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As the preferences of consumers changes in a fast pace environment so does the adaption of fashion changes through the years. Fashion industry is a fast moving industry where companies are required to change their selection based on the preferences of consumers. The term of fast fashion is considered to describe as a clothing design that moves quickly from the catwalk to the stores in order to take advantage of the trends (Hayes. 2023). Ever since e-commerce, business have adapted the usage of internet to ensure that the company is able to reduce costs when it is associated with the purchasing, managing supplier relationships, streamlining the logistics and inventories (Zhenxiang & Lijie, 2011). UNIQLO is one of the many retailers that are well known to be a fast fashion as to their competitors such as ZARA, H&M and many more. UNIQLO is a retailing that was based in Japan by Tadashi Yanai and it is whole owned subsidiary of fast Retailing Co,. Ltd ever since November 2005. It was established on the year of 1984, where Ogori Shoji opened a unisex casual wear store in Fukuromachi, Naraku and named it under the name of “Unique Clothing Warehouse” (Mirza et al., 2020). Tadashi Yanai saw the potential that Japan’s casual wear market had and set a goal to evolve the family business strategy where they are buying fashion goods at a low cost (UNIQLO, 2021). Now the company holds a global brand with over 1000 stores across the world where they are focusing on quality and textile that has been unwavering since the company’s origin in the year 1949 (About UNIQLO).

[bookmark: _Toc129374866]Objectives
This research is to evaluate how UNIQLO’s competitive strategy on how it manages to stay as one of the biggest competitors on the fast retailing industry. The research covers parts that are stated below:
· The competitive strategy of UNIQLO where it evaluates on how does UNIQLO tackles their competition despite being in a very niche industry with many competitions surrounding them. 
· The evaluation of the competitive strategy by using the Porter’s Five Forces Analysis to evaluate certain aspects of the competitive strategy that is used by UNIQLO.
· The recommendations that will help UNIQLO to continue in becoming one of the most selected choices of consumers to ensure that they are able to become more sustainable in the market. 
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By evaluating the objectives, the research will be discussing in three parts where it will cover all three objectives regarding UNIQLO competitive strategy in the market as a strong business where it conquers the market. It evaluates on how UNIQLO have decided on how to tackle the market with their ability to become of the best choices for consumers with the competition of other big companies such as ZARA and H&M. 
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According to Hayes (2023), vertical integration is known to be a strategy where the company is to streamline their operation by taking the direct ownership of various of the stages on the production process by relying on their external suppliers. It is considered as a risky potential disadvantage due the significant initial capital investment for the company. As to UNIQLO, they manage all their operations in house from the production, planning and the designing to the manufacturing and the distribution facilities in order that they are always aware of the consumers needs and preferences are being meet (Shah, 2021). This has helped UNIQLO to replenish their stocks and improving their production in matters of weeks as to the purchasing fabric in bulk where it helps the company to reduce cost from the suppliers that ensure that they are able to sell their product in a much affordable price for the consumers to purchase. 
	According to Danziger (2022), UNIQLO have denied that they are not a fast fashion brand where it focuses on pumping out masses of clothing for a fast consumption only to be discarded the next season as the fashion style had changed, they focuses on the basic that would have a season less appeal. CEO Tadashi Yanai confirmed the claim by saying that “ they don’t chase trends, people are mistaken when they say UNIQLO is a fast fashion brand, We are not and we are about the clothing that are made for everyone (Lutz, 2012). The differences between UNIQLO and other fast fashion is that they focus on the quality over the quantity of the clothing that is simple to ensure that it is ranged in being devoid of patterns and logo (Blake, 2021). UNIQLO ensures that their retailing maintains the strategic advantage that they have from other retailers such as their biggest competitor which is ZARA and H&M. They make sure that their prices are low as to make their clothing more affordable than their two other competitors. 

	Another main competitive strategy where had put UNIQLO as one of the most competitive brands in the industry is their collaborations that has become of the biggest success to the company. UNIQLO trump card that has gotten many people change their preferences in clothing choices especially during the pandemic as they had offered easy to wear clothes. When UNIQLO had introduce their UT collection many consumers was interested in the idea of purchasing affordable clothing that was made by designers that is at a lower prices than the normal price in the market. During 2011, Jill Sander had collaborated with UNIQLO with the +J collection where it had become a hit for UNIQLO consumers for a total three year from the date it was available that had feature a minimalistic look and perfect for fashionistas that preferred a sleek and clean style (Bowler, 2019). During the year 2011, J+ had become an iconic fashion that it had won the Brit Insurances Design Fashion Award due to the affordable collection in the Japanese high street chain and UNIQLO had been chosen to become the winner on one of the seven categories (Blanchard, 2011).  
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In order to clearly evaluate the competitive strategy of UNIQLO, the usage of Porter’s Five Analysis has been used to evaluate the threats and bargaining powers that UNIQLO hold upon their rivalry. According to Investopedia (2022), the Porter Five Forces is a model that assist with the identification and analysing of the five competitive forces that could shape on every industry that helps to determine the industry’s weakness and strengths. The analysis is used to identify how the industry’s corporate strategy. 
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UNIQLO Five Forces Porter. Source: Uniqlo a supply chain going global case Porter's five forces analysis (no date) Uniqlo A Supply Chain Going Global Case Study Porter's Five Forces Analysis. Available at: https://casemarathon.com/harvard/uniqlo-a-supply-chain-going-global/porters-analysis.php (Accessed: March 10, 2023).

3.1 Threat of New Entry
From several previous findings, UNIQLO is known to have a low threat of new entry. This is due to the impactful of their brand name that is well known to every consumer as a big brand (Tomilova et al., n.d; Sarker, 2020). UNIQLO operates with more than 2250 stores that have been improving their research and development throughout the years (MBA Skool, 2022). Their objective is to improve their clothing design and quality by maintaining a low cost to ensure that it is difficult for new entrant to copy the concepts that UNIQLO has set to their brand. New entries would have a difficulty to acquire a high capital that is put into the research and development team in order to make the business able to gain more information towards the consumers preferences and with this, it makes the factor of the threat of new entrants a weaker forces within the industry. 

3.2 Bargaining Power of supplier
The supplier in the industry where UNIQLO operates is much denser than the number of consumers which would mean that the suppliers have lesser control over their prices and it makes the bargaining power of the supplier becoming a weak force. The demands for raw materials are able to be calculated beforehand and would be bought in bulk due to the reduction on the cost of raw materials they are able to have plenty of time to procure them. UNIQLO holds a reputation where they can attract their suppliers and maintaining a long-term relationship through their qualified research and development team that focuses on fabric such as AIRism, HeatTech and many more (MBA Skool, 2022). UNIQLO makes sure that they acquire multiple supplier within their supply chain from different geographical location to ensure that they are efficient when it comes to their supply chain.  

3.3 Bargaining power of consumers
Due to the increasing number of suppliers, this has made UNIQLO operate their business in multiple firms in producing many products. This ensures that the consumers have few firms to choose from. UNIQLO must constantly improve their customer’s experiences by meeting their demands. UNIQLO utilizes multiple retention programs for their consumers which includes discounts that they think the consumers would be attracted to (Sarker et al., 2020). Consumers can choose from various other retailers that are in the market. UNIQLO needs to build a bigger customer base by making more marketing efforts that is aimed to their building of brand loyalty. 

3.4 Threat of substitute products
UNIQLO has a brand image where it sells a high-quality product at a more affordable rate where it is focuses on fashions that are comfort and casual. Where the substitute would focus on keeping up with the latest fashion and the current trends due to the low switching cost and changes of preferences of consumers could change the consumers base shifts to substitute products. As with the high competition in the market no brand would be able to continue their sales without focusing on their consumers. UNIQLO keeps their fashion updated and always innovates in their products and marketing strategy. 

3.5 Competitive rivalry
According to Elysia and Jayadi (2022), UNIQLO has multiple intensify competition such as ZARA, H&M and many others that are in the textile and clothing industry where are known for their brands. UNIQLO gain a specific recognition in the market which had put it third in line after ZARA and H&M. There are several other competitors that UNIQLO has set out to fight where the industry still stands as one of the preferences of consumers due to their low-cost clothing and ranges from all ages and genders. 
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Based on the finding of this research, I have evaluated that UNIQLO should acquire more attention towards on how to adapt with the consumers that are more into other fashions that are not minimalist in order to open UNIQLO’s market to a newer consumer approach. It enables them to reach out to a newer and much fresher eye from the consumers. Consumers are able to see that UNIQLO is able to adapt towards a much wider fashion industry such as ZARA with their business savvy clothes or H&M with their 80’s theme clothing which it would make UNIQLO attract more consumers from these both business to create a bigger competitive advantage that UNIQLO is able to adapt from the findings. Fashion is a very niche market where consumers would choose the known brands that are known for certain fashion styles where by stirring up the way consumers see the brand would improve the ability of UNIQLO to stay as the number one consumer choices. 
	Another recommendation that I would propose is that according to the findings, UNIQLO should focus mor eon the quality of their clothing rather than the prices. Some of UNIQLO clothing are deem to be eco-friendly where the fabric will be worn out after  a couple of washes. This has its advantages and disadvantages as it brings the brand to become more eco-friendly and sustainable but it will also change some consumers that would want to have a much longer lasting clothes. UNIQLO should find suppliers that are able to help their clothing line to be more sustainable with a quality that is able to meet with the demands of consumers. By focusing less on the prices in making the clothing more cheaper and focusing more on a better quality and sustainable material will help the company to attract more consumers. 
	Lastly, from the findings I have found out that UNIQLO should consider to rely more on the digital market as it will help the company to grow in a bigger sense. They should let other countries that have the UNIQLO membership to use the same membership throughout the whole wide world as it will benefit the company and other consumers to enjoy their discounts and coupons everywhere they are in the world. UNIQLO’s application is limited to their own country where if they were to be able to adapt it to a much worldwide platform it creates an opportunity for consumers to choose UNIQLO’s services as they are able to even get coupons when they are visiting other countries. 
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To conclude this research, from finding the Porter Five Forces, it evaluates the flaws and advantages that UNIQLO has a retailing company where they are able to sustain to become of the biggest choices for consumers preferences. Despite having other big brands competing with the company, they are able to stay at the top of the list for years with their innovative adaption with how the consumer preferences and how fast the economy changes. It shows that UNIQLO can be a sustainable company in a long run even with a big change they are able to recover fully and continue their business. It is important to take note that UNIQLO are able to adapt to the fast changing fashion while in the pandemic where they are able to sustain and become a preferences for consumers due to their casual wearing clothes. 
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