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14th July 1966  

CAREER

Mark Holland has had executive board
roles in pure play, omni-channel and 
multi-channel retail environments. 
During his time with ASOS, the delivery
proposition has been transformed and
Mark has focused on automating the
logistics infrastructure, and laying own
footprint in key territories to support the
company’s international goals. A member
of ASOS’ Executive Board, he has worked
for ASOS for six years. His most recent
position was Supply Chain Director, where
he oversaw ASOS’ Global Trading, Customer
Care and Supply Chain functions. He was
appointed as Chief Operating Officer in
December 2018. Today, he continues to
lead those departments but has also added
the management and delivery of ASOS’
significant transformation projects to his
responsibilities. 
Prior to ASOS, he was at House of Fraser 
for five years and built the omni-channel
infrastructure to support the planned
business transformation. He was also
Logistics Director, Matalan, for nine years
from 1999 to 2008. 
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ocus speaks to Mark Holland
about coping with increasing
consumer demand, what makes

ASOS stand out from the competition
and what the future holds for the retail
fashion industry. 

Can you tell us about your day-to-day
role as Chief Operating Officer 
for ASOS?

I have been with the business for just over
six years and one of the greatest things
about ASOS is that things are developing
all the time, which has certainly been the
case with my role since I started. I lead
ASOS’ global trading, customer care and
supply chain functions, but also oversee
the management and delivery of our
significant transformation projects. This
includes the automation of ASOS’ new
Atlanta warehouse, the move to a new
retail planning and merchandising system,
delivering truly global retail processes and
continuing to invest in automation at our
Berlin centre.

What do you believe makes ASOS 
stand out from the competition?

We offer a great range of trend-driven
products that are updated on a daily basis.
They come in over 30 different sizes and
we offer an unrivalled frictionless
shopping experience. Pace is everything to
our business model. We obsess about how
new and relevant our products are, as well
as the pace in which we present them to
our customer. In terms of our supply
chain, our service mantra is better, faster,
cheaper. The thinking here is that if we
can continue to supply fantastic products
with an ever innovative service, then
customers will not need to go anywhere
else. By doing so, we will fulfil our mission
of being the world’s number one fashion
destination for customers in their 20s.

What are the main challenges associated
with having to ship ASOS products to
more than 200 countries worldwide?

As well as the significant investment in
infrastructure, our logistics partner
relationships and managing costs, making
sure we provide a service on time is key.
Our success or failure can have a
significant impact on ASOS’ profitability
and reputation. Each market is different
and indeed there are key differences in
each of those markets. If you look at the
USA, with multiple time zones and varying
conditions, it gives you a very different set
of problems and opportunities from what
you will find in the UK. 

Do you believe Brexit will result in any
major disruption for the fashion
industry, and if so, how is ASOS
preparing for this?

The outcome is really unclear. As a
business we have had to plan using much
longer timeframes. We have a fulfilment
centre in Berlin that will have capacity
equal to that of our facility in Barnsley and
this allows us to move more of our
fulfilment processes into the EU if needed.
We don’t want there to be any friction
between us and our customers, so we are
ensuring we have the right and relevant
plans in place.

How do you cope with increasing
consumer demands and the pressures
that fast fashion is having on the sector?

It’s not just about ASOS the company. We
simply couldn’t do what we do without
our partners or suppliers as other businesses
call them. What we really appreciate is a
partner who can run at the same pace as
us or even faster, challenging our thinking,
and not just one who simply executes our
instructions. We want people that can
bring a set of expertise, so we can leverage
that experience. What we have to do is
ensure we have the right people round the
table in order for us to maximise our
potential. We are always adapting to the
change in customer and consumer habits
and expectation. That change is so quick
and so challenging, but we have to be
agile. Simply put, we don’t have a business
without our customers, so in many
respects they will drive the change
agenda.
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Mark believes ASOS offers an unrivalled frictionless shopping experience

The ASOS warehouse based in Barnsley is the size of six football pitches and products are checked, picked and packed there before 
making their way by air, land or sea to be delivered
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What measures are in place to ensure
ASOS effectively deals with a demanding
returns culture?

We spend as much time on returns as we
do on delivery. Returns is the next key
opportunity in terms of profitability and
customer experience. Free returns are an
integral part of our frictionless shopping
offering and are why our customers keep
shopping with us. We know that if we give
our customers as much detail before they
reach the checkout this will help in terms
of minimising returns. We make sure they
have clear guidelines and try to manage
the process correctly to ensure we
continue to run a sustainable business
model.

How has the boom in consumers
choosing to shop online changed 
the fashion industry?

What is wrong with giving the consumer
more choice? It has allowed local
businesses to become global operations, 
it has opened the world to local brands, it
has enabled products to get to customers
more efficiently all around the world and 
it has expanded customer choice; none 
of those is bad things.

Do you believe that the growth in 
e-commerce has led to the death of 
the high street as we know it?

You can’t roll back the tide when it comes
to customer behaviour. People really enjoy
and appreciate the convenience of
shopping online and future growth for
high street retailers will most likely come
from online sales. The reality is there are
many shops on the high street that are
suffering and that is largerly due to a lack
of investment. Those that do thrive on the
high street will create valuable customer
experiences. At ASOS, we obsess about
what are going to be the next steps for
retail. We are early in the online journey,
but consumer demand and behaviour
continues to shape the retail offer. We
have to be dynamic enough to respond to
customer choice.

What would you say to logisticians who
are considering a career working within
the fashion industry?

Based upon my experience, it is a fantastic
industry in which to have a career. There
are a wide range of opportunities in this
industry. I have had a great career and will
continue to have a great career; I have
travelled all over the world and continue

to have a lot of fun. One key piece of
advice that I would give is that being
resilient is a key requirement. It’s not
always the most glamorous part of the
business, but it is definitely one of the
most integral parts and certainly one of
the most interesting.

What are the biggest challenges that
ASOS is planning for in the next 
12 months?

This year is the culmination of several
years of transformational change for
ASOS. The big focus will be to continue to
develop our logistics infrastructure and
expand our global reach, while also
expanding our local networks to enable us
to reduce costs in local fulfilment and
acquire new customers and expand our
reach. We will continue to obsess about
delivery and returns innovation; the
quicker we can make this the better the
customer’s frictionless experience will be.

Where do you see ASOS and the retail
fashion industry in 10 years’ time?

We will be more tech advanced,
particularly in infrastructure, with more
customers, bigger revenue and increased
profit, but never losing sight of what is
important, which is the customer and our
products. For fashion, there needs to be
greater focus on ethical trade and
sustainability, which is something we are
currently leading on. We still operate on
day one in terms of where our thinking is.
Customer needs are continuing to change
at pace and we are surprised at that
challenge. One thing is for sure: things will
be very different in 10 years’ time and so
we have to remain agile.
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‘People really enjoy and
appreciate the convenience 
of shopping online.’

‘We don’t have a business 
without our customers, so 
in many respects they will
drive the change agenda.’

ASOS’ supply chain mantra is better, faster, cheaper

Free returns are an integral part of ASOS’ frictionless shopping offering
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