ASOS" has been conducted to determine its strengths, weaknesses, opportunities, & threats. Then segmentation, targeting, & positioning of "ASOS" have been done and finally, the marketing mix elements of "ASOS" have been defined followed by some recommendations (Princes, 2019).



[bookmark: _Toc90687204]Company profile
"ASOS" is a public limited company operating in the clothing industry and online shopping industry for 21 years since its foundation in 2000 and it has its headquarter at London, UK. It has a wide range of products including products like clothes, shoes, accessories, beauty, etc. "ASOS" has over 4000 employees and they have added great value to make its revenue over 3.26 billion pounds in 2020 (Marques, 2015).
[image: Buy Asos with Bitcoin or altcoins - Bitrefill]
Figure: Logo of “ASOS” (Princes, 2019).
Vision
"To help people have convenient shopping experience in the clothing industry"
Mission
"To build a brand strong enough that portrays the high-quality products "ASOS" offers"
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Marketing is the combination of all activities businesses undertake to stimulate demand for certain products or services for a certain group of people & promote certain characteristics of the product or services to attract the target market & keep the customers loyal to the business. As a consequence, consumers' technology knowledge has increased significantly, and there are several platforms available to assist companies in attracting clients online. 
"ASOS" may now employ internet marketing to get into an underserved demographic and enhance sales. As a result, "ASOS" might be said to have benefited from this element (Visconti et al, 2020).  For example, the marketing department of "ASOS" explores different options & data to get insights about public demand of relevant products, produce the products & offer them at an appropriate price at its stores & promotes its products keeping them consistent with its brand (Deepak et al, 2019). 
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The marketing process goes through different stages like situational analysis, objectives, strategy, implementation, & control and they have been described below. 
Situational analysis
The marketing process starts with a situational analysis stage where marketers analyze the business organization's internal and external environment to understand the strengths of the business, the demand in the market, the perception of customers, etc. For example, "ASOS" conducts situational analysis before coming up with any new product or service as it allows them to be equipped with new insights (Park, 2020). 



Objectives
The next stage of the marketing process is objectives where the marketers outline the intentions of the business from the marketing standpoint and that provide directions for the next stages. For example, "ASOS" defines its objectives before approaching the next stages of the marketing process so that the strategies & implementation remain consistent with the initial objectives (Kotler et al, 2021). 
Strategy
At this stage of the marketing process, businesses create an overall game plan for reaching the marketing objectives and they set detailed plans about how they can reach the targeted leads and potential customers & how they can turn them into loyal customers of their businesses. For example, "ASOS '' ensures that it has a concrete marketing strategy that has a great chance of fulfilling the marketing objectives before looking to implement them (Kotler et al, 2016). 
Implementation
At this stage of the marketing process, marketers implement the marketing strategies that have been previously set. However, at this stage, many changes may occur as implementation is different from planning and more insights are available when they start implementing. For example, "ASOS" has been flexible at implementing its marketing strategies and it goes back to its strategies to correct them whenever it's required (Kotabe et al, 2020). 
Control
At this stage of the marketing process, marketers observe the effects of their marketing implementation and they look to control the directions of the outcomes. For example, "ASOS" observes carefully whether their marketing implementation is bringing the results that were intended from the beginning and when it doesn't meet their expectations, they bring changes to control the outcomes (Chernev, 2018). 



[bookmark: _Toc90687207]Relation of PESTLE factors with "ASOS" and an evaluation of whether they are favourable for "ASOS" or not
"ASOS" is highly affected by its external environmental factors like political, economic, social, technological, environmental, & legal factors and some of those factors are favourable for "ASOS" and some of them are unfavourable. Relationships of those factors with "ASOS" and whether they are favourable or unfavourable for "ASOS" have been discussed below. 
[image: Using PESTLE Analysis To Develop New Products In The Manufacturing Industry  - Elite Centre for Manufacturing Skills (ECMS)]
Figure: PESTLE (Hutt et al, 2021)
Political
"ASOS" operates in the UK and the government policy there about retail stores is very favourable. Additionally, there's great stability in terms of politics and there's low corruption. There isn't much trade restrictions and so the business operations of "ASOS" go smoothly. So, it can be claimed that political factors are favourable for "ASOS" (Hutt et al, 2021). 
Economical
The UK economy got hit by the coronavirus as when the pandemic hit most business operations had to stop. In 2020, the economy contracted almost 10% which implies lower disposable income, higher unemployment rate, & slower economic growth. As a result, people were interested more in buying only necessity goods and the clothing retail industry took a hit. However, the economy is set to grow at 6.5% in 2021 which shows that better days are coming ahead but still those aren't as satisfactory yet. So, it can be claimed that the economic factor is unfavourable for "ASOS" (Adams et al, 2019). 
Social
The COVID-19 pandemic hit the UK market not only economically but also socially as it succeeded at changing lifestyle, attitude, culture, etc. As people had to stay at home for a long time during the pandemic, people's fashion sense changed and their buying habits changed as well. Consumers are less likely to buy fashion goods now than before the pandemic hit. As "ASOS" is a retail clothing brand and people's habits, attitudes and lifestyles changed negatively towards its products, it can be claimed that the social factors are unfavourable for "ASOS" (Lacobucci, 2021). 
Technological
Consumers are spending significantly more time on screen than they used to before since the pandemic hit. As a result, consumers' technological awareness improved a lot and there are many platforms that can help businesses grab customers online. "ASOS" can use digital marketing now to tap into the untapped market and increase their potential sales. So, it can be claimed that this factor has been favourable for "ASOS" (Visconti et al, 2020). 
Environmental
The weather and climate of the UK remain the same before and after the pandemic and this factor hasn't had a great impact on the success of "ASOS". So it can be claimed that this factor is neither favourable nor unfavourable for "ASOS" (Princes, 2019). Business organizations took a big hit during the COVID-19 pandemic & all marketing practices went through great changes as the needs of people changed over time.
Legal
During the pandemic, there were many restrictions on the retail industry.  That restricted some of the operations of "ASOS" and it affected their profitability negatively. Even now new legal policies and steps can be taken and those are unlikely to have any positive impact. So, this factor has been unfavourable for "ASOS" (Princes, 2019).

[bookmark: _Toc90687208]Porter's 5 Forces Model for "ASOS"
Future profitability and sustainability for any firm depend on 5 Forces including the threat of new entrants, bargaining power of suppliers, bargaining power of buyers, the threat from substitute products, & rivalry among existing players and it's no exception in the case of "ASOS". 
The threat of new entrants
There is always the threat of new entrants in the retail industry and specificity in the clothing retail industry. However, it takes a lot of capital to be a competitive force in the market and it takes a lot of effort, time, & brilliance to build a brand against the already existing ones. So, new entrants may enter but the threat isn't huge making the force medium for "ASOS" (Anastasiu et al, 2020). 
Bargaining power of suppliers
The bargaining power of suppliers rises when there aren't many suppliers available or when suppliers' products are unique or when they can get into the business. However, "ASOS" has the luxury to choose from many different suppliers and the suppliers' products aren't too unique. So the bargaining power of the suppliers of "ASOS" is low (Cho et al, 2019). 
Bargaining power of buyers
"ASOS" sells clothes and relevant products to the general consumer and they have many other options available for them. As a result, if they don't like the price or the quality of products of "ASOS", they can easily switch and move to other brands. Additionally, buyers now have plenty of information available and they can easily compare between brands and make their buying decision. As a result, the force of bargaining power of buyers of "ASOS" is high (Xin, 2020). 
The threat of substitute products
Clothing, shoes, accessories, & beauty products have been on the market for a long time and there haven't been successful alternatives for products that "ASOS" sells. As a result, the threat of substitute products is relatively low for "ASOS" (Deepak et al, 2019).
Rivalry among existing players
There are many firms operating in the clothing industry and there's a very strong rivalry among them. The Hut Group, Farfetch, Matches fashion and other brands are competing in the same marketing with their subtle uniqueness. The weather and climate in the United Kingdom were consistent before and during the epidemic, and this element had no influence on the success of "ASOS." As a result, this element may be said to be neither beneficial nor negative for "ASOS" However, all these brands are competing strongly against each other to gain others' customers. As a result, the force of rivalry among existing players is strong for "ASOS" (Park, 2020).
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SWOT is a great tool to evaluate the internal environment of an organization as it suggests the strengths, weaknesses, opportunities, & threats of the business, and SWOT analysis has been conducted for "ASOS". 
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Figure: SWOT analysis (Kotler et al, 2021)
Strengths
One of the key strengths of "ASOS" is its brand image as it has been successful at keeping its reputation with high-quality products and maintaining great corporate social responsibility. Additionally, "ASOS" designs play a great role in strengthening the business of "ASOS" as in terms of fashion design, it's ahead of its competitors. Also, their supply chain operation is a source of their strength as it successfully sources from 500 factories in 28 countries. Lastly, influencer marketing initiatives of "ASOS '' has acted as strength as it has attracted the millennials to the brand (Kotler et al, 2021).



Weaknesses
One of the key weaknesses of "ASOS" is its research and development as it's below the industry average in the UK. Moreover, free shipping complications have been a weakness for "ASOS". Lastly, "ASOS" hasn't been the most innovative company in the market and their lack of innovation plays as a weakness for "ASOS" (Kotler et al, 2016).
Opportunities
Due to having some great strengths and the market condition, "ASOS" has some great opportunities at hand. "ASOS" has a great design team and they can bring in new designs which can become trendy and the profitability of "ASOS" can skyrocket. Additionally, "ASOS" can take advantage of its great supply chain and get ahead of its competitors. Lastly, "ASOS" can choose to expand its market as they have the luxury of having an excellent brand image and great marketing initiatives (Kotabe et al, 2020). 
Threats
As "ASOS" has many weaknesses, it's vulnerable to many threats in the future. Its lack of investment in the research and development department can result in "ASOS" lagging behind its competitors and its competitors can bring in changes in the practice required by the market earlier than "ASOS". As a result, "ASOS" can lose parts of its market. Additionally, not being innovative enough can hurt the brand image of "ASOS" in the future (Chernev, 2018). 



[bookmark: _Toc90687210]Segmentation, targeting, & positioning of "ASOS"
Proper segmentation, targeting, & positioning is required for any brand to be successful and segmentation, targeting, & positioning of "ASOS" have been described below. 
Segmentation
"ASOS" has segmented the marketing based on some characteristics so that it can send its messages more effectively. "ASOS" hasn't gone with one size fits all approach; rather they have segmented the market demographically in terms of age, gender, marital status, sexuality, education, etc. Additionally, they have segmented the market geographically from city to city and psychographic ally based on personality, lifestyle, attitude, values, etc. And lastly, it has segmented the market on the basis of behaviour with variables like loyalty (Hutt et al, 2021).
Targeting
After segmentation, "ASOS" has targeted certain portions of the market. Demographically they are targeting young adults of all gender & sexuality while emphasizing diversity. In terms of geography, "ASOS" has targeted the consumers of urban areas. In terms of psychograph, "ASOS" has targeted people who value diversity & uniquely designed products. The target customers of "ASOS" are fashion enthusiasts, politically correct, have flexible & cool personalities, & have an open mind and attitude about new things (Adams et al, 2019).
Positioning
"ASOS" has positioned itself as a brand that cares about diversity and it goes to a great extent for ensuring the great design of products. Additionally, it has positioned itself as a brand for unique individuals who care about the earth, climate change, political correctness, etc. Also, it maintains a cool and flexible aura around it & open-mindedness is one of the key themes of the brand of "ASOS" (Iacobucci, 2021).
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The marketing mix elements of any business organization can provide great insights about the organization as the product, price, place, promotion, people, process, & physical evidence of the business can be explored. The marketing mix elements of "ASOS" have been described below along with how "ASOS" has been using the 7Ps (Princes, 2019).
Product
"ASOS" sells a wide range of fashion products both for men and women including products like footwear, coats, shirts, pants, & others. Additionally, "ASOS" sells products online and its collection includes many other reputable brands including Calvin Klein, Nike, etc. High-quality products at convenient prices and delivery help "ASOS" to succeed (Visconti et al, 2020).
Price
"ASOS" has a dynamic pricing strategy where most of their products are sold at reasonable prices but some of their products are highly expensive. Many of their products are fancy but they are sold at a relatively affordable price. Their pricing strategy helps their business to grow as it attracts their target customers (Princes, 2019).
Place
"ASOS" is an online retail store so its presence can be found through its website. It has a very attractive website where customers log in to view the products and services of "ASOS". "ASOS" has warehouses for its inventories and when orders are made, "ASOS" delivers the products in exchange for a delivery charge. The distribution channel plays a great role in the success of "ASOS" (Deepak et al, 2019). 




Promotion
"ASOS" consistently keeps various sales promotions like sales discounts to promote its products. "ASOS" consistently and smartly sends promotional messages to its registered customers so that they can be updated about new products & new sales promotions. Additionally, "ASOS" advertises its products in magazines and on different online channels like Facebook, Instagram, Twitter, YouTube, Pinterest, Reddit, etc. These promotions help "ASOS" to expand their businesses (Park, 2020).
People
Employees of "ASOS" play as representatives of the company as they come in direct contact with the customers of "ASOS". Employees of "ASOS" provide great customer service in a way that is different from the service customers receive from other stores. The customer satisfaction rate at "ASOS" is great and it enjoys great customer loyalty due to this marketing mix (Kotler et al, 2021).
Process
The buying process at "ASOS" is different from other stores as customers can't feel the clothes holding them at hand or viewing them physically in their own eyes. But their website gives a vibe of virtual reality where customers can keep their products in a basket before they pay for the product using credit card or other monetary transaction media. The whole process is virtual and convenient and preferred by the target customers of "ASOS" (Kotler et al, 2016). 
Physical evidence
The physical evidence that customers enjoy at "ASOS" is the receipt they receive after ordering the products. The main concern here is the website of "ASOS" which is very convenient to use and order products. Customers can track the state of their orders and the website is very reliable making the business expansion for "ASOS" easier (Kotabe et al, 2020). 



[bookmark: _Toc90687212]Conclusion & Recommendations
Thus, Enterprises construct an overarching game plan for achieving marketing goals at this stage of the marketing process, as well as particular strategies for reaching targeted leads and prospective consumers and converting them into devoted clients of their businesses. For example, before attempting to achieve marketing goals, "ASOS" assures that it has a solid marketing plan with a high possibility of success. During the COVID-19 epidemic, business organisations were severely harmed, and all marketing strategies underwent significant adjustments as people's wants altered over time. The marketing process begins with a situational analysis stage, in which marketers examine the company's internal and external surroundings to determine the company's strengths, market demand, consumer perceptions, and so on. "ASOS," for example, performs situational analysis before developing any new product or service since it helps them to get fresh ideas (Park, 2020).
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