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Looking back at 1949 the family started the business with the name "Ogori Shaji Co” in Japan after time sold ready-made man's suits. The owner's, Tadashi Yanashi, bought the shop from family and establish a business as CEO in 1984 and fundamentally change promoting low-cost casual wear under the “Unique Clothing Warehouse Brand”.  After trial store sites in town became a prosperous store and strategy rapidly develop up 1998, the company's first flagship store opened under the Uniqlo brand. To complete the process for apparel retail store and way to establish brand has been demonstrated by this model.

Uniqlo joined the international market in 2001. This is one of the strategic actions to separate the firm from the parent company and become Fast Retailing Company Limited. This step is related to the establishment of brands in many parts of the world. Uniqlo has created the first store in London in the early 2000s and currently, it has 13 stores in different parts of England. Nine of these stores situated in Greater London. Business is related to changes with performance, which is macro and microclimate (Baker 2012). Lead a macro-environmental analysis is one of the methods through which companies can achieve knowledge of the external business climate.

PESTLE Model
The analysis of the fashion business environment for Uniqlo in the United Kingdom (UK) using the PESTLE model.

Political environment
The performance of the retail sector is closely related to political changes and structure of business built in different ways. Some of this process relates to political stability and policies on land-use planning systems. The UK is one of the politically stable countries in Europe.
The UK is identified by a relatively low degree of political risk; for this reason, the UK became an excellent opportunity for many different investors. Last five years appear risk factors Brexit and Pandemic of Covid19 from 2019. Effect of Brexit and COVID 19 hurts the business and that is a global risk currently.

Economic environment 
Uniqlo’s management team should be flexible for many performances related to economic changes. The global fashion industry has sustained a stunning transit period in the last ten years. Some of the changes have been relating to the economic time. The 2008 to 2010 global economic recession affect the Euro Zone sovereign debt crisis has made consumers skeptical about the future (Nichols 2010).  From 2015 with the Brexit management of Uniqlo continued to reopen new stores in the UK, but warns with Brexit no deals, also sales declined . In the present time with the spread of COVID 19 profit of Uniqlo drop with 50 percent. Uniqlo bargain throughout quarterly cut down 36 percent and operating profit fall 74 percent, with losses in all critical international regions too. Flexible strategy of management in July 2020 profit of Uniqlo rise because of demand for clothes stay- at home.

Social environemnt
In last year's apparel tendency of changes issue in the sociological environment.  Most of these changes relate to style taste and preferences. The changes in consumers’ taste and preferences are motivated by lifestyle considerations, which are fueled by growth in the consumers' beliefs and attitude. Fombrun (2008) currently, branded products are more marketable as compared to non-branded products. The fashion industry in the UK has experienced a remarkable change regarding the consumers’ tastes and preferences. The customers’ requirements relate to both the service provided and the product purchased. The flexible strategy of Uniqlo successful answered of the needs in customers with the motto of low price and high quality.

Technological environment
Technology plays a vital role for fashion retailers allow promoting garments, did shopping, use for advertising. Technological changes in the UK about data connection technology made changes in the business market. Develop of the broadband technology and modification between retailers and customers’ communications. (Thompson, 2012). Fast Retailer companies are increasingly appropriate social networks (such as Tout, Flickr, YouTube, Google +, and Facebook) in marketing. Technologies essential impact and affect the efficiency with which Uniqlo communicates with its prevailing and potential customers.

Legal environment
The UK government launch successful legal structures to stimulate the country’s economic growth through entrepreneurship. For example, the government has been creating several special economic zones to stimulate economic growth across the country. Investors in the set economic zones are offer tax holidays. Moreover, the UK government has structured comprehensive intellectual property laws to protect innovation.  Investors feel safe their invention to counterfeit products. The government also implemented rules that aim to curb unfair business competition. Thus, both local and foreign investors are protected. In the present time after lockdown companies with small and middle-range reopen again, but the business is going slowly. Government start initiative al of coffee bar and restaurants to stimulate consumers to pay half price three days every week. In that situation, it will be helpful for a business to rise. 

The threat of new entrants explains how new market participant urge threats to the existing market participant. If the industry has high profit and fences to launch into the industry will be low, it's more attractive for more competitors. Launching a business in the retail industry is considered reliable capital and fundamental resource investment. This potency also drops the strength if product contrast is high and customers’ location significant experience. Uniqlo appears in the low threat of new entrants, the existing regulatory structure force particular challenges to the new companies interested to enter in the market. In this case, the new company would require to manage precise, time-consuming some requirements, which may demoralize some of the participants from entering the market.

In order to get ahead with potential new competitors Uniqlo should invest in research and improve the scheme, get essential customer data and implement innovative and new products. The advantage of substitution of products combines competition for Uniqlo and another participant. Quality substitution threat indicates that customers can use different products or services from other industries and response to their expectations. High rivalry specify Uniqlo profile robust demand from the rival companies, which can restrict each other’s increase prospective. Advantages in such industries are low companies appropriate combative targeting and pricing strategies against each other. The company could well define the expectations of its customers to strengthen the differentiation basis. It should increase switching costs to establish customer relationships. 

High supplier agreement power can growth competition in the industry and lower the profit and improve the potential for UNIQLO Similarly; weak supplier power can make the sector more attractive due to high gain and power potential. Uniqlo should be made a strong position through suppliers by reducing the dominance of some suppliers. Improve contractual relationships with suppliers from different locations.  UNIQLO can find ways to manufacture for the product. Consider cost-benefit analysis. Bargaining capacity of buyers specifies demand that customers apply on the company to produce high-quality products at actual prices with best customer service. Powerful deal low profitability and create a more competitive industry. When buyer potency is weak, the industry it less competitive and grow the opportunities. Uniqlo can be promoting new products, targeting new market segments and appropriate the effect of different strategies. Marketing and promotional strategies can also be helpful in this regard. Building loyalty and innovation excellent customer experience can increase the switching costs, which will decrease their bargaining power. Uniqlo can assume these strategies to make stronger. 

SWOT analysis
Several industry tendency and chances can be analyzed.  First, the industry involvement uncertain fashion proceeds from the high price of product innovation and development. The capacity of substation products has increased incredible, which is a significant threat of Uniqlo. The intensity of competition in the industry has grown notably over the past ten years. Below is a summary of the Uniqlo's’ strengths, weaknesses, opportunities, and threats.

Strengths

High-quality: the company supply customers with high-quality garments a lower price compared to competitors. Some textile you includes Merino wool, cashmere, and Supima cotton.
Successful supply: the company procures organic matter from prestigious and stable suppliers. The company can procure high-quality material from fabric at a low adorable cost, therefore relocate the benefit to consumers by setting cost-effective.
Innovative: Uniqlo apprised of the significance of improving enough competitive dominance. Accordingly, it has been merged originality and inspiration as some of the principles by finance in research and progress. Globalization of the company has successfully penetrated many markets in different countries and growing the potential of its sales.
Weaknesses

Branding: Mainly of clothes offered by Uniqlo are simple. Negligence to the brand has obstructed the Uniqlo's ability to engage the UK consumers.
Online marketing: the company has not entirely enterprise online marketing. Some of the garments are not available online.
Threats

Competition: The company combat in global and local industry participant already settled in the UK clothing market. A potent competitor can vitalize brand switching.
Manufacture sector: a remarkable segment of the company products is manufactured in China and then export to the UK. This position presents a significant threat to Uniqlo's extension. For example,   political issues between the UK and China may affect company operations.

Opportunities

Emerging market trends: the company must be awake of the fashion tendency of the garments and retail market. This move will enable the company to describe profitable market trends.
Brand recognition and vision: Uniqlo must invest in the brand vision and brand image and improve strategy.
Emerging technologies: Uniqlo should consider exploiting the prevailing innovations about information technology.
The brand increase with more than 1300 stores worldwide across 15 countries, in just 20 years. In Asia, it is the biggest chain with close to 800 stores. The brand speaks of Japanese culture of quality and simplicity. Uniqlo is a brand with well-designed garments apparel, and Uniqlo moto is to make life better for its consumers.
Segmentation :
Under geographic segmentation, it targets the urban and suburban population. Under demographic segmentation, it targets all the age categories, male and female—people with low and middle income mostly.  Under psychographic segmentation, targets the social class who are working class and upper-middle class.
Target :
The primary target market Uniqlo is the male and female adults that are ranging from the age 18 to 40 and are looking for budget-friendly and high-quality clothing.
It targets the people who are looking for stylish clothes which are sportswear and relaxed. The excellent quality and cost-effective indicate the superb value for consumers.
Position
Uniqlo has positioned itself as a Japanese fashion company and aims to inspire people to occasional clothing. The brand made a garment "made for all" positioning strategy and is a brand that occasionally sells that is necessary, simple and provides consumers to find many individualistic styles. People consider good quality, fashion and cost-effective clothes.
Mission: “Unlocking the Power of Clothing”. Well defined products, supply chain, employees, stores and communities, we will change the world for the better through our business.
Vision: OUR VISION. Our idea is courageous; to become the number one clothes retailer in the world. We believe that this dream become true, offering the best customer experience on the high street. 
Tagline: Simple and quality
Sustainability 
Uniqlo has been starting an initiative called "All-Product Recycling initiative" where the customers are motivated to recycle the used clothing and use them for textile material. The establishment of the campaign that says" give your clothes a new life", the brand is reducing the environmental effect of its operation. It also promised to avoid using all the dangerous chemicals by 2019. 
Minimalism :
The brand strives to made clothing minimalistic styles. Uniqlo encourages customers to express their emotion tough their clothing.
Brand strategy:
Uniqlo well-defined performance of the brand with the accent of design and innovation of the clothing.  Uniqlo combat competitors with its signature innovations like Lifewear, Heatech, AIRism, etc.
Marketing Mix analyses of Uniqlo brand/company 4Ps (Product, Price, Place, Promotion) and describe the Uniqlo marketing strategy. Like 2020, there are several marketing strategies like product/service innovation, marketing investment, invest in e-commerce and social media, customer experience etc. For developing the company.Uniqlo Product Strategy:
The product strategy and mix in Uniqlo marketing strategy can explain as follows:
Uniqlo is a fashion brand for clothing, which has a strong presence in the high-quality sportswear clothing market. Uniqlo has an extend of products collection in its marketing mix and cover from 18 to 60 year of generation as well genders. 

Pricing Strategy:
Below is the pricing strategy in Uniqlo’s marketing:
Uniqlo is a product, and prices range from 20 to 100 pounds.  The quality of the products is high level and attract customers. The primary pricing strategy in its marketing mix is to conclude with its competitors and boost an unmistakable presence.  Uniqlo also provides free shipping on all orders. 
Uniqlo Place and Distribution Strategy:
Following is the distribution strategy of Uniqlo:
Uniqlo sells through it’s mostly stores all over the world. Present time Uniqlo improve website and connection through social media. The company currently operates 1920 stores across the globe. Some of the countries of operation are Australia, Canada, China, France, Germany, Hong Kong, Macau, Indonesia, Japan, Korea, Malaysia, Philippines, Russia, Singapore, Spain, Taiwan, Thailand, UK and others. Uniqlo has an Inventory team who are managing and control the store's stocks.  At the end of the season, they have a meeting with the Marketing department and make any inventory clearance sales necessary with promotional pricing.
Promotion & Advertising Strategy:
The promotional and advertising strategy in the Uniqlo marketing strategy is as follows; Creation team of Uniqlo analyze the customer purchase data, which helps to measure the consumer's preference and design promotional content accordingly. Online sales increase: 10 of 20 sales is online provides the team. 
ANSOFF MATRIX
Market Penetration
Global brand campaigns: 2016 Uniqlo and first global brand campaign titled "The Science of Life Wear".
Market Development Strategy
 Uniqlo starts to establish communications to extend the brand’s image and made a strong relationship with consumers.  Uniqlo currently has 6 Global Ambassadors:
· Japanese international snowboarder Ayumu Hirano
· Swiss professional tennis champion Roger Federer
· Japanese global tennis medalist Kei Nishikori
· Japanese international wheelchair tennis champion Shingo Kunieda
· Scottish international wheelchair tennis champion Gordon Reid
· Australian world-class pro golfer Adam Scott
Product Development Strategy
Manufacture of raw materials obligatory with concern for animal welfare, the environment, and cotton farmers, Fast Retailing strives to produce clothing which is sustainable even after they are no longer worn 
Diversification Strategy
Differentiation through innovation: It has not been all plain sailing for Uniqlo. Its biggest dilemma is probably brand differentiation as it tries to be "everything for everyone" – a known brand strategy mistake. However, Uniqlo has managed to take the focus off the ubiquity of its products by emphasizing its innovations in the fabrics. Although Uniqlo has already made a name for itself in the industry for its innovative materials, it needs to treat itself as its biggest competitor and continually think of ways to outdo itself. Innovation is, therefore, a critical factor that will strongly influence the future of the Uniqlo brand. 
Conclusion
To conclude, Uniqlo brand follows concerning the Japanese philosophy for only and essential life, and this sentence affects the brand's marketing, communications, and operations. How Uniqlo has lead from a single inherited men's tailoring shop from Tokyo into a global casual wear giant and one of the unique brands from Japan and Asia today. Under Tadashi Yanai's effective and visionary leadership, Uniqlo's parent company Fast Retailing targets to hit USD 28 billions of sales by 2020.                         
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