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[bookmark: _Toc74166753]Abstract

The retail has been impacted greatly throughout the time that COVID-19 started and still on going, as well as other industries. The current study concentrates specifically on the retail industry and how it has been impacted by this difficult time by taking Uniqlo, that is part of The Fast Retailing Group Co. The project explores the marketing strategies that are used during the pandemic COVID-19 by Uniqlo in the year 2020. It also looks at how the consumers and how their buying behaviour has been impacted during the pandemic and more specifically 2020. In order to understand Uniqlo’s marketing strategies during the pandemic the project analyses their annual report from 2020. For the consumer’s behaviour, a survey was conducted with 50 participants (female N=41, male N=9) between the ages of 18 and 74. Results show that majority of the participants have decreased their shopping tendencies. Overall, there are valid changes to the way that the company functions within the time of the pandemic, and some consumers have changed their consumer behaviour during that time. In further studies it should be recommended for more participants to be used and for a more detailed questionnaire to be presented to participants.
 


[bookmark: _Toc74166754]Introduction

The industry in the global aspect was strongly affected by the outbreak of the pandemic, the production process was stopped for a long period of time and the trade facilities were closed. Respectively, due to the long periods of lockdown, the tour was reduced by the buyers.  As a result, the World Health Organization declares it extremely dangerous to human health and recommends strict restrictions. The aggressive measures taken to close stocks and fashion studios affect many companies, including Uniqlo. Only the Asian market managed to be observed, the other markets closed because of the coronavirus. As a result of the coronavirus, a large part of the companies' stocks closed physically and remained online. The pandemic affected very few small businesses and single traders. The pandemic caused the closure of 3,785 Amancio Ortega stores and about 300 million euros, respectively, to lose value. Fashion events are delayed or skipped for an indefinite period. The period is quite anxious and uncertain, and this raises a lot of questions not only for companies and sole traders, but also about delivery companies (Electra Company, 2020). 
 During the pandemic, the strategy of small and medium-sized businesses excluded innovative marketing strategies and merchandising. Companies collaborate with social media and through them stay connected with their clients. Now, the situation in the industry has not changed since the beginning of the pandemic, and many of the fashion subsidies have been cancelled (Electra Company, 2020). As it has been mentioned before the impact of the pandemic, it was disastrous for many small and medium-sized traders, and another part, even though customers used online platforms, saw a significant drop in revenue. The question facing companies is whether this online platform will be sufficient to help them stabilize. Analysts believe that online shopping so far occupies a small part of sales and will not be able to compensate for the losses of companies. The effect is on warehouses and factories. 

[bookmark: _Toc74166755] Aim and objectives

The aim of the research is to analyse the company Uniqlo thoroughly and find their strategies used in time of a pandemic and how they are coping during the challenging times in lockdown and analyse the impact of the Covid 19 pandemic on consumer behaviour.

[bookmark: _Toc74166756]Research Objectives 

• To determine the current marketing strategies utilized by Uniqlo during the Covid-19 pandemic.
 • To analyse how the Covid-19 pandemic has impacted the consumer buying behaviour of Uniqlo’s customers.
 • To propose recommendations regarding future marketing strategies for Uniqlo to maintain a strong competitive advantage.

[bookmark: _Toc74166757]Research Questions 

• What are the current marketing strategies utilized by Uniqlo during the Covid-19 pandemic?
 • How has the Covid 19 pandemic impacted the consumer buying behaviour of Uniqlo’s customers?
 • What recommendations can be proposed regarding future marketing?

[bookmark: _Toc74166758]Background Research topic

The unexpected global spreading of the coronavirus has totally changed the worldview of people in global aspects and, accordingly, shopping habits. With the closure of shops, restaurants and event restrictions, social contact was kept to a minimum. The only alternative to people remaining watching Netflix and online shopping. After some time with the extended quarantine periods in Central and Southern Europe, co-marketing noted its research that online shopping increased by 7.5%. The tendency is to increase the purchase of finished products, while the number of transactions has not changed. At the same time, shoppers are shopping in their preferred stores (McIntosh, 2020).
Based on the strict restrictions in the USA and the UK, as well as in Africa and Latin America, sociological research shows a decrease in online shopping by 14%. The reason behind the decline occurred due to customers in the early stages of the pandemic became cautious in their purchases, but at the expense of this regiment when shopping for clothes, they paid large sums. With the deepening of the pandemic, customers are losing interest in buying clothes and accessories. Against the background of this situation, KPI companies monitor the transition of companies and, accordingly, those who go bankrupt. The only way to trade online shopping and problems is for small and medium businesses. One large part of the small and medium business went bankrupt, and the others moved cautiously. With the RETVIEWS system, traders, especially in the fashion industry, can have the opportunity to get a clear idea of the situation in relation to their competition. 
Following the online platforms in the fashion industry, we noticed one feature in the last 2 years during the pandemic. The expectations of more customers are that during this period, as the market opportunity is only online shopping, there are more discounts and offers. But it is not so noticeable that brands give normal seasonal discounts only. Due to the disruption of the normal shopping cycle, the production of goods is limited, and this affects the companies to give discounts. Companies are cautious and strive not to produce more than they can expect to sell, over production is considered an unnecessary expense at this stage. At this stage, customers notice that online shoppers buy only what they are really interested in and are ready to buy at full price, and there is no need for companies to give additional discounts (Electra Company, 2020).
The founder of the Business and Fashion website, Imran Amed, stated that the pandemic had led the fashion industry to a very deep crisis. And in general, this industry still depends on small traders and 80% of physical stores. In case of Uniqlo, the situation looks different. The technologically developed company gives priorities exclusively to e-commerce and since 2016 has been investing in this direction. And it is investing in this direction in the countries of Japan, China, Southeast Asia and the USA. Accordingly, when the epidemic broke out, Uniqlo not only did not suffer losses in terms of e-commerce, but showed significant profits with 48% at the end of November 2020.
In this connection, the Company is developing an application for the phone with personalized service of IQ and is available for integration into any mobile device for customers who have the desire to shop in this way. This type of online voice service offers consultations for each personal and product recommendations. The creation of the personalized Uniqlo application is one step ahead of its competing companies, and it is also an inspiration for expressive style in the fashion industry. In this application are represented ways to discover new products by customers. One of the ways is the hourly rankings in the fashion of various products and articles in the magazines. This application also suggests building a personal style related to their products. As well as fun recommendations for the happy colour dependence on the zodiac. The application aims to help with personalized shopping and to meet the needs of customers. Thus, Uniqlo aims to win new customers in this way of shopping. What distinguishes this IQ application is that it is related to the voice functions of Google Assistant in Japan, so customers can talk to a voice assistant and find out about the availability of the products they are interested in. For example, or the first time, Uniqlo is working closely with Google to sell its products. Social statistics show results that 81% of shoppers before making their choice to buy, before doing research online and accordingly 70% trust only when buying from physical stores. In conclusion, I would like to note that Uniqlo has developed a well-developed technology company Uniqlo with the introduction of tours for personal and barrier-free contact with customers, as well as good access to products in the interest of customers (Gilliland, 2018).

[bookmark: _Toc74166759]Literature review

Looking at Uniqlo, Tadashi Yanai in 2021 stated that “We don’t chase trends. People mistakenly say that Uniqlo is fast-fashion brand. We are not. We are about clothing that’s made for everyone.” Uniqlo was established as a company in 1972 and is known as Fast Retailing Group, the successor of a small Japanese company. Uniqlo as a Fast Retailing Group supports affordable prices and produces clothing for clients with different social and age status. In the new era of social contact, the new marketing concept for the 5W Laswell model has achieved great success and developed great changes. Three are the measured in this model of communication culture of communications and also who, what in which channel and what is the response. Harold Laswell created the 5W model on the communications concentrated on the following questions; “Who says what?” and “What effect?”. This model works by being divided into five parts: communicator, information, media, audience, and effect. This type of communication is a new type of strategy. The person providing the information could be an individual or a group, respectively the information could be in the form of multimedia, image, video. With high-tech development, this type of communication is improving at every moment. The audience is not indifferent, it takes more and more activity in this type of communication. And lastly, the presentation becomes more and more creative and intellectual, and its effect is more contagious (Wenxiu, 2015).
The new era uses new marketing techniques to promote and establish the market in different ways as well as to increase customers and revenues. With the new media channels, Uniqlo strives to strengthen its influence on the market as a brand, but also to bring its contacts closer to its customers. Uniqlo has successfully collaborated with Juvenile Weekly JUMP to promote 57 original UT series and 22 classic anime: Naruto Silver Soul was sold for a distinctive time by customers. Uniqlo provoked extremely positive feedback from buyers as these purchases evoked memories of their early age. This cross-border marketing not only marked the 50th anniversary of JUMP, but also created a huge satisfaction. One of the marketing methods I would say will be innovative as Uniqlo does not stop evolving over the years. This is cross-border marketing, this strategy is transformed into a competitive strategy. The expression of the preferences and emotions of the customers in this model UT predisposes to bigger sales. In the case of marketing, my client's experience to take the goods from the offline store to try and if something of his choice of colour or size has changed, mine to be exchanged. Uniqlo is one of the few companies that provides tailors correction services, scanning the code through which we are able to get a clear idea of the inventory of goods and sizes and many other innovative services that save customer time (Lee A., 2021).
During this specific period, the creativity of the companies to stay in close and constant contact with their clients is noticed. Using as a social media approach and as observed in the future, this is the only effective approach. Examples can be found with Stradivarius musical lecture with the Mexican singer and actress in NETFLIX ELLITE. H&M has created a creative site for home clothes. One of our effective methods of communicating with clients is transparency, small companies strive to minimize losses during this period by reorienting themselves to online platforms, informing their clients constantly about the changes and indications of their loyalty to them. Many companies in the field of fashion and luxury are engaged in development and research to combat coronavirus. H&M donates $ 500,000 to the Fund responsible launched by the UN. LVMN and Kering start production of antibacterial gels. A clear example is B&SH, which gives 25% of its profits to medical workers (Electra Company, 2020).
Companies have mobilized to update their customer information for each change that is being implemented, including the measures taken by governments to combat the pandemic. Other measures by many companies are to offer their customers free delivery and in case the product does not meet their requirements by many companies, changes have been made in the policy of release of goods, respectively extension of the term of delivery (Electra Company, 2020). 
Companies such as Zara and Inditex begin production of masks and protective clothing for people on the front line of police and medical workers. Uniqlo actively participates in the fight against coronavirus and supports not only Japan but also other countries in Europe. The production of 15 million masks and clothing of AIRism, HEATTECH and our already protective clothing. Uniqlo making donations in the hospitals as well as to organizations that promote the brand in the field of sports throughout the world, including the Swedish Olympic and Paralympic Committee. Masks and disinfectants are provided to the workers in order to ensure a safe and peaceful working environment, and at the same time the office workers are recommended to work from home. Uniqlo provides an absolutely safe environment for workers for the production process (Lee, 2021).
In the last 2 years, during the pandemic period, Uniqlo intensively supported the production and variety of clothes, not only does not interrupt contacts with designers, but on the contrary, still collaborators for diversity in the collection. At the same time, it works to develop and improve its online platform in order to encourages its customers and make their shopping easier and more pleasant with the aim of their safety (Uniqlo, 2020).

[bookmark: _Toc74166760]7PS Marketing Mix
7ps marketing mix looks at the seven components of the company's strategy. Explains and analyses new promotional strategies, innovations, new products and promotion, customer relationships and aspects that are with the help of the company and its development and growth (Marci K., 2021).

[bookmark: _Toc74166761]Product
Uniqlo products can be divided into 5 categories and each category has a variety of product lines. Accordingly, Uniqlo has a wide variety of products, which gives customers the ability to find what they like. The clothes produced by Uniqlo have a practical variety of functions and high quality. With this, Uniqlo successfully defeats its competition (Uniqlo Annual Report, 2021).

[bookmark: _Toc74166762]Uniqlo product strategy
Uniqlo produces basic clothes for every day, which are characterized by a simple design and high quality. Unlike companies such as Zara and Mango, the strategy and production of Uniqlo have a marketing mix that serves customers of all genders and ages. Flexibility in the marketing policy of Uniqlo with the initiative of Covid19 was noticed only by the clear focus on diversity in the production of basic, loungewear and clothing. Uniqlo's clothes have a minimalist but modern style and are liked by a large group of young people from the population. Uniqlo`s product can be devised: 
Men & Women: Outerwear, Ultra-Light Bottom Collection, Sweaters, Fleece, Boys & Girls:  Graphic Tees, Pants, Shorts, Uniqlo Sportswear, Innerwear, Loungewear, Accessories, Fleece
Baby: Toddler collection consists of Outerwear, Pyjamas, Fleece. New-born collection Tops, new-born fleece, One-Pieces, Bodysuits, Innerwear and Accessories, Socks
Seasonal promotions are distributed after tracking in the product system and are reviewed by the marketing department. Observation in social media and their promotions were punctuated by basic minimalism, simple and clean street clothes, which honestly put fashion trends in the background. Uniqlo's strategy is flexible, the company takes into account the fact that the differences in the markets depend on different cultures and living standards. During this difficult period of Covid19, Uniqlo readjusted its production so that it would meet the requirements of its customers. Uniqlo's mission as a company is to inspire the world with its casual clothing, as well as the motto under which it produces its clothing, "made for everyone". The production of casual clothing sample as a design, but high quality, it also differs from other brands pursuing fashion trends. Uniqlo invests in technology and scientific research, creating innovative products on this basis. Extremely professional and loving service. Uniqlo's activity in various human causes and at the same time for the observation and protection of nature and life created a good name and authority. Uniqlo sponsors several athletes, and this helps them with the domination of new markets. Using social media skills, Uniqlo tries to connect with its clients and even acquire new ones. Uniqlo collaborates with various famous designers, such as Ines de la Fressange and JW Anderson, this creates a different note and line in the collections (Marci K, 2021). In the online shopping platform Uniqlo offers in different sections a variety of collections according to the case. This is also a marketing strategy that attracts new customers. In the online shopping platform Uniqlo offers in different sections a variety of collections according to the case. This is also a marketing strategy that attracts new customers (Marci, 2021). 

[bookmark: _Toc74166763]Price
Price analysis of Uniqlo may to be done by comparing the products and the price level. Uniqlo's products are more expensive than the price level, but the qualities of the products that are at a higher price are therefore innovative and their production is more expensive. Accordingly, the other products are available and average for the competitor (Marci, 2021). 

[bookmark: _Toc74166764]Price strategy
As mentioned before simple design and bright colours, very good quality prices range from $25 to $100. Their promotional prices range from $5 to $20 and are available to a large group of customers. Uniqlo makes all shipments free of charge. Many of the companies with a higher price category regularly offer various promotions and discounts, Uniqlo does not belong to this group of companies. Uniqlo is almost a company that manages to cover the market scene of consumers with a lower standard. For this reason, Uniqlo offers promotions and discounts only on certain products and does not comply with regular seasonal discounts. Thus, Uniqlo is also a company that does not have seasonal fashion trends in the production of clothes, but produces clothes that are closer to the quality of the material (Uniqlo Annual Report, 2021).

[bookmark: _Toc74166765]Place
At this stage, Uniqlo has two channels through which it offers its products. One is the official website through which it sells its products, the other is the wholesalers, who respectively sell to the retailers and finally these products reach the customers. Their marketing strategy is to attract more traders to popularize his products. In terms of online sales, especially in the last two years, there has been a significant increase in sales. His partnership of various suppliers is a key strategy, during the lockdown Uniqlo made significant changes in order to improve security and timely delivery of orders (Uniqlo Annual Report,2021).

[bookmark: _Toc74166766]Distribution and location strategy
Successful business in 1920 physical store in a global aspect in the country such as Canada, China, France, Germany, Hong Kong, Japan, Korea, Malaysia, Philippines, Russia, Singapore, Spain, Taiwan, Indonesia and England. Improvements in the online website in the last 2 years after the start of the pandemic are not negative reviews of customers. Uniqlo differs from the other companies in the technology innovation strategy, which it introduces in the physical goods with the aim of safe shopping of the population and, respectively, for the safety of the sellers. Every year Uniqlo develops new materials for clothes.
Uniqlo has built a very good stock tracking inventory to distribute the stock evenly from storage to destination. Seasonal promotions are distributed after tracking in the product system and are reviewed by the marketing department. 
Observation in social media and their promotions were punctuated by basic minimalism, simple and clean street clothes, which honestly put fashion trends in the background. Uniqlo's strategy is flexible, the company takes into account the fact that the differences in the markets depend on different cultures and living standards. During this difficult period of Covid19, Uniqlo readjusted its production so that it would meet the requirements of its customers. Uniqlo's mission as a company is to inspire the world with its casual clothing, as well as the motto under which it produces its clothing, "made for everyone".The production of casual clothing sample as a design, but high quality, it also differs from other brands pursuing fashion trends. Uniqlo invests in technology and scientific research, creating innovative products on this basis. Extremely professional and loving service. Uniqlo's activity in various human causes and at the same time for the observation and protection of nature and life created a good name and authority. Uniqlo sponsors several athletes, and this helps them with the domination of new markets. Using social media skills, Uniqlo tries to connect with its clients and even acquire new ones. Uniqlo collaborates with various famous designers, such as Ines de la Fressange and JW Anderson, this creates a different note and line in the collections (Marci, 2021).
[bookmark: _Toc74166767]People
The staff who work for Uniqlo and are professionally trained have a good and friendly attitude and, above all, good communication in collegial relations, which is extremely important for successful sales. But again, it is important to consider the changes that have taken place with the restrictions imposed by most parties in connection with Covid 19. Uniqlo has managed not only to adapt, but also to react absolutely adequately to the safety of its employees. Masks, disinfectants and corresponding changes in stocks for safe shopping distance (Uniqlo Annual Report, 2021).

[bookmark: _Toc74166768]Process
Uniqlo has a very good system, which gives traders an accurate idea of the availability of the products in order to be able to fill in the gaps in time in order to satisfy the customers in order to be satisfied at all times.
The process for delivery of the products is recorded online in the system and in this way reaches the supplier. Uniqlo has a system, which carefully selects the products and lines, which are subject to constant interest from customers. This system aims to improve the production of products and marketing strategies in order to meet customer needs.
Uniqlo uses various communication techniques to reverse contact with customers and the information is in its help to build better market opportunities. In recent years, Uniqlo has also used the social media and social survey Monkey to connect with its customers (Uniqlo Annual Report, 2021).

[bookmark: _Toc74166769]Physical proof Evidence
In physical stocks, all products are subordinated to the sublimity of colours and designs. But the product website has seen significant changes. That is, the products on the website are created in high quality resolutions and images and the client is given the opportunity to view them from all angles. Executive director Tadashi Yanai had made statements in connection with the pandemic, which created the preconditions for us to look at our values ​​and priorities (Roll, 2021).
Uniqlo primarily relies on the quality of the material and quality in the workmanship, and not on the stock market changing fashion trends. Therefore, this approach, which was fatal for any company, for Uniqlo, considering the annual reports, would see that the profits have increased compared to previous years. Uniqlo primarily relies on the quality of the material and quality in the workmanship, and not on the stock market changing fashion trends. At the same time, Uniqlo from 2016 is preparing for a transformation into a digital company (Yang, 2020).


[bookmark: _Toc74166770]Pestel Analysis

Consumer behaviour has changed depending on external and internal influences. Internal factors, such as consciousness, psychology and human behaviour, but if I look analogously, these factors are deeply related to other factors, namely external factors.
External factors are social and cultural factors, for example, the environment, upbringing and situational influences. The cultural influence of the surrounding people around a given person is a social environment. Current emotional situations play an important role in the selection and decision of a given purchase (Tran & Nguyen, 2020).
[bookmark: _Toc74166771]Advantages
Pestel model gives a wide range of analysis of the situation, which bypasses the given business. It creates the possibility for strategic thinking. Consider the situation in political, economic and social development. Which protects a certain business from unwelcome obstacles and threats
[bookmark: _Toc74166772]Disadvantages
Marketing analysers sometimes use insufficiently or add data, which is not accurate for this type of analysis and this can lead to a wrong overestimation. At the same time, from subtracting a lot of data, the effect of wandering in the analysis is obtained and this gives a wrong result. Pestel analysis works on the principle of presuppositions and any changes in the environment, all of which lead to a wrong result.
[bookmark: _Toc74166773]Political 
Restrictions imposed by governments to prevent the virus. Limit shopping within food purchases and essentials. The structure of communication is very limited and strict rules.
Restrictions on traveling and going out with friends.

[bookmark: _Toc74166774]Economical
Frequently imposed lockdown periods and quiet extensions had a negative effect, especially in the first months of 2020. For 2020, Uniqlo reports 149m yen operating profit compared to 2019, which is 42% less, but according to the forecasts predicted by Refinitiv, Uniqlo shows a good profit. Covid-19 is a threat to the economy, because customers are afraid to shop, even during the temporary opening of stores.

[bookmark: _Toc74166775]Social
Drastic changes in social life with the imposition of restrictions create preconditions for reducing the motivation to shop.
- Work from home, communication from a distance.
-Use of masks and disinfectants for anyone going outside.

[bookmark: _Toc74166776]Environmental
The situation during this year was extremely tense, affecting many companies. Many people lost their jobs and this led to a definite decline in the market economy.

[bookmark: _Toc74166777]Technological
Mainly communication via the Internet, online, zoom platforms, mobile devices.
Online shopping, avoiding cash payments.

[bookmark: _Toc74166778]Legal
Uniqlo takes an active part in assisting in the battle with covid19. Donation of masks and protective clothing and also financial assistance. Creating new places to work with online shopping platforms. New work rules and laws to protect workers in the workplace (UNIQLO Initiatives to Help Combat COVID-19, 2020).


[bookmark: _Toc74166779]The Ansoff Matrix

The strategy of the Ansoff Matrix model is to look at the development and resources of a company against the background of the political, economic situation. In this case, we look at Uniqlo, what is the development of the company and what is its impact on the market in the year of COVID-19. That is, the active integration of Uniqlo on the market and its potency as competition dependence on external and internal factors is considered. External factors are the political and economic situation. Internal factors are the company's potential, resources and good and flexible management (Tran & Nguyen, 2020).

[bookmark: _Toc74166780]Market Penetration

Uniqlo attracts new customers and is firmly established on the market not only with its products at affordable prices, but also with its flexible marketing and promotional strategy. Also, limited and selected products for sale. Creates a new line of clothes with innovative materials and design with front fastening, which would help people with disabilities (Uniqlo Annual Report, 2021).

Uniqlo manages to stabilize in many parts of Asia, Europe, Australia, the UK and the USA. But until they gained respect and a name, Uniqlo experienced no difficulty, which prolongs his gratitude for his skilful strategies.
Uniqlo relies not only on successful advertising and on various marketing programs for its clothing. There are certain inconsistencies in the size of the clothes, which are noted by customers in Europe, for this reason Uniqlo undertakes collaborations with six designers such as Christophe Lemaire, Jil Sander, JW Anderson, Ines De La Fressange. In 2012, Uniqlo managed to gain a foothold in the American market and paid $ 290,000,000 to the JBrand dunk company and bought the Theory company, which then developed very well and made millions of dollars (Roll, 2021).

[bookmark: _Toc74166781]Market Development

First store in Belgium Uniqlo opened its doors in 2015 in Meir and in 2016 followed second in Brussels. With the successful expansion of the Uniqlo brand, it is gaining popularity in Europe with over 90 stores and in 10 countries: Belgium, Denmark, France, Germany, Italy, Spain, Sweden, the Netherlands.
During the pandemic COVID19 in February 2020, Uniqlo opened its fourth store in Brussels. The store is built on an area of 1300 square meters on two levels and is divided depending on demographic and age: men and women, children and babies (Uniqlo, 2020). In 2019 Uniqlo grew and opened 2,500 stores in 25 countries in Asia, Europe and the United States, this development was achieved in a 22-year period. In Japan, Uniqlo has over 800 stores and is our most popular and powerful company in Asia (Roll, 2021).
Uniqlo in 2017 builds a distribution fund adapting a new strategy under the motto of CEO Tadashi Yanai, selling what they produce in order to produce only what they can sell. This strategy aims to provide capacity to 1000 employees from different departments such as marketing, logistics planning and production and to unite them in the creation of digital sales and their improvement in this direction (Satoshi, 2017).

[bookmark: _Toc74166782]Product Development

The company comments that "Uniqlo is not a fashion company, but a technology company" thus defined its company Tadashi Yanai and indeed Uniqlo's products are related technologically innovative materials. When comparing to Zara, which is also a powerful company, but every year it follows fashion trends and its products and its materials are in line with them. In this regard, Uniqlo is investing heavily in the creation and production of new technologies in materials such as thermal basic, BLOCKTEC, UT Graphic T-shirt, AIRism and UV soft protection leggings. Uniqlo's production is planned to be on the market one year before. Design of clothing is simple and plain mostly is casual style.
Uniqlo has a well-built supply chain. The marketing department builds a system to help designers and merchandising departments study customer preferences. After that, special teams consult on the creation and production of products and the appropriate application of changes in accordance with the tour of the clients. This process is a year before the product is created and released on the market. Accordingly, while the product is being manufactured, skilled workers regularly check and guarantee the quality of the product (Roll, 2021).


[bookmark: _Toc74166783]Diversification strategy

Uniqlo stabilized on the market with the production of casual clothes and subsequently began to surprise its customers with innovative materials and sportswear. In same time every season he hosts a different famous designer and introduces a new style in Uniqlo clothes (Marci, 2021).
Uniqlo differs through innovation. The transition of the brand under the motto "Everything for everyone" is by no means easy for Uniqlo and is associated with many difficulties. But as a result, Uniqlo inserts a very successful strategy of innovative materials from which the products are produced. Every year, Uniqlo tries to surprise its customers with an innovative product, and this is the main thing that sets it apart from other competing companies. In the last 2 years, during the pandemic period, innovative self-service machines have been introduced in their physical stores for safety reasons, both for the clients and for the employers. The products of Uniqlo have an exceptional advantage over the products of the competitors with the position of high quality and low prices.
In recent years, Uniqlo has been steadily moving in the direction of transforming its own industry into a digital one with the Ariake project. Accordingly, it uses high technologies to create a strong system and connection between suppliers and factories. Digital platforms create new opportunities for better communication with customers and new opportunities to dominate new markets. 
Uniqlo has an extremely flexible and creative team that responds to stock market restrictions and changes during COVID-19 and uses the Harold Laswell 5W communication model and successfully maintains a relationship with its customers.
The COVID-19 pandemic and the subsequent lockdowns have fundamentally changed buyers' priorities. The physical stocks were closed for a long period of time, while others failed to cope and closed permanently. Social surveys show that buyers have become accustomed to shopping more online lately for a number of good reasons: the shops are practically not working, in order to protect themselves from the virus in a healthy way. With the onset of the pandemic, the population was basically divided into two groups. The first group of people, who were shocked by the hearing, panicked and loaded themselves with hygiene products to protect against the virus, while others responded calmly and indifferently and continued to work.
Consumers are deeply concerned about the impact of COVID-19, both from a health and economic point of view. People react in different ways and have different attitudes, behaviours and buying habits. People all over the world are afraid because they are trying to adapt to the new reality and to subordinate their priorities to survival. In most cases, a large part of the population panics about buying hygienic materials heated for their physical survival and the main market is from the supermarkets, where the other economic fear is emerging as to how they will cope. 
Population should be treated in this way:
· 64% are worried about their own health
· 82% for the health of others
· 64% for their own economic condition
· 88% for the general economic situation
Companies need to adapt their marketing strategies according to the changed priorities and moods of the clients. A change in the way of shopping is noticed when the customers buy mainly from the local grocery stores and products only out of essentials needs. However, online shopping has significantly increased, as the goods that customers buy are also significantly different from before the pandemic. Fashion brands gave way to companies that produce simple and basic clothes.
In this global environment of insecurity, consumers are worried about the health of the family, relatives and friends.  Priorities are medical and production security as well as financial. After the outbreak of COVID19, customers are adapting to new habits and behaviours, and in order to be safe, this way of life must be extended for a longer period of time. According to sources the consumers are divided into three groups:
One part of customers orients to a healthy way of life. Accordingly, the marketing strategy of the companies needs to be in line with these requirements. Consumers strive to limit themselves to the maximum, not to waste and not to buy anything superfluous. Companies in this case must change the model of offers. Consumers can find out more about local shopping magazines. The pandemic slowed down the pace of people as work and way of life. If we look at it from a positive point of view, people have a hectic lifestyle and a busy career, they managed to spend more time with their family during this period. Technologies play a crucial role in the relationship between people during this period of isolation. The crisis has created new communities.
· 80% are related to their environment
· 88% are more cautious and wait until the virus problem is resolved.
With the restrictions related to the protection against the virus, the habits related to free time have also changed. People spend their time watching television or various home games with their family. An online training platform is being introduced. This trend presupposes various digital applications for online training, games or shopping. 
In the field of offices and customer service and in many other professions that allow a flexible solution for work. People are oriented to work from home and will have the right technology and tools to work effectively. Absolutely approve of this way of working introduced by their employers in support of the protection of the health of workers.46% of people work from home, these people used to work only in an office (Wright O. and Blackburn E., …).
Over time during a pandemic, 33% of the population is pressured by funds and is seen in harvested shopping, while 26% of this small part of the population has good living conditions and during this period has no worries about their free time.
The length of the pandemic and persistent restrictions led to deep-seated economic problems, undermining people's confidence. Health concerns have diminished, the habit of visiting public places has been lost and makes them feel uncomfortable. While grocery stores and pharmacies are a well-known and comfortable area for them. Sixty-nine percent of consumers in stable countries and 80% customers with more advanced economics in this situation fear more for the health of others. Eighty-five percent from stall markets and 86% from advanced markets worry about economics in their own countries. Buyers from the beginning of the virus are very careful how they spend their money and this way will be extended in the future for a long time. Seventy-five of them do not spend more on more food than they can consume, and 67% of them buy only healthy food. 90% of them will continue to shop for a long period in this way.
Shopping trends are ten in this period, 64% of consumers are convinced that governments worldwide have taken a look at improving climate and nature, 62% of people think that they should take an active part in solving the problems related to climate change on our planet.
The length of closed physical stores led to the emergence of new behaviour. Buyers use more contactless payments, online stores and consultations on virtual assistants. During this period, people spend all their time at home, so they can creatively transform this free time into something that everyone can enjoy: 62% find new cooking recipes, 48% enrol in courses or study to acquire new skills, 51% you make improvements at home (Standish J., 2020).

[bookmark: _Toc74166784]The Tricomponent Model

With the announcement of a pandemic in the world, the life of the people changes dramatically with the introduction of restrictions with the aim of protection. In this order, one part of the society that had to work from home, and others were simply taken away from work. In this way, the social and cultural way of life has changed. This year people tried personal meetings and social events. Accordingly, work is not only a way to make money, but also social communications and style of clothing. With these changes in the way of life, the wishes and needs of the buyer change. The social way of life is extremely important for the fashion industry, because it dictates the fashion inspirations of modern times. The three-component model has for objective tasks and the behavior of users and their interest in shopping and change related to Covid 19.

[bookmark: _Toc74166785]Conation

Conation analysis is primarily concerned with analysing and tracking customer behaviour and changes in customer behaviour related to changes in the environment. As the COVID-19 virus has started spreading worldwide, the cultural life of the people changed radically. Accordingly, the quiet motivations and dishes were oriented towards different types of purchases. We are shopping for home shopping, games for home entertainment. A large part of the people orientated themselves to work from home, respectively the interest was lost to the interest in formal or formal attire.
The same time, the interest in home and at the same time comfortable clothes for every day has increased (FAST RETAILING CO., 2021).

[bookmark: _Toc74166786]Cognitive 

The company warms customers to always have information about new products and creates an AI assistant related to the mobile application, which gives advice, helps to choose the right clothes and sizes. Uniqlo application IQ gives its users the desire for style and mood so that it does not leave you wandering aimlessly, and this offers different options for finding the right product. Customer service is well trained and informed and is ready to be available to the customer with the necessary information. Using a platform specifically for customer feedback, the company collects customer feedback and this helps to improve the product or service (Roll, 2021).
Uniqlo's Airake system is helpful in analysing customers' interest and their dependence on external and internal entities. Uniqlo's flexible strategy responds quickly to respond to customers. The Ariake system helps to analyse which products will be most in demand by customers in accordance with the situation. Uniqlo offers in its products various values and meanings, starting with the basic philosophy of heatech innovative technological products and every year invests in new methods of work, which are in the protection of nature and the earth. In 2020, Uniqlo invests in the creation of washed jeans as a method that will save water. In the spring of 2020, DRY-EX clothes were presented, which are made on the principle of polyester fibres, and these clothes have the properties to absorb moisture and keep the body dry. Accordingly, these materials are made from recycled plastic bottles. Last season, sweaters based on this principle Fluffy Yarn Fleece were proposed on the market, with 30% recycled polyester (FAST RETAILING CO., 2021).

[bookmark: _Toc74166787]Affect 

The results of Uniqlo's reports, the last of which from March 22, 2021, shows that profits increased by 41.5%, regardless of the fact that the stores were closed for a long time, this does not affect sales. The interest of the clients has been growing especially in the last months, as the company produces products adaptable to the situation under the motto “stay-at-home.” In this year of COVID-19’s restrictions and lockdown with the goal of people's health to be the priority. Many people were forced to work from home and others lost their jobs. For this reason, consumers are not motivated and interested to buying clothes for work and going out. However, Uniqlo does not show a drastic difference in income, as in many parts the collection corresponds to the unpretentious and simple style (FAST RETAILING CO., 2021).

[bookmark: _Toc74166788]Maslow Hierarchy Model

The value of the product is the net value received by the buyer from the enterprise of the company. Value to determine the difference from what you take to subtract what you give. This is a very close link between buyers and the company. Therefore, in order to obtain satisfaction from the product and, accordingly, the company to respond to the motivation and needs of consumers, it must regularly improve and monitor the quality of its products. Accordingly, to be well informed about the needs of consumers, which change periodically

(Career Planning: Job Progression with Maslow’s hierarchy of needs, How W., 2020)

In the last year, the needs of consumers have decreased to the purchase of our basic things due to the drastic changes in the global aspect. People limited themselves to buying food, medicine and basic hygiene items. This categorically reduced their motivation to buy clothes for wear and tear and related to work, events and friendly gatherings. There is a tendency towards minimalism.
This proved to be a real challenge for the fashion industry, as the competition in fashion tendencies was suddenly replaced by simple clothes comfortable for the home.
[bookmark: _Toc74166789]Self-actualisation

As mentioned before, Uniqlo's strategy is extremely flexible and in order to integrate into Fast retail for better, the company has been collaborating with certain designers in recent years. The advantage of the clothing collection will be in line with fashion lines and tendencies and will last for high quality and at affordable prices. Therefore, during the period of stagnation of the fashion industry, this type of line in relation to Uniqlo products have not decreased (FAST RETAILING CO., 2021).

[bookmark: _Toc74166790]Esteem needs

There is a significant increase in interest among buyers of various designs and various ranges of flowers, t-shirts for men and dresses for women. Printed with famous characters from comics, animations and games (FAST RETAILING CO, 2021).

[bookmark: _Toc74166791]Love and belonging

In 2019 and 2020, during the summer period, when the release of restrictions on exits and meetings with relatives and friends was recorded, and also on holidays, Uniqlo reported significant profits on summer clothes and summer accessories and recorded a total of 41% of sales. The interest of the buyers is stronger in the summer clothes, but at the same time home clothes and underwear are also bought (FAST RETAILING CO., 2021).

[bookmark: _Toc74166792]Safe and safety
Uniqlo offers innovative products for women and men such as the parka, a sweatshirt with caps, which protects the tray, which with UV protection is 90% ideal for travel to work and for holidays toast when exposed to the sun for a long time. AIRism masks for protection from Covid 19 and other products with AIRism technology. Innovative technological range of HEATTECH products for women, men and children, which support the body warm, respectively, the products are created on the basis of Extra Warm and Ultra Warm degrees. Heatech T-shirts, comfortable pants and socks, clothes for every day and from which people dress every day. Casual clothing at affordable prices (FAST RETAILING CO., 2020). The main priority for the company is the respect and observance of human rights both for the employees who work for the company and for their clients.In accordance with the basic principles of human rights at the UN, Uniqlo establishes its own committee on respect for human rights. The company creates rules that benefit and protect the rights of employees and customers. This committee follows that these rights are not violated and accordingly provides guidelines on how to follow the rules for the protection of human rights and recognizes how to overcome the difficulties and challenges of the company's employees. The company has developed a different system to help the female part, which is heated for their children and grow in their careers. Uniqlo creates employment and job initiatives for people with disabilities. Uniqlo is creating a special project to improve working conditions in stores to dress the working style of these people. Since the beginning of the pandemic, he not only creates protective masks and clothes and makes donations to many countries in order to help, but also in his own stores he creates a safe and peaceful working environment for both workers and his clients (FAST RETAILING CO., 2019).

[bookmark: _Toc74166793]Physiological needs

From 2019 to 2021, the consequences of the pandemic on the social, economic and political environment had a strong influence on the choice of Uniqlo's customers when buying clothes. In Uniqlo's reports on the specifics of the clothes, which increase the company's profits, it is noted that the clients are oriented to buy clothes for the home, underwear with the innovative technology AIRISM, UT t-shirts. In 2020, Uniqlo reported an increase in profit from sales mainly of underwear Airism clothing by 29.9% compared to the previous year. This is explained by the fact that one by a large part of the months in especially in 2020 the population not only in one particular country, but globally due to the restrictions imposed by governments for preventive purposes (FAST RETAILING CO., 2019).
Uniqlo has a different point of view when it comes to clothing, it differs radically from other companies. The company relies mainly on the materials from which the clothes are made. It invests in innovative models. With the outbreak of COVID-19, Uniqlo was one of the first companies to start producing protective clothing and masks for people fighting the virus.

[bookmark: _Toc74166794]Advantages of Maslow Model

Maslow's model theory is useful for analysing and positioning the product and the force of influence according to human needs. This type of analysis is largely used for marketing and advertising, giving information on which social status to focus on according to the design and price of the product (Horne, 2021).

[bookmark: _Toc74166795]Disadvantages of Maslow Model

Maslow's model will not be able to be tested and there is no way to determine to what extent one can satisfy one level of consumers and when it will be time to move to another higher level. The model has a simplified structure. 
Different needs can be met by one type of product or service.
The model is not an empirical structure and needs cannot be classified by social status and culture. There is no connection with the culture of the other part of the countries. That is, this model is related only to Western culture (Horne, 2021).

[bookmark: _Toc74166796]Porter’s Generic

Uniqlo is widely introduced in the entire market segments. The competition on the market is fierce, but Uniqlo has a strong leading position on the market due to its innovative marketing strategy. Important factors give Uniqlo an advantage in competing with the competition. Uniqlo's strategy is an absolute challenge for other companies, especially at this difficult time during a pandemic and severe restrictions. The goal of the company is to grow the clientele and to be one of the leading positions in the competition. Uniqlo's strategy is flexible and tailored to the needs of the population in a given country. The principles are diversity, cost and focus. These principles include market research and focus on taking over, taking into account the population and the difference. The cost reduction strategy is one of the basic principles that the company uses in different markets.
The basic strategy of Uniqlo is to observe the price value of the products in order to attract, notice and continue to expand its clientele from the middle class of the population. At least the middle class is the one that makes up a large percentage of the consumer market. Price value is one of the important components to cover this part of the population. Detailed information about the company's products, low availability prices and a well-organized supply chain. Uniqlo reduced production costs and keep low and affordable prices for each customer in the middle. This strategy gives a lot of popularity and high sales growth. Uniqlo is gaining an advantage over its competitors with its promotional strategies and events, which attracts more and more customers (Roll, 2021).

[bookmark: _Toc74166797]Cost Leadership strategy

Controlling and reducing costs leads to brand popularization, increased customer base and an emphasis on product availability. The cost strategy in combination with the diversity strategy creates the basis for sustainability and competitive advantage in the global market. The difference of the products and the innovative technologies for their production is the second marketing strategy. Production of products in which their production is closely related to the health needs of the population, and also to the observation of the environment and the air. Uniqlo increases its production to cover all consumers. This principle, together with cost reduction, enriches more and more companies with loyal customers. The marketing advertisements in which Uniqlo invests in relation to its collaboration with well-known designers and athletes are aimed at creating a different approach to marketing and brand name. In recent months, Uniqlo has made changes related to minimizing costs. Changed in the company's management structure, with 1,000 employees and a flat structure, Uniqlo transforms its head office into a small team and moved to Ariake's warehouse (Yoshimura, Shimbun).

[bookmark: _Toc74166798]Differentiation

Uniqlo is an old brand with a lot of experience on the market and has a strong influence with its different marketing approaches. The company logo itself creates an image for different. Uniqlo from its creation to the moment has undergone many transformations, despite all the principles that have remained the same. The production of the various products to meet the diverse tastes of customers and support their interests. At the same time, they used innovations and new technologies to create new consumers and increase the interest of their regular customers.

[bookmark: _Toc74166799]Focus

Uniqlo's focus is on keeping prices low and affordable, but at the same time it invests inexorably in various developments and tactics to study the psychological expectations of customers and to make well-branded products. I have been trying various changes to improve and update the products. Uniqlo advertises and keeps their reputation as selling at affordable price and good quality. Companies that are multinational and strive to take over new markets and create new products invest in new research strategies.

[bookmark: _Toc74166800]Penetration

This strategy of Uniqlo undertakes various marketing techniques to increase sales by supporting low promotional prices, beautifully packaged products. Aggressive tactics are used in competitive marketing. The goal of Uniqlo is to enter and increase its markets. In this case, the company achieves this result by reducing costs and low prices. The second strategy, as already mentioned, is the creation of innovative products that support the interest of buyers. This helps Uniqlo to stabilize and take the lead in the market. But in recent years, the saturation of the market has become very large and the congestion of companies has become more expensive. In this way, marketing strategies for product promotion bring less and less excitability and this leads to the moment to consider new marketing strategic moves to maintain a leading position in the market. Uniqlo's market penetration is related to the supply of products that are absolutely different from other companies and the reduction of costs. This combination is in support of the intensity that Uniqlo is entering the market. And the tame name of Uniqlo is known not only at the local level, but also in the whole world. Marketing for a customer information strategy and company transparency helps to enforce the market (Roll, 2021).

[bookmark: _Toc74166801]Product Development

Investing in the development of new technological products is a strong strategy of Uniqlo for the stabilization of the market. From the very beginning of Uniqlo's entry into the market, there is a great variety in the products. With this strategy, Uniqlo achieves a balance in the profits of one product, so that is affordable to incur losses from another. The development and presentation of new products is an important element in attracting new customers. The diversity and reduction of costs provide an opportunity for scientific research activities of the company in support of resource and opportunities for creating new products with an innovative note.
The products that Uniqlo suggests are seen to be divided into three groups:
· Products that do not strongly differ from products of present time.
· Products strongly related to customer behaviour and needs.
· Products technology is advertised to be innovative and with a different character.
The company carefully follows the environment in economic, social and environmental aspects and develops and creates, improves its products in comparison with these factors. Uniqlo has turned into a strong brand with a clear character on the market with its affordable prices, good quality and simple style. A successful strategy in capturing new markets was the collaboration with certain designers and athletes.
Uniqlo takes an active part and invests in research activities and on the basis of this participation achieves enviable results in the renewal of its products. Another active activity is to expand its distribution activities and to reach even countries with poor development. The minimum expenditure strategy supports this goal of developing and expanding this activity in an increasing number of countries. The strategies of large companies for growth are to develop a good distribution network, creating products that adjust the prices to the standards in a given country, developing innovative products to specialize new customers and opening opportunities for new markets.
Before entering a new market, Uniqlo is examining whether the distribution market is in condition to support this decision of the company. The commitment is to build a mechanism for good and professional cooperation. When developing new markets, it is very important for the company to learn to know the norms, culture and mentality of the population in order to be ready to respond with products to meet customers at the local level. Accordingly, in parallel with this, the company studies other important factors of financial and market information, competing companies in the respective country (Roll, 2021).

[bookmark: _Toc74166802]Diversification

The difference is related to the creation and production of new and innovative products. This strategy carries certain risks, such as the creation and launch of a new product without turbulence and good return. This should happen if the company does not have preliminary experience and has not made a market research in order to have an honest idea of ​​interest and the needs of the clients. The diversity strategy is closely linked to minimizing costs. That is, the company intelligently used its capabilities to study the capabilities of new markets before launching new products. In fact, Uniqlo uses the brand name to launch products on a global level by launching refrigerators, glasses, shirts. An example of diversification is the acquisition of profitable positions on the market, as this preliminary market and, respectively, the customers, their expectations, opportunities and propensities for change are well studied. Uniqlo stands out from other companies and wins respect among its customers with its initiative to invest in environmental business to monitor the environment and nature, as well as change the principle of production of its products, this is also part of the company's diversity and is a successful strategy for a successful image. The strategy for my diversification is to be achieved after the company already has market stability and is in line with expectations and to what extent clients are willing to accept changes in market products. This type of strategy helps the company to maintain its position even in less positive public relations, both economically and socially. This strategy allows the company to balance in product sales (Roll, 2021).
The combinations of these strategies enable Uniqlo for intensive growth and market stability and how COVID-19 affects the behaviour of the consumer. Over the years, consumers have radically changed their shopping behaviour for various reasons, health and family concerns, and the loss of liberty. The buyers are divided into four groups, one part is more optimistic and spends more, the other makes a cut in purchases (Roll, 2021). 

[bookmark: _Toc74166803]CONSUMER BEHAVIOUR AS INFLUENCED BY EXTERNAL AND INTERNAL FACTORS 

 External factors are changes around us, political, economic, social and environmental changes. The interior is based on motivation, emotional states, washings under the influence of fashion tendencies:
· 35% prefer to keep their money-This percentage of people are not worried about the pandemic itself, but about the consequences of it. They are warmed for their loved ones.
· 27%- Most pessimistic about the future. Deep cut.
· 26%-Calm and strive to be observant and keep mood under control.
· They are calm and do not change their way of life and habits. But they are bothered by the fact that others will only make money. sport (Rogers & Cosgrove, 2020)
· 11%-Pressed in the heat of the pandemic, but trying to cope with this situation, as be optimistic (Rogers & Cosgrove, 2020).
Cut Deep:
· 33% spend more on food and essentials
· 90% less for clothing and footwear
· 92% less for sport (Rogers & Cosgrove, 2020)
Save:
· 36% /23% spend more on food and essentials
· 72% % less for clothing and footwear
· 85%% less for sport  (Rogers & Cosgrove, 2020)
Calm and strive:
· 21%/18% spend more on food and essentials
· 34% less for clothing and footwear
· 66% less for sport (Rogers & Cosgrove, 2020)
Optimistic and spend:
· 53%/26% spend more on food and essentials
· 20%/52% less for clothing and footwear
· 53%/26% % less for sport (Rogers & Cosgrove, 2020)
The last group, which is marketed mainly between the ages of 18 and 44 and 46% of those brands. The data will show from the group Deep cut at the age of over 45% a small part after lockdown or have started work or do not have full employment. 64% buy only food and essentials and 78% rarely, and 33% do not bother at all on the brand.
Considering the consequences on the psyche and the behaviour of the people after the pandemic, very few consumers expect the market to return to the old situation. At this stage, it cannot be predicted how marketing will develop, but it can be looked at how it will change if the crisis subsides. The forecasts are not very optimistic:
· Return to normal-31%
This group is not affected financially much and is a little worried about the pandemic.
· Save money-22%
Pessimists are about the future and spend slightly less.
· Carefully extravagant-25%
· The group, which is among the middle and upper class, is optimistic, but will face an impending recession and invest its money only for important things. The so-called extravagant consumers are convinced that there will be a recession after the recession has passed, but despite everything they are not extremely pessimistic. 45% think that the way of shopping is not as dry as before.62% buy only from trusted companies, and 29% of them pay for the brand sport (Rogers & Cosgrove, 2020).
[bookmark: _Toc74166804]Keep cut-13%
A low-income group in which the pandemic has had a strong impact.
9%-A group of our young part of the population, and the optimistic buyers, who will see everything that will be normal after the pandemic.
The group return to normal will not expect a special change after the pandemic of 33% and, 29% will be able to shop in different ways (Rogers K & Cosgrove A., 2020).
[bookmark: _Toc74166805]Traditional Model

[bookmark: _Toc74166806]Economical 
Uniqlo users cover a large part of social part, but for the most interest tend to the middle class. Uniqlo noted a significant increase in profits, due to its simple style of production of clothing and sales of loungewear during lockdowns. Customers bought more clothes for the home, and some of them also worked from home.
[bookmark: _Toc74166807]Learning
The process of researching a product begins with study, quality, materials and price. Accordingly, there are online reviews from other customers. The website has very good information about the products that are offered and customer reviews. Which helps the client to have an opinion, as well as through my mobile application to get professional advice.
[bookmark: _Toc74166808]Psychological 
Clients have serious concerns during the pandemic about their health and that of their loved ones, their finances and their future. Many of them, after the long restrictions and the lack of social contacts, lose stimulus and motivation to shop.
[bookmark: _Toc74166809]Sociological
The restrictions imposed by the governments during the pandemic shortened social contacts to a maximum and in part limited them to work from home. Fashion trends remained in the background as formal wear. Uniqlo noted a drop in sales only in the beginning months.

[bookmark: _Toc74166810]Research questions and related methodology
In this analysis and review, the study follows the development of Uniqlo in the period from the beginning of the Covid 19 pandemic to the present. In these conditions, it considers what are the factors that occur as an obstacle and what strategies the company uses to stay stable on market. At the same time, track how consumer behaviour is changing and what are the factors and reasons that provoke this change.
What are the current marketing strategies utilised by Uniqlo during the Covid 19 pandemic?
How has the Covid 19 pandemic impacted the consumer buying behaviour of Uniqlo’s customers?
What recommendations can be proposed regarding future marketing strategies for Uniqlo to maintain a strong competitive advantage?
The objective of this research is to find out how effective are the strategies used by Uniqlo to keep a stable position in the retail industry, what are the advantages to their strategy and how do consumers respond to the change during COVID-19 pandemic.
Quantitative methodology is a method that helps to analyse the situation or behaviour of users on the basis of an experiment, using their answers to analyse their behaviour in relation to the current situation. 
Qualitative methodology is a method that considers exemplary and possible changes in the base of the collected information from another source and creates a corresponding forecast.
This project will be conducting both qualitative data which will be the annual report that is made available publicly by Uniqlo. For the quantitative part of this project a survey will be used in order to understand consumers’ buying behaviour. The analysis of this project is based on secondary data, information that has been collected based on the questions in this project. The project also includes primary data for consumer behaviour in the form of a questionnaire that will be made out of 8 questions custom made for the particular hypothesis of this project and use the answers to analyse and make a critical analysis.

[bookmark: _Toc74166811]Relevant data required and data collection methods
The study presented will be utilising both primary and secondary data for an accurate outcome for the hypothesis presented above. The primary data is in the form of a questionnaire and the secondary data are the reports that Uniqlo makes available for the public. The positive aspects of this method are the information, which is randomly selected and is not biased. In this principle, it is possible to analyse on the basis of simple answers and to gather information from people with different social status. However, in this method, it is difficult to create distinctions between groups and social differences, but when accessing a certain type of professional organization or other type of society is more limited. For that reason, it is important to take in consideration both the advantages and disadvantages of this research methodology.

[bookmark: _Toc74166812]Questionnaire 
[bookmark: _Toc74166813]Participants 
The questionnaire will be presented to 50 participants and they will be approached via e-mail and through the social network app WhatsApp. This method will be undertaken for the health and safety for both researcher and participants due to the ongoing COVID-19 pandemic. The participants will be presented an overview of the questionnaire and will sign a consent form and will be able to withdraw from the questionnaire at any moment of the research. The questionnaire in the current study will be anonymous for all participants. A questionnaire will be used to collect the answers of 50 people. For the collection of the participants, it will be used a simple random sampling method.
[bookmark: _Toc74166814]Methods 
The questionnaire in this study is custom made in order to understand the shopping practices of the participants. It is made out of eight questions that include age, gender and social status in order to have a better understanding for all practices of different age groups, genders and social statuses. The questions presented to the participants will be 8 and will be in a simple and accessible format through a survey website. The questions introduced to the participants can be seen in Figure 1 below as well as seen in the Appendix section of this project. 
[image: ]Figure 1: In the figure above it can be seen a sample of the questionnaire that has been presented to the participants 



[bookmark: _Toc74166815]Analysis
The outcome of the questionnaire will be analysed using SPSS. It will be an unstructured survey. 
[bookmark: _Toc74166816]Procedure
Information about the survey will be presented to the participants and the survey will be available for them to fill in through Monkey Surveys. The survey will not be conducted in a controlled environment due to COVID-19. Participants will receive the questionnaire via e-mail and will be gathered from university and outside as well, mainly consumers of Uniqlo. It will be a random sample methodology. 
[bookmark: _Toc74166817]Ethics Statement
The questionnaire presented in this study is voluntary and none of the participants are required to take it. It is designed taking in consideration and avoidance of harm on participants’ mental state and/or reputation because it is entirely anonymous. The participants are informed that they can withdraw from the study at any moment during the process. Therefore, no negative outcomes are predicted with the survey methods that are used. 
[bookmark: _Toc74166818]Secondary Data
Secondary data that is used in this study will be gathered from annual reports of 2020 and 2021 from Uniqlo’s official reports that are available online. 

[bookmark: _Toc74166819]Results 
The survey has been introduced to 50 participants to evaluate their shopping preferences during COVID-19 pandemic. The age range is between 18 and over 75, of which 18 to 24 are 18%, 25 to 34 are 32%, 35 to 44 are 22%, 45 to 54 are 20%, ages 55 to 64 are 2% and 65 to 74 are 4%, lastly one participant preferred not to report their age. The majority of the participants that partook in the survey were between 25 and 55 as seen in Figure 2 below.  The survey consisted of 41 female participants and 9 male participants. 




[image: ]Figure 2 shows the age range of the participants that took part in the survey with the majority being between 25 and 54.


	Age 
	18 to 24
	25 to 34
	35 to 44
	45 to 54
	55 to 64
	65 to 74
	74 and older
	Prefer not to say

	Number of Participants
	9
	16
	11
	10
	1
	2
	0
	1




On the question “What is your social status?” it was found that 20% were students, 8% unemployed, 4% Entrepreneur, 13% part-time employees, and 21% full-time employees. The majority of the participants in the survey conducted were students and full-time employees as it can be seen in Figure 3 below. 
[image: ]Figure 3 consists of the social status of the participants and majority can be seen as being students and full-time employees. 


	Table of the results of the participants’ social status

	Social Status
	Student
	Unemployed
	Entrepreneur
	Part-time Employee
	Full-time Employee

	Number of participants
	10
	4
	2
	13
	21




The shopping preferences of the participants showed that 48% and majority of them preferred both online and store shopping, 36% preferred store shopping and 16% preferred online shopping. This results in the outcome that the majority of the participants in the survey prefer either both online and store, and the other majorly chosen answer store shopping as it can be seen in Figure 4.
[image: ]Figure 4 shows the participants way of shopping preference with majority enjoying both online and store shopping. 


	Shopping Preferences of Participants

	Online
	8

	Store
	18

	Both
	24







The results from the shopping tendencies from Uniqlo last year of the participants last year has been very close, but it can be seen that 50% of them did not shop from Uniqlo and 48% of the participants did shop from the company and 2% constantly shopped from Uniqlo last year as seen in Figure 5.
 [image: ]Figure 5 shows the response on the question “Have you shopped from Uniqlo last year?”, the participants have responded on a very close percentage proximity although “no” being in the majority.



	Table shows the shopping frequency from Uniqlo last year

	Answers
	Yes
	No
	Constantly

	Number of Participants
	24
	25
	1




In the questionnaire it has also been asked whether they believe that their shopping tendency has decreased during the COVID-19 pandemic from Uniqlo. As a result, it can be seen that 8% of the participants definitely agreed that there was a change to their shopping behaviour, 38% agreed that there was a change to their shopping tendencies, 32% of the participants were neutral regarding this question, 16% of them disagreed with the statement and 6% definitely disagreed with the statement. It can be seen that majority did notice a decrease in their consumerism behaviour, and the second higher result was a neutral response, unsure of the changes as it can be seen in Figure 6. 
[image: ]Figure 6 shows whether the participants believe that their shopping frequency has decreased and majority of the participants agreed with the statement. 


	Table shows whether participants believe their shopping frequency decreased during COVID-19

	Scale
	Definitely Agree
	Mostly Agree
	Neither Agree nor Disagree
	Mostly Disagree
	Definitely Disagree

	Number of participants
	4
	19
	16
	8
	3




Looking at changes in style preferences during the time of pandemic, the participants responded with the following: 58% of the participants responded that they did not change their preference and shop according to their mood, 6% of the participants choose more formal wear from Uniqlo, and 36% preferred more leisure wear during the period, as seen in Figure 7. 
[image: ]Figure 7 shows the response of whether the clothing preferences during COVID-19 changed and 29 of the participants reported there was no change, 3 of them reported to buy mor formal wear and 18 reported that they buy more leisure wear



	Table shows style preference of participants and whether it has changed throughout the pandemic

	Preference
	No change, I shop according to my mood
	I buy more formal clothes
	I buy more leisure clothes

	Number of Participants
	29
	3
	18




Lastly, participants were asked what attracted them to Uniqlo and they responded that 32% like the affordable prices that Uniqlo has, 48% are attracted by the quality that they produce and 18% of the participants were attracted by the design of the clothing of Uniqlo. As seen in the overall results majority of the participants were attracted by the quality of the clothing produced by Uniqlo as it can be seen in Figure 8. 
[image: ]Figure 8 shows that 24 of the participants are attracted to shop from Uniqlo due to their quality, 9 of the participants due to design of clothing and 16 rated that they shop from Uniqlo because of their affordable prices. 



	Table shows what attracted participant to shop from Uniqlo

	Design of Clothes
	9

	Quality
	24

	Affordable Prices
	16





[bookmark: _Toc74166820]Discussion

In the questionnaire that has been used to analyse the users of Uniqlo and the change in their attitude towards shopping during the COVID 19 pandemic, as mentioned, 50 people took part voluntary in a random selection. The analysis on the basis of secondary information was made during the lockdown, due to the different situation and the behaviour of a large part of the users and the attitude towards shopping tendencies was different. Due to social distance, fear of the future and health and, consequently, fears that the world will return to a normal way of life and market. The randomised survey was carried out three months after the opening of the shopping facilities, including the retail stores, freeing the measures and restrictions to a large extent. The experiment based on primary data is performed through email and WhatsApp. I would like to insert a detail in my analysis in present time with the release of measures regarding the COVID-19 pandemic. There has been a significant change in the behaviour of consumers regarding shopping. Preliminary forecasts expect a very different behaviour and distance for shopping behaviour, due to the difficult and dangerous for health and economic year. The analysis based on the questionnaire shows moderation of consumers, but not so threatening the market and specifically in this case the company Uniqlo. Analysis of first question shows that a large part of the users of Uniqlo is the age range from 25 to 55, the social status are students and people who are engaged full time employment. However, as the economic situation not only in England, but also in the global aspect is still uncertain, there is inhibition in shopping on the part of people with their own small business. In terms of online shopping and shopping directly from the store, the results show only the same figures. There is a division in the opinions of a part of the consumers, is still better to shop in store as a majority by looking at the results. It can be deduced by these outcomes that there are consumers who trust the companies that have taken safety measures in their physical stores.
Uniqlo shows significant advances in technology and the improvement and development of website and virtual shopping. In the experiment, the users of online shopping are significantly more than those who prefer to shop in physical stores. That encourages special online shopping for customers of Uniqlo free shipping and return and loyalty programs.
From the annual report of Uniqlo we find that in 2020 the operating profit is $149,347, and in 2021 almost twice as much profit as $255,000. In the annual report, the physical magazines from 2020 increased by 3630, and in 2021 they increased to 3663. This shows that the company not only became stable during this period but also grew (Annual report Uniqlo, 2021). In the research based on Uniqlo, it is noted that the company has focused in the last two years in the production of clothes for every day and sport. And this makes company it much preferred for consumers. The answers confirm that a large part of the buyers are oriented to buy more leisure and less formal clothing.
There is an inaccuracy in the forecasts for the fact that most of the consumers after the lockdown will be outraged by unforeseen purchases, as a large percentage of those who agreed on what principle they shop with will indicate that they will shop according to their mood. In preliminary research, we concluded that Uniqlo is extremely popular with the combination of design, affordable price and quality. When analysing the questionnaire, a large percentage of my participants gave an advantage to the quality of the clothing produced by Uniqlo. The analysis of the participants also shows a trend of regular shopping, the percentage of regular shoppers is the highest.

[bookmark: _Toc74166821]Limitations
 Due to the COVID-19 pandemic, the participants were gathered mainly online by e-mail, in this way it is difficult to recruit specific and regular clients of the company, where the analysis is not possible to give an in-depth assessment.
An analysis of the preliminary tour was made during the lockdown and the mood and the forecasts are different. The participants in the questionnaire give their answers based on the present tense after removing most of the restrictions and, accordingly, their answers are influenced by their focus in the present time.

[bookmark: _Toc74166822]Recommendations
In order to improve the results for a future project it is recommended the use of more participants that will be able to give an estimate of a higher population number. This will make the project more reliable based on a higher amount of data. As well as to be in a more controlled environment that will be able to evaluate the reliability of the answers that were given by the participants, however, due to the COVID-19 pandemic still ongoing it raises as a difficulty as it is still unknown as to when the danger of contagion will decrease considerably. Furthermore, it can also be considered to increase the questions based on the company, in order to have a wider view of the participants and be able to critically evaluate the analysis.
In connection with Uniqlo and the development of the company in the new environment related to COVID-19, it is necessary to work on improving the mobile application, to develop it to reach a higher level of visualization and to make it easy to use in order for the consumers to be more drawn to their online store because most of the consumers prefer online shopping as well as store. This can be seen in the survey because a large part of the participants prefer online shopping at this stage and against the background of the current situation. In order to improve the website, as mentioned in the previous information, the project for the virtual store is good to develop, and accordingly the QR code for ordering goods from Uniqlo needs to be integrated and promoted as very accessible. To offer and sell just in time this will save cost for warehouses and at the same time for transport if there are factories where the company is already on the market. With smaller stores with well-arranged merchandising and catalogues, this is also related to online shopping and reduces the cost of physical stores. In recent years, Uniqlo has become extremely popular in Europe and, as mentioned above, it is simple and liked by customers, but it should improve and conform to the design according to the country in which it sells and tastes to customers. Uniqlo is well known in many countries, Western Europe, England and the US, the prices of the company's products are available and the quality is high. In the context of the first recommendations, if the company focuses on new markets such as Eastern Europe and these countries, all markets will be able to grow as well as winning customers who would be interested in buying clothes at affordable prices with good quality. In addition, the company will not be able to meet many strong competitors.

[bookmark: _Toc74166823]Further Research
In connection with the future change in the form of marketing of most companies in a global aspect and the transformation and implementation of exclusively online shopping. I would like to follow and review the in-depth development and transition of Uniqlo from physical magazines to the transformation from project to the virtual shop.

[bookmark: _Toc74166824]Conclusion
It can be concluded that due to the COVID-19 pandemic there has been a lot weight and strain both on Uniqlo and its consumers. The behaviour of the individuals globally changed when the events took place, which were fateful for some people, this affected the psychologically and financially a majority of the population and rethink their motivation for social contacts, and this led to other extreme changes in their lives. From the analysis for Uniqlo, it has been understood that the company of evidence for another way will survive not the strong, but the flexible. Uniqlo manages to adapt its marketing strategy depending on the environment and the situation that has changed the emphasis, attitudes and lives of consumers. These moves by the company helped them keep the business stable, increase their profits and draw in more customers. The company strives to be not only strong as a competitor, but also works hard to observe the environment by developing new clothing technologies and encouraging recycling. Developing new ideas, a special team is hired to support the opinions of the clients and to comply exclusively with them in order to meet their needs. Tadashi Yanai's goal is to jump over and overcome national and cultural differences and to build a single global platform that will benefit and facilitate people from all over the world. The company persistently follows its philosophy to make the world a better and better place to live, for which talented, good and creative people work.
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Questionnaire

1.What is your age?
18 to 24
25 to 34
35 to 44
45 to 54
55 to 64
65 to 74
74 and older
Prefer not to say

2. What is your gender?
Female
Male
Prefer not to say

3. Your social status?
Student
Unemployed
Entrepreneur
Part-time employee
Full time employee

4.What type of shopping do you prefer to do?
Online
Store
Both

5. Have you shopped from Uniqlo last year?
No
Yes
Constantly

6.Would you agree/disagree that the COVID-19 pandemic has reduced your purchasing frequency at Uniqlo?
Definitely agree      Mostly agree    Neither agree nor disagree     Mostly disagree      Definitely disagree

7. Has the COVID-19 changed your preference of clothing purchase at Uniqlo?
No change, I shop according to my mood.
I buy more formal clothing.
I buy more leisure ware.


8.What attracts you to shop from Uniqlo?
Affordable prices
Quality
Design of the clothes
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