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Executive Summary
ASOS is a retail clothing brand in Britain and expanded its global brand to meet the customer demand. The report has discussed the ASOS along with an external environment that impacts business activities. The marketing team of ASOS mainly focuses on mass marketing to grab customer attention. The report has highlighted the SWOT and PESTLE analysis to identify the factor of ASOS. Moreover, the report has discussed the ASOS strength like technological and social media to improve the customer experience. In the end, the report has discussed the segmentation, target, and positioning of ASOS in the global market. With the marketing mix, ASOS focuses on marketing to identify the products, price, and promotional strategy to grab customer attention. 
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[bookmark: _Toc91178539]Introduction
Marketing management is mainly considered as strategies, tools, and analyses to promote the business in the competitive edge (Jeannet et al., 2021). ASOS continued to double down on marketing with national and international to fulfill the customer demand. Marketers of ASOS mainly focus on online retail business to gain customer attention. The report has discussed the process of marketing's impact on the pandemic. Leader of ASOS focuses on marketing issues like keeping the employee safe, customer safe, shoring up cash, and government support program to gain a competitive advantage. The report has discussed the segment, target, and position of ASOS to increase brand awareness and population in the global market. 
[bookmark: _Toc91178540]Company Background (ASOS)
ASOS is an online retailer for fashion products or services to meet customer demand. The Company mainly operates an e-commerce platform with branded products to grab customer attention.  In 2000, ASOS operates a business as an online fashion retailer. The Company has more than 85,000 products, sourced from 850 best brands to improve the customer experience (ASOS, 2021). ASOS has employed more than 3,824 people to enhance the shopping experience of the customer. The Company conducts an ASOS program designed to meet the customer objective and maintain a strong relationship for future development. The Company shipped its products to more than 240 countries and increased the sales margin by 50%. 
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Source: (ASOS, 2021)




[bookmark: _Toc91178541]Process and Stage of Marketing
Marketing is mainly considered as a set of activities that help to create, communicate, deliver and exchange products or services to create value (Jeannet et al., 2021). Marketers of ASOS mainly focus on online retail business to improve the shopping experience of the customer. With the help of the online platform, ASOS sells more than 80,000 branded products to increase brand awareness and reputation in the global market. The marketing team of ASOS mainly focus on mastered marketing technique to grab the attention of people and develop the brand value. During the global outbreak, the Company estimated market demand for fashionable and luxurious products reduced. The Current Covid-19 changes to travel change and capability of people to book holiday are finding it difficult to plan their lives (Kim and Moon, 2021). With the help of marketing strategy, ASOS maintained a strong connection with the employee to improve the customer experience for future success. Through social media, the marketing team of ASOS develops content to engage the employee and improve the shopping experience of the customer. Some major stages of marketing are discussed as under: 
· Mission: At this stage, the Company focuses on identifying and understanding the mission for future development. ASOS's main mission is to focus on the world's number one destination for fashion-loving people. The Company mainly focuses on high-quality fashionable products to grab customer attention (GURL, 2017). Moreover, ASOS focus on social media engagement to become successful during the global outbreak. 
· Situational Analysis: This stage helps to evaluate the internal and external factors' impact on business operation. This strategy helps ASOS to identify the strength and weaknesses for future development in the global market. The marketing team of ASOS committed to understanding the customer's needs and developing a collaborative relationship with the employee to gain a competitive edge (ASOS, 2021). At present, the Company has more than 80,000 products and ads new to enhance the customer experience. 
· Marketing Tactics: The ultimate goal of ASOS to focus on influencer marketing to engage the employee at the workplace (Jeannet et al., 2021). In an epidemic, ASOS has developed an eco-friendly environment to grow a brand value in the global market. The Company used Twitter, Instagram, Facebook, Youtube, and Google + to reach target customers across the world. ASOS mainly focus on quality standard and pricing to maintain a strong position among customer mind. 
· Marketing Mix: In this step, the Marketing of ASOS mainly focuses on effective planning for products, price, place, and promotional strategy to grab the customer's attention. With the help of a unique marketing strategy, ASOS has adopted a competitive marketing strategy to enhance the customer experience for future growth (Kim and Moon, 2021). The Company has focuses on websites and mobile apps to target a wide range of customers in corners of the world. ASOS mainly develop an online platform to monitor the performance regarding shipping delivery status.
· Implementation and Control:  The Company mainly focuses on a wide range of products or services with standard quality to motivate the customer to purchase. In this plan, the marketing team of ASOS focuses on a weekly action plan to monitor the performance for future development. 

















[bookmark: _Toc91178542]Internal and External Analysis of ASOS
SWOT Analysis of ASOS
It is a strategic tool to identify the strength, and the threat of business for future success (GURL, 2017). The Company mainly focuses on sending an email out also containing discount codes to improve the shopping experience of the customer. In 2017, ASOS has sold more than 80,000 products with 3000 new lines to meet the customer's wants. 
· Strengths: In a global fashion destination, the Company sells more than 65,000 products to grab the attention of fashion lovers (FERNANDES et al., 2020). With the help of social media, ASOS maintained a strong relationship with the employee to improve the brand image for future success. In 2020, ASOS has employed over 4000 people to fulfill the increased demand of customers (Jeannet et al., 2021). Currently, ASOS focus on a marketing strategy plan to increase sales and profitability in the UK. The Company may use the best technology to select and manage the personalized relationship for future success in the competitive environment. The Company also sourced from 500 factories in 28 nations to fulfill the customer demand. 
· Weaknesses: Lack of innovation, ASOS does not compete with the leading fashion industry player in the global market. Moreover, the Company has limited employees so it is not capable to meet the increased demand of the customer. The free shipping policy of ASOS may drop the profit margin and sales (Crane, 2021). During the global outbreak, the Company needs to restructure its operation to fulfill the customer requirement. ASOS also require making a heavy investment in technology or mobile app to enhance the customer experience. Through the latest technology, the Company expands its store or online presence in different markets across the world (Elavarasan et al., 2020). 
· Opportunities: In the fashion sector, the Company focuses on changing trends and demand to satisfy the new demand of customers (ASOS, 2021). ASOS introduced over 2500-7000 new products to meet the increased demand of customers with the latest fashion. The Company develops a unique brand or quality product to attract new customers for future development. With a marketing plan, ASOS will decide for further expansion in China and be capable to grow the business (GURL, 2017). Through innovation, ASOS developed a new platform for fashion lovers with new featured output for future success in the competitive market. The Company has maintained a good relationship with the employee to improve the shopping experience of the customer. 
· Threats: In 2020, ASOS employees committed that it works without a regular break that directly impacts the health and lifestyle of people (Elavarasan et al., 2020). Employees may raise issues of exploitation at the workplace that could damage the image in a pandemic. ASOS faced tough competition with Amazon, M&S, and other fashion retailers in the UK. In the fashion industry, competition is got tougher, and the Company needs to take a strategic decision to stay competitive in the global market (Kim and Moon, 2021). ASOS has a shortage of skilled employees in a certain market is the main threat for growth. 
PESTLE Analysis of ASOS
This tool helps ASOS to study the trend and influencer impact on the online fashion industry (Perera, 2017). During the global outbreak, the Company has announced to close its physical store across the world. The Company mainly operates in a complex and dynamic environment to deal with market challenges. 
	Political Factor 
	 During the global outbreak, ASOS has enjoyed strong demand for casual and exercise wear to maintain a strong position. In 2020, the current pandemic is despite a 2% hit to profits margin in the global market. Due to Brexit, It not only increases product cost but also delivery charges between the UK and Europe. In a pandemic, the Government has developed a digital sales tax policy that directly impacts on sales and profit margin of ASOS. 

	Economical Factor 
	In an epidemic, the Company needs to increase wages while ASOS cost increases dramatically (FERNANDES et al., 2020). In the global outbreak, ASOS monitor growing inequality in society that negative impact on customer sentiment. Government develops new policies and regulations that impact ASOS in the UK. The Company hired a skilled and talented employee to improve the service of the customer at the fashion level. 

	Social Factor 
	The Company focuses on norms and regulations so it better serves the customer in the UK (Crane, 2021). With the help of social media, ASOS increased the popularity of shop-able social media posts for future development. ASOS mainly focuses on changing the attitude of the customer to become successful in the global market. During the global outbreak, the changing in customer attitude is an opportunity for ASOS. 

	Technological Factor 
	The Company focuses on the latest technology to expand their market and faster service to improve the customer experience. With the help of social media, ASOS expand its customer base and market share in the global marketplace (GURL, 2017). The Company mainly focuses on multinational distribution centers to increase the profit margin. Through the internet, ASOS increased its 18% retail sales and target a new customer base. 

	Legal Factor 
	In the EU, the Company's main focus is on EU packaging and waste management to reduce the waste incurred during production. In a pandemic, ASOS focus on waste management policies to reduce the waste and gain customer attention for future success (Perera, 2017). In an epidemic, ASOS focuses on employee protection laws and follows the government guidelines to ensure labor safety in the market.  

	Environmental factor 
	 In the pandemic, the Company mainly focuses on fast fashion that has a direct impact on revenue and sales margin (FERNANDES et al., 2020). ASOS launched a new scheme to reduce the negative impact on surrounding like click & collect as well as 100% recycle packaging to improve the customer experience. 








[bookmark: _Toc91178543]Segmentation, Targeting, and Positioning of ASOS
Market Segment: It is referred to as a particular market divided into a small group of people with distinct needs to fulfill the customer's needs (Thakkar, 2021). ASOS is a leading online fashion retailer for young people and ranked at 10th position in the global market. In the demographic segment, the Company mainly target men, women, and kids of different age group for the future growth of fashion retailer. During the global outbreak, ASOS upload creative, artistic, fashionable, and stylish clothes to improve the customer experience (Paruchuri, 2019). The Company also focuses on reputed models to promote its product in the global market. Based on region, the Company segments its market in European Union and the United Kingdom to grab customer attention. 
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Source: (ASOS, 2021)
Target Customer: In this market strategy, the Company has a different target strategy to speak directly to fulfill the customer demand. ASOS mainly target customer between18-49 to become successful in the global market. The Company focuses on the social media platform to target young people to gain a competitive edge (Crane, 2021). Therefore, ASOS may help to communicate directly to reach customers across the world. In an epidemic, ASOS focuses on distinct cultures and backgrounds, body shapes, and orientations to enhance its brand image in the global market (Išoraitė, 2016). 
Positioning:  The Company mainly focuses on YouTube descriptions about stylish dresses and videos to improve the experience of the target audience (Perera, 2017). At ASOS, the marketing team mainly focuses on product quality and quantity at a similar price to maintain a strong position at the global level. The Company has more than 8000 branded products at a lower price and frequent discounts to meet the demand of target customers. ASOS has developed a fast refund policy and simply returned the product to enhance the shopping experience of the customer. 
[bookmark: _Toc91178544]Marketing Mix of ASOS
The marketing mix is mainly considered as a strategic tool to maintain position in the global market and attain desired goals. With the help of marketing tactics, the Company focuses on product range or pricing to fulfill the demand of customers (Kim and Moon, 2021). The marketing strategy of ASOS help is to become successful in the global market. 
Products: The Company is an online retailer based out of the UK. ASOS sell a wide range of products or service at a concessional rate to improve the shopping experience of the customer (Weinstein, 2013). The Company has developed a new brand known as Little ASOS for kids. The Company has partnered with both men and women to gain customer attention. The Company mainly deals with popular brands likes Nike, Adidas, and Calvin Kline as well as another brand to improve their brand value in the competitive market (Crane, 2021). The Company has developed a product portfolio in their portal to cater to the different variety of products to fulfill the increased demand of the customer. On the online platform, ASOS sells over 800 branded products to satisfy customer needs. 
[image: ]
Source: (ASOS, 2021)
Price: The Company mainly focuses on a reasonable and competitive pricing strategy to survive in the online fashionable market (Paruchuri, 2019). ASOS offers a standard quality product at a reasonable rate to meet the customer demand. Apart from this, the Company has mid-season and end-season sales that its sales product at a discounted rate. The Company does not charge a delivery charge on some products to improve the customer experience. During the global outbreak, the sales of ASOS down by 50% then the Company sell its product at the online platform to grab the attention of customers (Išoraitė, 2016). 
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Source: (Crane, 2021)
Place: The Company has delivered its product or service through the right channel to improve the shopping experience of the customer (Thakkar, 2021). ASOS has developed an internet-based channel with a Smartphone app to gain customer attention. With the help of marketing strategy, ASOS reaches a target audience and continues it grow to gain a competitive edge. The Company has developed a warehouse in the UK from where it can easily send the product or service. ASOS headquarters is located in Greater London House to fulfill the increased demand of the customer. 
Promotion: It is mainly considered as a strategy to promote the products or service to make their customer happy and satisfied. It mainly includes advertisement, print media, and personal selling to improve the shopping experience of the customer (ASOS, 2021). ASOS developed different social media platforms to target lots of customers with discounted codes. On an online site, the Company sends images with content to grab the attention of the customer for future development. Social media sites like Facebook, Twitter, Instagram, and Google+ is to keep their customer up to date with the latest fashion. With the help of a marketing campaign, ASOS has developed an authentic way to communicate with the customer. To strengthen the brand, ASOS mainly focus on branded magazine to target a larger audience (Campbell et al., 2020). With the help of marketing, the Company focuses on a personalized marketing strategy to deliver a message for customer growth. 
[image: ]
Source: (Weinstein, 2013)
People: The Company has employed more than 4000 employees for the smooth running of business activities. ASOS hired an employee for management, technical, customer support, and warehousing to improve the customer experience in the competitive market (Crane, 2021). The Company employed people for good web designing and marketing skill so the customer easily accesses the site. During the global pandemic, ASOS has developed a Health and safety regulation to engage the employee at the workplace (Jain, 2013). 
Process: The Company mainly focuses on other than physical stores to fulfill the customer demand. With an online portal, the customer will select the product or add it to the cart and pay the amount through a digital platform or cash on delivery to improve the shopping experience of the customer (Thakkar, 2021). Moreover, the Company shipped their product to the customer addressed. 
[image: ]
Source: (Campbell et al., 2020)
Physical Evidence: It is referred to as the image of a product or service to fulfill the demand of the customer. The Company focuses on website and mobile applications to satisfy the customer's need for future success (Weinstein, 2013). ASOS has a wide range of resources on the site to attract new customers. The Company has developed social media marketing to target customers to engage them for future development. 
[image: ]
Source: (Thakkar, 2021)











[bookmark: _Toc91178545]Conclusion
The report concluded that ASOS has well positioned itself as a leading fashion retailer across the world. It has been analyzed that ASOS is gaining immense popularity among customers over its strong digital presence and influential marketing campaigns. The report has identified that ASOS was quite successful in adapting itself into the COVID 19 pandemic with the adoption of new digital technology such as virtual reality technology, self-checkout systems, and contactless systems that contributes towards a loyal customer base. The report has evaluated that ASOS's biggest strength completely lies in its strong digital marketing initiatives and tactics. It also outlines certain market opportunities for ASOS for future success.
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