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[bookmark: _Toc214183265]1.   Introduction 
Uniqlo is a Japanese company based on Fast Retailing Co. Ltd. is a world-known retailer in the apparel sector. It is due to its minimalist design, high-quality workmanship and practical clothing models such as Heattech and AIRism. Uniqlo is powerful in more than 25 countries with its strategic philosophy based on the idea of the so-called LifeWear, simple and high-quality clothes that are sold to fulfil the needs of daily life (Martin Roll, 2021). Nigeria is an attractive emerging market in Sub-Saharan Africa, as the company tries to expand further into the international market, owing to the presence of a huge young domestic market, increasing middle-income, and urbanisation dynamics. Nevertheless, penetrating the Nigerian market is also fraught with infrastructural breaks, varying exchange rates, and culture. This consultancy report determines the advantages and difficulties of international operation of Uniqlo, the contribution of Ownership, Location and Internalisation (OLI) factors in entering the market and the cultural dimensions which are likely to influence the entry strategy and long-term success of Uniqlo in Nigeria.
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Figure 1: UNIQLO presence in Japan
(Source: Martin Roll, 2021)
[bookmark: _Toc214183266]2.   Benefits and challenges of international operations 
[bookmark: _Toc214183267]2.1 Uniqlo as a Multinational Corporation
Uniqlo can be classified as a Transnational Corporation or TNC because of its strong presence across the globe and its cross-border activities. It is under Fast Retailing Co.Ltd which has more than 2,400 outlets in the world including Asia, Europe and North America (Brégaint, 2025). Global efficiency and local responsiveness transnational organizational structure enables the firm to create a consistent brand image and flexible product lines and marketing orientations to the local market. The decentralised model of operation is also a transnational orientation since unlike the traditional multinationals with centralised decision-making, regional heads at Uniqlo are empowered to localise operations to meet the needs of the market. 
[bookmark: _Toc214183268]2.2 Global Value Chain of Uniqlo
The ability of Uniqlo to succeed in the international apparel market is based on the fact that the company has an extremely tight global value chain including research and development (R&D) sourcing, production, logistics, sales and financing. The Tokyo and Shanghai R&D centres of Uniqlo concentrate on fabric innovation and functional design (Mao, 2023). Efforts to work with material technology companies including Toray industries have resulted in exclusive fabrics. Those fabrics include Heattech and AIRism that make Uniqlo stand out among fast-fashion rivals. In comparison to vertically integrated competitors such as Zara, Uniqlo outsources manufacturing to strategic manufacturing partners who are located mostly in China, Vietnam, Bangladesh and Indonesia. This methodology is flexible, cost-controllable and scalable. The company has long-term relationships with around 70 core factories that are guaranteed with quality assurance and ethical standards by use of the Takumi system which involves sending Japanese experts in the textile industry to oversee standards in factories (Kumar and Majumdarr, 2022). 
Uniqlo also has an effective global logistics system that is technology-based. It has also partnered with Daifuku, a Japanese automation company in logistics to make processes in its warehouse smoother through the use of robotics and data analytics (FURUKAWA, 2022). This allows the company to handle in-time inventory and optimization of distribution of stocks across various countries. The firm utilizes the multichannel business model which has physical outlets and a growing e-commerce platform. In other markets such as China and the US, online sales form a large part of the overall revenue. The retail concept of Uniqlo focuses on store designs, simple layouts and service-oriented towards clients or consumers. Fast Retailing is listed on the Tokyo Stock Exchange which offers it a good financial foundation that supports Uniqlo to invest intensively in international markets. Now, Fast Retailing has already realized the strategic importance of global expansion as over 60% of its global revenue is attributed to Uniqlo International in FY2024 (Fast Retailing Annual Report, 2024). This value chain is well designed and gives Uniqlo operational efficiency, innovation capacity as well as flexibility which are major competitive advantages in international markets.   
[bookmark: _Toc214183269]2.3 Entry Modes used by Uniqlo in International Markets
Uniqlo has been flexible in its entry mode strategies and adjusted strategies depending on the host country conditions, size of the market and culture. 
Totally owned subsidiaries
Uniqlo has opened wholly owned subsidiaries in large developed markets such as the US, UK and Australia where they have complete control of their branding, pricing and store management. 
Joint Ventures
Uniqlo used joint ventures to launch in complex or emerging markets such as China and India so that risks would be shared and the company acquired local knowledge. As an example, in the time when the company entered China, it partnered with local companies to go through regulatory frameworks and consumer preference. 


Franchising and Licensing
Uniqlo commonly franchises in smaller or risky markets in Southeast Asia and Middle East so that brand presence can be realised with lower capital exposure.
The predominant mode of entry that Uniqlo has adopted is the wholly owned subsidiary model as the firm believes in the ability to exercise strict quality control and uniformity of the global brand. But in the case of Nigeria, a high potential but volatile emerging market, joint venture or strategic alliance can provide an entrance mode that is more balanced and reduces the risks, but it also allows the firm to enter the market. 
[bookmark: _Toc214183270]2.4 Benefits of International Operations
The internationalization of Uniqlo has a number of both tangible and strategic advantages. 
Diversification of Revenues and Growth
Having several markets to work in, Uniqlo minimizes the reliance on domestic (Japanese) demand which has not been increasing because of the decrease in population. Over the past years, the company has expanded due to the international market, specifically, the Asia-Pacific and Europe regions where sales abroad have outpaced domestic income since 2018.
Economies of Scale
Uniqlo is able to realize the economies of scale through global sourcing and production since the unit costs will be low, increasing the profitability. The cost advantages are further consolidated with centralised procurement and standard product design.
Innovation Diffusion
International business increases the sharing of knowledge and promulgation of innovations. The Japanese can use R&D on how to make their products more relevant to specific local areas or consumer trends in other markets.


Brand globalisation
Global business enhances the global brand equity of Uniqlo. The philosophy of ‘Made for All’ used by the firm attracts a wide range of consumers and makes the firm more of a lifestyle and compared to a traditional apparel retailer.
Risk Distribution
The company will be able to operate in different regions to insulate it against economic downturns or changes in policies that are country specific.
[bookmark: _Toc214183271]2.5 Challenges of International operations
Irrespective of its international success, Uniqlo has various acute challenges which will also apply to its prospective investment in Nigeria.
Cultural Adaptation
 Although Universal simplicity is encouraged by Uniqlo, fashion choices in different cultures differ greatly. As an example, the colourful fashion culture in Nigeria might not embrace its minimalistic style. This is due to the difficulty of the balance between brand identity and the local taste adaptation. 
Supply Chain Complexity
A global supply chain that is managed at a distance raises the risks of disruptions in logistics, geopolitical conflicts and variable prices of raw materials. The COVID-19 pandemic year was one of the events that revealed the weak points of the lean supply model developed by Uniqlo.
Regulatory Barriers
Every nation has different rules on the important tariffs, labour and compliance with sustainability. Expansion into Nigeria would involve navigating through trade regulations, time loss in the customs clearance and local requirement of content.
Ethical and sustainability pressures
With the rising concerns of consumer sustainability, Uniqlo is under the microscope in terms of environmental footprint and factory working environment. Although the company has implemented strategies such as the RE.UNIQLO recycling program, it is still very difficult to be transparent throughout the networks of suppliers. 
Economic and Currency Risks
In the emerging markets, profit margin can be undermined by the exchange rate volatility. An example is that the naira in Nigeria has had steep devaluations and this could make it difficult to price and forecast costs of imported clothes. 
Market Competition
Uniqlo finds themselves competing not only with international fast-fashion retailers such as H&M and Zara but also with local African fashion companies that will address the local tastes and preferences. It is through this strategic localisation that differentiation in such a diverse market landscape would be established.
Nigeria presents some prospects and challenges to the internationalisation of Uniqlo. It is the largest economy in Africa, and its population of over 220 million is now in an upward trend as its youth base, as well as its consumer base is interested in the trends in global fashion. Market accessibility upsurges due to the emergence of digital retailing and the use of social media. However, the growing urbanisation and availability of consumers to foreign brands in the country have signalled long term prospects of strategic entry of Uniqlo.
[bookmark: _Toc214183272]3. Impact of OLI Factors on Uniqlo’s Market Entry into Nigeria
John Dunning had proposed the electric paradigm that provides a comprehensive framework for analysing the determinants of a firm’s internationalisation decisions (Urfa et al., 2021). The framework is known as OLI framework that encompasses three interconnected dimensions such as Ownership, Location and Internationalisation. It collectively evaluates how and why a firm expands into the global market.
[bookmark: _Toc214183273]3.1 Ownership Advantages
This is the firm specific asset, which offers a competitive advantage in overseas markets, such as brand recognition, technological innovation, managerial experience and organisational culture. Uniqlo has a number of specific ownership strengths, which place it at the top to enter into the developing markets such as Nigeria.
Global Brand Identity and Strong Corporate Image
Uniqlo has established a robust global brand based on its own philosophy of LifeWear, which is basic, useful and low-cost daily wear (Ceccanti, 2023). It has acquired global recognition and credibility in new markets. The Japanese quality perception and accuracy of the brand will probably be intact to the expanding urban middle-income group in Nigeria that desires affordable fashion that is reliable.
Innovation and Product Differentiation
The research and development capacity that Uniqlo has such as the HEATTECH, AIRism and Ultra-Light Down provides it with a technological edge over the domestic rivals (Pham and Nguyen, 2021). Such innovations show proprietary knowledge and production processes for facilitating internalisation.
Operational Excellence and Supply Chain Management
The Takumi system implemented in the firm that incorporates Japanese production expertise in the foreign plants, guarantees quality and efficiency of its products across the borders. This is a movable asset that can be exported to new markets with low textile knowledge as in Nigeria. 
Financial Strength and Global Experience
 Uniqlo has strong financial capacity and experience in the global market as a member of the Fast-Retailing Group. The fact that the firm has successfully entered other emerging markets such as India, Vietnam and Indonesia proves that the firm is able to deal with the cross-border issues and adjust business models to local realities (Ali et al., 2025). 
These ownership benefits imply that Uniqlo can use an equity-based entry mode joint venture or a wholly owned subsidiary to enable it to retain brand control and effectively transfer proprietary knowledge. Nonetheless, the unpredictable Nigerian business environment would perhaps warrant some localisation of ownership to minimize the impact of the political and economic risk.
[bookmark: _Toc214183274]3.2 Location Advantages
Location benefits are those that are related to the country-specific features that render a host country appealing to foreign investment. Nigeria is a mix of both demographic potential and economic opportunity besides structural issues. Combined, it affects the decision of entry mode by Uniqlo.
[bookmark: _Toc214183275]3.2.1 Market Potential and Consumer Demographics
The potential consumers of the affordable and stylish clothes have a huge consumer base in Nigeria with an estimated population of more than 200 million people and a median age of 18 years (Eze et al., 2024). The growing urbanisation and digitalisation have resulted in the formation of fashion-conscious middle classes in such cities as Lagos, Abuja and Port Harcourt. This group fits the profile of the global target market of young professionals and interns of Uniqlo which is focused on comfort and affordability. The increasing users of social media platforms including Instagram and TikTok also justifies brand visibility and consumer engagement.
[bookmark: _Toc214183276]3.2.2 Economic and Business Environment
Although Nigeria has a diversified economy that is abundant in natural resources, it has challenges such as inflation, currency depreciation, bureaucratic inefficiency and others. However, its ranking as the largest economy in Africa with growing investment in digital infrastructure is favourable in the long-term retail development. The government has undertaken the Nigeria Industrial Revolution Plan to increase local manufacturing, showing the localisation strategy of Uniqlo (NGOZI, 2022).
The weaknesses facing the operations, however, include erratic electric supply, poor logistics links and expensive importation rates that can initially be an issue. In order to address these issues, Uniqlo may be able to work with local textile producers and distributors and minimise reliance on imports.
[bookmark: _Toc214183277]3.2.3 Cultural and Institutional Context
The tendency of the majority of culture to become expressive and colourful in fashion may appear completely at odds with the minimalist design philosophy of Uniqlo. Nevertheless, the fashion culture in Nigeria is not stagnant but a mixture of local and international trends. This provides prospects of co-created product lines with local fabrics or colour palettes and making the global and local relevant to each other. On the institutional level, the rising ease of doing business ranking and the involvement of Nigeria in the African Continent Free Trade Area (AfCFTA) expands the trading prospects in the region. Lagos as a commercial centre is able to provide access to a skilled labour force and infrastructure that is favourable to establishment of flagship stores (Chidi and Badejo, 2024). The location benefits would support Uniqlo by entering the country gradually by joint venture with an established local retail or logistics company
[bookmark: _Toc214183278]3.3 Internalisation Advantages
The benefits of internalisation give reasons as to why a company would rather internalise its operations as opposed to external partnerships such as licensing and franchising. In the case of Uniqlo, internalisation offers brand image, quality of products and efficiency in its operations. 
Control Over Quality and Brand Consistency
Internalisation enables the immediate control of product design, materials and service quality (Yaqub and Alsabban, 2023). Interestingly, in Nigeria where counterfeit products are common, internal control would facilitate protection of intellectual property of Uniqlo and stop brand delusion.


Protection of Proprietary Knowledge
Uniqlo has exclusive collaboration with Toray industries in terms of fabric innovation (PRAKASA, 2023). Licensing or outsourcing to the local companies may cause intellectual property damage. 
Economies of Scope and Coordination Efficiency 
Uniqlo can deploy its data-driven supply chain with the use of internalisation of logistics, RFID and inventory management (Studocu., 2023). This guarantees the quick replacement and responsiveness to consumer demand which is important in fast moving retails. 
Sustainability and Ethical Standards
Fast Retailing attributes importance to environmental and labour ethics. It is easier to enforce sustainability policies by internalising production and retail processes and do more compliance monitoring which is in line with the corporate social responsibility goals of Uniqlo. 
Hence, a hybrid entry strategy such as internalised brand management with locally acquired partnerships might be the most suitable for the value of control and flexibility.
[bookmark: _Toc214183279]3.4 Relation of OLI Factors and Entry Mode Implications
· Ownership benefits drive Uniqlo towards an equity-based entry as these resources generate the greatest benefits when held internally.
· In Nigeria, there is long-term potential in location benefits, but infrastructural and regulatory risks require shared risk dealing in joint ventures.
· The benefits of internalisation underscore the need to safeguard intellectual property and have a uniform brand delivery.
[bookmark: _Toc214183280]4. Critical Evaluation of Cultural Differences and Their Impact on Uniqlo’s Market Entry Strategy
The cultural differences are a decisive factor of entry and operational success of multi-national corporations. In the case of Uniqlo, a Japanese clothing retailer, the entry into Nigeria as a culturally diverse and socially expressive market has both peculiar challenges and opportunities. The exploration of the differences in the Japanese and Nigerian cultures using cultural dimensions frameworks developed by Hofstede and context theory by Hall assists in assessing the way these cultural dimensions can impact the entry strategy of Uniqlo and its probability to succeed.  
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Figure 2: Hofstede’s Cultural Dimensions
(Source: Google.com., 2025)
[bookmark: _Toc214183281]4.1 Cultural Comparison: Japan vs. Nigeria
Japan has a high uncertainty avoidance and long-term orientation score which implies that Japanese companies such as Uniqlo are highly structured, efficient and slow in their growth. On the other hand, Nigeria has low uncertainty avoidance but high short-term orientation because it tends to be flexible and expects short-term outcomes (Olowookere et al., 2021). The implication of this variation is that the entry model of Uniqlo is process-oriented and may not go well in an environment. Uniqlo might be required to localise its management activities such as fast decision-making and adapt to changes in consumer tastes in the dynamic fashion market in Nigeria.
On the collectivism scale, Japan has a collectivist orientation whereas Nigeria is very collectivist but in different ways by being part of the extended family and community. Peer influence and social validation are some elements that are commonly used by Nigerian consumers to make purchase decisions. Thus, Uniqlo requires changes to be made to meet the consumption behaviours of the Nigerian socially oriented population. Marketing strategies would use community story-telling and appealing visuals that would express the nature of Nigerian culture. 
Another cultural difference is the way of communication. Japanese culture of communication is indirect, subtle and is based on a mutual understanding whereas Nigerians use more expressive and emotional communication (Shen et al., 2024; Donohue et al., 2023). Such a discrepancy might impact the way Uniqlo expresses the brand and customer interaction. Japanese advertising is also characterised by the little text and lower tones that do not resonate with the Nigerian audience that likes vibrant, colourful, and energetic messages. Uniqlo has to use more active marketing stories that could work with the local influencers to promote the brand message. 
The other important factor is power distance. Japanese culture is hierarchical yet softened by respect and consensus, whereas Nigeria has even greater power distance with immense respect towards authority and social hierarchy. The management structure of Uniqlo in Nigeria can be influenced by this cultural aspect. The involvement of Nigerian managers to some of the key positions in operations and marketing may increase the level of legitimacy and morale of the employees.
The issue of religious and cultural diversity also contributes significantly to the consumption behaviour in Nigeria. The presence of Christianity, Islam and native traditions affects the way of dressing and the predispositions to modesty in Africa (Ayesu et al., 2025). The simplicity and versatility of the Uniqlo product line have the potential to gain traction with conservative consumers by culturally sensitive designs including longer sleeves or local material.
[bookmark: _Toc214183282]4.2 Impact on Market Entry Strategy
In a larger strategic scope, these cultural differences suggest that a uniform international strategy may not be efficient to operate in Nigeria. A globalisation strategy that involves the combination of global quality and local relevance would be essential instead. The comfort and functionality of LifeWear can be repositioned to the demands of Nigerian consumers. In addition, brand acceptance can be boosted through local associations and community participation. Nigerian consumers would appreciate authenticity and social responsibility, therefore, the global sustainability practices of Uniqlo can be localised to feature textile recycling or vocational training services empowering local craftsmen.
[bookmark: _Toc214183283]4.3 Implications for Success
Ultimately, culture is one of the elements that require strategic modification in the way Uniqlo enters the Japanese market. Through the expression of the minimalist Japanese design philosophy with the Nigerian expressive and community-oriented culture, adjustments in communication styles and integration of cultural sensitivity in product design and management practices, Uniqlo can reinforce its cultural fit and long-term capabilities of success in the Nigerian market.
[bookmark: _fxfcf0pv76ks][bookmark: _Toc214183284]5.  Discussion and Recommendation
[bookmark: _66dnjtu08h55][bookmark: _Toc214183285]5.1. Discussion
This paper will be discussing and exploring Uniqlo, a Japanese-based clothing brand venturing into the Nigerian market. The goal is to integrate the theoretical and field-based recommendations that can be used in the global retail system at Uniqlo. In addition, the analysis of principal strategic, operational, and contextual factors will be another important issue of this study. As of today, Uniqolo has become popular at the global level thanks to its life wear value and the concept of clothing as a supporting character and human beings as the actual main one (Yi et al. 2021). The company is targeting to sell premium products, and the product has been introduced 16 times within the base year. It has already penetrated new economies such as India, China, and Indonesia and that it is capable of fitting in this developing and challenging market. Nigeria is a continent with a population of over 200 million individuals, where the middle class and youth population are increasing, creating a good customer market on low-priced and stylish clothing.  Currently, Nigeria’s fashion market is worth more than ten billion naira, representing 0.47% of Nigeria’s GDP. Due to its rising demand, the Nigerian fashion market has become extremely competitive. The retail industry is expanding, more particularly in urban centers like Lagos and Abuja, where the level of income and availability of shopping malls are high (Orukpe et al. 2020). Nevertheless, the problems with infrastructure, unreliable electric power, and currency exchange rate remain threats to the international sellers.
Theoretically, the eclectic paradigm (OLI framework) by Dunning can be used to explain why Uniqlo can expand in Nigeria. The framework states three conditions, such as the company enjoys great ownership strengths, including brand reputation, an effective supply chain as well as advanced technology (Aberu et al. 2023). The Nigerian country has some potential location benefits, such as the availability of a large population of consumers and an increasing online shopping market. Because of the growing demand, local brands attract consumers through lower pricing and cultural adaptation. On the other hand, Uniqlo’s global reputation for quality and simplicity can help differentiate it. Cultural understanding is another vital factor, and this study also uses the cultural dimensions suggested by Hofstede. Hofstede defines culture as “the collective programming of the mind which distinguishes the members of one human group from another” (Gerlach et al. 2021). These fundamentals can be used to build an individualized customer service and relations with the community.
 Discussing the disadvantages, supply chain management is a critical problem at Uniqlo. The logistic infrastructure in Nigeria is still emerging and can have an impact on the performance of the product distribution. Uniqlo's global strategy of centralised production in Asia might be ineffective in Africa because of long shipping times and import tariffs. These challenges could be minimised by putting up a regional warehouse in West Africa or collaborating with local distributors. Partnership with online retailers like Jumia would also enable Uniqlo to attract online buyers and avoid geographical retail restrictions. The concepts of sustainability and social responsibility are emerging as major elements of international business strategy. Uniqlo has been encouraging recycling efforts and green material usage in the world market, and such efforts may lead to brand favourability in Nigeria.
[bookmark: _2n7u62w1iba9][bookmark: _Toc214183286]5.2. Recommendations
Based on the previous analysis of the Ownership, Location, and Internalisation (OLI) framework and Hofstede’s cultural dimensions, Uniqlo should modify its existing standard operating procedures or SOPs to properly link its global business philosophy with Nigeria's emerging market realities. There are 3 important recommendations that the company should consider that are given below. 
1. Localised Product Development and Cultural Adaptation SOP
Uniqlo’s existing SOPs emphasize uniformity and global brand consistency, therefore effective and successful market entry into Nigeria needs a better localization approach. In this context, Hofstede’s cultural framework highlights that Nigeria scores almost a high in collectivism and masculinity that means community identity, fashion expression, and status are culturally significant. Thus, the company should develop SOPs which adopt local customers' information into the product design as well as marketing decisions (Zilberman et al. 2022). This includes developing a Local Design and Trend Adaptation Committee (LDTAC) within its Nigerian operations to collaborate with the local designers and the cultural consultants. The committee will ensure colour palettes, fabric types, and designs show Nigerian climatic conditions and fashion preferences. For example, brighter colours, breathable cotton fabrics, and culturally resonant apparel including tunics and kaftans (Rautiainen, 2025). Along with that, marketing communication SOPs should be adapted to emphasize community engagement and aspirational messaging using the local celebrities, influencers, and cultural festivals to promote the LifeWear philosophy. This localization strategy will fulfill all the cultural gaps, promote consumer determination with the company and improve Uniqlo’s brand legitimacy in the Nigerian market.  
2. Supply Chain and Logistics Adaptation SOP
The second significant adjustment concerns Uniqlo’s SOPs in terms of the global supply chain operations that presently relies hugely on centralized Asian production hubs. Considering Nigeria’s infrastructural limitations, import delays, and currency instability, these processes should be modified to improve resilience of the supply chain (Offodile, 2024). Uniqlo should develop an Africa Regional Supply and Distribution SOP, with an emphasis on regionalisation and risk management. It can set up a West African logistics hub in Lagos or Accra to supervise imports, warehousing and distribution. In this manner, this regional centre can be operated through the cooperation of local distributors and logistics companies, resulting in the reduction of lead times and transportation costs. In addition, the SOP is supposed to be timely at-risk assessment concerning exchange rate instability and customs delays, entailing mitigating measures such as safety stock of supplies and shipment of multitransport modes.
3. Training SOP of Human Resource Management.
The international success of Uniqlo depends on cultural understanding and consistency in its operations. In this regard, both Hofstede dimensions confirm a relatively high-power distance in Nigeria and their collectivist orientation that presupposes the establishment of hierarchical yet relational management (Bugaje et al. 2023). Nevertheless, to establish a cross-cultural workforce adoption and training system, Uniqlo needs to re-align its HR SOPs. This SOP will entail training intercultural communication of managers of the Japanese expatriates as well as the Nigerian employees to enhance appreciation of collaboration and reduce cultural misunderstanding. It should entail local empowerment policies or enabling Nigerian managers to make market-specific decisions in the area of merchandising, marketing, and customer engagement. Here, performance appraisal system should be embraced to acknowledge team-based performances and community engagement that is associated with local collectivist values.
[bookmark: _Toc214183287]6.   Conclusion 
In conclusion, the opportunities and threats of the proposed entry of Uniqlo in Nigeria have both opportunities and threats that are susceptible to economic factors, cultural diversity, and institutional relationships. Uniqlo possesses good ownership advantages such as effective supply chain, brand name and innovation potential as a globally known fashion retailer and would be a success when optimally localised. Nevertheless, the variations in communication, social values and consumer preferences demand a strategic adaptation so that they are accepted by the market. The amalgamation of the OLI construct highlights the relevance of the matching of the ownership advantages with the locational potential of Nigeria and internalisation efficiency. The key to the success in this new market will be based on how Uniqlo will incorporate its minimalist Japanese identity with the Nigerian expressive and community-oriented culture. With culturally sensitive branding, building local collaboration and creating an inclusive management, Uniqlo will achieve a sustainable presence in the Nigerian fashion industry and reinforce its message of being Made for All in a uniquely African setting.
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