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OUR 
JOURNEY

• ASOS is a fashion & 
beauty e-commerce

• Founded in London, UK 
in the year 2000

• Instantly branded itself 
as a risk-taker brand

• Today it is the largest 
fashion online brand 
without the backing of a 
physical store



OUR MISSION

"Our mission is to become the world’s number-one 

online shopping destination for fashion-loving 20-

somethings."

- ASOS



OUR VISION

"Our aim is to build an increasingly desirable, 

defendable and differentiated business model, with 

a customer experience to match. "

-ASOS



BRAND PERSONALITY

A truly inclusive 

brand, that's nothing 

short of  a fashion 

democracy- in which 

all sizes, gender's, 

race's, sexes and 

personalities 

are encouraged

Holds these values 

internally as well, with a 

team composed of  diverse 

individuals who are 

constantly encouraged to 

be themselves

Externally Internally



Brand Identity

• "As Seen On Screen"

• Roman typefaces are used for headings “to 
give their writing classical weight” 
(Wysocki, 2004).

• Sans serif  typefaces are used for all the 
captions beneath the images. This makes it 
less formal, and relates back to the 
shopper, as it has more to do with the 
shopper themselves, than the website or 
season trend.



Packaging

Through our environmental policy, we commit to 

managing waste generated from our business operations 

according to the principles of  reduce, reuse and recycle.

We do this by focusing on four key areas:

•Packaging.

•Customers.

•Premises.

•Supply chain.

https://www.asosplc.com/~/media/Images/A/Asos-V2/content-images/corporate-responsiblity/asos-environmental-policy-web.jpg


TARGET MARKET & CUSTOMERS



Cont'

• They spend plenty of  time on social media 

including Facebook, Instagram, and Snapchat.

• The majority are online shoppers.

• They like having fun.

• They are mobile-native and eager for the

next new thing.





Internal marketing

• ASOS Academy, which is a festival of  
learning for their employees.

• Around 1,200 ASOS attendees 
experienced 5 days of  masterclasses, 
workshops and creative taster sessions 
at ASOS HQ with 55 events.

• Work with experts to train their 
employees on body image and health.

• They provide employees health and 
workout facilities, a quite zone library 
and cafes as well as a technology bar 
and help them with their non-work 
related needs.



External Marketing

• ASOS listens to and interacts with 
customers, who in turn become brand 
advocates.

• ASOS uses bigger influencers, ASOS 
Insiders, a mix of  fashion, beauty and 
lifestyle bloggers who wear ASOS 
clothing (with prompts to buy the 
look) on sponsored accounts (as 
opposed to sponsored posts).

• They also have ASOS Insiders, a 
marketing initiative designed by the 
retail giant to give its users more 
personal content - namely, “fashion 
tips and style advice”.



Competitors

Our top competitors are 

Zara, Topshop, H&M, 

and River Island.

• They have high 

fashionability, meaning 

that they provide their 

customers with the best 

trends and fashionable 

clothes.

• They are also moderately 

priced.



• ASOS prices 

compared to its 

competitors.



Positioning the Brand

• ASOS provides fast fashion at 
competitive prices and stimulating 
fashion editorials, the distinctive brand 
image of  ASOS is well reflected by its 
merchandising assortment, packaging 
and website design.

• ASOS benefits greatly from its pure-
play positioning. It targets a particular 
market segment (twenty- something) 
that is full of  internet users.

• Also, unlike Amazon or Ebay, ASOS 
only trades in the field of  fashion to 
better serve audience within specific 
market sectors.

• Thus, its online presence is convenient 
to customers and enables the company 
to offer products at more competitive 
price point than multichannel retailers.



Positioning the Brand

Multichannel Marketing

➢ Social Media Platforms 

➢ Facebook, Twitter, Google Plus, 
Instagram, Pinterest, Tumblr

➢ YouTube allows customers to 
shop through pop-up images 
within the videos

➢Monthly Magazine

➢ Features new talent

➢ Features exclusive shoots

➢ Display new styles for the 
season and interpretation of  
new trends

➢ Blog

➢Allows new labels, 

independent brands, 

and boutique sellers to 

share their blogs about 

fashion news



DISTINCTIVE FEAUTURES

Extremely 
successful without 
the backing of  a 
physical store

01
Offers clothing 
ranging from sizes 
0-30, truly allowing 
for inclusivity

02
Sell hoodies, but 
also sell bridesmaid 
dresses

03
Composed of  an 
internal team who 
is our target 
consumer, giving 
us an advantage

04
Always on the 
lookout for new 
upcoming 
designers to join 
their team

05



PRODUCT MIX

➢ 85,000 Brands

➢ 4,000 new products are received 
weekly

➢ Clothing

➢ Shoes

➢ Accessories

➢ Activewear

➢ Face +Body

Exclusives

➢ Promoting activewear

➢ Featuring exclusives (Nike, 
Puma, Ellesse)



ASOS 
DESIGN

ASOS 
EDITION

ASOS 
WHITE

ASOS 
MADE 

IN 
KENYA

ASOS 
4505

ASOS labels





Pricing 

Strategy

Global zonal 
pricing

Market-Oriented 
pricing

Promotional 
Strategies

• ASOS Outlet Section

• Key months for sale 
(email discount codes)

• Two-Day express 
shipping 19.99 for a 
year

Opening Price 
Points

• Offers a large variety 
of one product at 
different price levels





Service and 
Support

➢ Price range bar

➢ Allow consumers to shop by 
ideal prices

➢ 10% Student Discount

➢ ASOS App Features

➢ Create Account

➢ Favorites

➢ Order History

➢ Style Match

➢ Product Video



BRAND COMMUNICATION



ASOS Growth Strategy

• ASOS pursues an organic growth 

strategy without resorting to 

business acquisition or merging.

• It archives customer acquisition and 

conversion through merchandise 

development, customer 

communication, and brand 

expansion strategies.

• The e-commerce is succinctly 

demonstrated by the growth of  

ASOS.



VERTICAL 
INTERGRATION

Through the development 

of  ASOS own brands, the 

company definitely 

indulge in vertical 

integration- in which 

they oversee and control 

the various stages of  the 

production/distribution 

chain.



GLOBAL 

EXPANSION

➢ ASOS prides itself on the global 

reach it has accomplished 

throughout the years

➢ However, it's global expansion is an 

on-going effort. ASOS wants to be 

able to say that it is available to 

everyone with no exceptions



Thank You!!!
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