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Executive Summary
The purpose of this report is to look at ASOS as a whole including operation systems, theories the company follows, culture and HR from a manager’s point of view. Internal and external factors have both been considered in this report, Mintzberg’s theory and VUCA have also been included to delve deeper into ASOS as organisation. The report mentioned how ASOS was launched in the year 2000 by two ordinary British men who originally named it AsSeenOnScreen before shortening the title to just ASOS less than a year later. ASOS’ various departments and marketing strategies have been researched to enable further insight into how the brand operates in today’s society. It has also been mentioned how ASOS have overcome struggles and obstacles that they have faced due to the vast selection of diverse employees and the people experience team.
Introduction
The purpose of this report is that the CEO of ASOS has returned from a management event and is looking to investigate how, myself as branch manager of ASOS will respond to both internal and external factors that are influencing the context, culture, and human resources of the wider business environment. The CEO has noted that the management of human resources has been impacted recently and has requested a report to be complied in order to understand why. This report will analyse both the internal and external environment to determine the impact that the outcome of the investigation will have on the context of the organisation, the culture of the organisation and the management of human resources within the organisation.
Main Findings
Organisational Context
In 2000, two regular British men, Nicholas Jon Robertson and Quentin John Griffiths, had the brilliant idea of founding a fashion firm that replicated popular celebrity trends and patterns. They originally decided to call their company ‘AsSeenOnScreen Limited’ but less than a year later abbreviated it to ASOS (McGregor, 2017).
ASOS is a global, online, beauty and fashion retailer with the headquarters being situated in London, United Kingdom (Butler, 2018). The company sells ASOS branded items but also offers products from a mass selection of other brands. These products include men's wear, women's wear, footwear, accessories, beauty products and a small dog range. ASOS operates and distributes all of their products globally and (Forbes, 2022) states that “ASOS is an investment holding company”. 
The vision ASOS has decided on and in their words is “to be the world’s primary fashion destination for 20-somethings who love fashion” (ASOS, 2022). The purpose of ASOS (2022) is “to give fashion lovers in their 20’s the confidence to be whoever they want to be”.
Creativity, positivity, democracy, and putting people first are among ASOS' core values. ASOS has had a tremendous growth trend thanks to these beliefs being used as leading principles. Such a result demonstrates how useful and influential these values have been in making ASOS a top company in the modern world (mission-statement.com, 2022).
In addition, the company has recently expanded. The British fashion firm Arcadia Group fell into administration in early 2021 due to financial difficulties, and ASOS purchased the high street group's brands Topshop, Miss Selfridge, Topman, and HIIT (Chevalier, 2022).
As well as all of this, ASOS also have a ‘marketplace’ well they sell products from independent and vintage boutiques. With just 20 participating brands when Marketplace was first announced in 2010, it has grown to become the top online marketplace for independent businesses and vintage stores. This marketplace represents over 800 boutiques from all over the whole and plans to continue its expansion (marketplace.asos.com, 2022)
SWOT Analysis
This SWOT analysis of ASOS examines the brand’s strengths, weaknesses, opportunities, and threats. The internal aspects stated in this SWOT analysis of ASOS are the strengths and weaknesses, while the external factors are the opportunities and threats.
SWOT analysis is a management approach that allows a company, like ASOS, to compare its business and performance to that of its competitors. ASOS is a well-known brand in the lifestyle and retail industries (MBA Skool, 2021).
The table below shows the ASOS SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis (Bhasin, 2019).
	Strengths
	Weaknesses

	1. Brand image
2. ASOS designs
3. Supply chain
4. Influencer marketing initiative
5. Customer loyalty
6. Authentically and ethically sourced products
	1. Research and development
2. Free shipping
3. Innovation

	Opportunities
	Threats

	1. Changing trends
2. Marketing
3. Expansion
4. Consumers are willing to spend more money for unique/trendy products
	1. Competition
2. Economic factors


 
After researching and analyzing a SWOT analysis for ASOS, I believe that this company has more strengths and opportunities than it does weaknesses and threats. This is because ASOS focuses mainly on the image and design of the brand, the supply chains used for products, the initiative taken in using influencers, mostly via social media, in order to market the company using an inclusive variety of influencer models. The strengths mentioned below seem to be three of ASOS’ best strengths.
Brand imagine is one of ASOS’ main focuses and in May 2019 teamed hp with GLAAD, one of the most powerful voices in the LGBT community (Cain, 2019). The brand promotes body confidence while avoiding stereotypes. The company also ensures its consumers that the images and products promoted by influencers/models are not digitally altered. ASOS has established a positive brand image by promoting corporate responsibility and informing clients about who they are supporting. ASOS is a firm believer in positive brand promotion.
As for the designs provided, ASOS makes sure that it goes above and beyond to assist consumers in finding their perfect fit. The brand offers over 30 sizes and is dedicated to offering all of them at the same price. The brand combines fashionable items from multiple brands and sells them through their own label. As a result of this strategy, ASOS has become the leading online fashion retailer.
ASOS takes a unique approach to supply chain operations, both in terms of understanding and adopting them strategically. The brand has access to an almost infinite number of various products and styles thanks to its vast network of warehouses, suppliers, and manufacturers. Every week, they stock somewhere between 2,500 and 7,000 new goods. This is only feasible because of the reliable and efficient warehouse technology that they have developed. ASOS offers access several popular brands, such as Adidas, Nike, Armani, babyliss and others, in addition to ASOS-branded items, thanks to a global network of 175 different suppliers. ASOS does not specialise on any one brand or pricing range. They have a diverse selection of products that will appeal to a wide variety of customers (Hollis, Rice, 2020). ASOS keeps a close eye on the transportation management operations. ASOS' major suppliers are located in 14 different countries. On the day of delivery, customers receive a text and/or email stating a one-hour delivery time frame. Customers can also use online mapping either through the website or through the mobile app to track their deliveries. ASOS has increased revenue by incorporating technology with their operations (Bhasin, 2019).
PESTLE Analysis
A PESTLE analysis examines the important external elements that influence an organisation (Political, Economic, Social, Technological, Legal, and Environmental). It can be applied to a variety of settings and can assist people, professionals, and senior managers in making strategic decisions (CIPD, 2021).
The table below shows the ASOS PESTLE analysis. (Attari, 2020)
	Political
	Economical

	1. Impact of Brexit on retail business
2. Digital sales tax policy in the UK
	1. Global economy on high alert
2. Impact of Covid-19 on economy and retail business

	Social
	Technological

	1. Making e-commerce all inclusive
2. Increasing popularity of shop-able social media posts
	1. Overhauling of supply-chain arrangements
2. Rise of digital platforms for marketing

	Legal
	Environmental

	1. Cyber threat and security of customer data
	1. Questionable practices in ‘fast’ fashion
2. sustainability



Organisational Culture
After doing some research, there can be no argument that ASOS has a good organisational culture and communicates well with every person involved, including consumers. There are many reasons for this belief, firstly, ASOS' 2,000+ employees are involved in the creative industries, always on their phones, and show a true entrepreneurial mindset. At its core, ASOS is about people; every single person who assists them in achieving their goals. They are always on the lookout for excellent people to join their team – people who share the same passions and more importantly are open to change and innovation. “We are very excited about the future and the possibilities it can offer because we live in a place where fashion and technology are ideal partners” (asos careers, 2019).
Secondly, Holly Middlemiss, ASOS’ talent brand and engagement partner, welcomed the news that the company was number one on the Top Companies List, a survey carried out by LinkedIn, in 2018 and expressed how the brand stood out from other brands due to the company’s culture. “Our ASOSers have true belief in our values of authenticity, creativity, and bravery” she continued. “It is also critical that we represent these in our employer brand, bringing our unique culture to life both within the company and externally.” In addition, Middlemiss stated that “You spend a large amount of your time at work, so why should it not be with a brand you enjoy working for, where you are truly valued and are making a positive difference?” (Heritage, 2018).
Thirdly, the company announced, on the 7th of October 2021 (ASOSplc.com, 2022), that several new policies were being introduced in order to support any staff who are going through health-related life events. One of the new policies being introduced is that staff will be allowed to work flexibly and/or take time off while going through menopause (Ambrose, 2021). Other policies that were introduced at the same time include 10 days paid leave for staff who have experienced a pregnancy loss, this applied to the pregnant individual, the partner, and the surrogate (if applicable). Staff undertaking fertility treatment will get 5 days paid leave, per cycle, making sure appointments can be attended to. Further health-related events such as cancer treatment, gender reassignment surgery and getting out of domestic violence are offered up to six weeks off, fully paid (Towey, 2021).
Additionally, ASOS also has an intern scheme that the brand has received much praise for. Recognized placements are offered for students who are required to engage in a placement scheme as part of their undergraduate degree, these students are offered placements throughout the company. The placements begin in late June and remain for a year, and include retail, brand experience, finance, and supply chain teams. Even as an intern, ASOS offers their students a competitive salary and a benefits package. As well as this, each intern is allocated a mentor who will provide support and assistance throughout their time at ASOS. Interns receive regular bite-sized training sessions that focus on personal and professional development as well as the opportunity to learn more about other ASOS departments and how they all partner well together (Asoscareers.com, 2019).
A fitting example of employee engagement is the ASOS Academy. First launched as the Stitching Academy on the 11th of July 2013 and partnered with fashioncapital.co.uk - a far-reaching extension of the UK's first-ever National Apprenticeship in Fashion and Textiles Apparel scheme, which was launched two years ago (fashioncapital.co.uk, 2022). The second cohort of the skills academy has been announced on the 31st of January 2022, the Tech Hub is due to open in Belfast, Northern Ireland in early 2022 with a permanent location still yet to be announced. The Tech Hub will generate 184 new jobs within in the next 3 years, ASOS has international growth plans supported by a £14 million investment. Of the 184 jobs generated, 130 of the new positions will be trained in data engineering through the Department of the Economy's new Assured Skills programme (Corscadden, 2021).
For employees who want to get involved in charity initiatives, ASOS offers this to their staff as well. The ASOS Foundation provides opportunities for underprivileged young people to achieve their full potential. The ASOS Foundation provides motivation, education, assistance, infrastructure, and training to help young people who are socially or economically deprived overcome obstacles and achieve economic independence. The United Kingdom, India and Kenya are the three areas that the foundation mostly concentrate on (Charity Commission for England and Wales, 2020). In 2018, around 180 participated in the ‘Walk for Water Challenge’ to raise funds for Project Pipeline, a Kenyan water infrastructure (Henshall, 2018).
ASOS’ Management Theory
It seems that ASOS closely follows Henry Mintzberg’s management theory (Caramela, 2018). According to Mintzberg, there are 5 popular organisational structures, the first one being simple structure, also known as entrepreneurial organisation, only a few managers, executives and multiple subordinates make up the structure of ASOS. The company approximately 10 managers/executives including the CEO, Nick Beighton, and the chairman, Adam Crozier meaning the rest of the staff are general employees (Craft.co, 2022).
The second structure is machine bureaucracy whereby workers operate similar to the components of a machine. Each department oversees its own tasks, and all decisions are made centrally. ASOS only partly follows this structure, as a huge, leading fashion retailer all departments have to work together in order for the company to run smoothly, however ASOS mainly keep the important decision making centralized as the decision-making process needs to be quick and effective to satisfy the customers, even though it can be demotivating to other employees.
The third structure is professional bureaucracy where experts work on tasks that are specific to their skill set, without being centralised. ASOS do follow this structure as they have so many different departments and an enormous number of employees, therefore experts will make department decisions.
The fourth structure is divisional (diversified) form meaning diverse tasks are distributed among divisions. Each division concentrates on its own set of tasks and responsibilities. As mentioned above ASOS has various departments therefore it is easier and less stressful for each different department to focus on their tasks.
The last structure that ASOS also follows is adhocracy where there is no formal structure but instead highly qualified employees working together in groups to accomplish a variety of tasks and adapt to industry developments. In an interview conducted by David Sandison (2014), he asked employees ‘What is the best thing about your job?’ she replied with “Working with a young, creative team as well as fantastic senior management who are very approachable and listen to everyone's ideas.”
VUCA
VUCA is an acronym for volatility, uncertainty, complexity, and ambiguity. It refers to the situation in which constant, unpredictable change has become normal in particular industries and economic sectors.
It appears that ASOS possesses VUCA quite well. Rate of change (Volatility) is one of ASOS’ strongest points, this is because with trends and patterns constantly changing, ASOS, as one of the leading online fashion retailers in the UK, needs to be keeping up with these trends daily if not hourly to enable the business to thrive in the fashion world. ASOS demonstrated an example during one of lockdowns that took place due to the Covid-19 pandemic when change was required to their marketing strategy and website design to include more loungewear and skincare due to the changing lifestyles that their customer base had to adapt to as a result of the lockdowns during the pandemic (contentbud.co.uk, 2021). From this example, it can be seen that ASOS always accepts, and embraces change rather than resisting it or trying to run from it.
Like any other business, ASOS unfortunately cannot predict any changes that might have happened in the past, during the present or in the future. However, with ASOS being an online only retail business, being unclear about the present (Uncertainty) is not a massive issue for the company as they have had to learn to be adaptable to any internal changes around them as well as external. Also, as previously mentioned, ASOS does have a quick rate of change due to ever changing patterns and trends in the fashion world and this is unlikely to be compromised when adaptability to the present is needed. They are always reviewing and evaluating their performance and the way their company works, which already gives them an advantage in this.
As for complexity, ASOS do well in this as they communicate clearly, and these communications help the team at ASOS know their next steps and directions. ASOS makes sure that they create teams and encourage collaboration as more often than not obstacles that the company faces are too difficult for one person to manage alone. As a result of this it is vitally important that any teams that are made can function in a fast-paced, unpredictable, changing workplace.
The last one is ambiguity, ASOS are a company that encourages flexibility, adaptability, and agility. It is important to plan ahead while also leaving room for any possibilities and being willing to change plans if anything does go wrong. ASOS more than likely would follow this as to be one step ahead of other online fashion retail companies (mindtools.com, no date).
The Management of Human Resources
In a case study conducted by Cathryn Newbery in October 2017, she spoke to the people experience director, Peter Collyer who stated “ASOS is not a company that likes anything corporate...we want you to be free-spirited; we want to implement systems and procedures that will allow you to be the best you can be.” ASOS’s main focus is the customer experience therefore Collyer made it part of his ambition to do the same for the employees which is why in 2016 he renamed Human Resources (HR) to the PX team, also known as the ‘people experience team’. This is just one example of how ASOS as a company and the human resources team put their employees first.
We plan the people strategy to be completely linked with ASOS' requirements, and then we make it our mission to provide world-class solutions. So, whether you are interested in a career in recruiting and talent, HR business partnership, reward, or learning and development, ASOS is the right place.
Standard benefits decided by HR include five weeks of paid leave and an extra day off on your birthday. You can choose additional benefits from the ASOS flexible benefits system, which are divided into health, wealth, and inner self. (thisismatrix.com, 2020).
The people experience pledged in the Copenhagen fashion summit in 2017 to reduce their company’s environmental effect and assist fashion in becoming more sustainable in the future. ASOS has made tremendous progress in enhancing the sustainability of its clothing supplier base and has taken initiatives to reduce its environmental impact across its facilities and distribution network in the UK. The company made a public commitment to minimize greenhouse gas emissions by utilizing renewable energy at several of their locations and sells a full line of environmentally friendly clothing for male and female (Cariki.co.uk, 2020).
Conclusions
To conclude, ASOS as a company has grown from a small business idea to now being one of the best online fashion retailers. This popularity and growth is due to the brand’s fast reaction and adaptability when it comes to constantly changing fashion trends and patterns. As for the culture of ASOS as an organisation, this is good because it has thousands of members of staff working if various departments all of diverse ages, gender, backgrounds, sexual orientation and religions. Human resources at ASOS treat all of their employees fairly no matter what and make it a goal of theirs for every member of staff to love their jobs and the place they work. They give good standards benefits but also new recent policies and procedures see staff gain benefits through difficult health-related periods in their life. To add to this point, HR at ASOS renamed themselves ‘the people experience team’.
Recommendations
1. A recommendation that I feel would benefit the company of ASOS as well as its customers is introducing a system where people can add different pieces sold on the ASOS website onto a ‘model’ maybe so that can see what a whole outfit would look like together rather than having to buy it first in case it does not work.
2. The second recommendation to make ASOS even more inclusive than they already would be to introduce a children’s clothing line and maybe even ‘mum and me’ lines.
3. A third recommendation to be even more inclusive again is to include older models in their marketing. Currently most of ASOS’ models/influencers seem to be younger men and women rather older generations.
References
ASOS. (2022) ‘Our purpose and values’. https://www.asosplc.com/this-is-asos/our-purpose-and-values/ 
ASOS Careers. (2019) ‘Be at the heart of the fashion revolution’ https://asoscareers.asos.com/ASOS/EmploymentListings/Internships.html 
ASOS Careers. (2019) ‘Unleash your Potential’ https://asoscareers.asos.com/ASOS/About_Us.html#:~:text=ASOS'%202%2C000%2B%20employees%20are%20immersed,are%20part%20of%20that%20culture. 
ASOSPlc.com. (2022) ‘ASOS launches new policies to provide support for employees going through important health-related life events’ https://www.asosplc.com/news/asos-launches-new-policies-provide-support-employees-going-through-important-health-related-life-events/ 
Attari. (2020). ‘SWOT & PESTLE Analysis of ASOS’ https://www.linkedin.com/pulse/swot-pestle-analysis-asos-husain-attari/ 
Cariki.co.uk (2020) ‘IS ASOS ETHICAL AND SUSTAINABLE? A COMPLETE REVIEW OF ASOS’ https://cariki.co.uk/blogs/the-green-road/is-asos-ethical-and-sustainable 
Charity Commission for England and Wales. (2020) ‘ASOS FOUNDATION - 1153946' https://register-of-charities.charitycommission.gov.uk/charity-search/-/charity-details/5040541/full-print 
CIPD. (2021). ‘PESTLE Analysis’ https://www.cipd.co.uk/knowledge/strategy/organisational-development/pestle-analysis-factsheet#gref 
C.Newbery. (2017) ‘Asos’ https://www.peoplemanagement.co.uk/voices/case-studies/asos#gref 
Contentbud.co.uk. (2021) ‘How Asos Managed to Adapt to its Customer’s Needs During Lockdown’ https://contentbud.co.uk/adapt/ 
Craft.co. (2022) ‘ASOS CEO and key executive team’ https://craft.co/asos/executives 
D.Sandison. (2014) ‘Meet the people behind ASOS – Behind the scenes at ASOS’ https://www.timeout.com/london/shopping/meet-the-people-behind-asos 
Fashioncapital.co.uk. (2022) ‘ASOS LAUNCHES STITCHING ACADEMY IN UK’ https://www.fashioncapital.co.uk/ethical/asos-launches-stitching-academy-in-uk/
F.Heritage. (2018) ‘ASOS.com revealed as most desirable company to work for in 2018’ https://realbusiness.co.uk/linkedin-reveal-desirable-companies-work-2018 
Forbes. (2022) ‘ASOS’. https://www.forbes.com/companies/asos/?sh=10e4fbdc3cb9 
H.Bhasin. (2019) ‘Swot Analysis of ASOS – ASOS Swot Analysis Explain’ https://www.marketing91.com/swot-analysis-of-asos/ 
H.Towey. (2021) ‘Asos Offers Staff Flexible Work and Time Off During Menopause’ https://www.theguardian.com/business/2021/oct/07/asos-offers-staff-flexible-work-and-paid-leave-during-menopause#:~:text=Staff%20at%20the%20online%20fashion,while%20going%20through%20the%20menopause.&text=The%20new%20policies%20are%20gender,supported%20%E2%80%9Cpersonally%20and%20financially%E2%80%9D. 
J.Corscadden. (2021) ‘ASOS Belfast: Tech Hub update as first Academy participants to begin course in January 2022' https://www.belfastlive.co.uk/news/northern-ireland/asos-belfast-tech-hub-update-22446478 
K.McGregor. (2017) ‘How Asos founder Nick Robertson built a £1.4bn business’ https://www.drapersonline.com/archive/how-asos-founder-nick-robertson-built-a-1-4bn-business 
Marketplace.asos.com. (2022) ‘What is ASOS Marketplace?’ https://m.marketplace.asos.com/help/what-is-asos-marketplace?mp-mobile=1#:~:text=Marketplace%20launched%20in%202010%20with,independent%20brands%20and%20vintage%20boutiques. 
MBA Skool. (2021). ‘ASOS SWOT Analysis, Competitors & USP’ https://www.mbaskool.com/brandguide/lifestyle-and-retail/12876-asos.html 
M.Henshall. (2018) ‘ASOS shows the way with brand advocate success’ https://medium.com/@M_Hensh/asos-shows-the-way-with-brand-advocate-success-dbbc62fdfdaf 
Mindtools.com. (No date) ‘Managing in a VUCA World’ https://www.mindtools.com/pages/article/managing-vuca-world.htm#:~:text=VUCA%20stands%20for%20volatility%2C%20uncertainty,areas%20of%20the%20business%20world. 
Mission-statement.com. (2022) ‘ASOS Mission and Vision Statements Analysis’. https://mission-statement.com/asos/ 
S.Butler. (2018) ‘Asos; the seesaw history of a global online fashion giant’. https://www.theguardian.com/business/2018/dec/17/asos-the-seesaw-history-of-a-global-online-fashion-giant 
S.Cain. (2019) ‘The ASOS DESIGN x GLAAD collaboration is here' https://www.asos.com/men/fashion-feed/2019_05_06-mon/asos-design-x-glaad-collaboration/ 
S.Caramela. (2018) ‘Management Theory of Henry Mintzberg Basics’ https://www.business.com/articles/management-theory-of-henry-mintzberg-basics/ 
S.Chevalier. (2022) ‘ASOS - statistics & facts’ https://www.statista.com/topics/6330/asos/#topicHeader__wrapper 
S.Hollis, M.Rice. (2020) ‘How ASOS uses warehouse technology to differentiate their brand’ https://jilt.com/blog/asos-shipping-logistics/ 
T.Ambrose. (2021) ‘Asos offers flexible working and paid leave during menopause’ https://www.theguardian.com/business/2021/oct/07/asos-offers-staff-flexible-work-and-paid-leave-during-menopause#:~:text=Staff%20at%20the%20online%20fashion,while%20going%20through%20the%20menopause.&text=The%20new%20policies%20are%20gender,supported%20%E2%80%9Cpersonally%20and%20financially%E2%80%9D. 
Thisismatrix.com (2020) ‘Great Company Cultures that Inspire the Matrix Culture’ https://www.thisismatrix.com/great-company-cultures-that-inspire-the-matrix-culture/ 
