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Abstract

This study evolves around the topic impact of personalised marketing strategies on consumer behaviour with respect to the case of Study ASOS. ASOS Plc. is one of the emerging British online fashion organisations operating in the fast fashion field. The study has focussed on how personalised marketing helps in enhancing customer satisfaction and loyalty. The introduction part has provided a brief introduction, background of the topic with a focus on the importance or rationale of conduction of this study. The aim and objectives formed in the first chapter has guided the flow and structure of the entire study. The literature review or chapter 2 has explored the topic in detail with respect to the objectives and research questions. A primary study has been conducted to get hold of first-hand data. Both qualitative and quantitative data have been collected in this study. Quantitative survey and qualitative interview have been conducted, and the results have been presented in chapter 4. The interpretation and analysis of these data has also been done in chapter 4. Based on these, a conclusion has been drawn out from the entire study.
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[bookmark: _Toc194065963]Chapter 1: Introduction
[bookmark: _Toc194065964]1.1. Introduction and background 
Customer tastes are everchanging and it is difficult for companies to stay well adept with the ongoing trends in the market. However, the trend of personalised marketing is garnering much attention these days due to its ability to lure the attention of potential shoppers and drive their customer shopping journey towards the action of buying products. Personalisation refers to the act and idea of designing products in a way that resonates with the customer's needs perfectly or to a great extent. In terms of marketing, it simply signifies that personalised marketing appeals are considered as per individual customer preferences (Chandra et al. 2022). AI has simplified this process to a great extent by providing data on customer behaviour with respect to various channels of marketing. Every brand or company is trying to leverage technological advancements like AI, and big data (used for deriving huge volumes and variety of data within a short span of time). For example, brands now leverage the AI of social media that automatically detects, which customer is responding to which kind(s) of advertisement(s) and products. When this is determined, brands can easily personify their marketing strategies to prompt a customer about the same or similar products, discounts, offers available, and more. This kind of algorithm-based recommendation system helps increase the likelihood of the transaction to buy a certain product(s). This helps to lower the mental or cognitive load of customers to choose from a myriad of options and increases the chances of their buying intentions (Chandra et al. 2022). The impact driven by this very aspect is mostly positive. Hence, this study will study the impact of personalised marketing on consumer behaviour with respect to the case of ASOS, a striving British fast-fashion and cosmetic retailer with mainly eCommerce operations. 

[bookmark: _Toc194065965]1.2. Rationale for conducting this study
Personalised marketing is increasingly used to influence consumer behaviour. About 71% of buyers want companies to deliver personalised customer interactions, 87% of customers expect personalised experience as per industry level survey, and 4 in 5 marketers have noticed positive return on investment after using personalisation (Wisernotify, 2024). Another study by Chhabria et al. (2023) showed that a KPMG survey denoted that 75% of consumers expressed satisfaction with personified brand experience with targeted ads and recommendations. 91% of consumers are likely to stay loyal to a brand that recognises, remembers, and provides relevant offers on relevant products as per their needs. However, 67% of marketers reported that they have limited capabilities when it comes to personalisation (Wisernotify, 2024). 
[image: ]
Figure 1.1: Personalisation in marketing and customer satisfaction as well as loyalty
(Source: Wisernotify, 2024; Chhabria et al. 2023)
Thus, there is limited understanding of its specific impact on engagement, satisfaction, and loyalty. It is particularly impressive considering that ASOS, as a popular online retailer, uses advanced personalisation tactics, and choices and potentially sets trends for the industry. ASOS Plc. is one of the prominent British fast fashion retailers and it's impressive given that it is relatively new to the market (established in 2000) as compared to other fast fashion brands like H&M, and Zara (ASOS, n.d). 
A study on ASOS’ personalised marketing strategies would help to mark out what works best for customer satisfaction when it comes to personification and the probable challenges to look out for. ASOS has also seen challenges while applying such strategies, but the brand was able to pave its way to the top with different approaches to personalised marketing strategies in its initial days. Currently, the brand is struggling in terms of revenue with a 16% loss of profit in 2024 as compared to 2023 (ASOS Plc., 2024). However, this is because the brand is trying out new customer interaction models and approaches to improve sales in the near future, which are consuming higher costs in the initial stages (ASOS Plc., 2024). Thus, this research can offer insights for brands looking to balance effective personalisation with consumer privacy concerns and possible challenges to offer greater customer satisfaction.
[bookmark: _Toc194065966]1.3. Research aims and objectives
The study aims to discuss the impacts of personalised marketing strategies on consumer satisfaction by considering the case study of ASOS Plc. 
Objectives
· To discuss the impacts of personalised marketing on customer satisfaction.
· To detail the personalised marketing strategies applied by ASOS Plc. to win over the customers.
· To develop an understanding about the types of personalised marketing strategies and their implications through literary and theoretical analysis?
· To mark out the gaps in the personalised marketing strategies applied by ASOS and offer plausible recommendations for mitigation of the existing loopholes. 
[bookmark: _Toc194065967]1.4. Research questions
· What are the impacts of personalised marketing strategies on consumer satisfaction levels?
· What kind of personalised marketing strategies can be applied to heighten customer satisfaction rate?
· What are personalised marketing strategies applied by ASOS and what are the probable loopholes in those?
· How the loopholes can be mitigated? 

[bookmark: _Toc194065968]1.5. Outcomes of the research 
Given ASOS’s popularity and advanced use of personalisation, this context will allow me to examine relevant trends and challenges that other e-commerce businesses also face, particularly around balancing personalisation with consumer data privacy. The potential outcome of this resource includes:

1. Insights into Consumer Behaviour: A clearer understanding of how ASOS’s personalised marketing strategies impact consumer engagement, satisfaction, and loyalty.
2. Identification of Effective Strategies: Findings on which personalisation tactics, like producing recommendations or targeted emails, are most effective in influencing ASOS customer behaviour.
3. Recommendations for ASOS and Similar Retailers: Practical suggestions for optimising personalisation to enhance positive consumer responses while addressing potential privacy concerns.
4. Academic Contribution: Adding to the body of knowledge on digital marketing, especially in e-commerce, by showing the link between personalisation and consumer behaviour outcomes.

These outcomes could guide ASOS and similar brands in improving their marketing approaches to better align customer expectations.
[bookmark: _Toc194065969]1.6. Summary 
This chapter has focussed on providing a brief background on personalised marketing strategy, its concept, and its benefits. A brief introduction to the brand ASOS and its relevance in the market is also provided. The aim, objectives, and research questions devised in this chapter have guided the entire paper or study. 




[bookmark: _Toc194065970]Chapter 2: Literature review
[bookmark: _Toc194065971]2.1. Introduction
A literature review is the summary of existing research on a specific topic. This section of the literature review has considered analysing and evaluating the scholarly or literature sources relating to the topic considered in this study. 
[bookmark: _Toc194065972]2.2. Literary analysis 
[bookmark: _Toc194065973]2.2.1. Personalisation: the concept:
While personalisation and customisation are often confused, the two have a conceptual difference. Personalisation is a firm-driven concept where a firm designs products, techniques, and strategies based on customer data. On the other hand, customisation is a customer-driven aspect, where customers can ask for tailored products suited to their individual needs. Personalisation helps enhance customers' loyalty as customers get hold of their desirable products and thus become less distracted by others (Murár, 2023). 
Personalised marketing has emerged as a crucial strategy in the retail sector, significantly impacting consumer behaviour. Several; studies have explored the effectiveness of personalised marketing strategies, for instance, Arora et al. (2008) examined how tailored communications enhance costumer engagement and satisfaction, emphasizing that personalised emails can lead to higher response rates and increased sales. Similarly, Kumar and Reinartz (2016) highlighted that personalised recommendations can improve customer loyalty and retention by creating a sense of relevance and connection with the brand. 

Research has also indicated that personalisation impacts consumer’s purchasing decisions. A study by Bleir and Eisebeiss (2015) demonstrated that costumers are more likely to make purchases when they perceive marketing communications as personalised, leading to a higher conversion rate. Furthermore, the role of data-driven marketing strategies has been underscored by Chaffey (2020), who argued that utilizing consumer data effectively allows brands to tailor their marketing efforts, thus enhancing overall customer experience.

[bookmark: _Toc194065974]2.2.2. Types of personalised marketing 
Behavioural targeting:
This type of marketing collects data from various sources regarding a customer to analyse their behaviour. The past data is collected to predict future trends so that products and services can be developed beforehand. For example, when a person searches for running shoes for some time on shopping platforms, they will be shown curated ads with running shoes to divert them to those ads linked with brand product pages. This mainly happens smoothly due to social media (Chhabria et al. 2023). 
Contextual targeting:
This kind of marketing tactic makes use of the location and current contextual information of a customer. For example, this kind of marketing uses information from the browser history of a customer (gathered from the website cache). These caches can be used for sending personalised messages, emails, in-app notifications, and more, which helps to push customers toward the buying process. The brands can even make use of customer data to show nearby stores where the desired products are available (Chhabria et al. 2023). 
Predictive modelling and Dynamic pricing:
Predictive analysis is done in predictive modelling or marketing tactic, whereby the marketers use historical market data on consumer buying patterns and behaviour to assess the future pattern of trends. This is similar to behavioural targeting; the only difference is that this marketing tactic uses more than just behavioural data. On the other hand, dynamic pricing as the name suggests considers a dynamic approach towards pricing strategy. The prices are driven by consumer sentiments and behavioural approaches toward a product or service. For example, a brand might offer personalised discounts to a customer, who has shown thorough interest in a product or has been a loyal customer. This helps to uplift sales (Chhabria et al. 2023). 
[bookmark: _Toc194065975]2.3. The role of AI in personalised marketing and the importance of ethics in this process
As mentioned earlier, AI has eased the process of personalised marketing and AI is being leveraged by almost all the brands. AI has shaped the new era of innovation, influenced market trends, and the interaction of businesses with customers, and the overall market. AI is now used for optimising inventory as per market trends, and optimising content management strategies or marketing promotions with the help of predictive analysis. The huge volume of data gathered by big data technology and analysed by AI (Raji et al. 2024). 
With the inception of technologies like AI, the emergence of chatbots and virtual assistants has been possible. Virtual assistants and chatbots act as impeccable tools for personalised marketing strategies and are known for enhancing user experience (Raji et al. 2024). However, the study by Fakhimi et al. (2023) has shown the potential shortfalls of chatbots and virtual assistants, which include a lack of human touch or human response in the marketing tactics or marketing communication between the brand and the customers. The chatbots and virtual assistants work under a certain framework, whereby they guide and solve customer queries as well as problems. This helps them in easing the flow of communication between a company or a brand and a customer. However, they lack human interaction, which the customers expect at a certain point in their experience. While virtual technologies help ease marketing communications, human interactions help to build trust among customers (Fakhimi et al. 2023). 
Even then, virtual assistants and AI chatbots deserve special recognition due to their ability to aid in resolving basic or common customer queries, which help to increase customer satisfaction and drive customer buying behaviour towards certain products or services. Virtual assistants can also engage in more complex conversations and operations like understanding the context and needs of the customers and perform tasks such as product searches or order tracking. This has helped create a seamless integration of marketing strategies into e-commerce platforms (Raji et al. 2024). It has also helped in enhancing accessibility, convenience, responsiveness, and user-friendly experience for customers. This prospect also increases the chances of higher conversion rates for customers in terms of customer loyalty and buying behaviour. As these processes are AI-driven, the virtual customer service driven by a virtual assistant and chat support can operate 24/7 hours thereby offering immediate responses and personalised interactions (Mariciuc, 2022). 
Apart from that, AI-driven predictive analytics not only considers historical sales trends or market trends but also adapts to changing market dynamics in real-time thereby helping the brand to cope with various trends at various points of time. Factors such as seasonal variations, economic trends, and even external events are factored into algorithms, which help determine the influential factors that impact customer demand. This helps the e-commerce platforms to maintain an efficient supply chain thereby minimising the caring costs and enhancing operational efficiency. They can maintain the inventory based on data gathered from the market, especially the data about customer behaviour. Data is gathered from past sales data, user interactions with various websites, their purchase history, their social media activity, and more so that the products and the products can be maintained at an optimal level as per market demand. This level of insight also empowers businesses to curate highly personalized experiences (Raji et al. 2024). For example, Netflix creates personalised recommendations of movies each person would like based on their past watch history and Wishlist. In the same way, a fashion clothing brand can suggest similar or related products based on past shopping history or website activity and more so that cross-selling upselling can be done. Cross-selling is a marketing tactic, whereby brands refer additional products for a customer to buy as per their needs or future needs. Upselling refers to a marketing tactic whereby an upgraded version of the product being checked out by a customer can be sold. In both cases, observation and analysis of data act as the basis for determining the marketing approach (Agoro et al. 2021). 
However, no matter what and how much AI might offer, AI also has potential ethical pitfalls. AI surpasses the limits of data collection as it is a self-learning tool. Nowadays, AI integrated into social media applications or any brand application is even able to track the personal history of customers, collect cache, and even hear conversations due to microphone and camera access permission asked by the applications. People usually tend to give these permissions without properly knowing about the full-blown impacts of such a form of data collection. Tracking personal data without consent or knowledge of the customers is ethically wrong. The customers giving access to microphones and cameras without full knowledge of it is simply an advantage leveraged by brands (Aïmeur and Brassard, 2024). Here, a limitation or boundary must be drawn to respect the boundary or privacy of customers.

[bookmark: _Toc194065976]2.4. Theoretical underpinning 
[bookmark: _Toc194065977]2.4.1. Theory of reasoned action
This theory states that customer purchases are driven by certain factors, which are customer attitudes, subjective norms, beliefs, and behavioural intention. As shown in the below image, mainly attitude towards a behaviour and subjective norms influence the buying intention or behavioural intention of people. Here attitude refers to personal attitude towards certain products or services driven by personal influence or control. However, subjective norms refer to the perceptions that others have towards a certain behaviour (Brandão and da Costa, 2021). 
[image: ]
Figure 2.1: Theory of reasoned action
(Source: Truong, 2008)
For example, there is a trend of wearing sustainable clothing nowadays. Therefore, there is a positive behavioural impression toward sustainable clothing. This subjective norm often influences the behavioural attitude of people towards clothing products. Ultimately, it influences the behavioural intention of people towards the buying process (Brandão and da Costa, 2021). Personalised marketing here works to influence the behavioural intention of people by notifying them about the offers, discounts, products in trend and more (Fakhimi et al. 2023). Thus, personalised marketing often uses the tactics of push and pull marketing. Push is when promotional strategies are used to create demand for certain products, whereas pull marketing is when organisations create and stock products as per customer demand. In both cases, personalised marketing works and in both cases, the theory of reasoned action is applicable. While push marketing helps in driving subjective norms of people, pull marketing considers the behavioural attitude of people toward products (Strycharz, 2020; Vieira et al. 2022). In push marketing, a subjective norm is developed about a trending product or service, say the trend of sustainable clothing against fast fashion. In pull marketing, companies try to offer personalised recommendations, offers, and discounts and develop pricing as per the demand of people (Brandão and da Costa, 2021; Strycharz, 2020). 

[bookmark: _Toc194065978]2.4.2. Hawkins Stern impulse theory 
As mentioned earlier, personalised marketing influences and impacts the behavioural intention of people. According to Tay (2024), Hawkins Stern’s impulse buying theory talks about impulse-driven buying decisions of people, which drives most of the sales nowadays. Impulse is usually created through visuals like display of products, visuals of products, offers and discounts at the display, and other visual cues. Mostly, when people see other people enjoying or sporting the use of certain products or services, it creates an impulse or unwavering urge among these people to indulge in the experience of those services or products. This is called impulse-driven behaviour. It also drives behavioural intention of people to the point that they often engage in buying decisions and transactions driven by pure impulsive actions. Personalised marketing here simply acts as a nudge for customers toward the buying action. It creates a sense of urgency among the customers to buy a certain product considering personalised recommendations, pricing, and discounts are put to use in this case, which is just as per customer needs. In today’s date, the customers are driven by fast-changing fashion statements and styles. For this reason, fast fashion is in trend. However, customers are also expecting sustainability, which is an impossible combination with fast fashion considering fast fashion needs faster production in very short cycles that invite a lot of waste. Even so, customer preferences need to be considered here for personalised marketing (de Oliveira et al. 2022). 
[bookmark: _Toc194065979]2.5. Literature gap: 
Despite the above insights, there remains a notable gap in the literature regarding the impact of personalised marketing specifically within the e-commerce landscape, particularly has established a foundation for understanding personalised marketing, there is limited exploration of how these strategies are implemented and their specific effects on consumer decision-making in online retail environments. Additionally, most studies focus on large, traditional retailers, leaving a gap in understanding how agile, digitally native brands like ASOS leverage personalisation to influence consumer behaviour. 
[bookmark: _Toc194065980]2.6. Summary
This chapter has considered literature analysis regarding the topic of this study. The literature has drawn a congruence between customer satisfaction and personalised marketing. There is also a direct relation among the variables such as customer loyalty, buying behaviour, and personalised marketing tactics. 




[bookmark: _Toc194065981]Chapter 3:  Methodology
[bookmark: _Toc194065982]3.1. Introduction
Methodology signifies the methodological approach towards a study or the process of conduction of the study. This chapter has discussed the methods applied in this study for collecting and analysing data. Justification has been provided for each of the chosen methods in this study.  
[bookmark: _Toc194065983]3.2. Research philosophy and approach 
Positivism philosophy has been applied in this study as positivism allows the collection of factual data and quantifies that information. It also allows a researcher to observe, collect, and interpret the collected data. Therefore, the role of the researcher is limited to observation and interpretation of data. Realism philosophy is avoided as it is applied in scientific research studies. Interpretivism philosophy is avoided as it suits well for social research studies (Ali et al. 2021). Even though this study is conducted to analyse customer satisfaction levels with respect to personalised marketing, it is not quite a social topic per se. Therefore, positivism is applied. Positivism has allowed the researcher to set a link between variables like customer satisfaction, personalised marketing, customer loyalty, and buying behaviour. 
A deductive approach has been followed in this study as this approach allows using the art of deducing facts and information from various sources by linking, analysing, and cross analysing various factors. It considers a detailed analysis to meet the research objectives and answer the research questions by considering existing theories, concepts, and information. The inductive approach is avoided in this study as the inductive approach aims to form a theory at the end of the study and takes the help of grounded theory methodology in research (Hall et al. 2023). This is not the intent of this study and thus has been avoided. On the other hand, the deductive approach has aided in collecting and analysing factors and information from mixed data collected. 
[bookmark: _Toc194065984]3.3. Research design 
Descriptive design is followed in this study as this design goes well in partnership with positivism philosophy and deductive approach. It considers a descriptive take on the concerned topic thereby enabling a researcher to deeply analyse all the prospects related to a topic. Exploratory and explanatory research designs have been avoided as these only provides the scope of mere explanation and exploration of a topic and its related variables (Kumatongo and Muzata, 2021). This would not satisfy the needs of the study as this study sets to identify patterns and relationships between consumer behaviour, especially consumer satisfaction and personalised marketing. 
[bookmark: _Toc194065985]3.4. Data collection and analysis
The study has employed a primary qualitative and quantitative data collection method to investigate the impact of personalised marketing strategies on consumer behaviour, specifically focusing on ASOS. The quantitative approach is chosen for its ability to collect numerical data, facilitating numerical analysis that can reveal patterns and relationships between variables.  Primary data has been gathered through a social media survey conducted on the researcher’s social media friends and family members, who are also the customers of ASOS. The survey questions have been sent to all the people, who are there on the researcher’s social media profile randomly. From that population, a sample of 51 people have been chosen. These friends and family members have been chosen on the basis of their updates or posts. For example, the social media friends and family members, who have posted about ASOS or have tagged ASOS in their posts or have checked-in ASOS stores have been chosen finally for the survey. The survey has included structured questions designed to assess consumer perceptions of personalised marketing strategies, their purchasing behaviour, and overall satisfaction with the ASOS shopping experience. Google form has been used for structuring the survey questions and that link has been sent to all the people randomly on social media for survey. Full details of the survey, the background of the research has been explained along with the link sent to the people on social media. 
Qualitative data has been collected from the managers by conducting a telephonic interview on them. As the managers tend to be busy, the interview is kept short and questions about the applied strategies in ASOS and its impact have been asked. This has revealed the organisational strategic stance in terms of personalised marketing. These might act as practical recommendations for other similar companies. Therefore, a mixed data analysis has been done by codifying and comparing both quantitative and qualitative information. Mixed method research has considerable benefits as it offers more precise information regarding the concerned topic by comparing and cross analysing quantitative with qualitative data (Taherdoost, 2022). 
[bookmark: _Toc194065986]3.5. Sampling 
Random sampling has been considered for the survey as the participants are chosen on a random basis to avoid any form of bias or judgment. Furthermore, to form a judgement for choosing the participants for survey, people’s social media profile needed to be scrutinised, which is ethically wrong. Therefore, the link of survey has been sent randomly. Judgemental sampling has been employed for the interview process. Judgemental sampling helps to choose the candidates for research based on certain pre-determined criteria or factors. While this approach is biased, it helps in precise and desirable data collection, especially when there is a matter of inaccessible data or data, which random people cannot discuss or mention (Nyimbili and Nyimbili, 2024). Judgemental sampling has been applied to choose the participants of the interview. The interview has been set mainly to get access to company-specific information about ASOS like the strategies applied by them regarding personalised marketing, the advantages of those, and more. These kinds of information are available only to internal employees of an organisation, which in this case is ASOS. Therefore, judgemental sampling has been applied in this case. 1 line manager and 2 marketing managers have been chosen for the telephonic interview process. The line manager can comment on the advantages obtained by certain personalisation measures by ASOS and the marketing managers can provide insights about customer intentions as inferred by the organisation. 
[bookmark: _Toc194065987]3.6. Ethical considerations 
Primary data is collected in this study, which is compared with the secondary data of literature review. In the case of primary data, none of the participants have been forced or manipulated into the survey process. They have been provided with the context of this study so that they can participate in the study by making an informed decision. Anonymity of the participants have been maintained and no personal information of any participant has been disclosed by following the data protection guidelines. No private data is leaked to anybody by following the norms of data protection again. No modification of data has been done to respect the integrity of the study and avoid any form of biased viewpoint. For secondary sources of data, acknowledgement of the articles has been done with the help of referencing. 
[bookmark: _Toc194065988]3.7. Summary 
This chapter has provided the notation of methods used in this study with the justification of using those. This study has followed primary qualitative and quantitative data collection, deductive approach, descriptive design and positivism philosophy for better reasoning, detailing, discussions and descriptive analysis. 


[bookmark: _Toc194065989]Chapter 4: Data collection and analysis 
[bookmark: _Toc194065990]4.1. Introduction
This section has projected the results or data collected from the survey and interview procedures on customers and managers respectively. An inference has been drawn among customer loyalty, satisfaction, personalised marketing strategies, and more to answer the research question set in this study. A thorough analysis has been done by comparing the numerical (quantitative) survey data with theoretical qualitative data from interviews. The survey questions were only directed towards the people on social media (customers of ASOS). Therefore, the responses, which are chosen from the survey process are only of those, who have been a customer of ASOS at some point of their life and have completed the survey form completely. 
[bookmark: _Toc194065991]4.1. Survey

[bookmark: _Toc194065992]4.1.1. Basic and demographic information 
The below graph shows the composition of male and female participants, who took part in the survey. Females are leading here in terms of gender. 

	Question 1
	Please state your Gender.

	Total (51)
	Total Participants 
	Percentage

	Male 
	16
	31.37

	Female 
	35
	68.63


Table 4.1: Gender profile 
(Source: Survey)
[image: ]
Figure 4.1: Gender profile 
(Source: Survey)
Further, the below table and graph show that the age group of 15-24 and 26-35 constitutes the highest proportion of participants in the survey. This is congruent with the findings of the literature review, which revealed that mainly the young age group is driven by fast fashion trends and delves into the fashion shopping experience (de Oliveira et al. 2022). 
	Question 2
	In which of the below age groups do you belong 
	

	Total (51)
	Age group
	Number of responses
	Percentage

	
	15-24
	21
	41.18

	
	26-35
	16
	31.37

	
	35-50 
	10
	19.61

	
	50 and above 
	4
	7.84


Table 4.2: Age group/profile 
(Source: Survey)
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Table 4.2: Age profile 
(Source: Survey)
Additionally, people have long-term shopping history with ASOS as most of the participants (56.86%) have responded that they have engaged with the brand for more than 2 years, and 14% are engaged with the brand for more than 4-5 years. 

	Question 3
	For how many years have you been buying products from ASOS

	Total (51)
	Options 
	Total number of responses 
	Percentage

	
	1-2 years
	7
	13.73

	
	More than 2 years 
	29
	56.86

	
	More than 4-5 years 
	14
	27.45


Table 4.3: Years of shopping experience 
(Source: Survey)
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Figure 4.3: Years of shopping experience 
(Source: Survey)
[bookmark: _Toc194065993]4.1.2. Company-specific questions (Survey)
On being asked about the likelihood of customers’ satisfaction with the personalised experience provided by ASOS, it is seen that 62.75% of customers are extremely satisfied and 23.53% are simply satisfied with the experience provided by ASOS (refer to question 4, appendix 1). 
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Figure 4.4: The likelihood of customers’ satisfaction with the personalised experience by ASOS (question 4)
(Source: Survey)
This shows that ASOS has successful strategies in place when it comes to personalised marketing. The next question (question 5) asked about the likelihood of the participants to shop from ASOS in the future consistently. It is found that 39.22% are extremely likely to shop from ASOS in the future and 47.06% are likely to shop from ASOS (refer to Appendix 1). While this is a positive thing for ASOS, it signifies that the marketing strategies are working well for the company. However, the concerning factor is that 3.92% of customers have stated that they are unlikely to shop from ASOS and 9.80% are neutral on this matter. While the percentage is low, this is negative for the company and might heighten the negativity in the future with negative word of mouth. Conversion of these consumers to positive and loyal customers is thus necessary (Anastasiei et al. 2024). 
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Figure 4.5: Likelihood of the participants to shop from ASOS in the future (question 5)
(Source: Survey)
Question 6 asked about the intention or likelihood of customers to refer this brand to their friends and family, to which 58.82% mentioned that they would definitely (extremely likely) refer this brand to friends and family. 31.37% showed the likelihood of referring ASOS to their friends and family. While 7.84% stayed neutral, 1.96% mentioned that they are unlikely to refer this brand to friends and family. Mostly, the responses are positive. It shows that ASOS has been able to maintain customer loyalty and satisfaction with its personalised marketing approach. However, again, there is a need to look into the reasons why even 1.96% of customers are unlikely to refer this brand to others. Looking into the probable causes of dissatisfaction among this small group of people will help to improve the services even more. Ultimately, this will help a brand to sustain itself in the market against or amongst its competitors (Anastasiei et al. 2024). 
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Figure 4.6: Likelihood of customers to refer ASOS to their friends and family (question 6)
(Source: Survey)
Question 7 asked the customers about their likelihood of being motivated to buy products from a brand driven by brand notifications like app notifications, prompts of offers, discounts, revised prices of products, and more. 70.59% of customers are extremely likely to be motivated, and 23.53% of customers are likely to be motivated. This shows that personalised marketing tactics work on customers drive them toward the buying process and nudge them toward buying behaviour. Relating this to the Hawkin Stern impulse buying theory, it can be said that the personalised prompts, which are generated through brand applications, mobile applications, emails, messages, and more are based on customer preferences. The prompts simply drive impulsive actions by luring customers with various offers and discounts, which increases their urge to buy certain products (Tay, 2024). ASOS is doing well in this aspect. However, 5.88% of the customers are neutral in this aspect. The organisation must improve its existing ways so that this small group of customers can also be motivated in terms of buying behaviour. 
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Figure 4.7: The likelihood of being motivated to buy products from a brand with personalised approach 
(Source: Survey, question 7)
Question 8 asked the customers if they had faced any issues while interacting with the brand ASOS. 72.55% of customers have mentioned that they have faced no issues or there has been an extremely unlikely chance of facing such issues. The notable mention here is that 23.53% are neutral in this case, which shows that there is a possibility that the interaction between the brand and customers is not as desirable as needed. Even a smaller level of dissatisfaction here can enhance the chances of substitution. This means that customers might choose other brands over ASOS if they are not happy with the brand interactions. One of the possible causes might be a lack of human touch or involvement in brand interactions nowadays. The literature review has mentioned that a lack of human involvement in marketing tactics or approaches or customer services leads to a lack of trust among the customers. This is quite concerning, considering most of the companies rely completely on AI-based virtual assistants and chatbots, a notable mention confirmed by the literature review of this study as well (Fakhimi et al. 2023). 
[image: ]
Figure 4.8: Customers faced any issues while interacting with the brand interactions 
(Source: Survey, question 8)
Question 9 is targeted towards the aspect of privacy and ethics of data collection by brands. The customers were asked if they would refrain from using the applications or websites if data is collected in every possible manner. 58.82% mentioned that they would refrain from using such applications, whereas, 9.80% are extremely likely to refrain from using such applications. 31.37% are neutral in this aspect. Comparing these data with the literature review, it can be stated that even the literature review mentioned the ethical implications of data collection and over usage of AI in data collection and analysis. The literature review also stated the need to draw a boundary while collecting data and over usage of AI in this aspect. People give app permissions without knowing the consequences of it fully (Aïmeur and Brassard, 2024). This lack of knowledge might also be the reason why 31.37% have given neutral responses as they probably do not know about the breach of privacy due to the overuse of AI and self-learning capabilities of AI. 
[image: ]
Figure 4.9: Privacy concerns 
(Source: Survey)
[bookmark: _Toc194065994]4.2. Qualitative Interview 
A telephonic interview was conducted with 2 marketing managers and 1 line manager of ASOS. Below are the responses obtained from the interview. 
Question 1: What ASOS is currently doing to further personalise the shopping experience of customers? 
	Line manager
	We have applied stock clearance sale for clearing old inventory products, which has been successful each time we apply it. We have also tested a commercial model, the test and react model for judging the reaction rate of customers towards certain products. 

	Senior marketing manager
	We are constantly trying to introduce newness into the products to excite the customers. This has increased the sales of products by 24% YoY (Year-on-Year). 

	Junior marketing manager
	We are trying to improve our virtual support services as that can also be a valuable source of data and a product recommendation system. Newness quotient is also being considered as ASOS is inherently a fast-fashion brand and frankly the customer tastes change faster than we think. 



Question 2: What are the positive impacts noticed in terms of sales and customer satisfaction?

	Line manager
	The test and react model helped in increasing customer engagement by 10%. Own brand sales were higher than other products that we sell through our application or platform. The cash flow improved by £250.7m YoY as compared to 2023. 80% of the stock has been cleared from the old stock due to better customer interest in our products. Frankly, we couldn’t have asked for anything better. 

	Senior marketing manager
	6% higher stock was there for products with higher prices or values. Full-price products were in demand. However, a 30% decline in sales was there from old inventory. This might be because of the fast change of customer attention towards different products. ASOS being a fast fashion brand, needs to act faster.

	Junior marketing manager
	The customer engagement was better surely, but there was fluctuation in sales of old stock products and problems in inventory management. This means we were not ready sometimes as per the market demand. Data is our fuel and just like before, we will revive from this situation soon. We rely on data for either creating a trend or learning from a trend. In both ways, data is our base of operations just like other counterparts. 



[bookmark: _Toc194065995]4.3. Analysis 
[bookmark: _Toc194065996]4.3.1. Codification 
	Codes
	Types of information 

	01: Customer satisfaction and loyalty 
	Customer satisfaction, the intention to refer a brand to friends and family, and consistency in the buying process. 

	02: Ethics and privacy 
	Customer concerns over unethical data collection, overuse of AI, and ethical concerns of the organisations. 

	03: Marketing as per demand 
	Demand-based inventory management and stocking, push and pull marketing



[bookmark: _Toc194065997]4.3.2. Thematic analysis 
4.3.2.1. Customer satisfaction and loyalty due to personalised marketing:
From the survey, it has been found that most of the customers are likely to refer ASOS to their friends and family for a positive shopping experience. Most of the customers have also shown interest in buying products from this company in the future consistently. This shows their loyalty. Now, this can be compared with the interview response of the line manager about the impact of considering personalisation in marketing. As per the response of the line manager, the test and react model helped to enhance customer engagement by 10%. It was also mentioned that the own-brand sales of ASOS were higher than other products sold through ASOS application or platform. The cash flow improved by £250.7m YoY and 80% stock clearance has been reported (interview response). This shows that there is a congruence between the findings from the survey and the interview. Both show that the customer satisfaction, engagement, and loyalty rates are high in the case of ASOS thankfully due to the personalisation efforts of ASOS. ASOS is trying to implement the strategy of newness as from data they have found that the old inventory products are not being preferred due to faster change of consumer preference towards fashion items. Here, newness can speed up the inventory and make the fast fashion brand of ASOS, faster in terms of launching new products. Everything is based on data in this case (interview response). Here, the concept of Push and Pull marketing applies as whatever ASOS is trying to do, they are either pushing certain products into the market by creating a trend or pulling products into the market as per the desires of the customers (Brandão and da Costa, 2021; Strycharz, 2020). 
4.3.2.2. Ethics and privacy
The interview response of the junior marketing manager in response to question 2 can be considered. The response mentioned that every strategy is based on the data collected with the help of AI. While this is quite eventual in today’s technologically advanced era, it is important to draw boundaries during data collection. Microphone and camera access provided to certain applications provide access to even the secret personal data, which must be avoided (Aïmeur and Brassard, 2024). Instead, just the shopping data can be collected and used for personalisation. 
4.3.2.3. Marketing as per demand
One of the problems revealed by the survey and interview is that inventory management as per demand is facing challenges in ASOS. The old inventory is left unsold (survey). From the literature review, it can be stated that personalisation also means producing products as per market needs or cross-sell existing products by increasing desire among people. The newness strategy of ASOS will help in selling the new products surely. However, for old products, a different strategy is needed (Agoro et al. 2021). 


[bookmark: _Toc194065998]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc194065999]5.1. Conclusion 
The study can be concluded by saying that overall, personalisation of marketing tactics can definitely improve the chances of increasing customer satisfaction and thus customer loyalty. Both the literature and data collected from ASOS show that the better the personalisation, the better would be the satisfaction rate. Personalised messages, prompts, and emails help to increase impulse buying behaviour. Besides, when organisations drive personalised based on data of the customers, they can also target their reasoned action by push and pull marketing. However, limitations must be drawn while collecting data on the customers. Too much intrusion into the personal preferences of customers qualifies for ethical breaches of privacy and private data. 
[bookmark: _Toc194066000]5.2. Recommendations:
1. Humanising certain marketing operations and customer experience is required to keep a personal touch in marketing practices. Otherwise, the entire process is now machine and technology-controlled, which lacks a human or emotional approach (Fakhimi et al. 2023). ASOS must increase human interactions in its personalised marketing tactics like interacting with customers, human response to customer queries, and more. 
2. Limiting the collection of data from customers to shopping data only can be done by tweaking the AI mechanisms. This will help to refrain from breaching the privacy of the customers (Aïmeur and Brassard, 2024). 
3. Demand-based personalised marketing is suggested as it will help to offer the right products at the right time thereby increasing the chances of both impulse-driven buying behaviour and reasoned action (Raji et al. 2024; Strycharz, 2020). 


[bookmark: _Toc194066001]References
Agoro, H., Templer, S. and Maddog, M., (2021). ‘AI-Powered Personalization: Enhancing User Experience through Customized Shopping Recommendations’. Available at: https://www.researchgate.net/profile/Habeeb_Agoro/publication/389211538_AI-Powered_Personalization_Enhancing_User_Experience_through_Customized_Shopping_Recommendations/links/67b8f6cd461fb56424e4fea6/AI-Powered-Personalization-Enhancing-User-Experience-through-Customized-Shopping-Recommendations.pdf
Aïmeur, E. and Brassard, G., (2024). ‘Where has privacy gone?’. Authorea Preprints. Available at: https://d197for5662m48.cloudfront.net/documents/publicationstatus/188503/preprint_pdf/a4ef6453111713c9870c1ec145c871ee.pdf
Ali, M., Shah, A.A. and Shah, S.A.A., (2021). ‘Positivism and interpretivism’. Qlantic Journal of Social Sciences, 2(1), pp.20-26. DOI: 10.55737/qjss.928180731
Anastasiei, B., Dospinescu, N. and Dospinescu, O., 2024. ‘Individual and product-related antecedents of electronic word-of-mouth’. Aslib Journal of Information Management. Available at: https://doi.org/10.1108/AJIM-04-2024-0353
ASOS Plc. (2024). ‘Final results for the period to 1 September 2024’. Available at: https://www.asosplc.com/news/final-results-period-1-september-2024/
ASOS, (n.d). ‘This is asos’. Available at: https://www.asos.com/
Brandão, A. and da Costa, A.G., (2021). ‘Extending the theory of planned behaviour to understand the effects of barriers towards sustainable fashion consumption’. European Business Review, 33(5), pp.742-774.
Chandra, S., Verma, S., Lim, W.M., Kumar, S. and Donthu, N., (2022). ‘Personalization in personalized marketing: Trends and ways forward’. Psychology & Marketing, 39(8), pp.1529-1562. DoI: 10.1002/mar.21670
Chhabria, G.S., Gupta, S., and Gupta, H., (2023). ‘A Study on the Impact of “Personalized Marketing” on CustomerSatisfaction and Loyalty in Retail Fashion in 2023’. International Journal of Computer Applications, 185(11), pp.28-33. Available at: http://dx.doi.org/10.5120/ijca2023922707
de Oliveira, L.G., Miranda, F.G. and de Paula Dias, M.A., (2022). ‘Sustainable practices in slow and fast fashion stores: What does the customer perceive?’. Cleaner Engineering and Technology, 6, p.100413. https://doi.org/10.1016/j.clet.2022.100413Fakhimi, A., Garry, T. and Biggemann, S., (2023). ‘The effects of anthropomorphised virtual conversational assistants on consumer engagement and trust during service encounters’. Australasian Marketing Journal, 31(4), pp.314-324. Available at: https://doi.org/10.1177/14413582231181140
Hall, J.R., Savas-Hall, S. and Shaw, E.H., (2023). ‘A deductive approach to a systematic review of entrepreneurship literature’. Management Review Quarterly, 73(3), pp.987-1016. Available at: https://doi.org/10.1007/s11301-022-00266-9
Iseal, S. and Michael, H., (2025). ‘Demand Forecasting in E-Commerce Using AI & ML. Available at: https://www.researchgate.net/profile/Sheed-Iseal/publication/388779767_Demand_Forecasting_in_E-Commerce_Using_AI_ML/links/67a5c98e8311ce680c5884b3/Demand-Forecasting-in-E-Commerce-Using-AI-ML.pdf
Kumatongo, B. and Muzata, K.K., (2021). ‘Research paradigms and designs with their application in education’. Journal of Lexicography and Terminology (Online ISSN 2664-0899. Print ISSN 2517-9306)., 5(1), pp.16-32. Available at: https://medicine.unza.zm/index.php/jlt/article/download/551/482
Mariciuc, D.F., (2022). ‘Using virtual assistants as relationship marketing instruments’. Ovidius University Annals, Economic Sciences Series, 22(1), pp.634-641. Available at: https://stec.univ-ovidius.ro/html/anale/RO/2022-2/Section%204/22.pdf 
Murár, P., (2023). ‘Bridging personalised marketing with artificial intelligence: An analysis of evolution and future trends’. Prostináková Hossová, M., Martovič, M., & M. Solík (Eds.), Media & marketing identity: AI the future of today, pp.348-355. Available at: https://www.researchgate.net/profile/Zdenka-Kadekova-2/publication/377461928_Does_CSR_influence_consumer_behaviour_as_a_marketing_tool_Case_study_from_the_Slovak_food_market/links/6664c29bb769e76919251c4f/Does-CSR-influence-consumer-behaviour-as-a-marketing-tool-Case-study-from-the-Slovak-food-market.pdf#page=349
Nyimbili, F. and Nyimbili, L., (2024). ‘Types of purposive sampling techniques with their examples and application in qualitative research studies’. British Journal of Multidisciplinary and Advanced Studies, 5(1), pp.90-99. Available at: https://doi.org/10.37745/bjmas.2022.0419

Raji, M.A., Olodo, H.B., Oke, T.T., Addy, W.A., Ofodile, O.C. and Oyewole, A.T., (2024). ‘E-commerce and consumer behavior: A review of AI-powered personalization and market trends’. GSC Advanced Research and Reviews, 18(3), pp.066-077. Available at: https://doi.org/10.30574/gscarr.2024.18.3.0090
Strycharz, J. (2020). ‘Personalized marketing communication in context: Studying the perspectives of consumers, industry and regulators’. Available at: https://pure.uva.nl/ws/files/48335569/Thesis.pdf
Taherdoost, H., (2022). ‘What are different research approaches? Comprehensive review of qualitative, quantitative, and mixed method research, their applications, types, and limitations’. Journal of Management Science & Engineering Research, 5(1), pp.53-63. Available at: 10.30564/jmser.v5i1.4538ff. ffhal-03741840f
Tay, L.Y., (2024). ‘Click, Buy, Regret? Unveiling the Determinants of Impulsive Online Buying Behaviour’. In 4th International Conference on Communication, Language, Education and Social Sciences (CLESS 2023) (pp. 79-87). Atlantis Press. Available at:  https://doi.org/10.2991/978-2-38476-196-8_8
Truong, Y., (2008). ‘An evaluation of the theory of planned behaviour in consumer acceptance of online video and television services. Truong, Y.(2009). An evaluation of the theory of planned behaviour in consumer acceptance of online video and television services’. The Electronic Journal Information Systems Evaluation, 12(2), pp.177-186. Available at: https://www.researchgate.net/publication/228747997_An_Evaluation_of_the_Theory_of_Planned_Behaviour_in_Consumer_Acceptance_of_Online_Video_and_Television_Services
Vieira, V.A., Severo de Almeida, M.I., Gabler, C.B., Limongi, R., Costa, M. and Pires da Costa, M., (2022). ‘Optimising digital marketing and social media strategy: from push to pull to performance’. Journal of Marketing Management, 38(7-8), pp.709-739.
Wisernotify, (2024). ‘41 Personalization Statistics & Trends (New Research)’. Available at: https://wisernotify.com/blog/personalization-stats/



[bookmark: _Toc194066002]Appendix 
[bookmark: _Toc194066003]Appendix 1: Survey
	Question 1
	Please state your Gender.
	

	Total (51)
	Total Participants 
	Percentage
	

	Male 
	16
	31.37
	

	Female 
	35
	68.63
	

	
	
	
	

	
	
	
	

	Question 2
	In which of the below age group do you belong 
	

	Total (51)
	Age group
	Number of responses
	Percentage

	
	15-24
	21
	41.18

	
	26-35
	16
	31.37

	
	35-50 
	10
	19.61

	
	50 and above 
	4
	7.84

	
	
	
	

	Question 3
	For how many years you are buying products from ASOS

	Total (51)
	Options 
	Total number of responses 
	Percentage

	
	1-2 years
	7
	13.73

	
	More than 2 years 
	29
	56.86

	
	More than 4-5 years 
	14
	27.45

	
	
	
	

	Question 4
	How likely are you satisfied with the personalised experience provided by ASOS like personalised recommendations, offers on products and more?

	Total (51)
	Options 
	Total number of responses 
	Percentage

	
	Extremely Likely 
	32
	62.75

	
	Likely
	12
	23.53

	
	Neutral
	7
	13.73

	
	Unlikely
	0
	0.00

	
	Extremely Unlikely
	0
	0.00

	
	
	
	

	Question 5
	How likely are you to shop from ASOS in future consistently?

	Total (51)
	Options 
	Total number of responses 
	Percentage

	
	Extremely Likely 
	20
	39.22

	
	Likely
	24
	47.06

	
	Neutral
	5
	9.80

	
	Unlikely
	2
	3.92

	
	Extremely Unlikely
	0
	0.00

	
	
	
	

	
	
	
	

	Question 6
	How likely are you to refer this brand to your friends and family?

	Total (51)
	Options 
	Total number of responses 
	Percentage

	
	Extremely Likely 
	30
	58.82

	
	Likely
	16
	31.37

	
	Neutral
	4
	7.84

	
	Unlikely
	1
	1.96

	
	Extremely Unlikely
	0
	0.00

	
	
	
	

	
	
	
	

	Question 7
	How likely are you motivated by brand notifications, product display on various sites, emails, offers, messages and prompts from ASOS to buy its products?

	Total (51)
	Options 
	Total number of responses 
	Percentage

	
	Extremely Likely 
	36
	70.59

	
	Likely
	12
	23.53

	
	Neutral
	3
	5.88

	
	Unlikely
	0
	0.00

	
	Extremely Unlikely
	0
	0.00

	
	
	
	

	
	
	
	

	Questions 8: How likely have you faced problems while interacting with the brand ASOS?

	Total (51)
	Options 
	Total number of responses 
	Percentage

	
	Extremely Likely 
	0
	0.00

	
	Likely
	1
	1.96

	
	Neutral
	12
	23.53

	
	Unlikely
	1
	1.96

	
	Extremely Unlikely
	37
	72.55

	
	
	
	

	Question 9: How likely are you to refrain from accessing or using an application or website if you know your data is being collected in every possible manner?

	Total (51)
	Options 
	Total number of responses 
	Percentage

	
	Extremely Likely 
	5
	9.80

	
	Likely
	30
	58.82

	
	Neutral
	16
	31.37

	
	Unlikely
	0
	0.00

	
	Extremely Unlikely
	0
	0.00
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