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	                                                   TASKS



Write a report (5000 words +/- 10%) that addresses the following: 
· Tallant (2009) claims that “The importance of an organization to develop a vision, mission, and values is important for strategic direction.” Using Fast Retailing as an example, assess the relationship between “Strategic Direction” and the “Vision, Mission, and Values (VMV) of a company.

Introduction
Strategic Direction are the actions of the company are implementing to achieve the set goals of the corporate and business strategies. The “Vision” or “Mission Statement” is to define where the company wishes it to be successful. Strategic Direction includes the plans and actions the company must put in place towards the vision of the company's future..  
So here we are now prevailing the mission of the Fast Retailing Group (FR Group) and try to analyse how this is translating to the plans and actions of Fast Retailing Group are pursuing their Strategic Direction. This study is to be on Evidence-based approach (Pullin & Knight, 2003). 
Fast Retailing Co., Ltd. has established four subsidiaries, transacting business as a fashion designer and retailer in Japan and globally. There are four components namely UNIQLO Japan, UNIQLO International, GU, and Global Brands. They manufacture and sell clothing for men, women, children, and babies; and underwear, plus as other commodities. The company is operating shops and own the patent of the brands as UNIQLO, GU, Theory, PLST, COMPTOIR DES COTONNIERS, J Brand and PRINCESSE TAM.TAM.

Mission Statement 

The Uniqlo chain is founded by the Billionaire founder and CEO, Tadashi Yanai who should be the Japan’s second richest person. Uniqulo is a fast fashion causal wear retail chain well known globally since its establishment in 1984. Uniqulo belongs to the Tokyo-listed FR Group. 
There are two statements in their website: “To create truly great clothing with new and unique value, and to enable people all over the world to experience the joy, happiness and satisfaction of wearing such great clothes.” & “To enrich people's lives through our unique corporate activities, and to seek to grow and develop our company in unity with society.” (FAST RETAILING WAY (FR Group Corporate Philosophy), 2020).
The 1st mission statement tells that FR is pursuing a combination of business strategies, growth strategy and differentiation strategy with the objectives to cover the whole world which can enable to meet different needs of all customers. 
Whilst the 2nd mission statement tells that FR is seeking ways to grow and at the same time their growth will also taking care the well-being of the society. 
Factual findings and their linkage to the mission statements

FR Group has the vision to produce great clothing for customers which is really difficult to be achieved in the realistic world as each and every customer has his/her own view and needs on “great clothing” as stated in the first mission statement. FR Group has created the concept of “LifeWear” for their goal of everyday wear. Basically, “LifeWear” is equal to “great clothing” which FR defined it as simple and superior clothing produced and create to improve the everyday lives of people in the world. 
Although this is difficult to achieve, they are using every endeavour to produce clothing that satisfy the needs of individual. In order to meet the diversified needs of the customers, FR Group has to produce different types of clothing which they are now pursuing e.g. sport utility wear, casual, innerwear & loungewear, formal wear, AIRism Collection, Winter Life wear, home comfort & etc. for Women, Men, Kids and Baby. 
The “LifeWear” vision, FR group is actively pushing their “Ariake” Project for corporate transformation. The project is aiming to replace the usual old standard way on supply route with useful information to bond the whole production process (including but not limited to design, planning, production, distribution and retailing) so that up-to-date products can be created spontaneously to fit the client needs – a new on-line fashion retail industry.  This can eliminate the waste by ensuring the product made, transferred and sell only what is needed This involves big data analysis to create products more efficiently and accurately that customer really wants. The “Ariake” project will utilize the up-to-date advance AI, algorithms, and new science technology so as to speed up the whole process by studying the vast pool of customer data and opinions to achieve “LifeWear”. This reflect the 2nd mission statement to take care of the social well-being which is their social responsibilities in this respect. UNIQLO can be responsive to the market trend and customer’s needs for new clothing in a very short period of time. 
Creating value to the society and for the group

Product Planning/Research and Development for better resources allocation, new technology for clothing materials (e.g. recycled fibres made from reclaimed plastic bottles) and fashion design trends. New ways for sourcing materials and processes for manufacturing can undoubtedly preserve the earth's resources and help the human to rebuild a sustainable planet. 
[bookmark: _Hlk50838631]Below is figure 1. prevails the whole idea of the Ariake project launched with Google in the summertime of 2018. (FR Group, Ariake Project, 2020).
[image: ]
This can enable UNIQLO in producing vast number of unique products due to this new “Ariake project” that standardize and improve the efficiency of the process from planning, design to production, distribution, and retail. 
The outbreak of COVID-19 since Feb 2020 has caused serious economic concession including retail industry and UNIQLO cannot avoid this. This reduced the profits of UNIQLO since September of last year and the situation has not been improved till up to the date of this report. Eventually triggered FR group to put more focus to develop the E-business model. This can take the advantage of today’s increasingly digital world to directly communicate with customers and quickly convert the needs into real products. Other than visiting physical shops, customers can visit their e-commerce platform to purchase whatever they like much easier and effective. The AI behind the e-commerce platform can analyse the customer’s needs and produce suitable clothing accordingly. The E-commerce platform can help to enhance the social distance and hence lesser people grouping for better social hygiene environment to avoid cross infection. This is to protect both the customers and staffs in the physical stores. 
FR also realizes that there is no conflict between e-commerce and physical stores, but there is synergy on both platforms to increase sales. It turns out that customers can evaluate new UNIQLO products launched on the website and can easily share news via social digital media, such as Facebook, WeChat, What's App, etc.
FR is striving to expand their geographic scope as stated in their mission statement – Japan, Greater China, Southeast Asia, India, Europe, and United State of America. 
It is clear that FR Group is well utilizing its value proposition in particular meeting customer’s needs and the trending of the clothing in each of the region they are developing. For example, Customers in China are treating UNIQLO as their number 1 apparel brand and value for its high-quality everyday wear. There are variety of clothing for the customers to choose e.g. UT graphic T-shirts, fleece, cashmere, HEATTECH, Ultra Light Down, jeans, and Kando pants are particularly welcome. With the blooming economic growth and the middle-income population has surged. In India, they worked together with Indian designer Rina Singh to develop a joint kurta collection for local needs. In Ho Chi Minh City of Vietnam, first store of UNIQLO opened and thousands of potential customers greeted the new opening. Therefore, UNIQLO is going to put up more new stores in Greater China, India and Asia. These regions are the growing engines for UNIQLO. As for Europe, UNIQLO has increased its presence by opening more new stores in location such as Stockholm, Amsterdam, and Copenhagen in 2019 & 2020. Westerners are more conscious on the sustainability issues which is exactly matching the LifeWear concept of UNIQLO. In North America, FR group is putting more focus on E-Commerce platform where they are seeing fierce competition on price in the shopping malls. 

Performance resulting from the actions taken accordingly

UNIQLO's market share is expanding worldwide, below is the figure 2 from their website (FR Group, Industry Ranking, 2012). 
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· Conduct a macro-environmental analysis for the Hong Kong casual wear industry and determine the opportunities and threats for the industry.


Background

Hong Kong was a colony of British and handed over to China in 1997 to become a special administrative region of China. To a large extent, it can freely administer its own affairs and is governed by China's "one country, two systems" principle. China remains as the exclusive authority to overrule changes to its political system. The Chief Executive is the leader of Hong Kong Government with a term of two five-years. He/she is elected by the Representative Election Committee in accordance with the Basic Law and is appointed by the Central People's Government of China. 
Hong Kong can establish foreign relations in the fields of communication, trade, tourism and culture. China Government takes the responsibility of political affairs and national security. Since June 2019, Hong Kong Government is facing intense political confrontation and social disputes.
[bookmark: _Hlk52010971]Hong Kong is famous in clothing for Original Design Manufacturer (ODM) and Original Equipment Manufacturer (OEM). The companies are able to deliver quality clothing reasonably fast to meet the needs of foreign importers’ and retailers’ request  (HTDC, Clothing Industry in Hong Kong, 2020) .
Hong Kong as the leader on production centre and hub for global apparel procurement. Hong Kong garment trading company has extensive experience in fabric sourcing, sales and marketing, quality control, logistics, garment design, and international and national regulations. The professional level with comprehensive services provided are unique in the world. As of December 2019, they constitute one of the largest groups in Hong Kong's import and export trade, composite of 13,370 organizations and 70,550 employees. (HTDC, Clothing Industry in Hong Kong, 2020).


PESTEL analysis 

PESTEL analysis is the tool to analyse and monitor the external environment (macro-environmental) factors may have impact to the company operates. The result of which is used to understand the market situation for the company to develop strategies for growth and survival (Yüksel, 2012, p.52).

	
	Political 

	P1
	Since June 2019, Hong Kong has been undergoing social disruption and turmoil. 

	P2
	The demonstrations have been causing damages to private and public interest. This unrest triggers the new "Hong Kong National Security Law" and resulting the sanction to some government officials. 

	P3
	Hong Kong no longer enjoy independent tax zone as USA is considering as part of China. The USA President signed the executive order ceasing the special treatment the city benefited under the Hong Kong Policy Act of 1992. No-more "Made in Hong Kong" but instead "Made in China" for locally made products exported to US. 

	P4
	The US State Department issued a travel advisory in Sept 2020, warning all US citizens of the risk of arbitrary "police and security power" in Hong Kong and urging Americans to take serious consideration travel to HK. This is bad to the international image of Hong Kong and may harm the tourist’s industry and bad to the international image of Hong Kong and may harm the tourist’s industry. This also seriously affect the retail field and hence the poorer performance on clothing selling. 

	P5
	CEPA arrangement effective from January 1, 2006, China Government has granted duty-free treatment to all products of Hong Kong origin, including garment products. Even the garment products without the current CEPA rules of origin will enjoy duty-free status after the local application by the manufacturer. This can assist Hong Kong to develop clothing industry in the Greater Bay Area (HTDC, Clothing Industry in Hong Kong, 2020).

	
	

	
	Economic

	E1
	Unrestricted flow of funds, comparative low tax rates, sophisticated financial system, and well-established legal system.

	E2
	Hong Kong is recognized as an important global financial center next to New York and London. Most of the regional headquarters of the World’s major banks have been setup in Hong Kong. For foreigners, doing business in this city is simple and cost-effective. With the recent disruptions, Hong Kong's financial status has been deteriorating and its ranking has been downgraded. 

	E3
	Financial services, tourism, trade and logistics, and professional and producer services are the four core industries supporting the economy of Hong Kong.  

	E4
	Hong Kong's GDP in 2019 is approximately US$370 billion but it is predicted that the GDP will decline slightly by 2020 (Trading Economics, 2020). It is observed that the unemployment rate in the first half of 2020 is increasing substantially due to the outbreak of COVID-19.  It is worth noting that in the first quarter of 2020, Hong Kong declared the largest quarterly economic recession of 8.9% in its record (Chan, 2020).

	E5
	Due to pandemic of COVID-19, the whole world is facing economic concession. The COVID‑19 pandemic has disrupted global supply chains and showed no mercy to the clothing industry, where companies are facing production and logistics bottlenecks, poor external demand and cash flow challenges.

	
	

	
	Social 

	S1
	Spending in developed markets will be resumed on fashion products and their choose products should be more comfortable, functional, and economical. 

	S2
	Children's clothing continues to evolute the apparel industry. By 2024, the global children's clothing market is expected to reach $230 billion. Parents around the world are increasingly willing and able to spoil their children with higher-quality clothing, and the trend of gender-neutral children's clothing is also growing. This kind of strong market growth is particularly evident in the Chinese market. Since 2016, the execution of the "two-child" policy in China is leading a double-digit growth in sales of children's clothing.

	S3
	Population aging is now a common trend in many developed countries around the world – Longevity issues.  The United Nations predicts that people over 60 will be occupying 33% of the respective populations of these developed countries. The people over 60 formed a strong market named the "Silver Market". Due to the effort of savings, annuity, social affair’s  benefits and pensions, many aged people have strong consumption power. A survey conducted by the Japanese government also showed that people over 60 have stronger financial base than the younger age group. Reputable brands and high-quality products are still welcomed by this segment of consumers.

	S4
	The demand on large-size clothing is growing steadily and will continue, especially in the Western Countries. A recent study by the “National Center for Health Statistics”, the average woman is 25 pounds heavier than in 1960, and nearly 40% of adults and 19% of young people are overweighted in USA. 

	S5
	Hong Kong is encountering various social challenges. The demonstrations & protests caused serious damage to the city. The gap between the rich and poor is widened. A lot of citizens are living under the poverty line. The dense population and the expensive housing cost caused many families live in bad housing conditions such as tiny, subdivided and  windowless. 

	
	

	
	Technological

	T1
	There are more than 800 technology companies set up in the Hong Kong Science Park. They all proved themselves have high levels of product innovation capabilities at comparable high world standard. 

	T2
	On-line shopping is now the main trend for sales and marketing around the world. 

	T3
	The social media / e-tailing is developing rapidly nowadays and major leaders such as Amazon, Tmall, JD.com and Secoo.com, competing for market shares and branding. The accumulating customer experience and their growing strategies, the industry participators are improving their capabilities with the assistance of advanced technologies, such as virtual fitting, visual search and robotics ( HTDC, Clothing Industry in Hong Kong, 2020).

	T4
	Key opinion leaders (KOL) are becoming more and more popular in the field of e-commerce. After having a large number of followers on social media, KOLs and their positions have quickly become one of the most effective marketing methods to influence demand and enhance targeted communication.

	T5
	Keeping pace with the developing scientific evolution, advanced production technologies such as digital and laser printing, 3D knitting, semi-automatic sewing and robotics are giving birth to a new generation of smart factories that can produce small batches of projects on time and on demand.

	T6
	The development of Internet of things have given the easy passage for peoples to surf through the Internet and sought out solution & methodology for them to create custom clothing with own fashion designs. This is a new way of doing business in fashion industry. Big well-known clothing stores, such as Nike, Adidas and Wal-Mart, started to sell personalized clothing, whilst smaller companies allow consumers to customize their own designed clothing and accessories online and produce the products accordingly. 

	T7
	Hong Kong government has been investing quite a lot to develop high tech industry to compete in the region such as Shenzhen, Singapore, Taiwan & etc. Hoping to attract Foreign Direct Investment for the better development of the HK economy and GDP growth. 

	
	

	
	Legal

	L1
	The judiciary of Hong Kong works independently of the mainland China system because of the "one country, two systems". 
It is considered as the best- & well-established judicial system in Asia for fair treatment to everybody including the legitimate employees. 
The employees in Hong Kong is under the protection of the Employment Ordinance (EO) in terms of the fringe benefits such as punctuate salary payment, paid maternity and paternity leave, annual leave, sick leave and compensation due to the negligence of the employer.

	
	

	
	Environmental

	EN1
	Consumers are becoming more and more pragmatic, considerate, and socially aware. Efforts to embed sustainability in the apparel industry may stimulate the emergence of unexpected materials and creative producing methods, and the concept of recycling material (such as plastic bottle & etc.)  will be more often used throughout the supply chain for the clothing raw material. 








SWOT Analysis 
We refer to the foregoing analysis and now trying to derive the SWOT out of it. Please see below table of analysis according to the identified opportunities and threats: 
	Strength 
	Opportunities 

	P5 – CEPA arrangement can allow Hong Kong enjoying the market in Greater Bay Area.
	Strong support from both Hong Kong and China Government to develop the clothing industry. Hong Kong can enjoy the privilege granted by the Chinese Government and greater customer population.

	E1 & E2 – Unrestricted flow of funds, comparative low tax rates, sophisticated financial system, and well-established legal system. A major global financial centre - doing business in this city is simple and cost-effective.
	Attracts foreign investment including famous brand to have their Headquarter or Regional office set up in Hong Kong. This can facilitate the clothing industry to have a good establishment for growth in Asia and China. 

	E3 - Financial services, tourism, trade and logistics, and professional and producer services are the four main industries supporting the economy of Hong Kong.  
	A good established market for fast clothing retail chain shop to develop business.	

	S1 – Hong Kong being a mature markets and peoples are with longer life willing to spend on various type of clothing. 
	A variety of demand on different types of clothing and branding. Innovation in terms of product development or digital distribution is an ongoing opportunity.

	S2 - Children's clothing continues to push and shape the apparel industry.
	This creates great demand for the apparel industry in Hong Kong and Greater Bay Area.

	S3 - The people over 60 formed a strong market named the "Silver Market". This group of peoples have strong consumption power. 
	The “Sliver Market” has great demand for good quality clothing and develops a strong market for the clothing industry Asia and the Global. 

	S4 - The demand of large-size clothing is growing steadily and will continue, especially in the Western Countries.
	The increase of body weight induces larger figure and create this “large-size” market. 

	T1 to T6 – Hong Kong has well prepared and developed its IT technology eco-system and good talents for innovative ideas & products. The capabilities including (1) on-line shopping, (2) novel technologies, (3) social media / e-tailing, (4) Key opinion leaders (KOL), (5) revolutionary developed production mechanization such as digital and laser printing, 3D knitting, semi-automatic sewing and robotics, (6) personalized clothing ability and etc. 
	This will attract more FDI and brands to land in Hong Kong. More variety of different design, fabric material and custom casual wear will be appeared in Hong Kong. It will certainly boost up the clothing industry and offer opportunities to growth for more study on new technology. 

	L1 – Well established legal system under the “one country two systems”. 
	Equal and fair legal environment to allow individuals and companies to develop and transact business on clothing industry.

	EN1 – Mature mind set on nature environmental protection
	Better utilisation of waste recycling material and creation of new raw material for innovative products on clothing. 




	Weakness
	Threats

	P1 to P4 – The social unrest in the second half of 2019 and subsequent political events between Hong Kong/China and USA Governments. 
	This weaken the economy of Hong Kong and threaten FDI. The restriction of “made-in HK” can rotten the image of export good quality of HK and of course the clothing product will be affected.  

	S5 - Hong Kong faces some social challenges including not limited to (1) Inequality, (2) poverty, (3) densely populated places - housing crisis and bad living environment and etc.
	Peoples in Hong Kong are intending to save money and spend lesser on clothing. 



Conclusion
We refer to the foregoing analysis and opportunities are prevailing the threats as anticipated. The resumption of economy and social activities with the fading of pandemic by end of 2020 and then the development of useful vaccine to cure COVID-19 in 2021. The clothing industry in Hong Kong remains as good business for domestic and foreign investment based on the identified strengths as described. 


















· Evaluate the corporate and business strategy recently proposed by Fast Retailing and appraise the effectiveness of these strategies based on the Balanced Scorecard.

Balance Scorecard – not just from the Financial perspective (AŠČIĆ and SKELO, 2017, pp. 181-201) but also from Customers perspective, Learning and Growth perspective and Internal Business Process (FR Group, Annual Report 18/19). This approach has both financial and non-financial measures and examines the achievements done to all the stakeholders of the company. Please see the table below for the detail observations according to the Balanced Scorecard Approach. 
	Financial Perspective 
(AASTOCK, 2020, Stock 06288)
	Learning to Growth 

	Current market capitalization is around USD 57.7 billion. 
	FR has great company culture and successful leadership originated from the CEO, Tadashi Yanai as one of the best CEOs in the world by Harvard Business Review in 2018. In the past 35 years, he has been widely praised for Uniqlo's huge success and explosive growth due to his strong corporate culture, focusing on teamwork, innovation and customer experience.

	Recorded the highest levels of sales revenue and profit in the financial year of 2019.
	The CEO decided in FR group to conduct all its operations in English – a definite contribution to its global success. 

	The 2019 consolidated revenue amount to 2.2905 trillion yen with an increase of 7.5% over the year of 2018 and operating profit attained 257.6 billion yen with an increase of 9.1% over the year 2018. 
	Reputable as fair and emulate for all employees greatly empowering the staff to provide suggestions.

	The 2019 consolidated gross profit margin declined by 0.4 points as compared to 2018.  
	All company’s information is transparent to all employees. The values and goals are clearly brought into the performance of the employees globally. 

	ROE of 2019 was 17.32% increased from 14.65% for 2015
	Staff training – top priority and each new employee is trained for 3 months. All activities of the employees are recorded and analysed. Employees are well trained on how to serve and interact with shoppers. The company is building a University in Tokyo for the employees of UNIQLO and allows 1,500 new store managers to learn the skills to manage the stores every year.

	In fiscal 2020, the FR Group is projecting the annual increase of revenue with 4.8%, operating profit with an increase of 6.7%,  profit before income taxes with an increase of 8.9%, profit attributable to owners of the Parent with an increase of 7.6%. The all four business segments will contribute to these increments. 
	UNIQLO aspires to be the most innovative company in the world.

	The total number of stores will expand to a total of 3,745 by the end of August 2020 which comprise of 817 stores in Japan, 1,520 stores International, 445 stores at GU and 963 stores at Global Brands. As of Sept 2019, it was around 2,196 stores in 21 countries. 
	High dedication to innovation-hires textile masters working closely with factories to develop advanced technology fabrics for UNIQLO. The signature innovation is  HeatTech, can retain the temperature in the clothing. Another creation is AIRism with quick-drying, LifeWear (combination of casual and sports) and UV Cut with material designed to prevent 90% of ultraviolet rays.

	FR Group has been growing at a very fast pace in the past 5 years and its belief to success is demonstrated with its revenue forecast of 4.8% growth for the fiscal year of 2020.
	Total number of employees as at 31 August 2019 was recorded at 56,523 for permanent plus 80,758 for junior employees and part-time workers. 

	Reported by Forbes, Uniqlo has a brand value of USD 8.6 billion and ranked 84th on the list of the World’s Most Valuable Brands.
	Number of employees (average) 105,588 persons with 105.2% year-on-year change and Sales per employee (yearly) 16,899 thousand yen with 101.6% year-on-year change.

	The Cash amounting to 86.8 billion Yen as of 31 August 2019 and accumulated to 1.0865 trillion Yen by end of 2020. 
	There is an employee engagement policy, to let all employees to enjoy equal chance for promotion and diversity; learning and developing; and healthy and safe workplaces. 

	Customers 
	Internal Business Processes 

	Attaches great importance to its retail store experience and tries to manage every customer touchpoint.
	Product development approach and efficient supply chain. 

	Delivery system supporting a clear brand promise. An easy understanding slogan and crystal-clear trademark promise to supply high quality, performance-enhanced, universal, basic casual wear at affordable prices.
	The overall production process including product planning, design, manufacturing, and distribution are all internal done intimately. This is to enable stay close to customers and spontaneous response to their needs. Strong bargain power in terms of raw material purchasing with huge orders for cheaper prices and hence better price for selling final product to customer. 

	UNIQLO is using different ways to convey its brand status and principles, such as the unique shopping environment, famous  brand promoters (known as Uniqlo global ambassadors), online marketing, cooperation with designers, and trademark promotion activities.
	An effective corporate governance system is in place and made according to its Code of Conduct. Professional Auditor is engaged to ensure the independence of the board of directors, and an executive officer system for responsive & quick decisions to operate effectively and efficiently. 

	FR Group is encouraging active interaction with customers. Uniqlo promised to analyse the information collected through its website and mobile apps to study customers’ needs. The outcome can match the identified needs seamlessly. 
	

	Global brand campaigns: titled “The Science of LifeWear” in 2016.  In 2019, FR group engaged “TikTok” which is a famous social network for sharing one’s own videos (usually lip-synching to popular songs with dances) to show off the Uniqlo products and is welcomed by customers.   
	

	With the effort spend in ten years’ time, the brand perception has been successfully steered from low price and bad quality fast fashion to high-quality whilst affordable fashion. 
	



Conclusion 

FR group has demonstrated great success with the corporate and business strategies as prevailed by the above balanced scorecard table. The strategy for all peoples with good clothing and unique function of different material win the heart of the customers. The company differs itself from its competitors with price driven strategy made UNIQLO to have these achievements. 








· Propose recommendations for both corporate and business level strategies for Fast Retailing? Analyse how these strategies can be effectively implemented.

Recommendation 

Differentiation through innovation: Although Uniqlo's innovative fabrics have become well-known in the industry, it needs to strengthen its’ innovation capability, and this is the ultimate important factor to contribute the success future of the FR group and Uniqlo. 
Quality oriented, not just the price:  Affordable price is always the strategy that Uniqlo to compete effectively. According to the PESTEL analysis, FR group should emphasize on quality and try to steer away from the price but needs to be reasonable. Uniqlo should start to find ways to establish a stronger marketing position on its clothing quality on the top of what they have established. 
Leveraging on fintech and Internet of Things (IOT): Today, people of all ages are using their mobile phone to purchase over the Internet. Uniqlo needs to strengthen its online store and to combine the physical stores and virtual stores into an all-round spending environment.  It is believed that Online sales will be gradually increased over the years. The group has to improve its post-purchase experience if the customer can obtain their purchased items correctly and at the same time to understand by analysing the behaviour of the digital consumers so that it can develop appropriate on-line business strategies to improve its sales revenue. 
Inheritance and good succession plan: In the past decade, with the severe and multifaceted disruption of technology and business, management in the 21st century will be affected by continuous changes, geopolitical, economic and political instability. Mr. Tadashi Yanai, CEO of FR Group is now at the age of 70, still holds the position. To avoid the uncertainty as mentioned and catering the retirement of Mr. Tadashi Yanai, Uniqlo needs to create a good  succession plan to develop the next leader and successor accordingly.
Global competition: FR Group should set an aggressive goal to become the world’s leader on fast fashion retailer. As of 2020, Uniqlo is coming to replace H&M as the second in terms of sales revenue. Therefore, FR Group needs to strengthen their capabilities in all aspect in the imminent years. 

International expansion: Outside of Asia, the brand footprint and visibility are relatively low, which is a problem FR Group. It is opening more retail stores in different countries, more on-line & off-line advertising, and marketing on a global basis.
In terms of products, FR Group must understand the significant differences between Asia and European/USA who are complaining about the clothes size is too small which can fit their body. To solve this problem, Uniqlo began to establish partnerships with Western designers and manufacturers to meet the needs of Western consumers.
FR Group should take actions according to the above recommendations by the 3rd quarter of 2020. 
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Major Global Apparel Manufacturer and Retailer

Company Name Change (%)

(Flagship Brand) of dollar) (1ocal base)
INDITEX (ZARA) Spain Jan. 2020 31.10 +8.2
Hennes & Mauritz Sweden | Nov. 2019 24.07 +10.6
FAST RETAILING(UNIQLO) Japan Aug. 2019 20.93 +7.5
Gap USA Feb. 2020 16.38 -1.2
Limited Brands USA Feb. 2020 12.91 2.4
PVH (Calvin Klein, Tommy Hilfiger) USA Feb. 2020 9.91 +2.6
Ralph Lauren USA Mar. 2019 6.31 +2.1
NEXT UK Jan. 2020 5.50 +2.4
AMERICAN EAGLE OUTFITTERS USA Feb. 2020 4.31 +6.8
Abercrombie & Fitch USA Feb. 2020 3.62 +0.9
Esprit Hong Jun. 2019 1.66 -16.3

Kong

Notes: Compiled from the annual reports of the companies listed above.

“Figures calculated in yen using the end of February 2020 FX rates. ($1=¥109.45)




