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[bookmark: _Toc74257139]Executive summary 
The overate purpose of the present report is to develop and launch a new innovative customer care programme with a view to enhancing the overall customer journey of the Fast Retailing Group through value creating activities and experiences. Based on the results synthesized from the presentation, the report promotes three innovative strategies to enhance the superiority of the customer journey and facilitate the growth of the Group within the Chinese market. The key results indicate, based on the environmental analysis of the Chinese market, the Fast Retailing Group should stay differentiated by investing in heterogeneity, to construct Omni-channel distribution network, and to expand horizontally into the developing cities in China. It is highlighted that while pursuing above strategic options, Fast Retailing Group should also pay more attention to the integration of the online and offline channel and develop its digital capabilities while developing omni-channels. Also, the effectiveness of plan implementation can be monitored through comparing the actual results against key performance index collectively determined by the management team in a long-term, medium term, short-term and regional manner. Based on the deviation of the actual results from the predetermined objectives, the Group should continuously revise the plan to promote its effectiveness. 
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2. [bookmark: _Toc74257140]Introduction 
Founded in May 1963, Fast retailing Group is a world-renowned retail holding group that focuses on apparel design, manufacturing, and retail business, with eight major brands: UNIQLO, GU, Theory, PLST, Comptoir des Cotonniers, Princesse tam.tam, Helmut Lang, and J Brand (Fast Retailing Group, 2021). In fiscal 2018, the Fast Retailing Group's global sales increased 14.4% year on year to 2.13 trillion yen (Fast Retailing, 2020). Sales in overseas markets surpassed those in Japan for the first time, and operating profit grew to the same level as the Japanese market. The Group achieved significant profit growth in all regions of the overseas market. With this as an opportunity, the Group will continue to challenge itself to higher goals in the future. However, the headwinds of covid-19 with its corresponding lockdown and social distancing intervention resulted in the -12.3% year-on-year decline in revenue to $20.5B and -42% in operating loss (Fast Retailing, 2020). The company was listed on the Tokyo Stock Exchange in 2003 and is currently a constituent of Nikkei 225 index. Nikkei 225 constituent stocks are composed of the most representative and influential companies in each industry in Japan, reflecting the dominant position and strength of the Group in the Japanese apparel retail industry.
China is the biggest market of Fast Retailing Group, representing the 20% of the annual revenue, and present report will be based on the marketing strategies of the Fast Retailing Group in the Chinese market.
Table 1. The basic about Fast retailing Group 
	Market cap
	$49.2 Billion

	Industry 
	Retailing 

	Founded 
	1963

	Headquarter
	Japan 

	Sales in FY 2020
	$20.5B
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Figure 1. The net sales and stores of Fast Retailling Group (Fast Retailing Group, 2021)
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Figure 2. The industry position of the Fast Retailing Group ( Comparison in sales (Left); Comparison in market cap (right))(Fast Retailing Group, 2021)

3. [bookmark: _Toc74257141]Environmental marketing audit (synthesized from presentation)
3.1 [bookmark: _Toc74257142]Macro-environment analysis in the Chinese market
	Political:
· Favorable political environment for foreign investment
· Stable relationship between Japan and China 
· Supportive policies for retailing industry given its potential for economic growth.

	Economic: 
· 2.3% growth in economy in 2020  due to covid-19 shutdowns, but picked up to 6.5% in 2020, indicating big demand on consumption (Financial Times, 2021)
· Middle-class citizens with higher purchasing power are expected to reach 550 billion in 2022 (ChinaPower Project, 2020)

	Social:
· Urbanization resulted in the growing pursuit of material comfort (China Daily, 2019) 
· High requirement on quality and aesthetic in fashion rather than pricing (Mainolfi, 2020)

	Technological：
· Omni-channel of distribution: integrating online and offline channels. 
· Social media platforms as major marketing portals 
· The emergence of social commerce (such as RED platform) based on world of mouth as new marketing form (Xu, Chi and Su, 2018)
· Technological advances such as Big data and AI resulted in data-oriented intelligent marketing (Amado et al., 2018)

	Environmental:
· Green growth strategy implemented by the state to emphasis sustainable development of businesses
· Increasing importance attached to the sustainability in the fashion retailing by the Chinese customers ( sustainability in material, production, delivery and package, etc.) (Park and Lin, 2020)
	Legal: 
· Lack of integrated protection in intellectual property to protect original fashion design (Brander, Cui and Vertinsky, 2017)
· Product market development through deregulation (Ma, 2018)




3.2 [bookmark: _Toc74257143]Meso-environment analysis 
	Threats of new entrants
	· High entry barriers as the fashion retailing are an industry featured by being labor and capital intensive.
· Increasing independently fashion designer and retailer favored by young people 

	Threats of substitutes
	· Emerging international and domestic fast fashion brands made the products of fast fashion can be replaced 

	Bargaining power of customers 
	· Massive fast fashion consumer in China, and easy access to the fashion products 
· Zero costs of switches 

	Bargaining power of suppliers 
	· Bulk orders and great reputation of Fast fashion as a business partner 
· Massive suppliers in the domestic fashion industry 

	Existing competition 
	· Large number of domestic fashion brands such as Li Ning, Yishion, etc. 
· Increasing numbers of international fashion brands, such as Zara, H&M 


3.3 [bookmark: _Toc74257144]Highlights of external environment 
The above insight from the presentation indicates the emerging middle-class citizens with higher purchasing power and consumption desire, driven by the strong economic development of the Chinese market should be seized by the Group. Besides, the increasingly living standard level indicates much more emphasis are being put to attributes such as differentiated design, but less on pricing. More importantly, the advances in the information and communication technologies give rise to the Omni-channel of distribution within the retailing sector, as well as the increasingly digitalization in other retailing operations (such as data analytics, marketing routines, etc.). The increasingly environmental awareness also give rise to increasingly green consumption behaviours within the fashion sector. These opportunities should be seized proactively by the Fast Retailing Group in their future operation in China. 
The light shed on the industry level analysis also indicates Fast Retailing Group should continuously insist on differentiation strategy to create some leads between itself and its international and domestic competitors in the Chinese markets.’

4. [bookmark: _Toc74257145]Marketing objectives and corresponding strategic options 
In fiscal year 2020, Fast Retailing Group's China market became the pillar of the brand's overseas market performance (Fast Retailing, 2020). According to the financial data, the full-year revenue of China market was 455.9 billion yen (RMB 28.963 billion), down 9.3% year-on-year, accounting for 54.02% of the brand's overall overseas market; operating profit was 65.6 billion yen (RMB 4.168 billion), down 26.3% year-on-year, outperforming the overall overseas market by about 15.4 billion yen (RMB 978 million) (Fast Retailing, 2020). At the same time, the Group highlighted that the China market has recovered at a faster-than-expected pace since March, with net online sales in particular growing by approximately 20% year-on-year, a bright performance (Business of Fashion, 2021). Meanwhile, the Group is opening stores at a faster pace. Since June this year, the Group has opened nearly 50 new stores in the Chinese market in 2020, and the number of the Group’s stores in China reached 767, exceeding the 764 in the Japanese market for the first time (MarketLine, 2021). It is expected the Group will open up to 3,000 stores in the future based on China's population. In addition, the Group has about 128 production bases in the Chinese market, accounting for about 52.89% of the number of partners over the whole world (South China Morning Post, 2021). Given the ambition of the Group in the Chinese market, the marketing strategies that it insisted on all the time must be renewed. The overall marketing objectives that the Fast-Retailing Group should adhere to in the Chinese market is differentiation while penetrating to the mass market. Given the strong competition indicated in the research performed during the presentation, despite but the relative strong performance and market position of the Group when compared to other leading fashion retailing brands, the gap between the Group and other brands are increasingly narrower. At the same, more independent domestic fashion retailing players with more advantage in localization in terms of cultures, supplies and production are snatching the market share from the Group. Given the homogeneity of the product offers in the fashion retailing market in China, the only approach for the Group to sustain its competitive advantage and secure its long-term growth in the Chinese market is to stay differentiated by insist on heterogeneous value propositions. On the other, to further penetrate into the local market, the more completed customer journey featured by Omni-channel of distribution and seamless customer services is required for the Group too. Given the marketing objective, the following sector will elaborate on the strategic options of the Group and elaborate how the Group should implement the options practically in the Chinese market. 
Strategic option 1: Stay differentiated.
In terms of differentiation, the Group should think about how to capture the perceived territory of consumers with a distinctive image. Many of the big brands have already established roots in China, with a strong reputation and customer base, but they need to innovate in order to enhance their brand dynamics and capture the hearts and minds of consumers (Ladhari, Gonthier and Lajante, 2019). To truly understand the Chinese consumers, the Group needs to perform a comprehensive and holistic research over the Chinese market based on their historical data, and maybe collaboration with local consulting agencies. The design thinking mindset that uses techniques such as folklore, behavioural economics and gamified consumer testing are now found to be gaining traction, and can be considered by the Group (Burnasheva, GuSuh and Villalobos-Moron, 2019). These research methods contribute to a richer, more comprehensive and targeted understanding of consumer behaviour, expectations and pain points. Based on the understanding of customers, the Fast Retailing Group can consider initiating a number of innovations for the emerging middle-class younger consumer, such as pioneering designs that appeal to young consumers, street artist co-branding, personalization services, and more (Trivedi and Trivedi, 2018).  On the other hand, The Group should especially focus on the sincerity and unity of the brand story in the Chinese market and other overseas market. This indicates the Group should remain consistency in terms of products and pricing between the Chinese market and other oversea markets. ( The products offered by the Group is usually cheaper in the oversea market). With the popularity of outbound travel, today's Chinese consumers are becoming more and more knowledgeable (He, 2020). Therefore, if the Group fails to offer consistent propositions, the brand image of The Group may be greatly reduced by consumers. In this regard, the Group can only be competitive enough to inspire consumers to make high-frequency, high-viscosity purchases if it shortens product cycles, speeds up the pace of new releases, and keeps up with the latest fashion trends (Zhu, Mou and Benyoucef, 2019). Also, the differentiated can be performed through launching new brands. With a large and diverse consumer base in China's fashion retail market, the number of brands will be greatly enriched, and the market share of each brand will be compressed. Therefore, the Group should focus more on brand portfolio management to diversify the risk, in addition to focusing on one brand. More independent and exclusive brands should be explored, and each brand should play a different role in its brand portfolio, so that they can make up for each other in terms of consumer positioning and play the advantage of synergetic effects across brands under the Group (Jin and Cedrola, 2019). In this regard, the Group should manage to balance multiple brands and combine logistics management, retail operations, digital analytics and other back-end support according to the actual situation to ring the bell and strive to reduce costs and improve efficiency in its differentiation efforts (Cedrola, 2018). 
Strategic option 2: Horizontal penetration 
With 800 million people (58% of the total population) living in cities in 2019, China has the largest urban population in the world (Ren et al., 2018). Fashion retailers has been developed market entry strategies and marketing strategies based on different city hierarchies in China, such as Tier 1 cities (Beijing, Shanghai, etc.), and Tier 2 cities (Wuhan, Nanjing, etc.) (Xu, Chi and Su, 2018). For example, Decathlon stores in Tier 1 cities are typically 4,000 square meters in size and include an experiential environment, while stores in lower tier cities are smaller, at around 1,500 square meters, and have a simpler layout (Bai, McColl and Moore, 2021).
Looking ahead, it will be increasingly important to develop corresponding marketing and development strategies for the Group to capture growth opportunities in different lower tier cities. Liu, Perry and Gadzinski (2019) estimates that 92% of future consumption in China between 2016 and 2030 will come from areas outside of Tier 1 cities. However, in addition to China's four Tier 1 cities, there are approximately 45 Tier 2 cities, 70 Tier 3 cities and 90 Tier 4 cities, making the number of cities too large to analyse specifically based on a city-by-city basis (Xu, Chi and Su, 2018). From another perspectives, the consumption habits and preferences are highly similar across regions, which indicates the strategies developed by the Group cannot be understood from a city-by-city perspective but a region-by-region perspective. In that case, marketing strategies will take account on the specific regional infrastructure, customer preferences and demands, as well as the competitive landscape.  The Group should therefore focus more on the China market strategy from a city cluster perspective, which can be used to capture business opportunities in the context of regional and city hierarchies, which will be the basis for future economic growth. 
With experiential consumption on the rise, Chinese consumers are increasingly willing to pay a price premium for a superior purchase experience (Faschan, Chailan and Huaman-Ramirez, 2020). Therefore, during the horizontal penetration into the developing cities in China, the Group should pay more attention on how they can exploit the physical stores to delivery differentiated purchase experiences for customers. Rather than exhibiting products, more attributes such as AI-assisted shopping guidance, photographing services, DIY clothing, etc. can be organized to enhance the superiority of the purchase experiences. 
Strategic option 3: omni-channel retailing 
Today, 99% of urban consumers in China have purchased apparel online, with 50% of them spending both online and offline on a "fast fashion" brand, and between 2012 and 2019, the percentage of online apparel purchases in China will increase from 20% to 40% (Peng, An and Vecchi, 2017). There is reason to believe that the future of international brand consumption is an omnichannel-driven consumption model, and online will become an increasingly important end-to-end shopping channel (Rovai, 2018). With the prevalence of online channels, many consumers try on clothing in physical stores and then go to online platforms to place orders. In order to prevent brands and operators from being reduced to a "lookalike platform", the Group should make efforts to enhance consumers' willingness to buy in three ways. First, ensure that prices are competitive with online platforms; second, ensure that there are attractive points or membership systems that can compete with online offers and rebates; and third, offer home delivery services to provide the same convenient experience as online (Hu et al., 2019; Yu and Kim, 2019; Peng, 2020).  
In the context of omnichannel retailing, Fast Retailing Group must now adopt a more balanced approach to the digital transformation. Specifically, besides developing online and offline channel for the distribution, all functional departments within the Group at all different levels need to assist and develop digital competences (Xu, Chi and Su, 2018). That indicates the Group should create a culture of innovation at least within the Chinese market, which enables it to continuous catch the lasted trends in the fashion retailing in China and develop its digital capabilities. The Group usually outsourced the digital execution to the local agencies. However, the ambition of omni-channel distribution indicates the Group should assess which key digital capabilities needed to be developed in house, which can be outsourced. Typically, the digital marketing with the focus on the intelligent data analytics to unleash greater creativity and efficiency in customer relationship management should be kept in house (Brydges, Hracs and Lavanga, 2018). Also, taking supply chain management as an example, compared with the traditional model of production guidance by ordering, the Group can achieve more refinement and intelligence in demand forecasting, capacity allocation, product pricing and other aspects, realize intelligent process management in the whole process from production to sales, achieve flexible supply on the basis of grasping consumer preferences, and create a flexible supply chain system with characteristics (Wen, Choi and Chung, 2019).
However, the omnichannel fashion retailing has created another major problem - the proliferation of brands and excessive homogenization (Ovezmyradov and Kurata, 2019). While these features of the market are well suited to meet consumers' individual needs, the diversity of choices and homogenization of products will undoubtedly shake consumer loyalty. In this competitive environment, it is critical for the Group to continue to strengthen the brand's identity, enhance the emotional connection with consumers and keep the brand healthy and young.
In the new consumer-centric retail ecosystem, the boundary between online and offline will be completely broken. For consumers, the same products purchased from any channel should be consistent in quality and price, and the service experience should be seamless and extremely convenient. Among Internet fashion companies, opinions differ on whether they should go offline and in what way and to what extent they should expand offline (Mosquera et al., 2019). However, the integration of online and offline is the way to go for the Group. This integration will give the Group several advantages: 1) the Group can use big data, intelligent technology, fan communities and innovative marketing to provide a better offline shopping experience for its fans; 2) the Group can use rich information technology to motivate and manage its offline stores to provide a consistent and seamless service to consumers online and offline (Aiolfi and Sabbadin, 2019; Mishra, Singh and Koles, 2021).
5. [bookmark: _Toc74257146]Recommendation of performance monitoring 
It is also important for the Group to establish a comprehensive marketing index system with feasibility and practicability. Feasibility is the part of the evaluation indicators that can be observed and measured, and practicality is the guidance of the evaluation indicator system for enterprise marketing decisions (Krizanova et al., 2019). The observable and measurable part of the evaluation index system can be used to measure the marketing effectiveness of the Group more accurately. While the practicality requires the index system to evaluate the marketing effectiveness of the Group in a diversified way, from all perspectives of marketing operation, which means that the structure of the enterprise's marketing effectiveness needs to be analysed and compared in a comprehensive manner (Krizanova et al., 2019). This means that it is necessary to analyse and compare the structure of the marketing of the enterprise, to identify the shortcomings in the marketing process, to plan the marketing activities and forecast the market prospects according to the Group's own conditions, and to provide recommendations and plans for the marketing activities of the enterprise (Macnamara, 2018).
Setting long-term key performance indicators can be always useful for the Group to track and monitor the marketing effectiveness. The long-term key performance indicators can be further decomposed into the medium and short-term ones, and regional ones to monitor on the day-to-day operation efficacy. Periodic gathering between different levels of management teams within the Fast Retailing Group should be arranged to keep track on the indicators, exchange ideas, analyse the underlying reason for outperformance and underperformance, as well as revise key performance indicators. 
6. Conclusion 
The relative advantage in sales and market capitalization of the Fast Retailing Group, as well as the huge market potentialities of the Chinese market, the Group has to set new tones for its marketing strategies in order to exploit the growth momentum in the Chinese market. Based on the environmental analysis synthesized in the presentation, the report suggests three strategic options for the Group, respectively to stay differentiated, to construct omni-channel distribution, and to expand horizontally into developing cities in China.
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