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“As Seen on Screen”: Seeing a Global Success Story 

ASOS was given its name, “As Seen on Screen,” in 1999 by founders Quentin Griffith, Deborah Thorpe, and Nick Robertson (Danao). Along with the title came the original vision that brought the company into its existence, which was to sell outfits worn by celebrities. Since then, there has been significant growth and development, as ASOS has emerged into one of the most notable e-commerce fashion brands. Many determinants define international success; performance measures, as reflected by sales and revenue, and global presence and influence demonstrate whether or not a company has succeeded in its international endeavors. To what can we attribute ASOS’s international success? ASOS offers a localized buying experience to their key global markets through the adaptation of their websites. ASOS has a robust supply chain strategy and uses technological innovation to cater to international needs. The company makes a concerted effort to put the customer first and to diversify its product offerings. Lastly, ASOS utilizes social media and brand acquisitions as promotional tools to increase brand awareness. 

ASOS put considerable effort into customizing their websites for various country markets- this effort did not go unappreciated or unnoticed. Karolina Kulach, a content marketer and non-fiction writer, uses her expertise and extensive knowledge of global e-commerce and online sales trends to explain why providing a localized buying experience is a pivotal part of ASOS’s international success. In her article for Glopal for Merchants, “What Turned ASOS Online Store into a Global Retail Giant?”, she describes a revealing moment for ASOS, “after launching a dedicated Russian website in May 2013, ASOS observed subsequent strong growth in this territory.” (Kulach). ASOS was able to discern the effects that localization can have on gaining attraction in international territories. During this time, they customized websites for other countries, including the United States, the United Kingdom, Germany, Italy, France, Spain, and Australia (Kulach). Kulach shows the positive effects of adaptation using statistical data, “Much of its growth was driven by strong performances in the countries where ASOS has dedicated websites […] when it comes to 2014, international retail sales went up by 22% (UK retail sales went up 35%). International sales accounted for 61% of total retail sales.” (Kulach). These statistics provide irrefutable evidence of a connection between global sales and localization. Giving consumers a homelike experience when shopping online is essential for creating customer loyalty and appreciation. 

A homelike experience requires more than just translating the website’s text into the global market’s language- attention to detail is crucial. Website adaptation requires a strong focus on language accessibility and its several components: product offerings, currency, payment options, and localized product images. Matt Grech is a content marketing manager at Smartling who presented his findings of the significance of language accommodations in “How Language Accessibility is Driving Retail Growth: Smartling’s Retail Data Report.” Grech graphically illustrated a positive relationship between language accessibility and the five-year growth rate of the following retailers: Topshop, Uniqlo, H&M, Zara, and ASOS. ASOS exhibited the most revenue growth (149%) and attained the highest language accessibility score (Grech). ASOS’s efforts in providing a plethora of online experiences came with rewards. ASOS is purely an online business, with twelve different websites and key languages in English, French, German, Italian, Spanish, Russian, and Chinese (Grech). In conjunction with the other languages that they offer, they also provide ten different payment methods, accept nineteen currencies, and allow their users to customize their experience based on their language and region, which alters their offers and payment options (Grech). Language accessibility is not confined simply to just the language itself; prospecting global business retailers should make a note of the extensive effort that must be put into creating an online shopping experience, from the website’s display to making a payment. 

[bookmark: _Hlk87828899]Global retailers are presented with distribution challenges, which involve providing customers with the products they need at lower prices. ASOS shows their competency as they conduct a seamless supply chain, enabling them to uphold their same and next-day delivery promises. Warehousing and delivery solutions become a top priority when such demanding commitments are put to consumers' attention. ContactPigeon is a blog that displays brand stories that feature high-growth e-commerce businesses. Their article, “Why ASOS is the Absolute Ecommerce Success Story” explicitly describes what ASOS has done to combat operational challenges of warehouse and inventory fulfillment. In 2016, CEO Nick Beighton was headstrong on investing in technological innovation. “That year, the company increased its investment in operating resources by 25% to £659 million, with technology in specific increasing to 28% to £24.5 million.” (ContactPigeon). Their new automation and sorting technology for their warehouses have been pivotal towards creating efficiency in their operational processes. Ultimately, they can uphold their promises and provide fast shipping at a reasonable cost, posing as a competitive advantage relative to other retailers. Competitive advantages come at a price; some financial investments need to be made for a company to experience higher payoffs. 

ASOS has created a seamless delivery process behind the scenes, but they also remain impressionable to the public through their online website. One part of order processing that is often overlooked is order entry; disarray and a lack of reasonable shipping and product options can turn away a customer. The ASOS mobile application and websites are effortless to navigate and provide ways for customers to fulfill their orders quickly and reasonably. Customers can filter the products they want based on the brand, size, color, and price that they are seeking, which significantly reduces their search time (ContactPigeon).  ASOS also eases checkout time by saving credit card data for future purchases (ContactPigeon). Both of these features coincide to create a positive shopping experience. ASOS also makes it possible for consumers to shop for their products without being on their website. On Instagram, users can see the product code in the image caption, and Pinterest images contain a link to the product’s page on the ASOS website (Danao). Quicker and increased accessibility to products will improve the chances that a purchase will occur. Efficient logistics undoubtedly benefits customers by giving way to attractive shipping options and costs, which adds value to their orders and builds customer loyalty. Businesses should invest in improving their supply chains and in-store or online functions for order processing. 

To be customer-centric means listening and responding to customers by providing for their specific needs and interests. ASOS is all too familiar with this idea; they expand their market by providing a wide range of products that spans the entire price range and meets the differing physical needs and personal tastes of many individuals. Monique Danao is a writer and content creator with an expertise in marketing and SEO. She wrote an informative piece for ReferralCandy, “How ASOS Built a Popular Brand: Brilliant Marketing Strategies,” and inquired on the appeal of their product offerings. Danao briefly touches on the historical evolution of ASOS’s product contributions, “ASOS became an online fashion editor, with an emphasis on diversity. The brand expanded from celebrity styles and catered to all forms of fashion […] fast forward to 2017, the company now sells 80,000 products with 3,000 new lines each week!” (Danao). There was a change in the company’s vision as they began to shift their narrative from the celebrity look to the everyday persona. Broadening their target market allowed them to control the fashion industry and attract more loyal customers. Their products fall onto a vast spectrum, ranging from maternity clothes to tall and petite and to jumpers and cardigans- the list goes on much farther than this. 

ASOS is adept in its ability to accommodate its customers and provide inclusivity. The article for ContactPigeon, “Why ASOS is the Absolute Ecommerce Success Story,” also touches on ASOS’s dedication for their consumers in addition to their successful supply chain efforts.  ASOS pays attention to the values and beliefs of generation z consumers, who tend to be free-thinking and non-conforming (ContactPigeon). Social roles for men and women are intertwined, and gender expectations for how men and women should dress are dwindling. As a result, ASOS introduced “ what is termed as an ‘all-inclusive approach.’ This means genderless fashion. The company is exchanging words such as ‘beauty’ for ‘face+body’ and removing gender-specific sections for clothing and accessories” (ContactPigeon). Their approach is an attempt to meet the material and nonmaterial needs of generation z consumers. This emerging generation seeks to break gender barriers that often define what people should wear and how they should behave. ASOS shows their support for individuals who want to express themselves through genderless fashion; people under this targeted generation will feel appreciated and become repeat customers for ASOS. Retailers need to make their customers a priority by listening to them; in doing so, they will create a strong base of brand-loyal shoppers.   

ASOS appoints themselves several promotional responsibilities, including utilizing social media and taking full ownership of fashion brands to improve sales and customer awareness. In Nigel Taylor’s article for Fashion Network titled “ASOS is raising £500m for more global expansion”, the effects of acquiring other brands as a promotional strategy are discussed. The CEO Nick Beighton said that the acquisition of Topshop, Topman, Miss Selfridge, and HIIT has been a success (Taylor).  During the time that the company was able to attain these brands, their websites have “attracted 248.6 million visits during February, up from 214.1 million a year ago and claims 24.9 million active customers […]” (Taylor). The company also shared that there was “a strong sales momentum with triple-digit growth across Topshop, Topman, and HIIT since [their] relaunch, with Miss Selfridge posting healthy sales growth up 50%” (Taylor). ASOS amassed brands that were already well-known and established; because there was increased traffic on their website, it can be concluded that this move captivated more attention towards ASOS. While ASOS is working to make these brands fit the “ASOS credentials” (Taylor), they still uphold some of the reputations built before the acquisition. Shoppers who previously purchased from these acquired companies have no choice but to shop at ASOS if they wish to continue to wear those brand names. Taking complete ownership of other brands is something companies should consider if the goal is to achieve faster market expansion and higher profits. 

ASOS directed its attention towards other promotional strategies that include social media platforms such as Instagram and TikTok. Aditya Shastri is a content marketing expert who leads the Learning and Development segment at IIDE. In his case study, “Exclusive Marketing Strategy of ASOS,” he goes in-depth explaining ASOS’s digital marketing strategy and provides some examples. In 2017, ASOS launched a campaign that required users to use the “Instagram stories” feature to upload videos of purchased ASOS products. In the United Kingdom, “3 million people interacted with the video” (Shastri). These videos create more of a conversational feel between the customer and the company; consumers communicate their experiences to other potential customers and ASOS. This campaign integrates ASOS with its consumers, making them feel seen and appreciated. This initiative also increases the likelihood that prospective customers will remember ASOS; promotional videos are more engaging and memorable than still images. ASOS adopts TikTok into their social media strategy in addition to Instagram. TikTok is a platform that enables brands to market their product offerings through video content that is authentic and creative. They launched a TikTok campaign on August 24th of last year called the “AySauceChallenge” (Shastri). While the campaign is informal, it has an emotional appeal to consumers that reveals the humorous and personable side of ASOS. A combination of ASOS and creator-commissioned content was made, and notable users such as Loren Gray helped drive more brand awareness and recognition. There were “over 1.6 billion views” (Shastri) for the challenge hashtag, “making ASOS the only European fashion brand to surpass a billion views during the campaign period in 2020” (Shastri). The prospect of someone as significant as Loren Gray wearing the ASOS brand is enough reason for some consumers to purchase their products. This ad's considerable coverage resulted from giving consumers and collaborators a chance to integrate themselves into the marketing process. Marketers at global businesses can capitalize on cost-effective marketing opportunities by putting the creative execution in the hands of consumers and influencers on social media platforms- let them do the work for you. 

International success requires much more than simply extending the business to other countries. To achieve substantial monetary gains and global influence, companies need to consider following ASOS's strategies. A localized online presence, an automatic and harmonious supply chain, a diversified product offering and concern for consumer needs, brand acquisitions, and collaborative social media campaigns that heighten brand awareness will all achieve international goals. Because ASOS is primarily an online retailer, they are exposed to various benefits that I believe will allow them to continue to be successful in years to come. Online retailers have easy access to the market and can sell products within a matter of seconds. Adapting websites also take considerably less effort and resources than an actual store. In addition, there are significant cost savings for online retailers since there are no expenses to upkeep store appearances and operations. ASOS seems to grasp what works for them and continues to invest in technology and innovation to prolong their growth. For all of these reasons, it can be presumed that ASOS will continue to be a powerful competitor in the world of fashion and retail. 
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