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McKinsey and Company (2021) issued a report The State of Fashion 2021 which has been heavily embedded throughout this given report. The consultants who contributed to the report suggested that due to the global pandemic of Covid 19 shifts in consumer behaviour has changed due to the rise in digital consumption as subsequent lockdown restrictions occurred in stopping consumers tangibly shopping in non-essential retail. The presence of purchasing online has dramatically increased through the pandemic, however this shift in focus brought pressures upon all retailers; not excluding ASOS, through value creating activities outlined by Fahy and Jobber (2019) and experiences.

Digital consumption and growth have been dominant trends of 2021 presenting implementational challenges which have been problematic for ASOS. A way of overcoming the discrepancies has been to implement an engaging and social experience explored by Hofenk et al (2019) to encourage ASOS customers to connect further through touchpoints of a chatbot AI persona within the featured tracking service of the ASOS app. To enable the customer to connect fully a new service within the ASOS app has been facilitated of embedding a tracking delivery feature which concentrates on the customer journey. Bick et al (2019) agree with the viewpoint that another recommendation found from the marketing audit was the missing link of the post purchase of education relating to the supply chains as consumers are conscious of the ethics associated with ASOS workers rights worldwide and the sustainability aspects of ASOS. 

To differentiate the service a planning framework of PR Smith SOSTAC (2020) has been embedded throughout to initiate the new service within the ASOS app which in turn will further the existing marketing process to create an opportunity to improve ASOS market position and customer perception while taking into account the changing needs of the ASOS customer which has been highlighted from marketing theories such as the Marketing Audit (see appendix 1), TOWS analysis (appendix 3), Blueprint Template of the new service (appendix 4) and the Ladder of Loyalty (see appendix 5) to distinguish the process of creating a true advocacy of the new service.

Recommendations from the customer care programme are to establish and embed new Instagram hashtags to promote connection through the tracking app and embed into the digital marketing campaign, contributing to the new customer care programme by Fahy and Jobber (2019) creating even more personas for the ever-changing technology using gamified experiences using different features within the ASOS app and interlink them into Felix (2017)  viewpoints of utilising multi-use platforms such as TikTok and YouTube which will facilitate and drive the customer loyalty and retention. An overall threat from this example is that competitors will have access to the same technology and trends which is why the marketing team need to keep up to date with current trends but to also become marketing trend setters by using their creative talents throughout the marketing campaign and utilise them before they become mainstream ideas.

To conclude the new innovative customer care programme will be monitored in the future by an internal team of marketers within ASOS but to also enforce strategic education alliance explored by Trim (2011) within further educational establishments as a post graduate education level internship for qualitative monitoring and future development of the new service features.
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Due to the COVID-19 pandemic and the aftermath of this global event with its lockdown measures, bereaved families, furlough schemes, unemployment figures and the emergence of ‘shielders’ (Department of Health and Social Care, 2021), economically there has been a fundamental shift in consumer buying behaviour with many physical retailer shops closed in line with government guidelines. McKinsey and Company’s (2021) ‘The State of Fashion’ report highlights the dramatic change in consumer behaviour that perpetuated a digitalised demographic with the customer expecting more than just retail purchases. The task is now to transcend and develop a new innovative care programme with the view of enhancing the overall customer journey through value creating activities and experiences. Despite ASOS being an established e-commerce retail company, it is not immune to these challenges.

The aims and objectives of this given report follow on from the presentation (see Appendix 1) delivered on 13th May 2021 which encompassed ASOS’ marketing audit findings, to facilitate a new customer care programme using an adaptation of PR Smith’s SOSTAC Planning System (see Appendix 2) which is embedded throughout this report. Limitations of SOSTAC are that with elements of digital marketing principles are missing. A future recommendation would to embody elements of RACE and intertwine with SOSTAC. 
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From a key performance indicator ASOS is in a strong market position due to the merger with Arcadia. The rise in active customers in the UK, EU and US, is evident ranging from a ‘+6% to +15%’ increase (ASOS Interim Results, 2021: 10). This affirms that ASOS still has loyal customers who repeatedly purchase globally, which instils a promising strong future growth. However, with the trend of becoming even more digitalised, ASOS needs to now create engaging social experiences to encourage customers to connect to reach the end goal of retaining customers through advocacy. One way of facilitating this will be to develop a new feature through the ASOS app and target customers with a loyalty scheme for rewards in the recommended pop-up shop which will target cross channel marketing and bridge the gap between the main objective and this aforementioned key recommendation. 

The audit has highlighted, in line with Hofenk et al’s (2019) findings, that sustainability is integral to how ASOS as a brand will survive in the future and further improve its brand image. Brand image is pivotal to a marketing customer care programme for ASOS’ customers due to the customer demographic of social factors and the direct influence ASOS has on the sustainability efforts-consumer responses relationship. Traditionally in marketing there is a contradiction between sustainability efforts and the marketing principle of growth and constantly needing to meet customer needs even if not deemed sustainable. White et al (2019) opine that sustainability and marketing have various interlinking concepts with behavioural science taking lead to facilitate the sustainability efforts of a company which in turn educates the consumer to then purchase sustainably, targeting multiple remits within ASOS. This embeds the concept and ethos of the new customer care programme and customer journey. 

 The overall aim through the new customer care programme is that ASOS consumers have a positive customer response to Objective A below. McKinsey and Company (2021) highlighted that supply chain management is an area of focus for sustainability in retail management, which will be highlighted in the new feature within the app.

Bick et al (2019) agree with the viewpoint that purchase decision making for today’s customer is utilising sustainability and ethics as part of decision buying processes. This leads to higher trust and equity thus contributing to the aim of holistic marketing. Another applied theory from the audit highlights that a threat, as is outlined in Porter’s model (cited in Peyrot et al, 2001), is in terms of gathering competitive intelligence. ASOS needs to anticipate the counter-action of competitor BOOHOO on utilising the same concept of tracking service (copycat product introductions). To overcome the discrepancy of artificial intelligence (AI) development and the value creation of support activities, the technology being developed and utilised needs to be patented to overcome being copied.

TOWS: Marketing Automation Processes of ASOS

The SWOT results obtained from the preliminary analysis of the marketing audit have been utilised to facilitate the TOWS matrix. Research into the situational analysis of TOWS historically dates back to 1982 (Weihrich, 1982) as a way of developing a contingency plan interlinking with the TOWS matrix which remains current and used by marketing professionals today, CIM being an example. TOWS is an extension of SWOT which is implemented to make a new strategic planning process. The TOWS matrix enables us to devise strategies utilised from the SWOT.

The direction of the data from the SWOT analysis will enable strategies to be devised to propel ASOS to a more competitive advantage. The strengths and weaknesses help to capitalise on the available opportunities which in turn manage any identified threats, which are the outcomes of the TOWS analysis. The strengths-opportunity strategy is to predict future trends with technology and advances in AI, by employing forward thinkers linking into utilising strengths to minimise threats. This will be overcome by promoting job advertisements through a social media marketing strategy. Felix (2017) also proposes using multi-use platforms such as LinkedIn and Instagram to find niche skills that the target market already possesses to transition graduate marketers; thus, creating an intangible community with a holistic management emphasis. Durmaz and Efedioglu (2016) agree that there has been a considerable shift to the new marketing processes of digital marketing and ASOS needs to use search engine optimisation compared to traditional marketing approaches which will aid the unemployment gap from the global pandemic, creating an emphasis on holistic view of marketing. 

Although traditional marketing has many advantages and has its place in practice, the new norm of digital marketing replacing traditional, thinking outside the box with technology and how to utilise it, is paramount in today’s economic digitalised society. This is in keeping with strategies that minimise weakness and avoid threats by creating a new innovative feature within the ASOS app of tracking delivery orders and using technology that creates a persona of a bot to answer frequently-asked questions but in a more interactive way compared to reading and searching the ASOS website; it will cut time and be an innovative feature to the already existing app (See Appendix 3 for TOWS analysis).
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ASOS’ (2021) overall mission of ‘becoming the world’s number one destination for fashion loving 20 somethings’ is inaccurate to a certain degree from a marketing perspective due to the customer segmentation and loyalty element of the post 20 age bracket. Belk et al (2018) also believe a limitation affecting ASOS is that the experience is not fully customer centric specific to the customer demographic. It is missing the experiential marketing experience and videography domains in cross media social avenues such as YouTube. A stronger emphasis on digital marketing is needed, as highlighted in the McKinsey and Company (2021) report; it has been seen to be weak as there are trends that ASOS is not facilitating currently in their marketing strategy, such as vlogging (a type of videography) a typical day in the life of a marketeer developing the ASOS app, for example.

To overcome the discrepancies of ASOS not fully being customer centric, SMART objectives have been set based on the marketing audit recommendations. However, Stone (2001) argues that an Ansoff Matrix is more proficient in marketing objectives due to comparing growth strategies based on strategic importance. To an extent, both SMART and Ansoff Matrix are relevant due to the nature of the framework. Notwithstanding, to enable the innovative customer care programme to bear fruition, the main objective has utilised the two concepts of SMART and Ansoff as highlighted below:

[bookmark: _Toc74314764]Objective A) To create a new tracking delivery feature within the ASOS app focusing on AI advances and technology.
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To measure the effectiveness of the new tracking delivery feature, a proposed measurement of a projected 10% increase in app use over a 3-month period compared to website purchases will determine whether customers are connecting, engaging and creating the retention needed to take the app feature further. Thus, diversifying an already established ASOS app and market penetration. Analytics will be undertaken through polls on Instagram stories as it is more targeted to the customer demographic and engagement is higher. Another way of measuring is to issue targeted survey through email to the consumers who have used the tracking app with the mind view of a discounted purchase of free delivery on their next order to give the user an incentive. A blueprint example of the new feature within the ASOS app is illustrated as Appendix 4.
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In digital marketing the 5Ss explored by Chaffey and Smith (2017) are a set of marketing principles that are considered when delivering a new digital initiative such as the new feature on the ASOS app. 
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Creating a service that is memorable will be achieved through the app. The navigation on the app currently is obsolete in terms of finding customer information on their invoices, delivery times, tracking the product order with DHL who is partnered with ASOS, (ASOS, 2021). A limitation currently is that the process is onerous, and the user has to click out of the app to go through to the website then target emails to find a response regarding the query. By utilising this new service, it will withstand the customer satisfaction targets. A further benefit of the proposed feature on the app is that it liquidises the process and retains engagement of the consumer. 

McKinsey and Company (2021) believe in the viewpoint that optimizing customer assistance is the future in digital marketing thus creating future sustainability for ASOS. This concept will be embedded with one feature in the tracking app. It is acknowledged there will be different touch points which is paramount to creating a new customer journey, Fahy and Jobber (2019). Information Resources Management Association (2018) agree that with the service tracker instilled into a preestablished ASOS app instead of leaving the app to firstly serve and secondly to add the value currently lacking, will create the value needed for the consumer.

With launching the new service, finances will be accounted and budgeted for within the marketing plan regarding actions within internal staff utilising communications with Human Resources. To streamline ASOS’ administrative costs, utilising technologies via a CRM system (Frow and Payne, 2013) will aid the digital marketing plan further as it takes into consideration short term and long-term plans.  
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Added Value: The ‘Sizzle’

Fahy and Jobber (2019), the sizzle is about the value; the content to the consumers interlinking with social media, YouTube tutorials on how to use the tracking feature on the app and even cross social media channels utilising TikTok to create that ‘wow’ factor linking into experiential marketing with videographers. Utilising the 5Ss will add value at every touch point for ASOS’ consumer. Greenberg (2020) contends that creating positive touch points on a customer’s journey can utilise education marketing and embed a digital ecosystem, which has been considered within the tracking feature as it allows the consumer to actively engage in the awareness of supply chains and the education of workers.
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Strategy of ASOS: How do we get there?
[bookmark: _Toc74314769]Engagement of Loyalty

Customer experience is not simply the very narrow interaction with an ASOS product; it also includes a before and after and those befores and afters are critical to how customers understand the product and the likelihood of achieving word of mouth which is pivotal in social media marketing interlinking with the final stage of engagement in loyalty which in turn interlinks with the Customer Brand Engagement, adapted Figure 7.2 The ladder of Loyalty by Fahy and Jobber (2019) (See Appendix 5).  
 
In retail, the ladder of loyalty is constantly moving up and down to attain and retain loyal customers. The end point of contact is lacking. A customer receives a receipt through an email and tracking number and that is it. A recommendation proposed and utilised within this report is akin to the Domino’s delivery analogy which allows the consumer to physically see their order being dispensed but in a more engaging way thereby being more targeted to the consumer target market of interaction. Customers receive notifications simulating a gamified experience which Lucassen and Jansen (2014:195) describe as a ‘sociocultural trend of ludification’. From the delivery a true advocate/partner might occur whilst enlisting that education marketing strategy currently missing regarding supply chain/distribution, a trend stated by McKinsey and Company (2021). This would relink into the ASOS website of corporate social responsibility and create the integral touch points needed in digital marketing.   

The blueprint template outlined by Vollrath and Villegas (2021) takes us across the different stages of being aware of the service, joining, using, maintaining or leaving the service and in a way, this omits the principles of ladder of loyalty with the end goal of retaining customers and reaching advocacy through the word-of-mouth connection via social media (See Appendix 4 for detailed blueprint).





[bookmark: _Toc74314770]Tactics of ASOS

[bookmark: _Toc74314771]The details of the Strategy links into the 4EPs: Marketing Mix

Modernising ASOS’ marketing mix from the traditional 4P to 7Ps to the 4EPs explored by Dimitridas, Dimitriadis and Ney (2019) will enable the customer experience service to be more in tune with the twenty first century than the traditional marketing mix. However, the 4EPs is to an extent more geared with the holistic approach which will be further examined and implemented within the customer care programme. 

Of note is that the traditional marketing mix encompassing the 4Ps is not being diminished and/or to be made obsolete as it is a trialled and tested model that has many benefits. The macro environmental changes (Appendix 1) experienced after COVID-19 still remain a precedent. A plethora of literature has been published on the traditional marketing mix. Kotler et al’s (2012:13) article explores the issue that organisations have become more complex and there is a need for a ‘less compartmentalised view of marketing’ is more apparent today. Even though this article was written nearly a decade ago, that viewpoint holds true to this day; even more so with COVID-19, there is a need to be more fluid and innovative with ASOS’ marketing approach to widen the marketing remit of who is involved, especially with the rapid rate that technology is diversifying and digital marketing. Along with this growth in digitalisation, however, there is an increasing concern and limitation of the tracking analogy of the app of ‘Limited Information Sharing’ with consumers in a web-based customer service, in line with Tam and Kim (2019).

A benefit of ASOS transcending into the 4EPS is that it will further facilitate the marketing mix concept. The EP further takes into consideration the specific scientific and business issues associated with the organisation and adds a further dimension, somewhat lacking in the original marketing mix (Dimitriadis, et al., 2019). The 4EPs is outlined and takes into consideration the Empathic Product, Experiential Price, Ever Present Place and Engaging Promotion.

However, Hattula et al’s (2015) work identified a paradox that while trying to be empathetic to the customer base, marketing managers are at risk of becoming more egocentric and projecting their own preferences. Ethical implications include not honouring pre covid deals; therefore, reducing working salaries and potential working hours and positions.  Adhering to this would benefit ASOS’ brand image especially linking into the education sector regarding supply chain management and shipment interlinking with the app. Therefore, marketeers need to be self-aware of personal empathetic bias. On reflection another element of the marketing mix will be explored regarding competing through the evolving mix which will target people, processes and physical evidence linking into Service Scape, Fahy and Jobber (2019).
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People and Processes within the Marketing Mix

In terms of people, the main communication through the featured app will be spoken by an AI bot. To ensure quality and customer satisfaction, Weber and Schutte (2019) explore the concept of ensuring a quality assurance pathway. This will be incorporated into the internal marketing plan to facilitate the development of the service within the product development team.

Quality assurance and quality management are a key part in differentiating between the marketing mix and specifically processes. Hooley et al (2021) argue that CRM packages are integral in the processes within the marketing mix. This has been taken into consideration with a CRM package embedded into the featured system within the ASOS app, allowing the consumer to be notified during each stage of the process post purchasing of a product through the life cycle of the service and to be notified through the gamified experience of notifications of where in the process cycle the product. The service blueprint is a method for examining how a current service operates or envisioning a future service such as the new tracking delivery feature within ASOS. Blueprint templates enable the service to be considered from the viewpoint of the service user and provider over time and highlights areas for innovation or improvement (see Appendix 4). 
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Hooley et al (2021) document that physical evidence comes into two phenomena, one being service scape and the other tangibles. With ASOS’ website and the featured app, the external tangibles are obsolete due to having no physical store but there are other tangibles that make the experience tangible. Weber and Schutte (2019) agree that the perception of the virtual service scape have experiences such as the interaction with the service bot, the ASOS webpage, specifically the colours of the page, font engagement, the statements targeted to the consumer and the invoices (other tangibles) all of which create the customer experience. 
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To monitor and control the functionality and analysis of the features highlighted within the ASOS app, instead of ASOS paying for external workers, a proposed hypothesis is to form strategic alliances with further education universities (Trim, 2011) to allow MBA, PHD, Engineers, ICT, Digital Programming students internship opportunities which will provide them with an opportunity to build their knowledge and expertise in the field, enhancing their learning through collaboration in partaking in qualitative research to isolate each dimension on outcome variables such as customer brand engagement.

[bookmark: _Toc74314776]KANO Model for Execution Excellence


Fahy and Jobber (2019) outline many benefits in developing a Kano model. However, a limitation of KANO threshold attributes is pre-empted app user expectation. The customer demographic for example has potentially already experienced the sizzle factor due to using tracking app services within the fast-food home delivery industry. However, the excitement attribute within retail with the ASOS tracking app is targeting performance attributes and subsequently threshold attributes. However, the same customer could potentially show dissatisfaction if the tracking app within ASOS was not present due to the current e-commerce customer culture of wants and needs.
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Lucassen and Jansen (2014) contend that marketing is transitioning to a more gamified experience due to the emerging trend of digitalisation and technology evolving constantly. The aim of initiating a new customer care programme will help maintain and potentially exceed ASOS’ market position by adopting the traits of gamification embedded into the service delivery feature within the pre-existing ASOS app. It allows different avenues to emerge, such as the education feature linking into CSR of the supply chain.

It has been shown that for ASOS to be an even more sustainable, ethically minded and digitalised organisation a new service or product is required to bring this to fruition. This has been tackled by producing a marketing audit alongside a marketing plan embedding key marketing principle targeting strategy and implementing tactics to establish a new service feature within the ASOS app to tackle the differentiation needed for the ASOS customer demographic of innovation. 
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A recommendation proposed is to establish and embed new Instagram hashtags to promote connection through the tracking app and embed into the digital marketing campaign, contributing to the new customer care programme by creating personas with customer loyalty and retention. A threat from this example is that existing competitors forming mergers will utilise the technology of Porter’s model of gathering competitive intelligence (Porter, 1985). Thus, a patent of technology needs to be fully examined and facilitated. 

The overall recommendations are to embed higher trust with consumers and equity encapsulating holistic marketing, moving away from the fast fashion image of ASOS into a more circular business model while promoting the lines of clothing through the pop-up events/shops when COVID-19   restrictions have lifted. This is not a new concept but it is new for ASOS and would create for the consumer an experiential experience, McKinsey and Company (2021). A tangible element which is missing in the market currently from an ecommerce retailer. A benefit would be that to an extent it would keep content relevant on social media platforms as videography will continue to surpass expectations and ASOS needs to be a step ahead. 
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Adapted (PR Smith Marketing Success, 2020)
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Adapted TOWS Template CIM (2021).
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Below is an adapted framework of Figure 8.4 Lovelock and Wirtz (2010:200) of a blueprint of the new feature app in ASOS. 
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Figure 7.2 The ladder of Loyalty by Fahy and Jobber (2019:211)
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ASOS MARKETING AUDIT

BY JULIE SPOKES & RHIAN KENNEDY

Introduction

The aim of this presentation is to present a marketing audit to the ASOS group of executives. It will consider
throughout a report titled 'The State of Fashion 2021' (McKinsey & Company, 2021).

MeKinsey and Company's (2021) report highlights a shift in consumer behaviour and the growth in digital
consumption. In exploring the changes in the macro and microenvironments the aim is to produce an
innovative customer care programme for the recently acquired Arcadia brands by fashion retailer ASOS,
considering how this will be launched both internally and externally.

Obiectives from this presentation are:

To determine trends in the microenvironment and macroenvironment.
Whether ASOS has become more digitalised and sustainable?

Whether the customer journey has changed due to Covid 19 global pandemic?
To form a new experiential marketing experience.

To increase ASOS acquisition with Arcadia presence online.

The Merger of Arcadia by ASOS

ASOS PLC is a "global fashion destination for a range of things" (ASOS 2021). The company sells their fashion
offerings on ASOS.com. ASOS geographic segments include the UK, EU, US and ROW (Rest of World). The
company sells over 85,000 branded and own label products through its website and mobile app. This fulfils
its orders from globally situated warehouses.

ASOS offers not only clothing but also has jewellery and beauty collections. The company targets a wide
target audience and price points with its ranges including ASOS Curve, ASOS Maternity, ASOS Tall and ASOS
Petite (Reuters, 2021).

In February 2021, the retailer acquired the Topshop, Topman, Miss Selfridge and HITT brands from the
Arcadia group after the group collapsed into administration during 2020 (Markotoff, 2021). ASOS believes
that the acquisition will “support its mission to become the number one destination for fashion loving 20
somethings worldwide" (Nasir, 2021).

The group's challenge is now how to brand, target and ensure the success of the brands now under their
portfolio. Before detailing how this can be achieved, we will explore ASOS in its environment starting with
an explanation of the typical customer journey.
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Evaluating the Market

+ From analysis of the most recent annual statement, it can be seen that ASOS is at present in a strong
position (ASOS Annual Report, 2021),

* ASOS' annual customer base has increased by 1.5 million to 24.9 million over 6 months. The company has
experienced sales growth of 39% in the UK, 18% in the EU and 16% in the US. ASOS delivered a 24% sales
increase and a 275% profit increase (Kohan 2021)

* Future growth is expected to be strong and as highlighted in the Mckinsey State of Fashion Report there is a
growing trend towards digitalisation (McKinsey & Company, 2021)

* The report also highlighted the importance of developing more engaging and social experiences
to encourage customers to connect. The following slide displays the present and desired customer journey
(Mckinsey & Company 2021),

Preferred Method of Customer Purchasing Experience to Reach End Goal

I ing h n

Different route from customer of purchasing through the laptop;

instead this customer purchases through ASOS app but
adapting Domino's analogy for delivery ) | eARNR

tracking new customer experience.

ADVOCATE

SUPPORTER

CLIENT AND EMPHASIS ON
ENGAGING NEW CUSTOMER
'BECAUSE OF NEW

"TECHNOLOGY
s CUSTOMER
RN PROSPECT

Adapted Figure 7.2: The Ladder of Loyalty by (Fahy & Jobber, 2019:211).

Value Chain: Where ASOS Creates Value

+ Inbound ogatcs: Warehousing (Waton 2020)
(Oakley 2021) hsos 2021)

PRIMARY " Opmaons: i Code s st .
ACTIVITIES + Outbound Logstics: Eficincy and Speed (OHL
200)

- Marketing and Saes: Social Media/nfuencer.
+ Service: Cutomer Sevice Cante Asos 2020)

SUPPORT |+
ACTIVITIES

Porter (1985)
Adapted Figure 12.4
(Fahy & Jobber 2019: 377)
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SWOT of ASOS:
Strengths and Weaknesses

Inclusive brand image representing their Customers must truly know terminology and
customers (e.g.LGBTQ, Disability) Knowledge of current issues to access them in ASOS
‘website and/or policy.

Social Media Marketing: Example of one of et Missing a customer demographic of targeting 30+
‘many campaigns Promoting Earth Day: interinking  (grey’ purchasing power rise)

with Sustainabilty efforts within ASOS. (ASOS, 2021).

Offe discounts (e.g. 20% for month of Aprl; Element of Experiential Marketing missing
(Harvard Business Review, 2017)

‘Omnichannel and customer engagement through

their Artifcal Inteligence (A1) with the ASOS app.

'ASOS Design Circular Fashion Line (ASOS, 2020,

Oiversification and Innovation of their new Beauty

‘Range launch HUDA (instagram influencer)

SWOT of ASOS:

Opportunities and Threats
| oo | wwm

Increased Focus on Al (Oakley, 2021) Post Brexit Tarifs (Davey, 2021)

‘Online Marketing Saturation (Morgan, 2021) Intense Competition (Amazon, 2021) (Forbes 2021)
‘Global Market Opportunities for Digitalisation Target Market Reach (Oakey, 2021)
(McKinsey & Company, 2021)

Increase in Target Market Segments (Eley,2021) Missing Target Segments (Oaley 2021)

Blockchain Technology in Supply Chain ‘The High Street Post Lockdown

(Deloite, 2018)

Retun to the Experiential Shopping Experience Saturated online Market? Many Competitors in
(Forbes 2021) segment.

Increased focus on sustainabilty (Eley 2021) mu—m—nnn-—mm

Loss of Creativity in Marketing Teams (C1M,2020)
‘Amazon's Focus on Fashion (Oakley 2021)
Recession.

Disruption to Global Supply Chains.

STEEPLE
External Macro- Environmental Analysis

Identified opportunities within the STEEPLE analysis on the next few slides will help determine and faciltate an action plan which
will decrease the level of risk. This will be explored further within the report.

*Strength *Legality.

+Weaknesses S ~ethical
+Opportuniies
i +Technological

~conomic

~Environmental

‘Adapted Fig 7.9 from Robinson (2009:147)

NWe)
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Applied STEEPLE Analysis Focusing on Social for ASOS

Consumer attitude and behaviour has significantly changed due to Covid 19.

Safety Emphasis of consumer behaviour post lockdown within the UK (aithough physical stores are not obsolete).
Lifestyle Changes: Office environment to at home workforce.

Impact of Fast Fashion: Retailers adopting Circular Business Models and psychographic segmentation.
(Ells-Chadwich and Jobber: 2015:793; McKinsey, 2021)

prRTT——
Figure 5 Tenxtile, clothing and footwear stores intenet sales

= oo ® grew 10.9% in March 2021 when compared with the previous
- month

Figure 1: derived from (ONS, 2018:5) . Figure 5 derived from (ONS, 2021:9)

Applied STEEPLE Analysis for
Technology and Environmental for ASOS

‘The technology aspect of STEEPLE identifies the trends and advancements of any given technology.

Technology investment of ASOS using retailfinancing such as Clearpay.

Blockchain Technology: using this process to aid supply chain (Deloitte, 2018)

Digital Marketing; Social Media: Instagram, Tik Tok, Facebook, Linkedin {evolving constantly: new adaptations}

(Ellis-Chadwich and Jobber: 2015)

Recycling Advancements (e.g. H&M; Renewcell competitive advantage and gives ASOS an opportunity to develop this technology
further) (McKinsey & Company, 2020).

Augmented Reality for E-Commerce Digital Marketing (research and development}

o n

Image taken from (Vuzix, 2021) Image taken from (Renewcell, 2020)

Applied STEEPLE Analysis
Economic Factors in the United Kingdom

Figure 4: The Redundancy Rate between 2003 February 2021. e et S-Sty
‘Graph derived from (ONS, 2021:9) Table 2 taken from (ONS, 2021: 8)
> Small decrease in unemployment with economic activity rate increasing
> Unemployment is low = consumer buying power = high = demand for product is high
> Unemployment rises = consumer buying power declines (Fahy & Jobber, 2019).

> (CIM Podcast Episode 22:2020)
highiighted the shifting shape of marketing teams and the skill gaps due to the rise in digtalisation.
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Applied STEEPLE ASOS Analysis
Ethical

Brief Background of Ethics:

> Ethcal acors afect any organiation and infuences andivohves l processes.

> impacts and nfuences managers and employee behaviou nide and outsde the organisation.

> Ethcalconcerns impact management and embeds the Corporse Socia Responsbéy concept

' Corporate Social Responsiity and Eley (2021) aee hat Tavestment i sustainabily I the way t stay
reevant”and s 3 treat 1o ASOS f hey do ot adop tis deciogy

Ethical Considerations of ASOS:

2025 Sustainabe Sourcing Challenge ASOS, 2020],

+ ASOS expect high ehca tandarcsand integrty with  viewpoi of mapping bing continually monitored
every 2months or transparencies.

+ The factores must be ethcal obust t suppl ASOS.

ASOS need to be aware and fully investigat

1 Vaue segment recovery fo gament worter jobs.

> implcatins on Bangadesh and Coved 10: ethiclsupply chains.

" Ethcs of reducing manutsctuing marpns dicounting Cost

> Ethically and morally ASOS needs o be seen o inthe globalprssure campagn diven trough socal
media ofthehashag share you pofts.

Applied STEEPLE Analysis
Political and Legal for ASOS

Political:
- Impact on cross border trade Brexi financial impact on the supply chain and product availabiity and i ~
shipping.

« €15 million hit from Brexit tariffs implications on ASOS as a whole marketing strategy budget and
supply chains (Davey, 2021).

Legal:

* Cyber threat and customer security: ASOS are already ahead of this trend and have done this by
centralising security and partnered an acquisition with Microsoft under their story case study to
facilitate and undertake the security processes (Microsoft Customer Story, Asos., 2020).

+ Data breaches compliance with GDPR (Information Commissioners Office, 2021). %

Gathering Competitive Intelligence (Porter's Model)

Threat of New Enry: LOW/MEDIUM Buyer Power HiGH,
Combated hvough economies of scle, High du o low switching coss o ather
ower costperuni. brands.

Uikl s capilrequirements to Many aterative brands,both anline and
estabith busines re hgh Hgh stret.

Thveat o existing competiors forming.
mergers and acqisitions.

Esablshed layes withsrongsupply
and dstrbution netwarks

Amason's current focuson fashion

Supplier Power-LOW Threa of Substtution: IGH

Suppler rlaionships with muipe Many simiarpayers insegment.
supples. Suppler power s thereore

ow. ASOS can swich and sever
rlationships with iteimpact o 5upply
chain by the spreaing ofris.

Acada brands may be substiuted for
other igh stretstores o anne
retaders

Service deven for diferentstion
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Perceptual Map

HIGH PRICE

HIGH QUALITY LOW QUAUITY
LOW PRICE Adapted from
P Bresene,  rmcher, 2011
Review of the Marketing Mix
Product
Product

ASOS successfully produces a wide range of fashion items to their target demographic of 18-34 year-old middle class
consumers. The products are in transition between fast and circular fashion. Sustainability is a key future
consideration for the consumer, this is an area where ASOS is progressing but has some weaknesses in its product
range.

Customer Care Plan Considerations:
Improving sustainability and in turn becoming an increasingly ethically minded company, improving brand image. It

has been shown from our audit research that the customer of the future demands' sustainability as part of their
purchasing decision making.

Continued Review of the Marketing Mix
Price

Pri

At present ASOS adopts an affordable pricing plan. The acquisition of the Arcadia Group brands will require ASOS to
adjust its pricing policy for these brands to maintain their present brand perception.

Clearpay allows consumers to spread payments as there is a dip in unemployment due to the global pandemic due to
governmental funding ending of furlough and self-employment support.

Customer Care Plan Consideratio

A new mid-range pricing strategy will service consumers who are looking for a mid-range quality products. It will not
alienate a market segment who shops in this range, ASOS does not cater for this range at present, so this provides an
opportunity for diversification. It must also be considered that this is the approach that is being taken by Boohoo, a
significant threat who have re-directed their acquired Dorothy Perkins, Coast, Karen Millen and other brands into mid
and top range offerings, moving Boohoo away from the traditional low price and low-quality direction. This wil help
the Arcadia brands retain their mid-range quality brand image and give more choice to the customer.
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Continued Review of the Marketing Mix
Place

At present the consumer i able to access Arcadia brands through the ASOS website and App. The company displays hyperlinks on
Facebook, Instagram and engages in extensive social media marketing to attract consumers to their websites. The Arcadia consumer
traditionally shops on the high street, this was identified as a threat as the consumer may switch to alternative high street brands if
the preference s to see and touch the product in a showroom analogy.

Customer care plan considerations:

« The importance of the traditional high street experience has been highlighted throughout our audit. Therefore, a customer care
plan will be formulated that incorporates the high street. Flagship stores will be constructed in fashion's conic locations which
include London, Paris, Berlin and New York. Accompanying the Flagship stores will be Fashion Busses which wil travel to city
locations to host pop up events. This will counteract the threat that traditional Arcadia consumers will switch to other high street
brands and promotion will be tailored to suit these consumers. Petermans and Kent (2017) agree with our proposition that flag
ship stores would give the traditional consumer the opportunity to once again experience Arcadia brands in person.

+ The experiential marketing strategy would once again immerse the consumer in a live experience. This would also counteract
strong competition with Boohoo not offering this service for their recently acquired brands that share the same target
market. This proposition is quite possible as “Deloitte have asked ASOS to consider keeping open Topshop's flagship Oxford
Street Store" (Makortoff 2021). ASOS CEO has responded to this idea declaring “it's not our core model to take stores, nor our
key strategy, but never say never* (Makortoff 2021).

Continued Review of the Marketing Mix: Promotion
Promotion: Customer Care Plan

* In conjunction with a return to the live experience it s critical that Asos has a strong online presence in their promotion.

« As highlighted in audit, Tiktok is an up-and-coming phenomenon due to the new videographer trend acknowledged in
MeKinsey & Company (2021). Asos needs to focus promotion on Tiktok, “Tiktok is a place for joy and giving for the fashion
industry , a whole new way of showcasing their art and personality” (Allaire 2021).

* Brands such as Louis Vuitton live stream fashion shows on Tiktok, this is also the approach that Asos should follow. It gives.
Asos access to a huge target market particularly in the United States where sales are showing their lowest growth
percentage. “Tiktok has a new 100 million followers in the United States alone” (Allaire 2020).

+ Asos also need to continue to have a strong focus on Instagram which n effect creates *free marketing” with the #asseen
on me promotion, nstagrammers take snaps of themselves in Asos products and share with followers, whose post will be
seen by their followers, the exposure for Asos in this way is endless.

Create an Actionable list and Prioritise
Our Recommendations
for the New Customer Care Plan

1) Tik Tok advertising will give access to millions of new consumers, particularly in
the US. The live streaming of fashion shows will be an addition.

2) Continuation of Twitter, Instagram and LinkedIn.
3) Flagship stores: Bringing back the experiential experience.

4) Digital marketing with a focus on Al, using the Dominoes delivery tracking
analogy.

5) Virtual Reality technology advances: using VR glasses as a game simulator to try
on new clothes, new trends and purchasing through the glasses.
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Thank you for listening

asos

Reference List

Continued Reference List
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