[bookmark: _Hlk59185932][bookmark: _Toc343429583][image: Description: :::::::Desktop:In progress desktop:TRINITY SAINT DAVID:logo:TSD_logo2010.jpg]
	

BMMB7012

Marketing Management

Davina Evans 

Planning for innovative customer service

Shiqi Li

2006485




Table of contents

1. Executive summary	3
2. Introduction	3
3. Main Research and Analysis	4
3.1 Information from the Presentation	4
3.2 the Marketing Objectives	5
3.3 the Marketing Strategy	7
3.4 Marketing Tactics--Innovative Customer Care Programme	10
4. Recommendations	15
4.1 Resources required	15
4.2 Monitor the performance	16
5. References	16
6. Appendix	22
6.1 Organization Summary	22
6.2 environmental analysis	24

[bookmark: _Toc74527633]

1. Executive summary
The research purpose of this marketing plan is to propose an innovative customer care plan for Uniqlo, to improve customer experience through a series of value creation activities or services, and finally to make Uniqlo enhance its sustainability and expand its popularity under the background of covid-19. The plan puts forward marketing objectives, strategies, tactics and control methods by using SWOT, 4 c and 7 Ps framework. The plan puts forward three marketing plans: Brand Extension, Experiential Marketing Strategy and Social Media Marketing Strategy, and each of which puts forward corresponding specific tactics. Finally, it puts forward the resources needed by the marketing plan and the methods of monitoring performance.

[bookmark: _Toc74527634]2. Introduction
[bookmark: _Hlk74436086]Under the influence of COVID-19, great changes have taken place in consumer behavior, and customer experience has gradually become the key to the rebirth of the retail fashion industry (Francesca, N., 2021). Moreover, with the gradual acceleration of industry digitalization, enterprises need to develop more attractive and pleasant social experiences (Philippe, A., 2021). In view of this, this report puts forward a marketing plan for Uniqlo, embeds new products and services in existing products and markets, and puts forward a differentiated way of customer experience. The plan will use swot, 4C, 7Ps, TOWS and Ansoff matrix to propose three marketing strategies and specific tactics. Finally, relevant control suggestions are given.
[bookmark: _Toc74527635]3. Main Research and Analysis
Based on the Group Presentation, this study develops a new innovative customer care plan for Uniqlo, embeds new products and services in the existing marketing process, and proposes a series of value-creating activities and experiences to enhance the customer journey.

[bookmark: _Toc74527636]3.1 Information from the Presentation
Presentation carried out by Pestle and Porter's five forces analysis on the marketing environment of Uniqlo. This section will use SWOT analysis to summarize the marketing environment that Uniqlo is facing.
	Strengths
	Weaknesses

	· Uniqlo has a strong R&D and design department dedicated to product innovation, such as HeatTech (YABAI, 2017)
· Low Price and High Quality (Mayu, S., 2019)
· The market is huge (Marc, B., 2021)
· The 	Vertical Integration Strategy enables companies to control costs and improve efficiency (Mitali, S., 2021).
	· Low customer loyalty. Uniqlo's sales volume is based on low price, and if the price is raised, customers will be lost (Tara, D., 2016).
· Its products are mainly popular in Asia, and cannot be penetrated into other regions (The Economist, 2016).
· Compared with competitors, Uniqlo's product portfolio and product turnover rate are lower (Melissa, P., 2021).

	Opportunities
	Threats

	· With the development of internet technology, Uniqlo develops e-commerce and new products (Minao, 2007).
· Cooperate with global designers to create products with unique styles (Pamela, N. D., 2021).
	· The economic crisis in 2008 reduced people purchasing power (Mariko, 2009).
· COVID-19 greatly reduced the income and profit of overseas markets, but the sales of e-commerce expanded (Kalogiannidis, S. and Chatzitheodoridis, F. 2021).



The main results are as follows:
· The turbulent international political environment makes Uniqlo subject to the commercial and financial policies of different countries; The 2008 economic crisis and COVID-19 brought a crisis to Uniqlo's management.
· Faced with the disadvantages of low customer loyalty, small product portfolio and difficulty in breaking into other regions. This plan used the SO strategy in the TOWS matrix to maximize the opportunity by taking advantage of the potential advantages, SO as to propose a new marketing plan and improve the customer experience.
[bookmark: _Toc74527637]3.2 the Marketing Objectives
[bookmark: _Hlk74483632]Ansoff matrix is a research method applied to product and market analysis, which can help leaders to choose strategic models more scientifically (Yin, 2016). Given the threat of COVID-19 and the intense competition in the market, the importance of customer experience is growing. In order to meet the growing expectations of customers, Uniqlo must focus on introducing customer experience more in line with expectations and solving products and services in the customers journey (Philippe, A., 2021). Therefore, Uniqlo should choose Product Development strategy, and constantly proposing innovative products and differentiated services on the basis of existing products and services. At the same time, create more opportunities to constantly understand Uniqlo's changing customer needs and ultimately improve its market position.
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Therefore, the marketing plan of Uniqlo is is to optimize the customer experience. The objectives of the marketing plan are as follows:

· In 2022, Uniqlo will cooperate with designers from all over the world to launch more than 20 co-branded collections and expand the number of product portfolios. Co-branded sales exceed 30% of total sales.
· Furnishing brand will be launched in 2022.
· Increase customer satisfaction by 30% in 2022.
· Launching 3ways to improve the in-store shopping experience for customers in 2022.
· Launching 3 ways to improve customers' online shopping experience in 2022.

[bookmark: _Toc74527638]3.3 the Marketing Strategy
[bookmark: _Hlk74483655][bookmark: _Hlk74483667]Marketing Strategy guides the company to formulate strategies from the perspective of evaluating consumer needs and the company's competitive potential (Wind, 2014). However, the most important thing for companies to emphasize the importance of customer service under the influence of COVID-19 is innovative marketing strategies. Customers are always the co-creators of value (Grönroos and Ravald, 2011). Therefore, in order to implement the marketing strategy, a series of value-creating activities and services have been launched.

3.3.1 Brand Extension
[bookmark: _Hlk74486651]Brand extension refers to the establishment of existing trademarks or brand names on new categories of products, so as to gain consumers more easily (Aaker, 1993). Compared with its competitors Zara and H&M, Uniqlo has not done enough to extend its product category (Melissa, P., 2021). This is also one of the main reasons why it is difficult for Uniqlo to enter the European and American markets. The product category is limited to clothing, which is the preferred style of Asians. Therefore, it launched new products to increase the product category, and added more product portfolios to enter the European and American markets. For example, on the basis of existing brands, young people in Europe and America are the main customers, and more European and American IP are co-branded, so as to enter the European and American markets. This is a marketing strategy aiming at the first and second marketing objectives, aiming at extending the brand and winning more consumers.

3.3.2 Experiential Marketing Strategy
[bookmark: _Hlk74486700]With the diversification of consumer demand and consumer behavior, traditional retail stores have been unable to meet consumers' requirements for a good shopping experience (Tan and He, 2019). More importantly, under the influence of COVID-19, the rapid development of online channels of many clothing retailers has greatly affected the sales of their physical stores (Connie, W., 2020). Therefore, how to use customer service has become the key to the revitalization of physical stores today (Francesca, N., 2021). Therefore, Uniqlo should launch more innovative consumption scenarios based on user experience. On the basis of the original experiential marketing, by using more intelligent and digital tools, such as Autonomous delivery robots and store assistants, RFID tags and Cashierless stores, to provide customers with a more relaxed and happy shopping scene, so as to improve consumer satisfaction and loyalty. Therefore, experiential marketing can help consumers establish emotional connection with Uniqlo, improve consumer experience, and indirectly enhance consumers' shopping desire. Experiential marketing is a strategy proposed for the third and fourth marketing goals, which aims to innovate the shopping journey of consumers.

3.3.3 Social Media Marketing Strategy
[bookmark: _Hlk74486727][bookmark: _Hlk74486749]Social media can connect with consumers in a more interactive and personalized way and become an important means for enterprises to improve brand awareness (Du Plessis, 2017). However, Social Media Marketing of Uniqlo is not good enough and it lacks interaction with brands and consumers. Uniqlo can get inspiration from Nike's social media and digital stories, and it attract target audiences through social media (FashionUnited, 2015). It is not enough to set up an account on Insgram as a social media content community. Instead of simply informing customers of new products or promotional activities, they communicate with customers and establish beneficial contacts (Hillebrand, S., 2014, p. 15). In addition, consumers' interest in the brand can be improved without barriers  (Liu and Huang, 2015). It should be noted that social media is used in different countries. For example, people in Europe and North America tend to use Twitter, Chinese tend to use Weibo, and Russians tend to use VKontakte (Nico, P., 2018). Social media marketing strategy is a marketing Strategy based on the third and fifth marketing objectives, which aims to establish contact with consumers on the Internet and improve consumer experience and brand awareness.

[bookmark: _Toc74527639]3.4 Marketing Tactics--Innovative Customer Care Programme
Marketing Tactics are specific Marketing activities implemented by an enterprise to achieve Marketing goals (Dominick, S., 2020). This section will use the 7Ps and 4Cs to analyze how Uniqlo will implement specific tactics.

3.4.1 The Tactics of Brand Extension
[bookmark: _Hlk74486666][bookmark: _Hlk74486678]Through the application of the 7Ps theory, we can find that Uniqlo's product category is limited to clothing. Uniqlo benefits from differentiation, but it seriously affects the product portfolio. First of all, Uniqlo can launch an extended brand of furnishing, such as table lamps, towels and bath products. Mainly to create minimalist household items, in the market reflects the alienation of business trip. Secondly, Uniqlo can launch styling services to help people personalize their styling. By developing an APP, the style suggestions of senior stylists and artificial intelligence are integrated in this APP. On the APP, you can not only match Japanese minimalist suits according to the stylist's opinions, but also match clothes according to the needs of consumers and the requirements of the scene. For example, stylists or AI will give opinions on "the matching suitable for an interview". Thirdly, Uniqlo will continue to cooperate with influential top figures and launch co-branded products based on existing products. You can not only get repeated purchases from consumers in your field, but also get first-time purchases from fans of top marketers, so that you can easily expand your customer base. Because co-branding helps the information of a single product to enter people's brains more easily to ensure that the new product is memorable (Al and Laura, 2001). This not only reduces the risk when the new product enters the market, but also reduces the advertising and circulation costs when the new product is introduced to the market. The most important thing is to immediately attract consumers' attention to the company's marketing activities (Yu and Ji-Hun, 2010). Finally, when a customer comes to a physical store, according to the customer's neural response when watching the video, the customization algorithm can customize a T-shirt for the customer to match their mood at that moment, which can not only increase customer engagement, but also improve the customer experience. Co-creation by customers is to develop personalized products together with customers, and customers put forward their own design requirements, such as product category, color, material, size, style and other more specific information, and design personalized Uniqlo fashion according to the requirements.

3.4.2 The Tactics of Experiential Marketing Strategy
Through the application of the 4C Theory (Lauterborn, R., 1990), it can be proved that satisfying consumers' needs, reducing customer 'costs, realizing customers' shopping convenience through artificial intelligence and communicating with customer based on big data are the ways to improve consumer' experience. However, in the context of COVID-19, more and more businesses are attracting consumers to buy products by creating a shopping process that consumers enjoy. And how to create a convenient and comfortable experiential shopping environment for consumers has become the focus of enterprises. In recent years, the retail market has introduced the concept of Phygital, which refers to the combination of physical experience and virtual technology. Digital technology enriches physical channels and ultimately makes the shopping experience in physical stores more humane and personalized (Cristina, S., 2020). It is embodied in the following aspects:
First of all, Uniqlo can use RFID technology to mark products and inventory, realize the goal of automatically tracking inventory level and optimizing inventory management, and accelerate inventory turnover, which also indirectly reduces customer costs. At the same time, RFID technology can completely reduce the time of queuing for checkout. As long as the goods are put into the shopping cart, they can go out directly, because when they go out, the goods have been automatically scanned and automatically deducted from the customer's account (Garima, 2020; Comparesoft, 2021). Satisfy consumers' demand for shopping convenience, and provide consumers with the shopping experience of physical stores in the least time. Secondly, Uniqlo can use Autonomous delivery robots and store assistants. They can guide consumers to find the products they want in the store by navigation, thus providing consumers with a unique and convenient experience to attract consumers into the store (Ben Forgan, 2020).
It is very effective to focus on experiential marketing using digital technology to improve the shopping experience in physical stores, but it should be noted that although Uniqlo's target customers are young people aged 16-28. But it will inevitably have elderly customers, who may not be good at using electronic devices, which will be detrimental to their shopping journey. Uniqlo needs to consider this point, and employees should come forward and ask if they need help.

3.4.3 The Tactics of Social Media Marketing Strategy
According to the 4P theory, we know that Uniqlo's current Promotion includes publishing corporate information on Weibo, Facebook, Twitter and other social software (Nico, P., 2018). But this is not enough. Brands need to form their own brand community, and attract people to join the brand community with eye-catching content and start discussions (Pillai, 2020，p.41). When consumers see the content published by the brand, they will choose to like, share or comment on it, which is a form of electronic word-of-mouth (eWOM) (Pillai, 2020). eWOM is formed by consumers through communication, sharing, uploading pictures, videos or other information in the community. eWOM represents brand awareness to some extent, while the accumulation of eWOM can expand the scope of influence of a brand (Muntinga, Moorman and Smit, 2011). Brands plays the role as thought leader, because non-emotional information around brand is spread in social media marketing community. All kinds of interactions of consumers in the community can be seen by everyone, including the target groups of Uniqlo. At the same time, advocates of social media marketing strategy can also interact with consumers, so as to enhance their activity in the community. Community, as a network platform, is an ideal platform for enterprises to share brand stories and transmit brand values, so as to make consumers more familiar with the brand and establish emotional connections (Brieger 2013, p.6). Uniqlo can also create a more personalized digital word of mouth by responding to the questions or needs of its target users. Similarly, platform users can co-create a story to strengthen their goodwill towards the brand (Johnston, M.R., 2017). What consumers are really interested in is more personalized community information, because consumers are attracted to interest. Therefore, the target customers can be found more accurately through the promotion of big data. The emotional connection established by interests is likely to make the target users purchase for the first time or re-purchase (Zhou et al., 2012). At the same time, to generate as many electronic word of mouth as possible is simply to interact with customers as much as possible, because this is not only to build trust, but also to achieve the greatest influence (Muntinga, Moorman and Smit, 2011).

[bookmark: _Toc74527640]4. Recommendations
According to the marketing strategy, this paper puts forward the following suggestions:

[bookmark: _Toc74527641]4.1 Resources required
Uniqlo needs the following resources to ensure the smooth implementation of the marketing plan:

Human resources: senior marketing personnel are fully responsible for the implementation of solicitation marketing strategy; Designers design new furniture products; Software developers are responsible for the development and maintenance of modeling apps; Senior stylists serve the modeling APP; Technicians maintain the whole process of experiential marketing.

Technical resources: AI technology, RFID technology, cloud computing and other technologies will be applied to experiential marketing strategy. Technology is the basis of experiential marketing, and experiential marketing is the focus of resources needed for marketing plans.

Funds: The marketing plan needs enough funds to purchase technology, robots, product development, personnel recruitment and brand maintenance.
Knowledge resources: the implementation of the overall plan of operational knowledge guarantee; Algorithm knowledge is the focus of experiential marketing.
[bookmark: _Toc74527642]4.2 Monitor the performance
Annual plan control
The annual control plan is to ensure the realization of sales and profit targets in the marketing plan. Collect the actual sales of Uniqlo pity brand. Comparing it with the marketing goal can guide Uniqlo to achieve this goal. Uniqlo can calculate customer satisfaction through the feedback of customer satisfaction survey this year.

Profitability control
Uniqlo monitors the profitability of the marketing plan through the analysis of marketing profitability and judges whether the plan needs to be adjusted.

Efficiency control
If the profitability analysis shows that the profit of the marketing plan is low, we can analyze the problems from the aspects of monitoring the sales staff efficiency, advertising efficiency, promotion efficiency and distribution efficiency, and find out the problems, so that the marketing plan can be effectively implemented.
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[bookmark: _Toc74527645]6.1 Organization Summary
Uniqlo, a famous leisure brand in Japan, was founded in 1984 and is a wholly-owned subsidiary of Fast Retailing Company of Japan. As of February, 2021, there are 2,280 stores in the world. UNIQLO's full name is UNIQUE CLOTHING WAREHOUSE, and its inherent meaning means that by abandoning the warehouse-type shops with unnecessary decoration, it adopts supermarket-type self-service shopping mode to provide the goods that customers want at reasonable and credible prices. Persist in providing modern, simple, natural, high-quality and easy-to-match products to consumers all over the world. The idea of "wildness" advocated by the world is well known (Wikipedia, 2021). Uniqlo ranked 168th among the top 500 in the world in 2018 (World Brand Laboratory, 2018), but due to Covid-19, Uniqlo's annual revenue in 2020 decreased by 12.3% year-on-year, and its operating profit decreased by 42% year-on-year (Fast Retailing, 2021).


[bookmark: _Toc74527646]6.2 environmental analysis
[image: ]
 2 / 2

image3.jpeg
PESTEL Analysis
PESTLE et mpast

Social: 1. Population structure: birth rates and aging  Adapt its product offering
population

2. Social duty: donated money, masks, and Improve the goodwill and publicity
infrared thermometers to local medical

institutions and to partner factories and

business partners in China during COVID-19

Technological: + Global access to the Internet Make online shopping more convenient and
* Wide application of mobile phones distribution and logistics faster
« Other technological advances

Legal: More laws and regulations on e-commerce Invest more in customers’ data protection and
information security [9]
Environmental: Increased awareness of environmental Fulfill the corporate philosophy of “creating a better
protection and sustainable development world through clothes”

PESTEL Analysis

to describe the framework in which Uniqlo operates in terms of the political. economic. social. technological.
legal and environmental factors. [4]

Political: 1. The internationalization— 2252 stores in Be subject to various commercial and fiscal policies
25 countries in different markets

2. Trade protectionism policy upheld by Intensify uncertainty
Trump’s administration from 2017 to 2020

Economic: 1. Economic recession since 2008 Affect people’s purchasing capacity

2. The impact of COVID-19 * Revenue and profit decreased sharply in all
overseas markets
* E-commerce sales expanded: ¥313.7 billion,
accounting for approximately 15% of total sales

3. Economic recovery in Greater China Generate the greatest growth
(Mainland China, Hongkong and Taiwan)
and South Asia

Porter's Five Forces Analysis

New Entrants:
moderate
+ high R&D costs and difficult to provide
differentiated products and customer
services;
 the existing mature channel network.

s“"""mm" Competitive Rivalry: B“V"'r‘:g?‘”""
* Many suppliers that provide D + Insufficient product

+ The industry continues to grow positively;

ealdaldizedipoducts + Competitors are occupying a large market diffetentiation’
+ Long-term friendly cooperative shar: Pying 8 * The target customers are

relations. sensitive to price.

Substitution:
high
* Demands for products of other categories
in different scenarios;
* The lower conversion cost.




image1.jpeg
PRIFYSGOL CYMRU ———
S Y Drindod Dewi Sant
UNIVERSITY OF WALES

Trinity Saint David





image2.png
New Markets

Existing Markets

Market Development

Market Penetration

Existing Products

New Products




