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1. Introduction
Marketing management refers to the process of planning and controlling all the activities that go into marketing. The main objective is to make sure that the company remains profitable and successful in maintaining brand reputation, sustaining business and expanding business through effective marketing management. In the current assignment, ASOS has been chosen.   
1.1 Background of the company- Asos
Founded in the year 2000, ASOS Plc is an online fashion and cosmetics retail portal in the UK fashion market. Within a small span of time, the brand became popular among young adults because of the wide range of brands available on the website. The acronym of the brand ASOS is reflected in the tagline which is “AsSeenOnScreen” and “Buy what you see on film and TV”.  Currently, it has over 850 brands and sells products online to 196 countries from the UK, Europe, the USA, Australia, Asia and other places. Headquartered in London, England, UK, currently, the company employs 3,017 people. In 2023, revenue increased by 19.8% and reached the milestone of $5.4B (Global Data, 2023).  
1.2 Issues Facing 
Due to globalisation, the world has become more connected and having gained knowledge of different cultures and customer demands, companies are launching different product lines every day. Thus, multinational companies are no longer limited within the national boundary and take part in the global market.  However, globalisation has also led to certain challenges, for example, it gave rise to extreme market competition. Companies like ASOS are facing challenges regarding lacking customer knowledge in the international platforms, “lacking social, cultural, religious, language differences”, difficulties in legal compliance and increased prices. Overall international marketing has been hampered and thus ASOS failed to overcome the challenges led by globalisation (Word Press, 2016). Therefore, in order to resolve this issue, a project team has been employed to understand the current external and internal market environmental situation and help ASOS to restructure its marketing strategic planning to improve service. 




2. Conduct an environmental marketing analysis taking into consideration the key external influencing drivers together with an analysis of the internal environment and the role that marketing plays within the organisation
2.1 Analyse the key external influencing drivers- PESTLE 
According to Çitilci and Akbalık (2020), Pestle is an extended version of Pest which aims to analyse the external market environment so that strategic decision-making becomes impactful. 

	POLITICAL 
	As mentioned earlier, Asos sells its products to more than 186 countries. Therefore, global political stability and trade regulations become very important for establishing a business.  For example, in support of Ukraine, when ASOS decided to do any trade with Russia, revenue growth was reduced by 2% in 2022. In fact, due to “stock availability issues and supply chain interruption”, the next six months were reported to be harsher (News SKY, 2022). Hence, current political instability is unfavourable.  

	ECONOMIC 
	“Aggregate investment and demand in an economy are influenced by the economic cycle, inflation rate, savings rate, interest rate, foreign currency rate, and other factors”. In the UK as the fashion industry is growing high and demand for fashion items is at its peak, in 2019-2020, ASOS contributed £1.8 billion to the UK GDP (Oxford Economics, 2020). Therefore, economic condition si favourable in the business growth. 

	SOCIAL 
	“Population attitudes and shared beliefs are very important factors while analysing social impact”. The company is dedicated to making the company a “consumer-facing economy” keeping in mind the current customer trends and demands (Oxford Economics, 2020). This factor is also favourable. 

	TECHNOLOGICAL 
	Advanced technology has disrupted industries over the years. And fashion industry is no exception. E-commerce portals, one-day delivery, data analytics and other have been revolutionary. For example, to keep pace with its competitors, ASOS is using Microsoft Cloud to drive future growth (Asosplc, 2022). This is also favourable for improving service for ASOS. 

	LEGAL 
	Abiding by a legal framework is a robust strategy to maintain transparency within the business infrastructure. There is end number of laws that ASOS follows and they include “Anti-trust law, Discrimination law, Copyright, patents / Intellectual property law, Consumer protection and e-commerce, Employment law Health and safety law, Data Protection act and others”. This is also in favour of ASOS’s business. 

	ENVIRONMENTAL 
	Due to the rising awareness of climate change, maintaining sustainability has become an important factor. The updated environment policy of ASOS includes the pledge to achieve Net Zero in the value chain by 2030 (Asosplc, 2022). In this term, this factor is favourable too. 


Table 1: PESTLE Analysis
(Source: Self-created)

	Threats of New Entrants
	This threat is high because by using a reduced pricing approach, cutting costs, and offering new value propositions to the customers, new retail competitors increased pressure on Asos Plc.

	Bargaining Power of Suppliers
	This threat is also high.  Most businesses in the retail sector get their raw materials from a variety of suppliers (Adelakun, 2020). Suppliers with market dominance may limit the profit margins that Asos Plc can realise. Strong suppliers in the consumer services industry utilise their negotiation position to get retail companies to pay more. Higher supplier bargaining power generally has the effect of decreasing overall retail profitability of the company.

	Bargaining Power of Buyers
	This stake is also high. Most buyers have high standards. They want to spend as little money as possible to purchase the best products on the market. Long-term profitability for Asos Plc was impacted by this. Customers of Asos Plc have greater negotiating power and are more likely to seek out rising discounts and offers if their client base is smaller and more affluent.

	Threats of Substitute Products or Services
	Industry profitability decreases when a new good or service satisfies a comparable client need in a different way (Adelakun, 2020). If a substitute product or service offers a value proposition that is significantly different from the current offerings in the market, it poses a serious threat.

	Rivalry among the Existing Competitors
	Price reductions and a decline in the industry's overall profitability will result from strong competition between the existing firms. The retail sector in which Asos Plc competes is intense. The entire long-term profitability of the organisation is negatively impacted by this rivalry.


Table 2: Porter’s Five Forces Analysis
(Source: Self-created)

2.2 Analysis of Internal Environment- SWOT 
As mentioned by Phadermrod et al. (2019), SWOT analysis is a traditional tool for strategic planning to understand the current organisational performance. 
	Strengths 
· Asos is one of the largest independent online fashion and beauty retail companies in the UK. 
· Strong brand image and it sells products in 196 countries all over the world. 
· The website is appealing and user-friendly and the company uses Azure security tools which helps to create a holistic digital environment for the users (Asosplc, 2022). 
	Weaknesses 
· Due to the intense growing market competition, SOS is feeling the heat of market pressure and the market share is dropping. 
· The main business revenue comes from mainly a few countries, which are, UK, USA, and EUROPE.  
· As the company is an e-commerce portal, it has to rely on third-party “logistics and brand suppliers”.	

	Opportunities 
· ASOS has a huge accumulation of resources because of which the company has a great opportunity to follow trends and add new options in the fashion category. 
· Instead of relying only on websites, the company has an opportunity for Mobile Penetration:
· The fashion industry is growing and there is no doubt about it. Hence, the company has a large opportunity to meet global demands.
	Threats
· Growing competition in the global fashion industry.
· Big players in the business are Alibaba, and AllSaints making the market competition difficult. 


Table 3: SWOT Analysis
(Source: Self-created)
3. Critically appraise key marketing activities and the contribution of the marketing department to the organisation in resolving the issue 
There are certain key activities of the marketing department that help in strategic planning and resolving issues including the following: 
· Defining and redefining the brand by highlighting the brand offerings so that no gap in customer expectation and brand offerings is found
· Arranging marketing campaigns (The Hartford, 2022)
· Planning for promotional activities and search engine optimisation 
· Collecting customer data to conduct better market research and reset target audiences and find out market opportunities to stay ahead of the competitors. 
· As a third-party intervention, interacting with PR agencies or specialist teams, and agencies is extremely beneficial for marketing purposes (The Hartford, 2022). 
Pestle Framework has been chosen here. 
Advantages
· This is a simple framework and easy to use for macro environment analysis
·  It provides a deeper insight on the business environment
· Helps to develop strategic thinking through effective external analysis (Çitilci and Akbalık, 2020)
· It helps to identify possible threats that might occur in future
· Helps to identify areas full of opportunities    
Disadvantages
· If there is no control of using data in data analytics, the researcher might get distracted from main research area.
· It is not a one-time practice method; one needs to conduct Pestle regularly to get better results (Çitilci and Akbalık, 2020).
3.1 Critically appraise marketing management with a view to adding value
3.1.1 STP Analysis 
	Segmentation 
	The company mostly sells street-fashion garments and accessories along with cosmetics. The products are meant for both women and men and as the price is affordable, anyone can buy them with good fashion taste. 

	Target
	The target market for these fashionable items are meant for young adults (25–35 years old) who have the ability to buy them. As the price is cheaper so it does not require the target customer to hail from a high economic background. 

	Positioning 
	The company is very particular about the quality of its products. Quality is their USP and it is reflected in their tagline also which reads “As Seen On Screen”. Providing quality products at cheaper rates is the only weapon that helps the company to stand out within the business. 


Table 4: STP Analysis
(Source: Self-created)
3.1.2 4P’s Marketing Mix 
As stated by Thabit and Raewf (2018), “MM clarifies the primary decision-making managers' efforts to tailor the offers to the wants of suit consumers because it is a conceptual framework rather than merely a scientific theory”. Following is the 4Ps marketing mix of ASOS, which has been done to understand how the company is responding to growing customer demand via effective market planning. 
	Product 
	Assos chooses the online e-commerce portal and delivers quality clothes and fashion accessories and cosmetics to over 196 countries. There are no physical stores, hence, consumers can directly buy it in front of the website of the mobile app.  Using the marketing mix helped the company to cater for a varied group of consumers and as a result, its subsidiaries, Topshop, Topman and Miss Selfridge have already set a good market position. 

	Price 
	Asos revealed that while dealing with market competition and resolving the issue of dropping revenue, a lower price strategy proceed to be beneficial. In this process, the brand decided to cut down prices of products in the internal market to combat slowed sales growth (Fashion Network, 2015). Thus, using the affordable pricing strategy within a wide range of products, make the brand popular among consumers because few companies can actually provide quality products at a cheaper price and Asos did that. 

	Place and distribution 
	As mentioned ASOS is an e-commerce portal and the main channel for selling items is the website and its “smartphone-based app for both Android and iPhone”. Third-party intervention is required for delivering the products. Hence, the company always believe to have a good relationship with the suppliers. Because of this stable relationship, it has been possible for ASOS to spread over 196 countries. 

	Promotion 
	Promotion and advertising are the most effective areas, where the marketer actually plans different strategies to reach the brand offerings to the target customers. On social media, the company is very active, especially on Facebook, and Twitter, where directly interacts with the customers, and collects feedback to understand the current customer demands and grievances if any. Thus, service development becomes effective. Direct marketing strategy is emphasised in Asos' marketing plan. 45.02% of traffic is generated by email marketing, SMS, phone calls, internet advertisements, direct mail, and coupons, with 43.38% coming from search (Asosplc, 2022).


Table 3: 4P’s Marketing Mix Analysis
(Source: Self-created)
3.1.3 Ansoff Matrix 
According to Clarissia (2020), Ansoff Matrix is a strategic tool that helps marketers to resolve current problems and plan accordingly for future business expansion. It helps to identify risks at different levels within the organisation at an early stage, where, the marketers got a scope to understand how these risks are going to affect the business and resolve them through effective market planning.  There are four quadrants in the Ansoof matrix which are - “Market Penetration, Market Development, Product Development and Diversification”. 
[image: ] 
Figure 1: Ansoff Matrix
(Source: Self-Created)
Here, Asos’s Ansoff matrix has been done to understand how the company can survive the tough competition in the global market. 
Market Penetration: This is a strategy where ASOS can focus on increasing its customer base within the same market by increasing the quality of the products or launching more varieties. In this process, controlling overhead costs is also important, because, without it, a competitive pricing strategy could not be applied. 
Market Development: With extensive research work on the market the company can invest more in identifying new markets and new target customers. Thus regional expansion becomes easier. For international expansion, the company needs to go through some more research and development to understand the new customer segments, their expectations, demands and how the company is going to meet them. 
Product Development: This is the process in which the company can expand business within the existing market by launching new products investing in product development, modifying the current quality and increasing product quality. 
Diversification: This is the most strategic option to gain a competitive edge within the global market marking its presence. In this process, the company would launch a new product in a new market. Though this strategy is a bit risky, however, if the company can decode a diversification strategy, then it will prove to be pathbreaking in increasing sales. 
4. Include two recommendations for the future 
Following are two recommendations based on the weakness found in the Swot analysis.
· Building the best corporate culture to attract the best talent is one of the best strategies that would help ASOS to develop strategic planning effectively. If employees remain satisfied and feel motivated within the workplace, their productivity gets increases. As a result, employees themselves become eager to research and brainstorm and find out different strategies to resolve current issues within the system like, rising commotion in global platforms.     
· Understanding the DNA footprint of the ideal customer is very important. Randomly selecting a target audience would lead to choosing the wrong customer segment which would eventually hamper the business. Therefore, it is always welcoming to do intense research work and understand the internal process of decision-making during purchasing a product among the customers. 
5. Conclusion
In conclusion it can be stated that any organisation that is willing to expand its market in the international market needs to conduct the marketing planning very minutely. Not it helps to identify current problems but also helps to find out solutions for future growth. Through external and internal analysis, the companies are able to understand the current market environment and the organisation’s own possibilities. Based on this information further, they can plan so that business expansion remains no longer an issue.  
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