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EXECUTIVE
SUMMARY.

BRAND ISSUES.

‘In previous years, ASOS were renowned for their
effective e-commerce model. They were one of the first
fashion brands to capitalise on celebrity and influencer
culture. 'As Seen On Screen’ (ASOS) successfully
emulated a-list looks and made them accessible for the
mass market.

High Level of returns.

However, the brand have lost desirability due to a A demand in transparency.

confusing product offering and a gap between new
consumer motivations and brand operations.

The strategic brand development report details a
proposed new mission statement of: D

Not adapting to Digital
“Empowering style. Enhancing oo
sustainability. ASOS: Where trends meet

responsibility, setting the standard as the
number one choice for fashion-loving Gen-

Demand for physical shopping
spaces.
Z." (Authors Own, 2024).

This is justified due to macro and micro environmental
factors revealing the new opportunities for long-term

strategic success. Querhisduciiogiecdingly

surplus stoc




EXECUTIVE
SUMMARY.

STRATEGIC STRATEGIC FIT.

TIMELINE. The SAF model has been used to determine
the suitability, acceptability and feasibility of

Immersive Physical Touch-Points the proposed strategies:

Strategies fall in line with shifts in
consumer behaviour and will improve
stakeholder relationships and
experiences.

Consumers have shown interest in
proposed strategies and brand issues

Enhance Digital Innovation

are in need of high - priority change.

ASCOS have strong existing core
competencies including an ESG team
and an app that can positively
influence strategy success.

Improve Supply Chain Sustainability

SAF Evalutation Tool (Johnson and Scholes, 2017)

Refine Product Range

Implement Sustainable Practices




Objectives.
Redefine the ASOS consumer by offering more targeted marketing
and promotion.

Introduce innovative experiential retail shopping.

Promote technological initiatives within their marketing campaigns
and within their retail spaces.

Two main issves.

Not adapting to Digital

Demand for physical shoﬁa{\g Not glc
anceme

spaces.

Key\ campaign < D | Cnteyctive

messages. s \ | x

Temporary retail spaces to
Ioungﬁ A;%I 2025. =

Po p—Ué) Ioo?ﬁlons W||II
coincide with popular
student cities.

The product offerings will be
refined to target Gen Z.

The collections in store will
focus on womenswear
and gender nevutral

?he stores will be curated to
allow for social media
and strong word-of-
mouth marketing.
The introduction o
physical touch points
aim to combat the two
main issues.
The eventual goal of this
strategic development is to
er strong customer
relations and to reduce
their brand offering to
enable more efficient and
successful future
campaigns.




This r?port suggests the launch of multige immersive pop-up shops in order to tackle multiple of ASOS' issues (these issues were

identified in the Strote?ic Brand ReFort
mitigate these issues. The foremost goal of this retail

024)). The su%gest  objectives within this report demonstrate and justify how ASOS can
strategy is to promote and re-introduce ASOS to it's refined target market. The

immersive and experiential retail spaces will personify the brand and will reinforce its fun persona. This allows the consumer to enter
the 'ASOSphere: Where Shopping Meets Party... The party aspect of the pop-ups will allow ASOS to grow relationships with their

current consumer, as well as allowing them to foster new relationships. The pop

-yps Wil be a celebration of the brand and the

consumer. This wifl appeal to Gen 7 and will %row and imﬁ:gye their digital innovations and their lack of physical presence.

Introducing physical spaces will allow ASOS to redirect
and the fu? Pk o

pop-up shops to solve these key issues.

ure ASOS consumer demands physical touchpoints. The resurgence

ir attention to the emegir% consumer. Pop-up stores have proven success,

high-st demonstrates the suitability for

The immersive pop-up shops will have atmospherics and interior style that align with the ASOS consumers’ preferences. These

preferences will coincide with the brands’ new ethos.

4505  Whoere

i*._adlso a growing need for ph

Justification.

Post-Pandemic retail has seen a shift from e-commerce
back into the resurgence of the high-street. Introducing
a physical presence allows ASOS to stand as a front-
runner for both online and IRL (in real life). Immersive
spaces Will allow ASOS to shift negative brand
rcgoﬂons and re-introduce a fun but conscious
rand ethos. The pop-ups will increase their brand
awareness, gain new consumers, boost engagement,
increase sales en%_oge and create meaningful’
connections, Cregiting a playful immersive experience
allows ASOS to differentiate and stand out among
their competitors. It also generates social media hype
and increases word-of-mouth marketing. “For Gen Z, it's
about seeking experiences worthy of sharing across
social plotforms.”fvsww._lmkedm.com, n.d.).Gen Z places a
lot of value on aesthetics. Immersive spaces will attract
crowds. The interior of the space will be curated to allow
for selfies and images to be shared across social media.
“In the era of experiential retail, it's not just a store visit; it's
about shaping memories that resonate far beyond
the four walls."(www linkedin.com, n.d.). The immersive
space will capture the essence of ASOS. The shopping
landscape, according to Westfield's latest report “How
We Shop: The Next Decade”, will undergo 'radical
transformation’. It forecasts a S|?n|f|cont shift as over
60% of retail space will be dedicated to experience,
rather than the products. 81% of consumers expressed a
wilingness to pay more for a retail experience over
traditional_shopping. “Amidst the digital age, there's
_¥SICG| spaces where
‘eonsumers can connect with people, providing a touch
the tangible in our increasingly virtual
world."(www.linkedin.com, n.d).

‘ SAF Matrix.

1 Allows ASOS to establish
themselves as innovative within
a highly saturated market.
2. Improves customer relations by
introducing a strong physical
presence
3: Improves the customer
shopping experience by
introducing fun and immersive
y spaces.

Suitability

1. Increased brand loyalty among
fickle consumers. Prolonged
retention of consumers and

repeat consumers.

2 Higher social media

engagement.

Acceptability

1. Strong online brand presence,
minimises risk.
2. Allows for further brand and
influencer collaborations.
3. Pop-up shops have proven
successful for competitors, such
as, PrettyLittleThing,
SistersandSeekers, etc.

Feasabi‘lity

SAF Evaluation Tool (Johnson and Scholes, 2017).

o



EXECUTIVE SUMMARY.

ASOS' SUSTAINABILITY PRACTICES ARE
NOT GOOD ENOUGH.

In 2023, ASOS were scored poorly on

sustainability practices by the world's leading
fashion brand rater ‘Good on You'. This has

along with information extracted

from the SWOT analysis (Strategic Group

) the brand

must undergo radical change to gain

been explored
Report, 2024) which has reveal

genvine sustainable credentials:

i)

-~ Their previous sustainable
~ range, the Conscious
Collection, was pulled for
greenwashing concemns
(Robertson, L. 2023).

ASOS follow a damaging
and unsustainable fast
fashion model.

ASOS aren'tin line with
recent influx of fashion —
related legislation.

Brand issues are met with stark reqlities from
consumers and governments alike. These hgve
revealed demand for sustainable shopping

is dramatically on the rise, and indu

pressure to adopt sustainable practices is

heightening:
72% of consumers are
9 buying more
environmentally friendly
products than they were 5
Dy years ago (Accenture,
2019).

Transparency is
increasingly valued by
consumers (Staafgard, L.
2024).

Industry culture is fuelling
the triple planetary crisis
(UN Environment
Programme, 2022).

Objectives based on three critical areas (Authors Own, 2024).

In order to remain desirable to consumers and stay
in line with governmental expectations, ASOS must

take meaningful action to improve their

sustainability practices. Now is the time for the

brand to reintrod

uce their Conscious

Collection with genuine ethical credentials. To
ensure successful relaunch, objectives have been
developed focusing on three critical areas.

Strategic Fit.

Stakeholder satisfaction is ensured with

reinvestment into sustainable avenues as lon
as ASOS plan ahead to determine a measurable

vision (Harris, L. 2020).

0-1YRS 1-5YRS 5+ YRS
Research / Implement Assess overall
Consideration of — proposalsand = processes and
business release implement
capabilities. Conscious practices across
Collection. all ASOS ranges.

O

|

Most shoppers value sustainability.
Negative environmental impact is minimised.
The linear economy is being rejected.

1L

Closing the loop holds revenue opportunities.
Stakeholders will be satisfied.
Supply chain risk is minimised.

2

e ESG team who prioritise CSR.

¢ High profit needs reinves,ting. .

e Consumers will be sustainably shopping
long - term.

SAF Evaluation Tool (Johnson and Scholes, 2017).
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The proposed strctegl}l/ utilises
collaboration in each critical
area to form a circular model,
where transparency is prlor|t|sed

and textile waste is reduced. AS
are presented with an opportunlty to
become a part of the sustainable
shift needed within the fashion
industry, and gain the genuine
ethical credentials they need to
improve their brand i |moge

Predicted benefits:
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EXECUTIVE SUMMARY.

This report explores the implementation of digital innovations in order
m to solve three of ASOS issues, found in the Strategic Brand Report

(2024). The objectives within this report will be cimed towards ASOS'
aspirational consumer and has a focus on enhancing their
shopping experience. The current fashion industry is constantly
evolving and becoming increasingly competitive. Digital innovations
Rebrand as are essential in driving sustainable practices and engaging with
Sustainable and the consumer. As ASOS is a fast fashion brand, it often has
Promote negative consumer perceptions surrounding environmental
Transparency practices, implying the importance of rebranding with a focus on

sustainability and trons';g\)o ency. Four digital implementations will be
“3 U

:
gmented Redlity, Artificial Intelligence, 3D

explored in this report;
Model Tool, and Blockchain Technology.

Enhance
Customer
Experience
'Il'hroug{] Digital High Level of A Demand in Not Adapting to
nnovations Retumns. Transparency. Digital
Advancements.

Industry Research

At
-
S
=

H&M on Snapchat

n

Why transparency and sustainability? Why improve the consumer experience?

7% of global consumers want 54% of Britons view sustainability as
@-Q companies to deliver personalised “@ an important factor to consider
communications and products, and when shopping (Mintel, 2023).

76% are unhappy with when this is not
offered (BoF Team, 2022).

Almost half of online shoppers > 63%.8f sur\k/)eyeg o e, of
@ agree that it would be helpful for consider a brands promotion o

retailers to use size recommendations y sustainability as an important
tools (Mintel, 2023). purchasing tactor. (McKinsey, 2020).

= 58% of online shoppers argue that L
difficulty judging oﬁpi)teem's itis a Gen Zs, who are the main high
=¥ barrier to shopping online and 37% intensity fashion buyers, stand out as
agree that a further barrier is difficulty returmning the most fashion items
visualising whether an item will suit (Mintel, 2023).
them. (Mintel, 2023).
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Justification

Digital innovations allow for ‘enhanced 1.Beneficial for ASOS to improve
customer experiences by providing new the consumer shopping
services (e.g., personalization) and experience through
trons_?ortlng p_eople INn Imaginative, _ SUl ITY rsonalisation.

amified, and immersive contexts’ (Silvestri, Provides the brand with an

020). Thus, digitally innovating can create opportunity to stand out against
a more enjoyable shopping experience competitors in the highly
for consumers, through personalisation saturated market.
and virtual try ons, resulting in ASOS
gaining competitive advantage in the 1.Reduced retumns for the brand,
market and increased brand loyaity. which have negative
These innovations will also make the ACCAMLITY environmental implications.
consumer shopping experience more 2.Purchasing more personalised
efficient through reduced retums, by for consumers resulting in brand
acting as a solution to the barrier o loyalty.
difficu jcyjud%ing an items fit when
shopping online. Clothlgg retums have 1.ASOS dlready has an
negative environmental implications established app and website.
due to the transportation and potential 2.Can create partnerships with
waste, as well as being time consuming for technology specific companies.
the consumer and expensive for the brand. 3.ASOS has trailed a ‘See My Fit’
Thus, using digital innovations to reduce FEAF.TY feature and offers some aspects
retums will better the consumer shopping of personalisation through ‘You
experience and assist ASOS in rebranding May Like'.
as sustainable. Digital innovations will also 4.0Other brands, such as
ensure ASOS is transparent by off_enng’q Zalando, have successfully
information to the consumer regﬁordlng the implemented digital innovations.
production of garments. This will reduce

the risks of greenwashing accusations and Simplified SAF Matrix
create consumer trust, resulting in re

purchases and increased profitability for

the brand.

SELECT SKIN TOMNE
SELECT HAIR

AMMEND MEASUREMENTS

ASCS DESIGN comet frll min cress with
1 Aol in nad wath fional print

ASOS 3D Model Toal
Implementation
Example |

ASOS Blockchain
Technology

J Implementation
Example
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REFINE AND REDEFINE

The Product Assortment

BRAND ISSUES

High Level or retums,
leading to profit loss

enough'in all areas lea
to ademand in
transparency

Goodonyou rating ‘not good
ing

Not adaptin%%uick_enou h

to consumer behaviours

the market, missing dlﬂ I

innovations such as AR- the

use of digital try-on, fallin

ibghmd competitors such as
ra

Shift in consumer behaviour
leading to the demand for
experiential retail and
physical shopping spaces

Overproduction leading to
surplus stock and _

discounting, unethical and
non-sustainable plan

Figure 1: Strategic brand report brand issues, (Strategic Report, 2024)

Retailers, social media and fast-fashion have
directly resulted in the overconsumption of
fashion products as their drive for profit
resulted in overproduction of cheap and
convenient clothes. ASOS have been
labelled as unsustainable through not only
current consumers in primary research
surveys, but also by their significantly large
product assortment range that has nearly 3
million products in ASOS Design alone.
This oversupply of products leads to
multiple issues for the brand:

/%\ Expensive inventory costs for

8surplus products

Negative brand image

P

L) Contribution to huge global
waste issue

()
|
()

Difficulty in applying effective
sustainable practices e.g.
recycled material

Retaining customer
engagement

. &l

Emphasises the impact of all
sustainability activities

¢ Aids all proposed strategies

¢ Meets consumer’s sustainability
demands

reduced

Multiple stakeholder satisfaction
Low risk as huge investment is not
needed in the beginning

¢ Utilises current core capabilities
and resources

¢ Profit saved can be reinvested on
quality levels

¢ Puts less pressure on supplier to
provide large amounts, creating a
closer relationship

¥

ol

Waste in production and inventory is
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Collaborating all teams within
the the product development
process allows ASOS to gain
a more comprehensive
understanding on how to
refocus their product ranges
to meet the latest consumer
demands, which also
includes committing to a
more sustainable approach
in fashion retailing. Utilising Al
and their vast data analytics,
ASOS can accurately
forecast both styles and
quantities to prevent
overproduction, in tumn gain
more profit and a refocused
identity that connects with
the desired consumer.

A selection for an ASOS
Design product range has
been created to demonstrate
how the brand should apply
trends, their updated
consumer research and
awareness for the externall
environment.

RANGE PLAN

_

Figure 3: ASOS Design product assortment selection, (Author’s Own,2024)
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Discounting and
promotion st ies to
remove unwanted stock
and create space in
distribution centres.

Narrow product
> B N assortment for all ASOS

brand ranges using data
15 ONOe
NG

analytics, Aland a
comprehensive
consumer analysis.
Negotiate with suppliers
to increase quality of
the products.

Become more creative
in the design elements
of the products, for

example creatin
modular or removable
features that offer

multiple uses/styles.

Figure 2: Short, medium and long term strategies for improving the
product assortment, (Author’s Own,2024)

Liz Ricketts, the Or Foundation (Tonti, 2024)



EXECUTIVE
SUMMARY

This report aims to address identified group pain points, specifically in the sector of returns
and delivery, through strategic objectives that will be aimed towards a new, eco-conscious
aspirational customer, with customer engagement at the heart of strategic implementation.
These objectives will enable the creation of a commercially reuseable packaging of which a 3D
printed prototype has been created. The benefits of this are that the reuseable nature reduces
not only reduces waste in the returns process, but shifts ASOS towards a circular model,
extending the life cycle of both packaging and textiles through the linked strategy of a textiles
waste recycling scheme for monetary reward, facilitated by the reuseable packaging in which
customers can return old ASOS product.

PAIN POINTS STRATEGIC OBJECTIVES
0)- (@ B)-©)— =omae

deliverance process.

@@ Increase customer
loyalty.

v

@ @ I| ma Reduce waste in the

O :
%8 supply chain.

Low consumer L High packaging
. .. oW consumer .
satisfaction in loyalty and textile
returns process waste in supply STRATEGIC RELEVANCE
chain

The proposed strategy will ‘close the gap’
between current and expected
performance by utilising industry best
Future Performance = practice insight to create innovation,
Expected Performance changing negative consumer perceptions of
ASOS' sustainability status through tangible
waste reduction, focusing on the factors of
people, planet and profit in implementation.
This is relevant due to the growing
consumer concern of fast fashion's
impact, and an identified need to stay
Past Current Future ahead of competitors as market shifts
driven by new legislation occur.
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With strategy
Current implementation

Performance

Performance Sustainability
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STRATEGIC OUPUT

STRATEGIC JUSTIFICATION STRATEGIC TIMELINE

Damaging external factors identified within the
Strategic Brand Group Report 2024 emphasise a
need to differentiate away from profit-driven
performance methods to gain competitive
advantage. Additionally, process modelling

Begin working with
supply chain to
develop new reuseable
packaging prototypes.

analysis has been undertaken so that these CONSUMER FEEDBACK

objectives can be implemented efficiently

alongside wider company mission, utilising

existing capabilities and resources to reduce Develop supply chain

risk. TAEAII!RA capabilities to include
SAF MATRIX 1-5 further sizes and

YEARS shapes of packaging.
SUITABLE with company

mission. CONSUMER FEEDBACK
ACCEPTABLE to dl N
period of ‘recycling

stakeholders.

FEASIBLE in proposed
implementation timeline.

for discount’
scheme.
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