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Introduction 
Businesses without strategic management are unable to achieve long-term success in the economy. To achieve the goals and business achievements of the company strategic management is an essential part of the company. This report contains the strategic actions and their implications for the British company named ASOS. 
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Figure 1: Framework for strategic analysis 
Source: (Kay, 2020)
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ASOS is a cosmetic and fashion apparel retailer based in London. The company was founded in 2000 in London with a small presence in their business. Now the company has a net worth of almost 500 million on the London Stock Exchange (ASOS, 2022). Strategic management is its significant importance in the organization to identify the capabilities of the company and its resources for better consequences. 
The above framework for strategic management shows the procedure where company management decides and makes the strategy for the company and makes sure of its proper implementation in the company environment.
[bookmark: _Toc153275893]Key Business and Corporate Strategies
The business environment has grown to become dynamic in nature and it has become crucial for business organisations to adapt and implement the most suitable business or corporate strategy with the aim to ensure success and stability in the long-run. There are various business and corporate strategies such as cost-leadership strategy, business level strategy, differentiation strategy, hybrid strategy and focus strategy. These strategies play a vital role in ensuring success of the business organization along with gaining competitive advantage in the market (Whittington et al., 2020). The nature of business for ASOS have major competition in the market such as Boohoo, HOF and ZARA. In accordance with the nature of the business, the differentiation strategy can be the most suitable business strategy for ASOS.
Porter’s generic strategies : Michael Porter defines four generic strategies depending on how companies position themselves in the market: cost- leadership (cheaper prices than the rivals), differentiation (differentiated products and services from competitors that are valued and charged more), focus (products and services tailored to a specific segment) and hybrid (combination of different generic strategies under specific circumstances). (Whittington et. al., 2019)
As mention by  Johnson  (Johnson et al., 2023). Asos  should be doing cost-efficient marketing for themselves in the fashion apparel industry and make a difference between themselves and their competitors (Johnson et al., 2023). To run a business the company needs a strategy for making its business more attractive and attracting its consumer segment. In the case of ASOS company is working in the fashion apparel industry where trends are changing regularly and businesses need to be flexible with that demand to fulfil all the requirements of their consumers. In the following section business strategies are described which are related to the company: 
Cost Leadership strategy: in this strategy company tries to manage its cost margins therefore the consumer benefits from that price and prefers the company’s products. This can be implemented by reducing the cost of the products or services (ASOS, 2022). The cost of the product is dependent on the input cost of the product, managing the process of manufacturing for the product, managing manufacturing scale on the economy level and experience in the industry. 
Hybrid Strategy: The company’s main business revenue comes from its online sales. In a hybrid strategy, the company focuses on the other segments of the business technological advancement of the company, its innovative managerial upgradations and many more related things. 
[bookmark: _Toc153941902]Primary Resource of the company 

Resources are the assets of the company such as buildings, offices, functional equipment and many more. In the case of ASOS, the company has most of its resources in the form of intangible assets such as its e-commerce platform where people can buy clothes. The resources and capabilities of the company are described in the following section of the document. 
	Resource/Capability
	Description

	Financial Resources
	ASOS has a significant financial base, driven by revenue from online retail operations.

	Technology Infrastructure
	Advanced e-commerce platform, mobile apps, and website for seamless customer experience.

	Supply Chain
	Efficient supply chain management for quick and reliable product delivery.

	Distribution Network
	Global distribution network to reach customers in various regions.

	Brand Recognition
	Strong brand recognition as a leading online fashion retailer.

	Customer Base
	Large and diverse customer base, including a significant presence among millennials.

	Data Analytics
	Utilizes data analytics for personalized marketing and understanding customer preferences.

	Logistics and Fulfilment
	Effective logistics and fulfilment capabilities for timely order processing.

	Global Presence
	Operates in multiple countries, allowing for a broad international market presence.

	Product Variety
	Wide range of fashion products and styles catering to different customer preferences.

	Marketing Strategies
	Utilizes digital marketing, social media, and influencer collaborations for promotion.




[bookmark: _Toc153275895]Value chain and Value system analysis:  Value chain consists of all activities that create a product or service. It’s used to understand the strategic position of an organisation. Businesses could be also part of a wider value system- inter- organisational links and relationships necessary to create products or services. (Whittington et.al., 2019)
 Online platform: The company has a strong e-commerce platform where people can see all the inventory of the company and buy items if they want. This is the first interaction point for the company to its consumers. In the case of ASOS, this online e-commerce platform is the main resource of the company because the major business comes from its e-commerce platform. 
1. Global distribution centres: To manage its supply chain management, the company has its global distribution centres from which the company manages all its shipping. 
2. Products range: The company has a diverse range of products such as fashion apparel, footwear, cosmetics and beauty products. 
3. Analytics and data: The company has data on its consumers and from that data company can customise its products as per their requirements therefore the company can gain more market share. 
4. Social media presence: For its marketing company uses social media marketing which gives an additional advantage to its online presence. 
5. Cash and cash equivalents: The company has cash received from its operations and uses that cash balance to manage its expenses and operating charges. 
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Figure 6: Trade receivables of the ASOS
Source: (ASOS, 2022)
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Figure 7: Cash and cash equivalents of the ASOS
Source: (ASOS, 2022) 
6. Tangible assets: As tangible assets, the company has warehouses across the world and its headquarters in London. 
7. Employees: As capabilities the company has above 4000 employees across the world to manage its operation and presence. 


[bookmark: _Toc153275896]VRIO analysis of the resource and capabilities : VIRO analysis determines if a company has enough capabilities and resources to achieve and sustain competitive advantage. (Whittington et. al.,2019.)
Value, Rarity, Imitability, and Organisation are the acronyms for VRIO. It is a framework for a managerial strategy that assesses a company's internal resources and skills for competitiveness (Barney, 1991). From the analysis of this VRIO farmwork, ASOS can analyse its resources and capabilities from factors like value, rarity, imitation of the cost advantage and exploitation of the company. Also in this framework, competitive advantage is included as part of this VRIO where all the resources and capabilities are considered for this.

	Resource and Capability
	Valuable 
	Rare
	Costly to Imitate
	Exploited by organization 
	Competitive advantage 

	String brand appreciation 
	Yes
	Yes 
	No
	Yes
	No 

	Wide online platform
	Yes
	Yes 
	Yes
	Yes
	No

	Information-driven personalization
	Yes
	No
	Yes
	Yes
	No 

	Efficient management of the supply chain
	Yes
	Yes 
	Yes
	Yes
	No 

	Strong financial resources 
	Yes
	No

	Yes
	Yes
	No 
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The strategic success of ASOS UK's differentiating business strategy has allowed the company to stand out in the highly competitive online apparel retail market. A primary advantage is ASOS's capacity to assemble a broad and distinctive range of products by combining its own house brands with exclusive partnerships with well-known designers. With this strategy, ASOS is able to satisfy a wide range of customer preferences and becomes the go-to place for unique and stylish products. The company's emphasis on ethical sourcing, manufacturing, and transparent communication about sustainability initiatives aligns with the values of modern shoppers. The establishment of a strong brand identity and customer loyalty through effective marketing, exclusive offerings, and personalized services is indicative of the success of ASOS's differentiation strategy (Parker and Alexander, 2022). 
Overall, ASOS's differentiation approach has not only positioned the brand as a leader in the industry but has also contributed to its resilience and long-term success in the dynamic world of online fashion retail.
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Sustainability
ASOS is working in the e-commerce sector where the company is completely dependent on its online interface where consumers come and buy the company’s products. But the main problem is that almost every company in this sector is using almost the same methods and applying online sales methods for their sales (Ali, 2021). In this kind of business environment, the company needs a complete advantage in this industry where they can focus on specific approaches but in that criteria company can adapt specific business strategies for its sales and revenues. 
Acceptability
ASOS is working in the fashion retail sector and the company needs funds to manage its operations and growth projections for the upcoming years for that reason company is not giving any dividends to its shareholders. And this decision is also acceptable to the shareholders of the company. In 2022 company achieved a return on equity of 3 per cent and a return on capital employed of 0.5 per cent which shows that the company has big room for growth (Chevalier, 2022). 
Feasibility
In 2022 company achieved approximately 4 billion worth of sales from its operations which was increased by 0.5% from 2021. In 2022 the company’s operating margins declined by 0.5% from 4.5% from the previous year which shows that the company has lost its pricing power in the market (Chevalier, 2022). 
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To sustain in this kind of competitive environment ASOS should have an extra advantage for the consumers such as slow prices for their products, better quality of the services and other related benefits (Kay, 2020). To achieve long-term sustainability ASOS should focus on the profitability aspect because if the company is profitable for the long term in the e-commerce industry, then it will be able to invest in innovation and the future goals of ASOS (Ciampi, 2021). ASOS can manage their competitiveness from various sectors like the quality of their services, maintain their technological advancement, culture of that organization, and low cost for their products or services. 
There are 7 main elements of sustainable competitive advantage in business which are described in the following:
1) The company can require the resources of other companies to grow in the long term (Ali, 2021). That kind of acquisition contains the technology aspects of other companies or assets of the company that were not able to manage its operations and file for bankruptcy. 
2) Innovative capability contains the development of the existing operating procedures of the company where the company invest in research and development to achieve advancement in their existing technology and operations (Johnson et al., 2023). 
3) The company should be truly competitive with its competitors because in the corporate industry, businesses do all kinds of things which can open the way to becoming successful in that industry and the company should behave truly competitive approach to the competitors.
4) Sustainability contains long-term growth projections of the company and the strength of the company can manage its existence in that industry for the long term. 
5) The company can offer extra or added services in the existing services which the consumer wants, this will help the company to gain the market share in the industry (Johnson et al., 2023). This kind of strategy can help the company to manage competition in the industry.
6) The offered services or products of the company should have proper longevity and durability so that the consumer can prefer the company's services the next time they require those services or products. 
7) Imitability defines the quality of the product which should not be easily imitated and have sustainability in its quality for the consumers.

[bookmark: _Toc153941908]Conclusion 
The focus strategy is the best business strategy for the company to achieve a competitive advantage in this industry. Also, the company has another competitive advantage of a large number of fashion apparel industries where the company addresses those people who are changing their fashion sense regularly. The E-commerce industry is itself very competitive and the businesses in this industry have struggled to achieve their profitability aspect which is necessary for the sustainability of the business. 
[bookmark: _Toc153941909]Recommendations
For sustainable development, the company should maintain a healthy margin on its inventory so that if the company faces any economic losses, then the company can manage that situation with its existing cashflows. The company’s major revenue comes from its online presence and it is very important to maintain the traffic and other technical things for that online portal. In peak season the site should be capable of handling the volume and managing the demands of the people (Ali, 2021). This company should be inventing regularly in this area and make sure that the online interface is attractive to its consumers. In the fashion apparel industry, there is a huge competition and this company needs to adopt a single business strategy such as a focus strategy to cater for that competition and achieve sustainable growth in the fashion apparel sector. 
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SWOT analysis provides a brief framework of strengths, weaknesses, opportunities and threads and for ASOS the SWOT is the framework which analyzes all the frameworks regarding this. Strengths, Weaknesses, Opportunities, and Threats, or SWOT analysis, is a corporate strategy technique used to evaluate an organisation's competitive position. Although it is still up for debate, Albert Humphrey is traditionally credited with developing the tactic in the 1960s.  There isn't a creator who is acknowledged by everyone (Teoli, An and Sanvictores, 2022). Alternatively referred to as the SWOT matrix, it has become acknowledged as a valuable tool for distinguishing and carving out a niche in the wider market.

	Strength
	ASOS has a strong brand reputation among its consumers and that is the main strength of the company where the company has the pricing power to manage their margins in business. 
The e-commerce approach of the company gives a cost-benefit advantage to the company where the company does not need to maintain physical stores in various parts of the world.
The company has data on its existing consumers where they can find the requirements of mass people and manage their inventory as per the requirements which drives less losses for the company. 

	Weaknesses 
	The company is completely dependent on third-party logistics partners for delivery and logistics. This creates a big difference between the consumer and the company because if a company wants to control the logistics and supply chain then it is very difficult for them. 
In the fashion apparel industry consumer acquisition cost is very high and the company spends a lot of money to acquire new consumers in this sector. 

	Opportunities 
	Currently, the company is working in developed regions of the world and there are very big opportunities in Southeast Asian countries and South American countries which are developing regions and can provide very big demand for the company. 
The company can use AI in their online portal where they can find the buying patterns of their consumers and offer better deals and requirements which were taken by previously. 

	Threads
	The economic downtrend is the key factor for the company which can lead to lower sales which is the thread to the company. 
Due to technological factors, the moat of the company in this industry is disrupted and there are equal opportunities for every business to enter this segment. 
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