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[bookmark: _Toc14628338]Executive Summary
This report aims to reshape Uniqlo's organizational strategy through a comprehensive strategic analysis of Uniqlo to meet growing customer expectations and ensure a sustainable competitive advantage.

The first section introduces the background of Uniqlo and the definition of the word Strategy. The second section makes a strategic positioning of Uniqlo. For SWOT analysis, PESTEL analysis is used to analyse the macro and micro loops of Uniqlo. Porter’s five forces model is used to analyse the competitive environment of Uniqlo. The VRIO model is used to analyse the resources and capabilities of Uniqlo. The third part analyses current strategic choices of Uniqlo, and provides theoretical support by Ansoff matrix and strategic drift. The fourth section proposes a strategic implementation plan. Finally, this report will present a reasonable strategic implementation plan for Uniqlo. In the end, this report will summarize and make feasible recommendations.





























1. [bookmark: _Toc14376987][bookmark: _Toc14628339]Introduction
[bookmark: _Toc14376988][bookmark: _Toc14628340]1.1 Background of Uniqlo
Headquartered in Yamaguchi, Japan, Uniqlo Co Ltd (Uniqlo) is a retailer of designing, manufacturing and selling clothing products. Uniqlo was established in 1984. It is a leading apparel brands in the world, with 2068 stores in nearly 20 locations around the world (Uniqlo, 2019).  Uniqlo's international business is mainly concentrated in Asia, with 726 stores in China, Hong Kong and Taiwan, and 186 stores in Korea. Uniqlo's 146 factories around the world are mainly located in China and Southeast Asia, and China's factories account for 60%. The company's product range is extremely wide, including cashmere sweaters, down jackets, jackets, overcoats, jeans, hats, pajamas and underwear. Therefore, the customer base is also very extensive, including men, women, children and the elderly. As of 2019, Uniqlo has 44,000 employees (MarketLine, 2019). The group's operations in different regions give it a competitive advantage in the industry and strong financial stability in long-term operations.

[bookmark: _Toc14376989][bookmark: _Toc14628341]1.2 Definition of Strategy
Because of the different understanding of the word, the definition of the strategy is different. Chandler (1962) pointed out that the definition of "strategy" is to determine the long-term goals of the organization and achieve these goals through action plans and scarce resources allocation. Porter (1996) argues that strategy is about integrate organizational activities. When developing a strategy, it must be considered that decisions are not carried out in a vacuum, allowing organizations to achieve their desired outcomes in a changing environment.
[bookmark: _Toc14376990][bookmark: _Toc14628342]2.Strategic position
The first step in researching a company's strategy is strategic positioning. The purpose of the section is to analyse Uniqlo's macro and micro environment, competitors and existing resources and capabilities, and then point out its existing deficiencies.
[bookmark: _Toc14376991][bookmark: _Toc14628343][bookmark: _Hlk14008130]2.1 SWOT analysis
SWOT analysis is a way to summarize organizational strengths, weaknesses, opportunities and threats (Schooley, 2019). Organizations can use SWOT analysis to bring resources and actions together in strengths and where they have the most opportunities, while making the strategy clear.

The advantages of Uniqlo are mainly strong financial performance and low cost. Uniqlo is one of the leading brands in the fast fashion. Fast Retailing Co. Ltd., the firm that runs Uniqlo, surpassed The Gap in annual sales in August 2016 and had grown to become the third-largest apparel firm in the world, only after Inditex's Zara and H&M, with annual global sales of $17.31 billion (Uniqlo, 2018). As shown in the figure below, UNIQLO’s annual revenue is growing steadily every year.

Figure 1

Source: Annual Reports of Fast Retailing (2019); Uniqlo (2014-2018)

As can be seen from Figure 1, in 2018, Uniqlo's overseas annual revenue exceeded Japanese domestic sales for the first time. The increase in revenue was mainly attributable to the company's business growth in Southeast Asia, Asia and the United States. And UNIQLO's financial performance in recent years has been very strong, providing shareholders with higher returns. In 2017, Uniqlo's revenue was 151.8 billion yen, an increase of 4.33% from the 144.5 billion yen in FY2016. In FY 2018, Uniqlo's total sales were 176.1 billion yen, an increase of 15.94% compared to 2017 (Uniqlo, 2018).

Uniqlo adopts the SPA model, which sells all internally designed goods in its own store. This one-stop service greatly reduces costs. Uniqlo has been recognized as one of the most cost-effective clothing manufacturers on the market (Shirai 2014). China was the main center for Uniqlo's production of clothing. However, with the increase in China's price and labor costs, in 2018, Uniqlo changed its factory in China to a lower-cost Ethiopian factory. Uniqlo believes this is the key to conquering the European market, using low labor costs to create export centers for the US and European markets closer to Ethiopia. Moreover, Ethiopian clothing exported to the United States does not require taxation, which also greatly reduces the cost of Uniqlo (Yanai, 2019).

[bookmark: _Hlk14008169]The weakness of Uniqlo is that it cannot successfully penetrate the European and American markets. Although Uniqlo claims to be a global brand, its popularity is mainly concentrated in Asia, and its brand awareness is not high in other parts of the world. This is related to the culture and size differences in Europe, America and Asia. Despite this, Uniqlo is trying to capture market share from leading US retailers such as Gap or Tommy Hilfiger (Bhasin, 2019).

[bookmark: _Hlk14008179]As for opportunities of Uniqlo, there are mainly 2: Fast store expansions and Initiative towards digital consumer retail. Uniqlo continues to expand its international business by opening stores in different regions overseas. In 2018, Uniqlo announced that it will open new stores in Delhi, Vietnam, Ho Chi Minh, Vietnam and Milan, Italy (Uniqlo Annual Report, 2018) The number of stores in Uniqlo at home and overseas is as follows:

Figure 2

Source: Uniqlo (2014-2018), The Economist.

As can be seen from Figure 2，In 2016, Uniqlo overseas stores surpassed domestic stores for the first time. Overseas stores are gradually increasing in 2017 and 2018, indicating that Uniqlo is developing overseas markets steadily.

In October 2018, Uniqlo signed a strategic cooperation agreement with material handling system company Daifuku Co Ltd to improve and strengthen the logistics department in Japan and internationally to realize warehouse automation. In September 2018, the company partnered with Google Cloud's Advanced Solutions Lab team to enable companies to analyse product trends and anticipate customer needs using image recognition and machine learning technologies. Both companies are committed to leveraging big data, including behavioral and external information, and customer feedback to analyse customer needs and turn them into products (Fast Retailing Co Ltd, 2019).

The threat that Uniqlo faces is mainly from competitors. The casual wear market is highly competitive and Uniqlo faces a variety of strong competitors, so it is necessary to continuously introduce new products and open up new markets overseas to compete effectively. In Asia, including Japan, major retailers of European and American apparel such as ZARA, HM, and Forever 21 have fully entered the region with their business advantages. These competitors offer not only basic clothing, but also stylish styles. With the development of competitors, consumers have more choices. These factors will lead to fierce competition in the apparel industry. Uniqlo must constantly improve its products and balance its pricing strategy to stay ahead of the competition (Fast Retailor, 2018).

Through the above analysis, the characteristics of Uniqlo can be summarized as follows:

	Strengths:
Low cost
Strong financial performance

	Weakness:
Unable to penetrate successfully
in foreign markets

	Opportunities:
Store expansions 
Initiative towards Digital Consumer Retail
	Threat:
Competition from global operators




[bookmark: _Toc14376992][bookmark: _Toc14628344]2.2 PESTEL analysis
PESTEL analysis is a framework used by marketers to analyse external marketing environments that have an impact on the organization, including political, economic, social, technological, environmental, and legal factors. 

As for social factor, Uniqlo values social norms and grades and values local markets' attitudes toward health and safety. Uniqlo has established a $10 million foundation to help children realize their dreams (Uniqlo, 2014). In 2010, the Uniqlo Group established a social business in Bangladesh to help the people of Bangladesh solve social problems related to poverty, health and education.

As for economic factor, the development of Uniqlo is closely related to the global economy. China has experienced rapid economic growth in the past decade, and Uniqlo has seized the opportunity to open more than 600 stores in China, making China the largest overseas market (Fast Retailing, 2018). According to McKinsey's report, due to economic development and women's awareness, the global female clothing market will grow from 2% to 5% annually, and emerging countries will account for more than half of the entire apparel market. Therefore, Uniqlo will pay more attention to markets in developing countries such as developing countries and Southeast Asia.

As for legal factor, Uniqlo must take into account the legal protection of intellectual property, patents, copyrights, etc. in various countries. It is also important to understand the country’s employment laws and how they affect business models. Uniqlo focuses on the sustainability of its business and supply chain and is committed to ensuring compliance with local laws in the local market (Murphy, 2018). Uniqlo provides employees with a comfortable working environment, the latest information technology and office equipment to improve employee productivity and provide different benefits to employees according to different national laws. In terms of production, Uniqlo is also committed to producing healthy and environmentally friendly fabrics (Uniqlo, 2018).

As for environmental factor, Uniqlo has been working to reduce environmental pollution throughout the production process. Uniqlo also announced that it will achieve zero-emission hazardous chemicals for all production processes by 2020(Uniqlo, 2018). For a long time, the factory used irritating chemicals and multiple washes to fade dark cowboys. This process took a long time, and the discharged wastewater and chemical waste are very hazardous to the environment. Uniqlo promotes environmentally friendly methods in the US denim R&D center to create greener production methods(Uniqlo, 2019）.
As for technical factor, global technology is exploding, and it can change at an ever-changing pace. From manufacturing, marketing, transportation, communications to other aspects of everyday business, all aspects are affected by technology. For more than 20 years, Uniqlo has formed a vast database by collecting all sales data for each store. It monitors and analyses sales data in real time to set production, adjust marketing plans, respond to consumer needs, and better control the supply chain. Uniqlo's SPA management model enables store staff to coordinate inventory faster and improve customer experience on other stores or websites (Fast retailing, 2018).

As for political factor, organizations must understand, respect and tolerate the local society and culture of the host country. The major obstacles common in global business are cultural differences, laws and regulations, languages, etc. The Uniqlo market in Asia, Latin America and the Americas have different political and legal risks, so different marketing strategies must be evaluated and implemented. There are fewer legal barriers in Asia, but legal barriers are higher in Europe and the United States. The price competition factor in Asia is greater than in the US and Europe. In addition, there are factors such as language, foreign exchange and time difference, but the impact on international business activities is relatively small. Therefore, Uniqlo needs to pay attention to different social cultures when entering different overseas markets(Electronic World, 2018). 

According to the above analysis, it can be concluded that Uniqlo adheres to local regulations when entering the overseas market, and is committed to environmental protection and vigorously research and develop new fabrics. In general, macro opportunities outweigh challenges.

[bookmark: _Toc14376993][bookmark: _Toc14628345]2.3 Porter’s five forces analysis
Michael Porter (1979) proposed a five-force analysis framework to analyse an industry's attractiveness and likely profitability. Porter's five-force model is a powerful tool for understanding the competitiveness of organization’s business environment and help to clarify industry weaknesses and strengths. It is often used to determine corporate strategy. Any change in power can affect a company's competitiveness. The five strengths are the bargaining power of the supplier, bargaining power of buyers, threat of new entrants and threat of substitutes and competitors. The relationship among them is as the figure below: 

[image: Porter's five forces model. The model shows five forces: entry barries, threat of substitutes, bargaining power of suppliers, bargaining power of buyers, industry rivalry.]

Source: Porter M. E., Competitive Advantage: Creating and Sustaining Superior Performance (New York: Free Press, 1985), page 5.

[bookmark: _GoBack]The first force is competitors of Uniqlo. The entry barrier of the apparel industry is low, and it is not easy to form a monopoly. Therefore, competition among existing enterprises in the industry is fierce. According to Uniqlo's 2018 annual report, UNIQLO's group of fast fashion is the world's second largest apparel company after HM and ZARA. The main competitors of Uniqlo are HM, ZARA, GAP, forever 21 and other fast fashion companies. The competition in clothing market is very fierce.

Buyer bargaining power can be measured by three external factors: conversion costs, purchasing power, and purchase volume. For Uniqlo, switching costs refer to the one-time costs incurred when a consumer moves from one provider of a product or service to another (Porter, 1980). Since customers can easily purchase other fast fashion items, the conversion cost is very low. In order to gain a price advantage, Uniqlo has adopted a basic low price strategy. As the living standards of middle-class people in emerging countries are getting better and better, consumers' purchasing power is stronger than ever. In terms of purchase volume, since Uniqlo produces basic models, it will not be out of date, so the purchase amount is very large. In summary, the buyer's bargaining power is moderate.

The third force is bargaining power of suppliers. Uniqlo adopts the SPA model, that is, the whole process of product design, materials, manufacturing, logistics and sales is carried out by the company itself, and it has its own supply chain system, with its own suppliers, manufacturers and sellers (Yuen, 2014). The management of upstream and downstream enterprises has autonomy to better control costs and respond quickly to the market. The SPA model determines the low bargaining power of suppliers and buyers who cooperate with fast fashion apparel brands, but they are also mutually beneficial and win-win relationships.

The fourth force is the threat of substitutes. The substitutability of apparel products is high and there are many homogeneous products on the market. If Uniqlo is slightly careless in maintaining quality or raising the price of its merchandise, the customer's brand loyalty will be reduced, so that customers can choose to buy other fast fashion clothing. Therefore, the threat of alternatives is high (Murphy, 2018).

[bookmark: _Toc14376994]The fifth force is the threats of new entrants. Usually, new entrants refer to new brands that have the ability to influence Uniqlo’s market share. There are three external factors: brand development costs, operating costs and economies of scale. Due to the high cost of brand development, it is difficult for new entrants to win a strong brand of Uniqlo. However, the breakthrough point for new entrants is the low manufacturing cost of the apparel industry. Compared with brands such as Uniqlo, it takes a lot of money and time for new entrants to achieve scale production, and Uniqlo can keep improving when new entrants develop economies of scale. Therefore, the power of new entrants is weak.

2.4 VRIO analysis

VRIO is a business analysis framework developed by Barney, Jay B to assess the potential of organizational resources or competency: V stands for value, R stands for rarity, I stands for imitation (easy/hard to imitate), and O stands for organization (ability to use resources) . Through this analysis, Uniqlo leaders can use VRIO to build sustainable competitive advantage by better understanding the scarcity of resources and capabilities.

Uniqlo adopts the integrated operation mode of SPA industry chain. The independent operation covers all aspects of design, procurement, production, quality management and sale, which greatly saves intermediate costs (Anwar, 2017). Although the SPA model is very valuable, it is also easy to imitate. ZARA, HM, GAP and other fast fashion stores have adopted the SPA mode too. Therefore, this can only be seen as a temporary competitive advantage. Uniqlo is constantly developing functional fabrics such as HEATTECH fabrics, fleece and sweat-resistant AIRism underwear and UV-resistant tops, and to pay attention to new functional materials (Uniqlo, 2018), which is very rare and difficult to imitate, can be considered a sustainable competitive advantage. The pricing strategy used by Uniqlo is mainly limited time discounts, with different specials every day. Uniqlo puts the funds on weekly flyers and uses a promotional promotion model that actively motivates customers to come to the store. This strategy, while effective but not difficult to imitate, can be considered a temporary competitive advantage. As for the global and local presence, Uniqlo continued to open new stores in different countries and achieved certain results. However, its popularity in the international market still needs to be improved (Toshik,2018).


In summary, Uniqlo's temporary, competitive and sustainable competitive advantages are as follows:








	Resources and capabilities
	V (valuable or not)
	R     (rare or not)
	I (easy to imitate or not)
	O (organized to exploit)
	Impact on competitive advantages

	Fabric development technology
	Yes
	Yes
	No
	Yes　
	Strong competitive advantage

	SPA model
	Yes
	No
	Yes
	Yes　
	Sustainable competitive advantage

	Price strategy
	Yes
	Yes
	Yes
	Yes　
	Sustainable competitive advantage　

	Talents attraction
	Yes
	No
	Yes
	Yes　
	 Sustainable competitive advantage

	International popularity
	Yes
	No
	No
	Yes　
	Temporary competitive advantage　




In summary, SWOT analysis shows that Uniqlo is a company with a long-term vision. It has made significant progress in technology, innovation, integration into the international community and environmental protection. The PESTLE analysis shows the macro environment of Uniqlo, where economics, society, technology and law are opportunities rather than challenges. Porter's five-force analysis shows that in the apparel industry, the threat of new entrants and the bargaining power of suppliers are weak, which is conducive to the development of Uniqlo. However, the threat of alternatives is high and there are still some obstacles to the development of Uniqlo, such as high-cost R&D. VRIO analysis shows the function and resource scarcity of Uniqlo. The results show that fabric innovation is the sustainable competitive advantage of Uniqlo, but Uniqlo also urgently needs to expand its reputation in the international market.
[bookmark: _Toc14376995][bookmark: _Toc14628346]3.Strategic choices
Strategic Choice is the key within the strategic planning process. Strategic selection involves the entire process of decision making and is a concrete step in the company's deployment of financial resources, human resources, production processes and sales channels（Hill,2015）. In short, strategic choices are decisions that determine the organization of future strategies.

[bookmark: _Toc14376996][bookmark: _Toc14628347]3.1Ansoff Matrix
Igor Ansoff（1957）proposed a strategic planning tool that helps companies develop future development strategies and achieve business growth.



[image: ]

[bookmark: 2_3][bookmark: sub298081_2_3][bookmark: 市场开发][bookmark: 2-3]Market penetration refers to sell existing products or services to existing markets for a higher market share (Ansoff, 1957). Manufacturers can use promotions, distribution, lower prices, improve service quality, and moderately improve products to change consumer habits and increase purchases. Market development strategies mean organizations are trying to develop new markets with their existing products and service. The product development strategy is to promote new products or related products to existing customers to increase sales of existing customers. The diversification strategy is to develop new markets with new products. This is the most risk strategy because the company's strategic experience is not necessarily useful in the face of a new environment.

From the perspective of product development, Uniqlo has distinctive features since its inception. The product positioning is different from fashion and strong personality, focusing on comfortable, suitable for all ages and workmanship. Aiming to satisfy the needs of most customers. Uniqlo aims to create basic clothing that people can wear at the lowest cost. From a market perspective, Uniqlo's target group has no age difference, no gender differences, and can respond to anyone with any status. It has a wider audience than the average clothing brand. A diversified marketing strategy is to provide new products to new markets, which is the most complex and risky strategy for Uniqlo. Thus, this report mainly analyses the market penetration strategy and product extension strategy adopted by Uniqlo.
[bookmark: _Toc14376997][bookmark: _Toc14628348]3.1.1 Market penetration
As for market penetration, Uniqlo has adopted the following methods:
1. Adopt the infiltration pricing method. To attract consumers, Uniqlo opened the market at a lower price and expanded its market share. The low cost caused by large-scale production allows Uniqlo to quickly occupy the market while effectively combating competitors.
2. Uniqlo uses seasonal discounts and cash discounts to attract customers and process outdated products to ensure revenue.
3. Uniqlo's sales channels are mainly physical stores and official websites. In the largest overseas market, China also has a Taobao flagship store.
4. Advertising strategy: Advertising in brochures and magazines, malls set up large-scale brand logos outdoors, and raise awareness in consumers' minds.

[bookmark: _Toc14376998][bookmark: _Toc14628349]3.1.2 Market development
Uniqlo has opened stores in 17 countries around the world. Due to the preferences of customers in different countries are also different, the image conveyed by the brand is various. For example, the American people like street art, so Uniqlo and artists cross-border cooperation to create joint-ventures and art exhibitions; in the UK, Uniqlo combines local culture to create a modern “Utopia”; in China, Uniqlo brings interesting things across China. In the Japanese, UNIQLO launched the service of the star for customers. In Germany, high-quality fabrics such as high-grade fabrics and cashmere sweaters, such as high-grade light down jackets, are favored by consumers, so UNIQLO focuses on Develop these styles (Mossakowska,2018).

[bookmark: _Toc14377000][bookmark: _Toc14628350]3.2 Strategic drift
Strategic drift occurs when the corporate strategy is no longer consistent with the external environment it faces. There are many factors that lead to corporate strategic drift, such as social or technological changes, reduced competitiveness, and problems with management methods (Sammut‐Bonnici, 2015).

[image: ]

As shown in the figure, there are four stages in strategic drift.

The first phase is Incremental Change. At this stage, the external environment has not changed much. The corporate strategy will change in a small scale to be consistent with the external environment. The second phase is Strategic Drift. At this stage, the external environment is accelerating and the corporate strategy is still small-scale, which will cause the company to lose its competitive advantage. The third phase is Flux. This phase is closely related to management. There is now a huge gap between the market expectation and the actual business of the company. Management tried to change the strategy, but there was no decisive progress. The management team may have disagreements on how to solve the current problem, and the strategy is biased. The last phase is Transformational Change or Death. The management team recognizes the need to transform in a strategic direction and implement relevant strategic change plans, otherwise the business will fail.

Uniqlo is now in the second stage and is competitive, but it should be strategically adjusted to maintain business.
[bookmark: _Toc14376999][bookmark: _Toc14628351]3.3 Strategy Clock
Bowman's Strategy Clock is a tool for analyzing competitive strategy choices developed by Cliff Bowman as a detailed description of the three Porter generic strategies. The strategic clock model combines product/service price and product/service added value to distinguish the following different competitive strategies: low-price strategies, non-competitive strategies, hybrid strategies, differentiation strategies (Webb, 1991).

According to previous analysis, Uniqlo has adopted a hybrid strategy to provide customers with high quality clothing while maintaining low prices. The success of this high-quality, low-price strategy depends not only on Uniqlo's ability to understand and meet customer needs, but also on the cost base of maintaining a low-price strategy. In the UNIQLO Select Store, an artificial intelligence-based computer information screen displays various products to customers and then recommends products based on each customer's reaction (itech, 2018). This combination of consumer experience and Uniqlo's brand culture is an advantage of Uniqlo.

However, although Uniqlo has a large market in Asia, it has lost many potential consumers in Europe and the United States due to differences in culture and people. (CNR, 2019). Therefore, Uniqlo can consider the use of differentiation strategies to provide customers with products of various prices and values. While UNIQLO continues to target consumers who are pursuing basic models, on the other hand, it can continue to cooperate with different designers or brands to produce joint-venture models, seize the fashion-conscious crowd, and at the same time grasp the research and development of fabrics and sell high-priced clothing.


[bookmark: _Toc14377001][bookmark: _Toc14628352]4. Strategic Implementation
Strategic implementation is an important stage of the strategic management process, which translates the target strategy identified during the strategy development phase into concrete actions to ensure that the desired objectives are achieved. It focuses on the entire organization and is implemented after SWOT analysis and other strategic issues (Omeike ,2015）.

In order to satisfy consumers, Uniqlo has continuously launched a series of cooperation with artists and designers in addition to the development of new fabrics. For example, the cooperation series with LOEWE creative director JW ANDERSON, Uniqlo U series creative director Christopher Lemaire's latest U series products, and its SPRZ NY line released new joint new products, etc., a series of cross-border cooperation triggered consumption (Chin, 2019). The consumer's perception of the brand has gradually broken the "basic" word. It is understood that the current frequency of cross-border cooperation between Uniqlo is much higher than that of competitors such as H&M. Uniqlo can maintain the frequency of cross-border cooperation and gradually change the inherent impression of the basics of Uniqlo.

In addition to continuing to expand physical stores, Uniqlo can gradually shift its focus to online, and reform its e-commerce business to meet consumer demand. In addition to third-party e-commerce platforms, Uniqlo can also use high-tech unmanned machines. Introduced with LED digital screens to physical stores to enhance the consumer's shopping experience (Uniqlo,2019).

As the speed of the global retail industry continues to accelerate, UNIQLO's excessive physical stores have become a burden to limit its development (Yang, 2018). Opening online stores and closing physical stores are also methods that Uniqlo can use. Uniqlo opened its official website flagship store in mainland China and UK, while closing physical stores in Japan, which can reduce costs and achieve financial sustainability.






[bookmark: _Toc14377002][bookmark: _Toc14628353]5.Conclusions
Since 1984, Tadashi Yanai has been planning to create a minimalist style of Uniqlo clothing. Now, Uniqlo has become one of the leading brands of fast fashion apparel in the world. Every improvement in Uniqlo is the result of the company's high quality products and the right adoption of the SPA business model. Another factor in the success of Uniqlo is that its good consumer experience and after-sales service make it difficult for competitors to surpass it in the short term. However, Uniqlo is also facing some problems that limit its development. For example, consumers have high demands for fabric and style innovation. Today, Uniqlo is still in the second phase of strategic drift, but it is still necessary to develop the right strategy and constantly explore new business. Only in this way can Uniqlo continue to enhance its competitive advantage and promote its rapid development of its global business activities.
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Uniqlo Stores

Uniqlo Japan	
2014	2015	2016	2017	2018	852	841	837	831	827	Uniqlo Overseas	
2014	2015	2016	2017	2018	633	798	958	1089	1241	



UNIQLO annual revenue in 2014-2018 
(unit: 100 million yen)

Uniqlo(Japan）	
2014	2015	2016	2017	2018	7156	7801	7998	8107	8647	Uniqlo(overseas)	
2014	2015	2016	2017	2018	4136	6036	6554	7081	8963	



image2.png
Bargaining power

of suppliers





image3.JPG
The Ansoff Matrix

Market Development

New Markets

Product Development

Existing Markets

Existing Products New Products




image4.png
Cumulative
environmental
change

Environmental

Stra'tegic
change

Phase 1
Incremental
change

Phase 2 Phase 3 Phase 4
Strategic Flux Transformational
drift change or death

Time




image1.jpeg
PRIFYSGOL CYMRU ———
S Y Drindod Dewi Sant

UNIVERSITY OF WALES

Trinity Saint David





