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Uniqlo will be discussed as it is one of the well-known Fast Retailing found in 1963. Uniqlo's brand communications change positively with the new advent of the new media era. Communication is an important element in life and especially necessary in business. Communication is when people exchange information in written or oral form. Information and time are key points in Uniqlo's Strategy In the present time, many branded clothing started to promote through online marketing and new media information. The leaders of Uniqlo have been in process of shaping the corporate brand image. This authority affects the business development of the company. The appearance of the company influences whoever buys their products and services. Consumers have a deep understanding of their brand through association with business leaders. The founder and CEO of Uniqlo, Tadashi Yanai, had created excellent communication between brand associations and customers. When Uniqlo was founded, Tadashi Yanai hoped to design a "great warehouse where clothes can be select at any time." The first store had the attention turned on communication methods. At the time of the opening of Uniqlo's first store, the company had a motto and strategy of marketing that was the following; "If you want to do business in an unfamiliar area, the customer will not know or come without promoting the brand and product through the advertisement." Even if it's already well-known, Uniqlo must do it whenever open a store. Starting from the first-day marketing of Uniqlo was related to media and publicity on radio and television. In 1984, Japan had a major market recession, and shortly after opening its first brand, Uniqlo decided to try in China, but in 2001, it found major errors in its marketing strategy, causing Uniqlo to suffer heavy losses. For a long time after that, including 2009, Uniqlo was very careful and moderate in the market, especially in the Chinese market. At the end of 2009 he opened the first flagship shop. Over time, Uniqlo has 1,030 stores worldwide. The financial report from 2016 to 2017 shows Uniqlo realized sales of RMB 109.259 billion and profit RMB 20.5 billion.
Uniqlo's strategic position is to maintain a global multinational scaled strategy, following this strategy to be able to distinguish the specifics and differences of interoperability where its business is located and to comply accordingly. The typical model of the globalized structure when a product is exported from its own fool and imported, manufactured to the final product and sold in another country. The positive is that more costs are saved. The company from the mother country conducts strict control to save all requirements for quality, design and sales, but the negatives are not very high level of collaboration for the product and poor adaptation on the market, respectively. Globalization of the product is when it is produced in many other countries. The production of Uniqlo 90% is produced in other countries. In recent years, much of its production has been in China, but with rising labour prices Uniqlo is targeting the Philippines and Bangladesh.
Uniqlo also uses a localisation strategy. A localization strategy means when a company supplies different products according to the needs of buyers in different markets. The localised strategy has a positive rapid adaptability to the target market and mine to respond very quickly to market requirements. The localisation strategy has a negative in case the subsidiary has the risk to produce more than what is required on the market and thus to incur more costs than necessary. In the localisation product strategy, 70% of Uniqlo's basic products comply with the requirements and needs of the country where the product is sold. For example, the 3D FIT product complies with the needs and requirements of Europe and America.
The pricing strategy is part of Uniqlo's various strategies, a large part of their basic products as well as personalized products are of higher quality in America, England and Europe and the price is higher. The company complies depending on the standard of the respective country and whether it can meet the respective products with certain prices. Localization centre R&D usually these are centres located in Japan, New York and Paris. This in Japan complies with the needs of China, South Korea, Southeast Asia. The centre in New York complies with countries within the borders of America and Canada and Paris for Europe, respectively. Product positioning: Unlike of H&M and GAP, 70% of Uniqlo's production is concentrated in the production of basic clothing and a narrow line of van-guard and seasonal style clothing.
A very important element in Uniqlo's strategy is the production of high quality and medium price clothing. For each phase of the process there is monitoring and a very high degree of quality control in terms of quality partnerships in the social and respectively in the business process. Uniqlo's strategy to reach a wide range of users in the age group of 9 to 60 is very successful. And the company is gaining more and more ground in the market. SPA Business model: Uniqlo in 1998 carried out ABC reforms and made a vertical process in the SPA business model in product, design, process, logistics and sales together.
Uniqlo has a very large and expanded consumption and in order to have the management of the company direct control builds a very good system of work control channel in different parts of the work process.In this way, Uniqlo can control the quality of sales and whether everything is delivered on time.
Each store has an operating system that delivers information to headquarters. Thanks to this information, it is possible to calculate and predict for the future what sales there are and how they could be, to analyze the behavior of the buyer and future trends. In this way, Uniqlo may make plans for its next move in the strategies and production of its collections.
Uniqlo's success is not accidental, it is thanks to a very well-made structure, respectively due to the fact that Uniqlo acquires the business model SPA and develops a very strong chain management. Uniqlo is also making establishment and improvements to the supplier chain management.
Uniqlo is also pursuing an online marketing strategy and has had great success, especially since 2009, when it opened its first large store. Uniqlo develops an innovative technological strategy by investing in the production of new ecological clothing and fabrics. Also manages to stabilize itself and gain a reputation and name from an affordable clothing company to high quality clothing and this is thanks to the experts in the production process (Wang and Li, 2018). He considers for advertisement and media to allow the audience to show the brand and its characteristics. Uniqlo Sales Staff Salesmen are the first face of the company and crucial for directly facing consumers. The spirit and image of the brand can be affected by the marketing and strategy of the business.
Sales personnel working in the brand should have a robust knowledge of product information and proper training. Their skills are essential to launching the products and presentations of the products to customers—competency to solve the problem after receiving a complaint is fundamental in a successful strategy. Uniqlo collaborates with variety of famous cartoon designers to present their innovative designed styles, such as One Piece, Sesame Street series, and classic series with Hermès designers, which are loved by their target consumers. After advertising the One-Piece series of UT as the example, the passers-by photographed Liu Haoran and Xu Weizhou wearing designed UT of the One Piece at the airport.  Customers were influenced by the Uniqlo store to purchase the same style, resulting in a scene of "hard to finding the same style." Some consumers also like Uniqlo's clothing and shared new media apps such as Xiaohongshu and Bilibili.  In that case, it can be seen that it is crucial to turn consumers into communicators for the brand that they are consuming. Uniqlo's visual brand and visual identity is an essential part of brand communication. Considering the culture and behaviour of the company, an important part of catching their consumers' attention is the brand's graphic design. The brand image is completed by the logo, product design, and store design. The Uniqlo brand logo and its products come with the English word Uniqlo, displayed in red and white colours.  Brand concepts values, visions, slogans, and emotional appeals all are important and related so closely with consumers. The motto of Company of Uniqlo is "Life wear Applicable Life," and Lifewear refers to a new concept of clothing — high-quality fabrics, stylish and precise design aesthetics, and comfortable clothing. For that reason it can be noticed that Uniqlo is committed to always develop innovative strategies. Uniqlo's behaviour is to realize the brand’s concept into practice that consists of two parts: brand behaviour within the company and external brand behaviour.
· Internal brand behaviour is employee training, employee benefits, company systems, etc.
· External brand behaviour includes employee service levels and public relations.
 These are the brand behaviours that Uniqlo has been talked about by consumers that have experienced these brand behaviours have become loyal consumers.
 Uniqlo sales channels by developing various promotions, encourage consumers to shop. The company invests more in product promotions through brands and uses the strategy of sale advertising, even in fashion shows.  Uniqlo promotes sales by creating a sense of shortage. The process of deficiency is allocating products to different stores when new products are launching. Each store has a particular product that is promoted, and that creates a sense of need to consumers that attends their stores. The strategy of need can be beautiful to consumers.  The company has adopted a hunger marketing strategy.  Uniqlo will promote a limited contemporary promotion at the store that, on the one hand, attracts potential customers and, on the other hand, reduces inventory. Their short-term low-price strategy is more likely to reach benefits means to achieve more regular customers. Uniqlo's advertising strategy sees advertisements as love letters that companies write to their customers.  With their advertising strategy, not only do they create a professional public relations team but also supports the new idea of brand communication, with essential creativity and the emotional input of the brand.
Uniqlo has been one of the first companies in 2007 who are launched digital marketing with the name "Uniqlock " Their creative marketing had a close relationship to communication channel design of choreograph dancing with dancer girls to promote in summer their line of polo shirts, in winter the cashmere and midnight slept. The website Uniqlock spread in 2008 in 76 countries, and that campaign has been viewed 68 million times in 20 countries. The campaign has been reported to be a trip with public relations around the globe. In 2019 most of the brand follows Uniqlo's strategy and encourages customers to make short-form videos on TIK TOK, which then they show the videos on the screen monitor of their stores. Uniqlo, in the 2017 launch in the Chinese market, the new communication strategy attracts young people and invites consumers from different places to play a dialect version of rap dubbing. These dialect advertisements, such as Cantonese, Shanghai dialect, and Dongbei dialect, transport the local advertisement marketing for the light down jacket. At the same time, an essential strategy in the company's marketing is attention on the social network. This step forward came from the latest HEATTECH series of advertisements in 2018. Uniqlo invited a group of well-known Japanese famous singers for ads. HEATTECH series of advertisements the Uniqlo also use creativity to use music style. These three famous girls use an unconventional way to express quality and benefits. Uniqlo’s public relations are an essential key to their marketing strategy. The purpose of the company's public relations activities are to establish a good relationship and leave a good brand impression in the consumers' hearts, in that way enhancing the brand image. In July 2017, Uniqlo launched a new product from a recycling campaign with the concept of "one piece of clothing delivering thousands of loves" with an appeal recycling unused clothing and contribute back clothes to stores.  Later on in time Uniqlo starts to collaborate with the China Soong Ching Ling Foundation to travel to Ningxia to donate recycled love clothes to the local children and their families in need. Except for the love recycling project, Uniqlo develops a campaign to help consumers establish a green lifestyle for Uniqlo's public relations enterprise to promote their social duty and product quality. It is necessary for public relations affairs to use the potential of new media to take assets of this fast pace to advance information to the company's brand value. Uniqlo concentrates on displaying the brand's high quality and low price, which strengthens the brand's reputation. Uniqlo uses social media as a new marketing strategy to increase their product viewing and increase consumer interest. Brand marketing with new media channels, not the Internet, only increases the influence and stretches the distance with consumers.  In connection with cross-border marketing, Uniqlo participates with Juvenile Weekly JUMP to launch the JUMP 50th Anniversary Series UT in the summer of participates types of original printing UT, including 22 classic anime, such as One Piece and Naruto split by consumers. Uniqlo dominates this cross-border marketing successfully.
Induce consumers' young age: Cross-border Uniqlo from former bargains to include a fashion brand. Cross-border collaboration becomes its fundamental competitiveness. Consumers' preferences for a pattern for UT influence market and pull to shop from the Uniqlo brand. In terms of long experienced marketing, consumers are satisfied after placing orders online to pick up and trying immediately in the brand store, and if the size is not suitable or any other problem, stuff in the brand can solve. Stores of Uniqlo provided modification. With the strategies it applies, Uniqlo manages to attract a wide range of customers with different age groups from 9 to 60 years. The background is also different, from social groups we observe working and middle class. In recent years, Uniqlo, starting cooperation with many different fashion designers and also significantly improving the level of product quality, arouses the interest of some high-class circles. The clothes are also created with a wide range of sizes ranging from XS to 3XL.Uniallo produces different styles of clothing for different genders: men, women and children. Also, partnership with designers helps Uniqlo to reward collection and gain more attention in European and US markets.
Since 2016 Uniqlo has been a successful international company, and the same year launched the first global brand campaign.  The science of LifeWear. Before this year, Uniqlo many regional and local campaigns. With series videos launch collections (jeans, jogger pants, Ultralight Down, knitwear, and Heat Tech). People walk on the street, and the narrator asks questions like, “Do you dress to fit in?”, or “Do you choose based on your mood or the weather? there is no answer, but to make clothes for life we'll keep to asking.” This unique and philosophical way of presenting their apparel is original and successful on the market and in turn it helps Uniqlo to represent and take the next step on becoming global inspiration. 
The company’s internal organization of supervision for management staff and employees used personal selection method. Unique selection is a methodical reject of applicants who are most successful and answered those company candidates' expectations must have an in-depth understanding of the company. Management staff and employees are loyal to culture, value, and focus on achieving goals in the company's corporate marketing strategy. The company considers that the internal audience impacts greatly the appearance and image of Uniqlo's organisation. Loyal management staff and hard-working employees who are a driving force to establish industry and develop the Uniqlo brand have the right to become shareholders' members. Shareholders of Uniqlo have the opportunity in communications with External consumers, media, the government. Shareholders don’t have a straight interest, but they take an essential part of progress and marketing establishment.
If we follow the customer during his shopping in the store itself, we can find the negatives and possibilities. Uniqlo stores have a characteristic visual merchandising and cannot be confused with another brand. They are also extremely well organized throughout the day. Before entering, the client usually asks himself a few questions:
Where is the new collection?
What is the quality level?
Are there any promotions?
I don't know if there are any discounted products.
Usually the possibilities when the customer buys directly from the store the opportunity to be assisted by the seller is greater.
Pain Point:The customer cannot find the discounted products in the store.
When he enters, the customer asks the question: In which section can I find the product and the right color?
When starting to browse at the store, the customer has the following questions: What other colors does the product have?
What exactly is my size?
Is this producer reduced?
Is there a similar type of producer but cheaper?
Pain point:
The color that the customer is looking for is currently not in the store.
The size of which the client wants is currently missing.
And whether this model is fashionable at the moment.
Solution:
Scan the product to inform the customer about the desired color.
The seller helps with the required size of the product by inquiring in the neighboring stores if it is in stock.
The seller should help the customer's advice on the appropriate product model.
Fitting room
How long do you have to wait in line for a fitting room?
How long do you have to wait in line for a fitting room?
Do I have to wait just to measure a garment?
Does this size of garment fit well?
Do I have to measure another size?
Who can help me with the size of the garment?
Do I look good in this style?
Pain Point
The time to wait in line in front of a fitting room is wasted.
Solution
The seller scans and finds the exact size of the customer
Payment
How long do I have to wait for the que to pay?
Do I have to wait or order my clothes online?
Is there a quick way to pay?
Cash or card to pay?
Are there any discounted cards?
Pain Point
The time to wait in line to pay is lost.
Solution
To make it easier for customers and sellers Uniqlo last year integrated a new operating system of selfcheck payment.
After 
I'm not sure if I would hesitate to return it?
What is the period in which I have the right to return the garment?
Can I do a refund in every store of Uniqlo?
Pain Point
The client does not find time to return the garment on time?
Difficulty finding other options to return or replace the garment?
Solution
The company has the option to collect from the home of the custodian the product it wants to return.
For more options the buyer should be informed on the App. (Customer Journey Map, 2018)

 Media in the company's marketing play role of virtual broker, potential, and power to implement lifestyle and cultural communication and pilot and influence social opinion and create an image of the company. The government has a serial connection and affects the company's development and a significant role in the brand. Groups of consumers have a close relationship with the brand and have the right to communicate and give them feedback. The organisation's strategy should support upstanding and substantial correspondence with prominent of the groups to achieve a successful image of the brand. Uniqlo creates a strong reputation in the present time in the eyes of the consumers, government, and the media. The outcome of communications answered the measure of passion and reaction after the audience—principal standard in prosperous conversation related to sales. Fast Retailing Uniqlo in 2018 in October financial report shows that the company achieves total revenue 2.13 trillion yuan and year after increase 14,5%. The group's excellent entertainment was mostly of sales advance in China.2018 authority and reputation of Uniqlo achieve new goals, and consumers can see new challenges and tendencies when shopping. More than 50% of customers advert to friends or online buyers. The new media Channel promotes and advertises the industry of Uniqlo.
Forward Uniqlo brand creates two-way communications with customers through collected information on websites and mobile app. Consideration for the future to adopt imbibe and digital platforms for more in-depth strategies to advertise.
With the strategies it applies, Uniqlo manages to attract a wide range of customers with different age groups from 9 to 60 years. The background is also different, from social groups we observe working and middle class. In recent years, Uniqlo, starting cooperation with many different fashion designers and also significantly improving the level of product quality, arouses the interest of some high-class circles.The clothes are also created with a wide range of sizes ranging from XS to 3XL.Uniallo produces different styles of clothing for different genders: men, women and children (Bhasin, 2019).
The latest comprehensive and new information arrived first to the customers through online shopping and email advertisements. Customers trust loyalty Uniqlo brands and search for the latest brand and price information and continue to shop online. Uniqlo brand's success and strong reputation proved from the assessment of a questionnaire survey that Uniqlo use to get feedback from consumers. The questionnaire through WeChat is a public account used by the member customers of Uniqlo. From the questionnaire company can learn more about loyalty, confidence, satisfaction. E- commerce became more mature and developed. Also it helps to improve and obtain goods and services through feedback details, customers, and their expectations point of view. This research can help to develop and improve service and products in the company according to feedback results.  These results appear in present time indicators, and consumers' feedback that Uniqlo's communications have quickly enhanced, demand, and reputation through new channel media become strong and stable, helping to achieve new goals and increase sales earn. One of the secrets behind Uniqlo’s success is its well-built delivery system consider a transparent brand promise and constant responsibility to innovation.  Brand promise to maintain high quality, improve basic sports apparel at low-cost prices, and manage a well-organized and robust logistics network to produce is apparel. The company of Uniqlo built a domain where it continually answered customers’ expectations
 According to Keller's (2001) model from the beginning should build a strong relationship with the customers and recognize brand identity and, at the same time, previously brand has already been a strong name reputation and brand image.
Improving brand identity
Hitt, Ireland, and Hoskisson (2009) describe brand identity as 'all elements by which the brand communicates with the world around it.' Brand identity can express in three primary ways, including the logo, brand name, and Slogan. The name of the brand is fundamental for promoting products and recognize the identity though them.
Consequently, it constitutes the various elements of brand identity. Improve a significant and unique brand name is fundamental in an organizations' effort to create competition advantage. Sahaf (2008) significant that the 'brand name contributes to success. The brand name should be distinctive, short, easy to pronounce, and straightforward. Furthermore, the brand name should quickly adopt by different advertising mediums (Sahaf, 2008).
Appropriate a brand name enhances the effectiveness with which businesses differentiate their products. Hansen and Christensen (2003) demonstrate that an organization can change its corporate name successfully. On the contrary, changing the brand name a significant risk to organizations' equity.
Subsequently, an organization's brand name regards a long-term commitment. Currently, Uniqlo has adopted a significant brand name, viz. 'Uniqlo’ in marketing its products. The brand name delivers from the term 'unique,' which communicates the distinctiveness of the firm's casual wear products (Williamson, 2007) 
Brand equity of Uniqlo:
Uniqlo promises to sell casual wear while continuing to be affordable. Accordingly, a well-structured and organized delivery system, which Uniqlo systematically improves. From the very beginning of the company has a style that is simple and clean and maintain in a different image. From a small Taylor store, it has grown over the years as most impressive a global company. Last year’s company earn from sales $28billion (Research and theories associated with brand equity, n.d.).

Logo
The logo is a signature company. The symbol describes an organization's name as an essential element that consists of high identity. Foxall, Goldsmith, and Brown 2006) represent the organization's efficiency and product.
 Therefore, the logo has a vital role in companies' effort to differentiate their brand.
Uniqlo currently produces natural, casual wear, which has affected its ability to market its everyday wear products to consumers (Long 2009). In a bid to develop a strong customer base in the UK, the firm's management team must consider improving its casual wear products by designing and integrating an effective logo. The logo should incorporate in Uniqlo's casual wear. The firm should also consider undertaking a continuous improvement on the logo, but it should be only modern if necessary.
Slogan
The Slogan is a crucial key to brands. The role of the Slogan improves the rate of buyer and aspiration to purchase in a particular store. The motto needs to engage the select consumer group and label the consumers’ needs. Uniqlo has appropriate the phrase 'Made for Everyone' as its Slogan. A slogan is essential for communications and connects consumers from diverse demographic groups.
Sustainability has been a necessary company, and organizations should be motivated by factors and rules. One of the beliefs and principles that management and organization strongly relate to society, and prosperously companies should serve the community, and just profit will not survive. Uniqlo's moto its: Changing clothes and changing conventional wisdom. Change the world and help the company realize the aspiration to transform society's intensity into the habitat. Develop sustainability in Company of Uniqlo has been created six standards:
· Create new value through products and services
Produce clothing from fresh materials and recycling old to perform in new Uniqlo attend to save our earth clean and take care of the life of animals
· Respect for the environment: In partnership with stakeholders and thanks technological remodelling Uniqlo perform to reduce water use by 15% and greenhouse gas emissions
· Respect human rights and supply chain
· Respect communities: Fast retailing develops in three ways: support for operating in-store, cooperate with partners and factories, and contribute shelter for refugees and displaced people. In 2018 Uniqlo donate from all produce recycling campaign 30.29 million in 65 countries.
· Fast Retailing create three roles in Employees Fulfilment: Equal opportunity and diversity; education and development; a secure and safe place.
· Corporate Governance: Organization of Uniqlo providing excellent structure found on its Code of Conduct, including the board and executive officer's independence (Bhasin, 2019).
Corporate Governance: Fast Retailing strives to build an effective corporate governance system based on its Code of Conduct which includes a corporate auditor governance model to enhance the independence of its board, and an executive officer system to enable timely decision-making and operation 
Differentiation through innovation: Uniqlo brand successfully made clothes, everything for everyone, and focus on innovating fabrics. This healthy factor influence future for Uniqlo. 
Improve quality and less price: Uniqlo continued to maintain low prices every year. Uniqlo launch new styles of high quality. 
Next-generation ownership: 21st century speedily change technology, the geopolitical situation, political and economic variability. Uniqlo's brand becomes flexible and successfully performs strategy devise a succession plan and next-generation leadership team.
Structure of the Uniqlo brand creates up to all about the Japanese philosophy: essential and straightforward, which affects the brand’s marketing, communications, and operation. Is Spectacular how Uniqlo has been transforming from a small men’s tailoring shop to Tokyo into a global casual wear giant and one of the successful brands from Japan and Asia today. Under Tadashi Yanai’s efficacious and creative leadership, Uniqlo’s parent company Fast Retailing targets to hit USD 28 billion of sales by 2020.
Execution time, this is the time in which a raw producer goes through all the processes up to the moment in which he enters as a finished product on the market. This execution process in other companies usually lasts from 3 to 6 months, in Unqlo thanks to the SPA business model this execution process is shortened to 1 month.
Uniqlo strictly monitors the quality of the customer service and improves it, taking an interest in the opinion of buyers and their recommendations.
In the last year of 2020, when the world faced the Covid 19 pandemic, Uniqlo took extremely fast hygiene and fluid measures to enable shoppers to shop safely from its stores. As the new self-service machines introduced in Unilolo's stores enable its workers to work in a more secure environment (Wang and Li, 2018).
Promote Global Management principles
 Strategy for the introduction of uniform global principles and a global value system in the management and workers would support in social communication and, accordingly, in the unit of all work processes.
Accelerate Global Development
Strategy for market expansion in Asia, as well as demand for expansion in India, Vietnam. Opening of new large stores in Spain, Nitherlania, Sweden. Search for new places to expand the market.
Create a strategy to improve and diversify the models and to offer new and different styles by collaborating with other designers.
Expansion in the field of supply and transition to digital retail company strategy for improving the adventure of virtual stores.
The expansion of GU stores and the introduction of reforms of the Ariake project. As Gu keeps prices low, it would be good to promote South China and Korea in the near future (Fast Retailing Report, 2018).

Uniqlo as a company over the years has made great progress in quality, design and, accordingly, the production of innovative and environmentally friendly materials. But a large part, as we mentioned before, of production is in countries like China, Bangladesh and the Philippines. Since companies in these countries in most cases produce products from fast retail, they do not pay attention to quality. In this context, it is advisable to have more training to improve the way of working in terms of quality.
Companies needs to think and improve marketing strategies to raise awareness. In a similar context, this also applies to digital marketing, which in this way expands the audience of buyers.
Uniqlo needs to systematically improve its contacts with social media and sign new contracts with digital search engines, thus creating media and digital popularity and gaining new customer groups.
Conclusion
Uniqlo is a zealous follower of the Japanese traditions of simplicity and essentiality. The company has a strong structured supply system and very strong support from the management. Very strong unit of control and database and subregion with the opinion of buyers and quick response to their needs. And most of all, the secret of their success is a systematic and very close relationship with innovation and a clear promise that the name of the company is responsible for high quality. This complex strategy wins the trust of a huge group of regular customers and managed to meet the challenge of entering the international market as a very successful company.
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