2


ASOS: AN INNOVATIVE MARKETING STRATEGY
Marketing management
 (
November 4, 2021
De
an richards
Student 2008370
)


Executive summary
The whole world has had to adapt during a global pandemic. The has not been different in the retail sector. Online retail has not been impacted the same as the Highstreet, despite this, the online retail world has had to explore options to maintain a competitive advantage. ASOS are a world leading online retailer who have recently made major investments, this has given them an advantage, although they have had to explore their options to future proof their marketing strategy.
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1. Introduction
ASOS is an online retail fashion store and is one of the largest ecommerce marketplaces in the world. The company was founded in London in 2000, with a primary focus on young adults. Their audience is unique, ASOS offer their brands in more than 30 sizes and are committed to providing all sizes at the same price. ASOS (2021) are also proud to partner with GLAAD, one of the biggest voices in LGBTQ activism, on a gender-neutral collection to accelerate acceptance. Every month its website attracts 6 million shoppers and has over 2 million registered customers. Its client base increased by 3.1 million to 23.4 million active clients last year. In February 2021 ASOS took over from the collapsing Arcadia Group’s Topshop, Topman, Miss Selfridge, and HIIT brands, resulting in global expansion.
It is important to ASOS to promote a healthy body image helping reduce stereotypes by working with more than 200 models to represent a range of models who are part of the “ASOS family” and not engaging in digitally altering any of their images (ASOS, 2021). 
ASOS (2021) were recently an official partner of the 2020 Tokyo Paralympic Games and an ongoing partner of the British Paralympic Association, providing the Paralympics GB team with their formal and ceremonies outfits. ASOS created a bespoke collection that meets the athletes’ needs, as well as making them look and feel great with adaptive clothing for a range of needs. 
ASOS are committed to helping young talent, from new models to inspiring new voices, and it extends to more than just the world of fashion. ASOS nurture creative people from all industries, such as photographers, chefs, and musicians so they can achieve their potential.
ASOS run an annual competition which searches for the entrepreneurial young brands of the future. Two winning entries receive not only £50,000 of investment and mentoring from our experts, but they sell their collections on ASOS for two seasons. This year they also ran a People's Pick prize, chosen by the public.
ASOS have 168 suppliers who use 713 factories around the world. ASOS treat health and safety seriously and make sure every single person in that global supply chain is safe at work and has their rights respected and protected, this includes working towards ensuring all wages are sufficient not only to meet basic needs, but also provide some discretionary income. ASOS set high ethical standards and support their suppliers to help them meet them. For this reason, ASOS developed a world-leading Ethical Trade Strategy in 2017 with priorities including transparency; improving wages; health and safety; addressing and reducing modern slavery risks and identifying and stopping child labour. Alongside protecting people, ASOS are always looking for new ways to drive sustainability forward. ASOS work hard to ensure animals don’t suffer for fashion and have strict sourcing guidelines for leather and producing animal-free products (ASOS,2021). 







2.	Overview of ASOS’ marketing objectives
For 20 years old, ASOS has been an online fashion marketplace. Its online platform selects the best popular trends from a variety of brands and places them in one place. This strategy has helped ASOS not only to sell its products but has also made it the best online destination, collecting over 80,000 branded and proprietary products. ASOS has become a fashion empire partly through marketing strategies focusing on brand awareness and popularity such as fast fashion which offers trendy collections with a focus on diversity, the ASOS Brand Magazine which publishes high-quality content, the utilization of influencer marketing initiatives, and exceptional emphasis on corporate responsibility where they have founded the ASOS foundation (ASOS, 2021).
The marketing mix refers to the various areas which a company promotes its brand or product in the market. They are as follows: Product, Price, Promotion, Place. But as ASOS is a service marketing brand it has an additional 3 Ps i.e. People, Process & Physical Evidence. 
The 7 Ps of ASOS’s marketing mix
Products 
As ASOS is an online fashion retailer, they sell all their clothing, shoes, and beauty accessories directly to their customers using their e-commerce platform. Customers can purchase goods via the internet or an app. The products can be made by ASOS or by a variety of other brands with whom it has collaborated for both men and women. They have a large marketing mix product portfolio on their portal, demonstrating that they can cater to a wide range of people (ASOS,2021).
Price 
ASOS has adopted an affordable pricing strategy, where they try to keep cost down without compromising quality. They have a diverse product line that spans the entire price range. ASOS do not often charge delivery fees and tend to offer mid-season sales to sell off excess stock (ASOS,2021).
Place 
ASOS began as an internet-based platform for purchasing clothing and footwear. The company has now launched a smartphone-based app for both Android and iPhone where customers can complete purchases that will be directly delivered to their registered address. They now have warehouses in various locations throughout the United Kingdom from which they can easily ship the product (ASOS,2021).
Promotion
ASOS’s primary means of promotion are its website, mobile app, and magazines. It sends emails and updates to the registered email addresses regularly. For promotion, they also send out leaflets and booklets via post and delivery. They have created groups and communities on social networking sites such as Facebook and Twitter to keep customers up to date on their products and discounts (ASOS, 2021).



People 
The people parameter in simple terms, refers to the employees, staff, agents of the company. Because ASOS is a web-based company, it has far fewer employees than a similar-sized store-based company. Employees are hired for management, technical, customer service, and warehousing positions. They now have over 250 employees, up from 47 when they first founded the company (ASOS, 2021).
Process 
Process refers to the procedures and steps involved while buying or availing a product or service. ASOS’s shopping experience differs from that of a physical store. Because it is an online portal, customers can only view product images and cannot try the product. Once they’ve decided on a product, they can add it to their shopping cart and pay with a credit/debit card and the product is shipped to their addresses once payment is received (ASOS, 2021).
Physical Evidence 
People can interact with ASOS when it is convenient because they have access wherever they are. They physically receive a product with the receipt of the product. The ASOS website and mobile application are very easy to use, and the most recent discounts and offers are displayed to customers first so that they can benefit the most (ASOS, 2021). 
[bookmark: _Hlk87510957]
2.1. Strategic options
The main concern of any strategy is effectiveness rather than efficiency. Basically, is the company doing the right thing rather than is the company doing what it does, well? (Hooley, 2019). To carry out strategic planning, the company should ask itself 3 questions: what are we doing now? What is happening in the environment? And what should we be doing?
Service marketing
In literature, services are described by intangibility, inseparability of production from consumption, perishability, the impossibility of keeping services in stock. In services, customers participate in the production process and therefore also influence the flow and outcome of the process. Swartz and Iacobucci (2000) explain that research shows that there is not much difference between service and goods therefore service marketing strategies can be applied for goods, and it could be that service marketing has played its role in the development of marketing and will perhaps leave some concepts that can be assimilated into mainstream marketing, with its foundation in consumer goods. 
ASOS have already adopted these approaches and appreciate that goods and services can overlap in terms of marketing. When looking at ASOS’ business functions, the customers are buying goods but must use the service ASOS provide to access their goods. It is also often said that customers have difficulty evaluating a service before buying it and that such is not the case for physical goods. With an online platform this is more prevalent as customers can not have access to the goods to evaluate before purchasing.
In traditional mainstream marketing, the role of marketing is to bridge the gap between production and consumption by making distribution, communication, pricing, and product decisions. In a service context, however, no such gap exists; hence, the very basis for mainstream marketing is gone. Marketing becomes part of the service production process because it is the service where the gap exists between producer and consumer (Swartz and Lacobucci, 2000). 
Internal marketing
Internal marketing was a term developed in the 1970’s as a way of developing the involvement and quality of staff involved in a company to improve the service that is being delivered. There is no agreed framework to explain how internal marketing works. Gronloos (1981) described this as open two-way communications and effective coordination of tasks between front line and support staff with a view to getting more motivated and customer conscious staff at all levels of the firm. His objective was to focus the internal work effort to meet the needs of external customers. Lewis and Varey (2000) explained that they were in awe of the influence internal marketing has on achieving external marketing goals. Internal marketing is a strategy for developing relationships between staff across internal organisational boundaries. This is done so that staff autonomy and understanding will allow them to influence changes that are required within the company. It is also evident that ASOS are already applying the principles of internal marketing as they already have strategies in place to improve the relationship between employees. 

Holistic social media marketing
The current research applies a qualitative approach to develop a strategic framework that describes the four generic dimensions of strategic social media marketing. There have been many different theories connected to social media marketing and its effectiveness with individual marketing techniques. It is only recently a framework has been developed and analysed which has been found to be a useful strategy (Felix, Rauschnabel, and Hinsch, 2017).
[bookmark: _Hlk87033893][bookmark: _Hlk87476367]Felix, Rauschnabel, and Hinsch (2017) conducted a review which examined the effectiveness of a holistic social media approach. There was difficulty due to the complexity of each social media interface. This made it complicated to ascertain each employees’ responsibilities towards the social media approach. This approach was found to be an effective method of communication between stakeholders, some companies even chose to use it for collaboration and customer communication. Using social media as a customer feedback tool uses more resources as you must have enough staff to communicate with customers. Despite the fact you require more staff, this allows positive customer satisfaction as they can have quicker feedback. Customers can become more loyal towards the company in an open forum and can actively assist each other and see previous questions. A social media culture can be created, and this can return to a more traditional advertising when an advert can be placed to capture a large audience with the bonus that it is likely customers will each share the advert and capture a wider audience again. Direct links through to the ecommerce site or app can be added through the social media platform so the user can purchase directly in the same channel. Social media web-based technologies create highly interactive platforms which individuals and companies share, discuss, co-create, and modify user-generated content. The various types of internet communications such as YouTube, Blogs, LinkedIn, Facebook, and Instagram have attracted millions of users and their sites are used widely across the world. A new communication landscape appeared and prevailed (Tsiakis, 2015). 
Despite less research and development behind this approach, the holistic social media marketing framework is going to the framework of choice for this report after weighing up the pros and cons.

2.2.	How to implement this strategy?
The four P’s is the most used marketing mix framework for implementing marketing strategies product, price, promotion, and place (Dadzi et al, 2017). 
The four Ps xto implement the holistic social media marketing strategy is to be done as follows.
Product 
The product and service the customer requires from the social media framework is the option of evaluating products, purchasing products, reviewing purchases, and carrying out customer service activities without difficulty. With a holistic social media framework, the customer can carry out all these functions with ease. Instead of evaluating products like you could in a bricks and mortar store, this framework allows you to ask people who have purchased previously, questions regarding the product and this could be more personalised than traditional reviews.
Price
This framework will not come at an extra cost to the customer. Customers can access social media platforms free of charge and this will allow extra value for the customers. There is also the option of including customers in promotional campaigns by asking them to share certain promotions and the person who shares the post the most gets discount codes or vouchers.
Promotion
Promotion is the clear benefit of the holistic social media marketing approach. You can capture a wide audience at all hours of the day. People have instant access to social media and often use it multiple times per day, this allows the promotion to be shared to other social media users multiple times per day increasing the audience.
Place
ASOS’s internet-based marketplace allows an easy transition from the social media platforms, people now have access to affordable technology. Internet access now facilitates outsourcing from low-cost suppliers (Dadzi et al., 2017). All aspects of marketing can be directly carried out on one platform. The advertising, product discussions, customer service can all be carried out on the social media platform and a direct link to the ASOS website or app will allow instant access to make purchases.









3         Recommended resources

The first resource required for this approach is to ensure all staff are aware of what is required to run the approach and all legal requirements are adhered to, along with security concerns of running a social media approach. Newbury (2011) that all stakeholders must be informed on the impacts of web development, social technology to business, customers, employees, and company market and marketing intelligence. This can be achieved by staff attending conferences and webinars, reading books, the company hiring analysts, staff attending training courses.
A SWOT analysis (appendix 1) is a useful method of mapping changes in the company to ensure the tools and resources before and after the changes in service mapping are implemented. 
Another useful resource that is required to effectively implement this technique is a team to manage information that is being shared. It is important all information the is shared meets legal requirements and responsibilities to avoid any potential litigation. People can edit and share all information so a team and possibly software to identify information that can cause issues will be advantageous. 
Having a fully trained and experienced information management team will assist in maintaining a positive reputation along with managing customer expectations. These are two key areas any company using social media marketing must get in order, to keep a competitive advantage. If customers or potential customers get an impression, they will get a better service elsewhere or see suggestions of a competitor in the adverts its will prompt them to look at them and it is not always possible they will return.















4         Recommended performance monitoring techniques
Performance measurement is an important part of the acceptance of social media as a marketing tool. Previously, a major reservation of management teams in accepting social media was the limits in qualitative and quantitative research on how it impacts sales. Consequentially, a new concept of customer service management (CRM), called Social CRM, has emerged that attempts to incorporate the technological and social changes resulting from the introduction of social media (Tsiakis, 2015).
Due to the complex nature of social media, it is not advisable to use a single outcome measure but to use multiple channels. In social media, people do not respond in a timely manner as things can appear on different peoples streams at different times. This makes it difficult to use traditional techniques such as setting smart goals and reviewing. In social media performance measurement, it is more meaningful to ascertain what patterns attract a reaction from consumers. What motivates users to engage with posts? What content are people sharing and for what reason are they sharing? Are two important questions that are useful to ask when measuring performance in social media. It is useful to bear in mind the various people share information for different reasons. Some share to “show off” recent costly purchases to enhance their images. Some people are genuinely happy with their purchases and feel that they would recommend it for others. It is also important to count how much interaction each person has with others when sharing information. To sum it up, there is little guidance as to how companies should interpret the volumes of comments posted online. As a result, leading firms often rely on simplified measures such as the total volume of posted comments or the average sentiment expressed across all posted comments. Additionally, researchers have tracked aggregate measures of opinion expressed in the text of posted comments to assess reaction (Tsiakis, 2015). And assume that this has had a positive impact on sales. Each social media platform has integrated data analysis which can collate information. The organisation must ascertain what key performance indicators they feel are beneficial to all stakeholders and then they can pull the information from the integrated analytics which will help them store the information and present to stakeholders. 













Conclusion
ASOS is an established world leading business in online retail. This has allowed the company to develop a team of experts who understand the complications of working in this sector. The challenge they have experienced during a global pandemic is that their customers have relied on online shopping to carry out all their shopping needs whilst not being able to travel or even go outdoors at times. This meant customers have spent larger amounts of time online, having more time has allowed people to not be so loyal and could compare prices, products etc. 
Several marketing options have been compared in this report and the final recommendation was to follow a social media marketing strategy. There are challenges to this strategy such as the lack of evidence supporting the effectiveness of a relatively new system. Despite the challenges, social media marketing has many advantages to an online retailer like ASOS. Customers will be able to stay on their social media platform of choice and have a direct link to the place they wish to shop, they can chat to likeminded people and leave reviews, alongside asking for feedback from the company all in one place.
Online retail has been one of the sectors that has not been highly impacted during this pandemic so this is a good opportunity for ASOS to build on their experience in an online sector.
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Appendix 1
Strengths
•	Large online platforms (ASOS operates its business through multiple channels, which enable it to reach wider customer segments on a real-time basis which is otherwise not possible through the conventional channels. The company offers its products through its localized mobile and web platforms).
•	Excellent performance in new markets
•	Highly skilled workforce
•	Experience of running successful new projects.
•	Strong cash flow 
•	Automated services which have improved efficiency. (It implemented technology platforms such as artificial intelligence, machine learning and data science, which helped to drive customer acquisition and sales performance, such customer engagement activities help the company in increasing sales and retaining strong market position in the retail industry).
•	Strong distribution networks

Weaknesses
•	No clear unique selling point
•	Financial planning is not clearly efficient.
•	R+D is not invested in as heavily as their nearest competitors.
•	Strong dependence on UK market (37.2% of its total revenue from the UK. Such geographic concentration increases the risk that should any adverse economic, regulatory, environmental or other developments occur in these areas, the company's business and financial condition will be affected. The company may be substantially affected by the political or cultural changes that occur due to the geographical concentration in only one region).


Opportunities

•	Global online sales (the global online retail market is expected to grow at a CAGR of 14.6% by 2023 The growing consumers’ engagement on internet, improving mobile connectivity in emerging countries, secured and hassle free payment options, and low prices are some of the major factors for positive market outlook).
•	Apparel retail market (increased travel post COVID means people will need clothes to suit where they are travelling to).
•	Positive outlook for footwear markets – positive trends  in sports and casual footwear have increased opportunities
•	Free trade post Brexit 
•	Lower inflation rates – be able to offer credit at lower interest rates



   Threats
•	American isolation of trade – could cause other countries to follow suit and impact international trade
•	Rising cost of raw materials
•	Intense competition and new technologies by competitors
•	Date security risks of purely online business
•	Changing consumer behaviour from online retail would impact
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