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[bookmark: _Toc118412894]Introduction
Boohoo group is an international fast fashion online retailer with significant presence on the market. From its foundation till now it has gradually increased their portfolio and audience with a suitable marketing strategy via successful use of the social media opportunities for advertisement. The company has a steady growth over the years but also not the best reputation in the sector. This paper reviews boohoo’s marketing strategy its strengths and shortcomings and gives recommendations about its further development.
[bookmark: _Toc118412895]Boohoo’s Marketing Strategy 
1.1. [bookmark: _Toc118412896]Company Overview
Boohoo group was founded initially as a single brand - boohoo in 2006 and gradually grew to a public company home of fourteen brands. Those are boohoo, boohooMAN, PrettyLittleThing, Nasty Gal, MissPap, Karen Millen, coast, Oasis, Warehouse, Wallis, Dorothy Perkins, Debenhams, and Burton (boohoo group plc, 2022). Boohoo operates internationally and owns and works with over thousand factories all over the globe. They praise themselves as affordable brand(s) for all girls of all sizes and shapes. Affordability, inclusivity and body positivity are key concepts for the group and each brand represents and emphasises that. The company had been implicated in a few scandals over the years about modern day slavery, fraud during Covid lockdowns, and exposing their employees to risk in unsafety working environment. Nevertheless, the group has made public commitments to improve on those issues, to monitor closely their subcontractors, and oblige them to provide better and fair conditions. 
The company has proven to be among one of the most successful actors and factors in the industry with average growth of 53% year- to- year (statista, 2022). 
Without a doubt, the success of the company has a lot to do with their marketing strategy, as they aim to engage young public via interesting social media content and provide trending and contemporary products. 
The company describes itself as a “global brand for all girls”, that believes in “affordable fashion for all”. Their mission, according to the main website is to empower young women to feel confident, increase their self-esteem and body positivity. They aim to use their platform to educate and inspire customers on the way to create a positive change in the industry.
1.2. [bookmark: _Toc118412897]Boohoo’s Target Market  
 Boohoo’s products are targeted at sixteen to forty years old customers, but their priority target group is teenage girls and young women, or the so-called Gen Z and Millennials. They also offer products for men in the same age group.
A targeting strategy that makes Boohoo stand out, is their focus on the fourteen plus (14+) size customers. Even in their ads they will use models of different sizes, sometimes on both end of the spectrum to show how the same garment could be worn by all types of body shapes. This approach allows them to broaden their audience and potential customers, as well as creating an image of an inclusive and body positive company (Accountancy cloud, 2021).
Boohoo is using “test and repeat” model in terms of inventory management, which means they will produce small quantities of different models and test their performance and only then increasing the manufacturing of the most popular ones rapidly. That is their biggest competitive advantage as it proves to work extremely well (Baker, 2022).
1.3. [bookmark: _Toc118412898]Boohoo’s Marketing Mix and Communication strategy
The marketing mix of an organisation could be represented by four, seven or as many as twelve different components, but for the purposes of this assignment only Product, Pricing, Promotion and Distribution are reviewed. 
a) Product. Boohoo group offers a wide and daily increasing range of apparel with contemporary designs, on low, affordable prices. They rely on selling big quantities to a very broad audience, which results in lower quality compared to other brands with less products and higher prices. As mentioned above, boohoo gradually acquires other brands and enriches even more their product gamma. The brand stands out with its Unique Selling Point (USP) unlike many other retailers online – they produce a video on how their products look on different size models, rather than just photos (Baker, 2022).
b) Pricing: The wide range of products offered by Boohoo has a wide range of prices. As they target predominantly young people, the prices are adapted for them and can go to as little as a few pounds for a garment. The pricing strategy of boohoo is a mix of Competitive pricing and Economy pricing, meaning they will keep the prices as low as their main competitors for the purpose of creating big volumes of sales and have a very broad audience. It is in their value proposition where they state that boohoo is aiming to provide affordable fashion for everyone. 
c) Promotion. The company has achieved steady and consistent social media presence from its very beginning and has based their marketing model on Social Media Marketing (SMM) outpacing by customer engagement competitors such as ASOS (Uy, 2021). They also use a lot of influencers, reality TV stars and other celebrities to promote their products (McKinnon, 2021). 
Boohoo also uses email marketing and regularly sends personalised messages to its customers followed up by remarketing by personalised ads on other platforms after a customer leaves their website. This strategy increases the engagement with the brand and reminds its clients about the products they viewed (Baker, 2022). Moreover, the brand maintains an interesting blog, which drags additional traffic towards their websites (Baker, 2022).
The organisation has sent a powerful message to its audience by creating and sustaining campaigns about body positivity and self-worth in any size. One of the campaigns is called “the real you is enough” with hashtag “boohoofilterfree”, which aims to eradicate the impossible expectations about young girls and women’s looks set by the abuse of Photoshop and filters in advertising. It has been established that the social media has devastating psychological and physiological effects on the youth when promoting unrealistic standards (Clay, Vignoles, Dittmar, 2005), (Tiggermann, Anderberg, 2020). This is why boohoo is gaining the sympathy of its audience by taking this issue very seriously.
   d) Distribution. Pop-up shops in new markets. When boohoo entered the North American market, they started by opening a few pop – up shops in college campuses, where the majority of their target market is – girls and young women in college and those just about to leave and start their first employment. This way they can introduce the brand to the new audience and allow them to see and touch the product before buying it. They chose this strategy to promote their online stores (McKinnon, 2021). 
Boohoo is fast to put products on the market. It takes them about two weeks to start selling a product, from design to the store, which is significantly faster than most brands. About 40% of boohoo’s merchandise is produced locally in the UK which shortens the production and supplying times. They also put hundreds of new products on the website every day, creating an ever-growing variety and fresh assortment.
1.4. [bookmark: _Toc118412899]Porter’s five forces analysis of Boohoo’s Marketing Strategy
Porter’s five forces framework allows analysis of the level of influence of the external factors and competitors within a specific sector (Grundy, 2006). Those forces are Power of Suppliers, Threat of New Entrants, Threat of Existing Substitutes, Power of Customers and Power of Competition. 
a) [bookmark: _Toc118412900]Power of Suppliers
Boohoo owns most of the factories manufacturing their products. They also work with external factories, which operate predominantly for them. That means that the factories are highly dependable on boohoo’s orders and could not afford to lose them as clients. About 40% of all the production centres, working or owned by boohoo are based in the UK, which gives the company the ability for direct control over their processes and working conditions.
b) [bookmark: _Toc118412901]Threat of new Entrants
Boohoo being a global youth orientated brand, have positioned themselves among the leaders in the fast fashion industry, which allows them to maintain lower prices and profit from the quantities sold. Their successful marketing strategy, targeting Gen Z and Millennials with carefully chosen campaigns and communication channels protects them from the influence of new entrants. Furthermore, the company is well established and recognisable among the public, having years of experience on the market and surviving the Pandemic with huge profits, which is a significant advantage in terms of competitiveness with brands that are about to enter the industry.
c) [bookmark: _Toc118412902]Threat of Existing Substitutes
Boohoo offers thousands of products on their websites, adding hundreds of new ones every day, but so do the competitors. Given the fact that all the participants offer very similar gamma of items within the same price range, and better or comparable quality, boohoo cannot stand out with uniqueness. Therefore, the company faces the threat of substitutes constantly by default. 
d) [bookmark: _Toc118412903]Power of Customers
The auditory of boohoo is people between the age of 16 and 30 years old, which suggests that they are constantly expecting new products and instant availability (Hu, 2022). That along with the ruthless competition, shapes boohoo’s behaviour on the market, especially in terms of the speed of the service and the additional benefits available for registered members
e) [bookmark: _Toc118412904]Power of the Competition
In the affordable fast fashion industry, there are few major actors which compete for the same pool customers. Because of that, boohoo is forced to maintain as low prices as possible, pay attention to global trends such as sustainability and daily enrich their product range with hundreds of new items. Unfortunately for boohoo, their main competitors do the same, so it is a constant battle to “catch” and keep a client. 
1.5. [bookmark: _Toc118412905]Boohoo’s Competitors Analysis 2021
In the Fast Fashion Industry there are thousands of competitors, but for the purposes of this assignment only two of the main ones with the same retail model, price range and target groups are reviewed. Those are the other fast fashion giants ASOS and Shein (table 1).





Table 1
	Statistics/brand
	boohoo*
	ASOS**
	Shein***

	Market share UK
	0%-5%
	5%-10%
	16%

	Total Revenue /million £/
	1745.3
	3910.5
	~13776.4

	Spends on Marketing /million £/
	116 (~6.6% of total sales)*
	201 (~5.1% of total sales)*
	~87,62 (~0.6% of total sales)*

	Social Media followers 
	17 mln*
	23mln**
	61.5mln***

	Advertising strategy
	SMM, email marketing, constant discounts, using influencers
	SMM
	Multiple discount codes,


*  Data from boohoo’s report
** Data from ASOS’s report
*** Data from different sources: (Bevan, 2022), (Curry David, 2022).


Amongst its main competitors boohoo has the lowest revenue and market share but spends the most for marketing. Using Marketing Expense to Sales Ratio will give an idea about the ability of marketing activities to generate profit. The lower the ratio the better the performance, as well as the profit-earning potential and vice versa (Stafford, 2021). Of course, this tool cannot give a comprehensive information about the company’s performance in general, as there are numerous other factors involved, which are not disclosed in this paper. However, from purely marketing perspective this technique is sufficient enough to measure the trends of success of the chosen marketing strategy.
Boohoo Marketing Expense - to - Sales Ratio = 116/ 1745.3 * 100 = 6.64
ASOS Marketing Expense - to - Sales Ratio = 201/ 3910.5 * 100 = 5.1
Shein Marketing Expense - to - Sales Ratio = 87.62/ 13776.4 = 0.6



1.6. [bookmark: _Toc118412906]SWOT analysis of Boohoo’s Marketing Strategy
	Strengths
Powerful SMM
Big variety of products
New products daily
Affordable prices
Worldwide delivery
Successful targeting
Fast manufacturing
Plus size market
Online business model
	Weaknesses
Low quality products 
Bad reputation for working conditions and pollution
No direct control over all manufacturing facilities
Lack of innovation and investment in technologies

	Opportunities
Sustainability initiatives
Acquiring new brands
Improving quality
Improving fairness among all the employees, including those hired by a subcontractor
Investments in technology
	Threats
Strong competitors
Increased number of returns after the Pandemic and other external economic and environmental factors




The strengths of boohoo do not come from their uniqueness but from their marketing strategy. The company relies on strong presence in the social media, along with successful targeting the enormous variety of products increased daily, and the lower prices they sustain. Other competitive advantages are the fast manufacturing of the garments, the focus towards audience of bigger sizes, and the worldwide delivery using reliable distribution (UKessays, 2020).
On the other hand, those strengths come on the expense of low-quality products from synthetic and unsustainable materials, marketed almost as single-use clothes, poor working conditions in some of the factories, directly owned or working exclusively for the company. Also, boohoo does not invest in technologies and does not offer much innovation on the market (UKessays, 2020), as compared to other brands, such as ASOS, who introduced a couple of digital tools (Panayotova, 2022). These factors bring bad reputation of the group and outline the weaknesses of the organisation.
Nevertheless, the company has room for growth and improvement by involvement with sustainability initiatives, such as reducing the synthetic fabrics and introducing more organic or recycled ones, manufacturing products with better quality, and promoting fairness and equality among the factories working for them. Acquisition of established brands is also a big opportunity in front of the company, as it expands their audience and potential customers.
Boohoo operates in a very competitive environment, where other brands, such as, but not limited to ASOS and Shein, target the same segment of customers, offer very similar gamma of products in the same price range. That constant competition is a significant threat for the company, especially after the Pandemic, where they face increased number of returned items and drastic drop of the sales. 
[bookmark: _Toc118412907]Conclusions: Shortcomings of Boohoo’s marketing strategy 
It is considered that in the near future most of the marketing activities, such as advertising, promotion, targeting, and campaigns will be entirely dominated and managed by the social media platforms (Ibrahim, 2022). Facebook, Instagram, TikTok, YouTube, etc. platforms are widely used to create and improve brand – customers’ relations, increase brand awareness and to promote products. In fact, it could be argued that SMM is the fastest and the most effective toolkit not only for targeting but also for feedback and statistics on the brand’s performance.
Boohoo group seems to master the SMM as they recognised its importance early on and have built their whole marketing strategy around it. They use targeting very smart, especially in new markets, such as the US market, by opening temporary pop-up shops and constantly “hiring” of new influencers. The regular posting on social media and the diverse content, along with constant discounts and full range of promotions have them grown to the top positions in the industry and made the brand recognisable worldwide.
However, among its direct competitors, boohoo has the highest ratio between marketing budget and revenue, meaning they spend 6.64 % of the total income, or almost one tenth of the net profits for marketing, majority of which is for SMM (boohoo group plc 2022). That points towards the assumption that there is room for improvement, since the other competitors are spending smaller amount of money and smaller percentage from the revenue but are gaining better results. 
Furthermore, the brand is facing numerous challenges related to its image, due to the poor quality and materials of the items, the recent scandals and the growing awareness of the tremendous pollution caused by the fast fashion industry. Additionally, after the initial boost of sales during the Pandemic, the company experienced drastic drop of sales and increased returns, resulting in changing return policies by adding fees. That alone has a negative impact on their customers, who now have to be re-trained to shop more consciously and responsibly, after the industry trained them to buy in bulk, pay later and return within a fair time frame, which creates the culture to treat clothing almost as single use items, which could be returned and refunded (Hu, 2022).  
[bookmark: _Toc118412908]Recommendations 
The boohoo organisation has made a public commitment to reduce its environmental impact by introducing more eco-friendly fabrics and processes and that should be their main focus as today’s demands for sustainability are continuously growing. Another priority with undeniable urgence is to improve the working conditions for employees in the manufacturing facilities and to shift towards fair trade practices in the production processes.
The company has ongoing body positive campaigns, such as “The real you is enough” (#boohoofilterfree) which should continue and expand if they want to take pride in positive social campaigns.
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Comparison of the Marketing budget of boohoo, ASOS and Shein

Marketing budget	Boohoo	ASOS	Shein	116	201	87.62	

Revenue to Marketing Budget in million £

Total Revenue	Boohoo	ASOS	Shein	1745.3	3910.5	13776.4	Marketing budget	Boohoo	ASOS	Shein	116	201	87.62	% ot toal Revenue	Boohoo	ASOS	Shein	6.6464218185985219E-2	5.1400076716532413E-2	6.3601521442466832E-3	
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