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I N T R O D
U C T I O N
The case of UNIQLO is an interesting 
one, and we have come across it at an 
interesting time. The Japanese retail-
ing giant is fresh off the heels of a com-
prehensive shift in corporate strategy 
that completely redefined its approach 
to fashion retailing.

At the heart of the transformation was 
a revolution in product development. 
This was supplemented, however, by 
a radical new approach to web market-
ing that has generated great success 
and international recognition, landing 
the firm several major marketing and 
web design awards.

Considering the context, this paper ap-
proaches the case of UNIQLO from a 
quasi-historical perspective. The funda-
mental elements in its overall strategic 
reorientation will be discussed first. 
This section includes very little direct 
discussion of its web based activities, 
but provides a valuable examination of 
its adaptation to a global marketplace. 
The reason is that the fundamentals of 
its repositioning provided the inspira-
tion for its approach to the web. 

Although the strength of its modern ap-
proach is driven by its success in on-
line marketing, it was made possible 
by its understanding of how to derive 

value and adapt to changing market 
places in its operations and manage-
ment processes. In short, its web 
strategy would not have been possible 
without its focus on where it counted: 
creating real value at the manufactur-
ing level.

Web strategy will be introduced in the 
section on marketing, as it mainly 
served as a clever way to engage with 
consumers. For UNIQLO, the value of 
web strategy was in the nature of en-
gagement it allowed between corpora-
tion and consumer through innovate 
use of existing social networking me-
dia. As will be made clear, UNIQLO 
has succeeded in making great use of 
the web because it gave its con-
sumers the explicit ability to innovate 
and involve the brand in their daily 
activities.

Once the general approach to the web 
has been discussed, its virtual space 
will be examined more closely. First, 
by mapping its value chain to identify 
how its online operations provide 
value to its many stakeholders. 
Secondly, with the aid of relevant per-
sona representing members of its 
value chain, engagement with the web 
presence will be examined. Finally, in-
teractive wireframes related to the per-
sona will be presented to illustrate the 
mechanics that drive UNIQLO.com
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S T R A
T E G Y
In June of 1984, Unique Clothing Ware-
house, a retailer of unisex causal cloth-
ing, opened its doors in Fukuro-machi 
Naka-ha, Hiroshima. Within a decade, 
UNIQLO, a word play merging the 
terms "unique" and "clothing", had laid 
claim to 100 fully operational outlets 
throughout Japan. In 1997 the organiza-
tion adopted the famed Specialty 
Private Apparel, or SPA, strategy pop-
ularized by GAP and began producing 
their own line, available exclusively at 
UNIQLO retail locations.

Riding a long recession, all manufactur-
ing processes were outsourced to 
Chinese factories in order to generate 
a low cost, high quality line of apparel. 
The end result was a major success, 
and within five years, the brand had 
penetrated every significant Japanese 
market, operating more than 500 
stores throughout the country.

In 2002, the organization set its sights 
abroad and five foreign UNIQLO loca-
tions were established: one in Shang-
hai and four in London. This expansion 
proved disastrous, however, as poor 
sales caused gluts of excess supply 
and seriously hurt the bottom line. Cor-
porate objectives of global expansion 
had not been supplemented with ad-

equate strategic initiatives, leaving the 
organization reeling in the face of com-
petition with major international retail-
ers. Handed its first major challenge, 
the organization decided to retool, and 
a new approach was born. 

Modern  Strategy

With a solid operational foundation 
and business model that stresses effi-
ciency in delivering top quality apparel 
at the lowest possible price points, any 
progress would have to focus on rede-
fining the relationship with the con-
sumer. International success would 
require a fresh new product line and 
an innovative approach to marketing 
that sought to deliver the vast foot 
traffic corporate growth objectives - to 
be the global leader in retail sales by 
the year 2010 - warranted.

The first step was repositioning. Al-
though the cost/quality combination 
that made UNIQLO into the domestic 
power it was would not be abandoned, 
there was a realization that any new 
branding initiatives should shift focus 
from affordability to its position as a 
leader in accessible modern urban 
fashion. Its global focus was to target 
major fashion centers, including New 
York, London, Milan and Paris. The 
modern UNIQLO brand was to convey 
one fundamental message:

"To consistently provide high qual-
ity, basic but stylish casual clothes 
at the lowest possible market 
price, clothes that anyone could 
wear, anytime, anywhere. That 
means achieving a successful com-
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bination of low-cost management 
with the shortest, cheapest lead 
times on manufacturing and distri-
bution. In addition, we strive to 
provide top quality customer ser-
vice that exceeds even our strict-
est customer demands."

The ultimate aim has been to create a 
unique concept molded from the 
highest quality, globally generated in-
formation. This concept would then 
drive the design, manufacturing and re-
tail of top quality garments, and would 
be so strong that the products it gener-
ates would become a new information 
source in their own right, opening up 
an entirely new world of information-ori-
ented concept driven retailing.

UNIQLO  Begins  WITH  U

The main strategic shift concerning op-
erations and manufacturing was 
centered around product line. Acquir-
ing an army of young designers echo-
ing their ideals of simplicity, UNIQLO 
embarked on an effort to create a line 
with a fresh outlook: rather than deliv-
er a style for consumers to buy into, ef-

forts were made to develop simple 
individual pieces that could easily be 
incorporated into any wardrobe.

Having developed a product line that 
was as vast as it was clean and 
simple, UNIQLO provided consumers 
with the opportunity to easily create 
their own unique looks. Accepting the 
role of the consumer in product innova-
tion, the organization has created a 
solid position for itself in a competitive, 
and often ruthless market. The idea is 
simple: empower consumers to drive 
operations forward and allow the cus-
tomer to define unique.
Operational  Integrity

At the heart of the UNIQLO strategy 
are robust operational processes. With 
an army of lean integrated suppliers, 
UNIQLO is able to simultaneously de-
liver quality and affordability.

By working closely with its many part-
ners UNIQLO is able to control every 
aspect of its physical operations. Tech-
nical experts are made readily avail-
able to suppliers, offering their 
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expertise to every aspect of supplier op-
erations. Through strict attention to de-
tail and a focus on total quality 
management, they boast impressive op-
erational processes that extend from 
materials selection to efficient supply 
chain management.

Marketing,  The  Web  and  an  Innovative 
 New  Approach

Upon a clear examination of their 
strengths and weaknesses, it became 
clear that furthering growth would re-
quire reaching more people in ways 
they have never been reached. Identify-
ing an opportunity created by the un-
tapped potential of the web and online 
communities, the organization set its 
sights on the internet as the medium 
that would propel it forward.

Rather than using the web as a virtual 
store front or a simple tool for the trans-
mission of information, UNIQLO set 
out to develop a comprehensive ap-
proach to the web that would not only 
reflect its own corporate and operation-

al values, but would also play an integ-
ral role in corporate strategy and 
product development.

M A R K
E T I N G
UNIQLO's rebirth would require a 
strong marketing campaign that 
sought to differentiate it from its new 
direct competitors in the international 
arena: American GAP, Spanish Zara 
and Swedish H&M. All boast lean oper-
ations and a strong home base; find-
ing a space among top international 
powerhouses required an innovative 
approach.

For UNIQLO the solution was to reflect 
its core values and new initiatives to 
its vast target. Japanese efficiency, a 
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dedication to serving the consumer 
and zen-like simplicity would all come 
together in an understated store-front 
logo. The clean Latin text was supple-
mented, and on occasion replaced, 
with one that boasted Japanese script. 
The logos are simple, minimalistic, ef-
fective and a direct reflection of core 
values. These elements would also 
form the basis of their store layouts 
that comprised of a vast product line or-
ganized logically in shelves from floor 
to high ceilings, in outlets with under-
stated interior decor. Their products 
were also kept clean and free of any 
brand statements - the same no-brand-
ing approach to product branding that 

spurred the popularity of American Ap-
parel was (in)visible throughout their 
line.

Effective  Web  Design:  A  Multichannel 
 Approach

The web was central to its endeavour

to engage with consumers more 
deeply than ever before. Top interna-
tional web designers were brought in 
to realize the vision of an organization 
involved in the many aspects of mod-
ern consumer life. Rather than looking 
to bring in business through direct on-
line retailing, the focus of UNIQLO's 
web strategy was on the development 
of a robust multichannel approach that 
utilized modern web usage to engage 
with consumers in an unprecedented 
method that reflected the focus of their 
product line: give users the tools to 
define how the brand will impact their 
lives.
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The clean and simple layout of the 
homepage encourages users to exam-
ine new trends and items in the most re-
cent product line rather than browse 
for specific products. High quality 
graphics and a simple Flash interface 
keep in line with the values espoused 
throughout their campaign and by their 
modern philosophy. Even more pro-
nounced than the link to their compre-
hensive product browser are their "2.0" 
initiatives that lie at the heart of their ap-
proach.

The UNIQLO website boasts a num-
ber of impressive interactive cam-

paigns, from Blog Parts and the 
UNIQLOCK to their most recent March 
campaign aimed at promoting their 
vast array of flannel shirts with the use 
of ordinary citizens marching in the 
month of March.

A special section of the website is de-
voted entirely to bloggers and social 
networkers. One particular item of in-
terest available for direct porting is the 
UNIQLOCK. Through the UNIQLO web-
site, users can easily grab a unique 
and dynamic clock (also available as a 
widget for mobile communication 
devices like Apple's iPhone) that 

changes from clock to window into the 
world of UNIQLO and back. Users are 
exposed to periodic videos of UNIQLO 
actors engaged in daily tasks while 
dressed head to toe in UNIQLO appar-
el, supposedly in real time (at night, 
these actors are shown sleeping).

Blog Parts also makes their product 
lines and adverts directly available for 
download and easy integration into a 
multitude of social media. From their 
latests looks, to various advertising 
campaigns, users can share virtually 
all of UNIQLO's new initiatives with 
their friends and relatives.

Taking this even further is UNIQLO 
March, which allows users to follow or-
dinary citizens acting as models and 
marching throughout Tokyo in the 
latest flannel line. Users are allowed to 
march virtually through a real life coun-
terpart. Their networks have complete 
access to their march, and are encour-
aged to take a closer look, which re-
veals the marchers and 
comprehensive information regarding 
the items they are actively wearing.

Consumer  Empowerment

Rather than following the standard ap-

UNIQLOCK: Marketing for web 2.0.
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proach of web development for e-retail-
ing, and supplying information, 
UNIQLO has taken great care to fully in-
corporate the web in its overall 
strategy. Their innovative efforts not 
only produce real time information re-
garding the success of their initiatives 
through tracking downloads and blog in-
tegration requests, but also empowers 
users significantly.

Realizing the role of the consumer in 
product innovation and evolution, they 
have positioned their web strategy to al-
low their target base to direct their 
path. Engaging with consumers on the 
web to the degree that they have has 
been a rebirth of sorts, placing interna-
tional dominance in plain sight.

V A L U E
C H A I N
The UNIQLO web value chain map 
consists of three major elements: the 
UNIQLO U.S. website, the UNIQLO in-
ternational website, and the website of 
its parent company, Fast Retailing. 
Combined, they deliver value to four 
major groups: active web users, con-
sumers, shareholders and investors.

Without a major U.S. presence and 
just a single U.S. outlet, in New York 
City's SoHo district, the UNIQLO U.S. 
website is very different than any of its 
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other regional sites, including UNIQLO 
Japan and UNIQLO U.K., where the 
firm enjoys a greater presence. The ob-
jective remains the same however: 
provide substantial value to the vari-
ous stakeholders by serving corporate 
goals and marketing initiatives direc-
ted at the promotion of store openings 
and physical visits.

UNIQLO  U.S.

The dedicated U.S. website is primar-
ily geared towards American con-
sumers and web users. These are 
both served through the provision of 
brand awareness and recognition initiat-
ives.

Web  Content  Users

In order to address these, UNIQLO sup-
plies a wealth of interactive online con-
tent that integrate with blogs and 

social networking media aimed at 
those actively blogging, looking for 
video content, searching for new 
things, looking for pleasurable experi-
ences on the internet, or engaged with 
the content others provide indirectly 
(e.g. reading the blog of a friend).

By creating branding tools such as 
UNIQLOCK, UNIQLO March, UNIQLO 
Try, an interactive tool to aid the selec-
tion of well fitted bras, UT Grand Prix, 
a community based initiative to ex-
plore modern t-shirt designs submitted 
by users, and UNIQLO Grid, an inter-
active game where users manipulate 
various UNIQLO logos, the organiza-
tion actively seeks to involve con-
sumers in product development and 
raising awareness. The strategy can 
be summarized according to its three 
major elements: fun, links, referrals.
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Simplicity, usability and interactivity 
provide enjoyment and entertainment 
that improve attitudes towards the 
brand and its online content. Happy 
users engage with others in online com-
munities, while sharing these online 
tools leads to the spread of links 
throughout the internet that lead back 
to the UNIQLO site. Together, these 
lead to referrals and the transmission 
of position attitudes towards the brand 
that lead to positive attitudes towards 
the products. The process begins with 
consumer engagement through the pro-
vision of online tools that allow con-
sumers to innovate freely while 
engaging with and involving the brand.

The innovativeness of this approach 
should not be understated. With these 
initiatives, UNIQLO provides value and 
engages with consumers online, 
without direct interaction. In other 
terms, a significant benefit accrues to 
both parties by simply diffusing creat-
ive 2.0 tools.

Consumers

Those who either begin as or become 
consumers are served by a number of 

other sales and marketing oriented 
tools. The key activities involving direct 
consumers is browsing through 
product catalogs and locating stores.

By providing accessible and well de-
signed style books, comprehensive 
product explorers and convenient 
store locators, the UNIQLO U.S. web-
site provides considerable value to 
eventual foot traffic as well.

UNIQLO  World

Its many other stakeholders are en-
gaged on a larger stage. With an es-
tablished SPA model integrating every 
business process from procurement to 
planning, development, manufactur-
ing, distribution, inventory manage-
ment and sales to control cost and 
quality, the UNIQLO global corporate 
site demonstrates that business part-
ners are vital to its success. It provides 
value to these users by supplying a 
wealth of information regarding the op-
erations of its retail outlets, R&D initiat-
ives, specialty supplier information and 
manufacturing processes.

Not only are partners served with com-
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prehensive and coherent documents 
available for download, but they also 
gain value from the site of its parent 
company Fast Retailing Co.. The two 
also provide immense value to current 
and potential shareholders through 
stated corporate values as well as the 
detailed description of their multifa-
ceted operations. Beyond basic finan-
cial information and historical stock 
performance, shareholders are served 
well by windows into the daily world of 
the organizations they help finance.

Fast Retailing Co.

The third major component of the 
UNIQLO web value map is the online 
site of Fast Retailing Company, 
www.fastretailing.com.

Through this site, both shareholders 
and partners can gain vital information 
garding the financial performance of 
this significant global corporation.

Partners benefit by learning about the 
historical performance of shares and 
the future viability of both Fast Retail-
ing and UNIQLO. They gain insight in-
to how the corporation is run and how 
far it has come since its inception.

Current and potential future sharehold-
ers, on the other hand are mostly inter-
ested in rewards from their 
investments. Generally, they are act-
ively looking to keep track of stock in-
formation as well as the latest news in 
order to judge growth opportunities. In 
short, they are looking for information 
that is provided quickly, efficiently and 
coherently in real time, on demand 
and from wherever.

P E R S
O N A S
Through its web strategy, UNIQLO 
seeks to provide value to three major 
groups central to its business: con-
sumers of its products, partners in its 
supply chain, and share holding in-
vestors.

PERSONA  1

Maria  Cruz,  Student,  22  yo.,  NYC

Maria is a 22-year-old student study-
ing design in New York City. She has a 
keen interest in the fashion industry 
and keeps up to date on most major 
trends. This extends beyond fashion 
as well; Maria is an early adopter of 
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technologies, like Apple's iPhone. She 
also maintains a fashion blog, and is 
active in major social networking com-
munities like Facebook.

On a student budget, Maria is enthusi-
astic about UNIQLO's product line. 
She appreciates the low-cost-high-qual-
ity garments and vast selection. She is 
also a fan of UNIQLO's no-brand ap-
proach to branding. All together, these 
comprise a fashion line that speaks to 
her; with the broad selection of logo-
free casual apparel, high quality, and 
reasonable prices, Maria feels as if 
UNIQLO provides her with a line 
through which she can create her own 
truly unique wardrobe. And all of this 
from an organization actively engaged 
in corporate social responsibility initiat-
ives is the icing on the cake.

Processes

Whether she is at home, in the studio 
or studying at the library with her 
friends, Maria feels to urge to "face-
book" constantly. Sometimes she 
posts links to other items on the web 
that peak her interest, and that she 
wants to share with her friends. She 
also creates photo albums that she 
fills with some of her favourite looks. 
All of this, of course, when she its not 
actively looking for material for her 
blog.

UNIQLO makes all of this easy with 
the tools they provide for active parti-
cipants of online social networks. She 
can download high resolution images 
from the UNIQLO stylebook or sub-
scribe to UNIQLO Blog Parts, which re

directly supplies her blog(s) and net-
work(s) of choice with the latests looks 
and creative advertising campaigns.

One example is UNIQLock, an in-
triguing dynamic clock for use on blog-
like sites as well as portable commu-
nication devices. The UNIQLock is an 
application that interchanges between 
a clock showing time and location, and 
window into the world of UNIQLO act-
ors in their daily activities (supposedly 
in real time). Not only does this 
provide images of the latest fashions 
as soon as they become available, but 
also serves as a creative advertising 
campaign that communicates the val-
ues of the UNIQLO brand. All together, 
these form unique elements of a mul-
tichanel approach to modern retailing.

Metrics

In short, the objective is not online 
sales. Without any e-commerce ambi-
tions, UNIQLO is more interested in 
engaging with web users on an emo-
tional level using innovative tactics, 
and diving head-first into the social me-
dia revolution.

Rather than following complex click-
stream data or evaluating shopping 
carts, success of its web presence is 
partly measured by blog element 
downloads. The greater the penetra-
tion of the brand through the web and 
social networking sites, the more eyes 
readily available to experience a multi-
tude of advertising campaigns.

The other element vital to success is 
foot traffic. The web is only one of 
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many channels in its complete ap-
proach. The objective is always to get 
more bodies through the doors, and 
their approach to the web lends itself 
to that ambition quite nicely.

PERSONA 2

Yan  Pei  Pu,  VP  Sales,  34,  Shanghai

Yan Pei is an Executive Vice President 
for a rapidly growing textile company 
based in Shanghai with operations 
throughout mainland China. Focused 
on lightweight cottons ideal for cold 
weather garments, her company be-
lieves it is well suited to supply spe-
cialty textiles for lightweight cold 
climate apparel.

Processes

In order to make an informed decision, 
Yan Pei needs to examine several as-
pects of UNIQLO's business. She has 
frequently visited the consumer site in 
order to get an idea of the values 
UNIQLO attempts to pass on to con-
sumers. This gives her an idea of 
where the product line is, clues to 

where it may be headed, and how they 
seek to serve the end users in order to 
identify common production objectives.

Her main focus, though, is the corpor-
ate site she can access easily by se-
lecting a small link in the top-right 
corner of the homepage. Here, she 
can access the UNIQLO business 
model, learn about the manufacturing 
process, UNIQLO's involvement with 
its many suppliers, and how the com-
pany approaches logistic and supply 
chain problems.

Through this page, she can also read-
ily access the investor relations page 
maintained by the parent company, 
Fast Retailing. Here she can learn 
about the financial sustainability of the 
practice as well as its current corpor-
ate performance. Working for a grow-
ing young organization, it is important 
for Yan Pei to find fiscally responsible 
organizations to team with in order to 
secure a bright future for her own.

Metrics

Without a partner login page or other 
specialized information for its vast ar-
ray of suppliers, UNIQLO is not an or-
ganization that uses the web to do 
business with its partners. Although 
significant relevant information does 
populate its corporate site, UNIQLO is 
adamant on developing strong working 
relationships with its suppliers that in-
volves personable interactions. Top 
members of the organization and 
groups of specialists are in constant 
contact with partners, and are an in-
valuable source of aid and expertise.
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PERSONA  3

Jean-Francois  Triole,  43  yo.,  Ad-
vertising  Executive,  Paris

Jean is a 43 year old advertising exec-
utive for a major international branding 
and advertising firm headquartered in 
Paris. His work requires heavy travel 
across the world, though mainly in 
Europe. Jean is an avid investor who 
maintains a well diversified portfolio. 
He is also an active trader that follows 
the markets closely and highly values 
real time information. He currently 
owns several hundred shares of Fast 
Retailing.

Processes

Jean begins every day be checking 
the latest news regarding organiza-
tions of which he owns shares. He 
wants to track the progress of the busi-
ness as well as stock performance. He 

visits the corporate website to ensure 
that he stays up to date on any news 
releases. He enjoys navigating the site 
since corporate information is readily 
accessible and coherent. Considering 
his busy schedule and frequent travel 
requirements, he needs to get to what 
he wants fast, and UNIQLO provides 
that.

Constantly on the go, he keeps his 
Blackberry with him at all times. He ap-
preciates the fact that UNIQLO 
provides a comprehensive RSS feed 
that can keep him up to speed in real 
time. Having the information at his fin-
gertips saves him time; knowing that 
information will be fed to him wherever 
he is gives him ease of mind. When 
there is information that he finds very 
significant, he will visit the site for 
more information. Marginal items he 
can ignore.

Metrics

By examining clickstream data in the 
corporate section of the website, the 
organization can gather substantial in-
formation on usage. RSS feed and fin-
ancial statement downloads provide 
valuable clues regarding the distribu-
tion of information and frequency re-
quirements. This gives the corporate 
divisions a wealth of information re-
garding the types of investors they 
have and may signal how the organiza-
tion would like to position itself in the 
long run. 

17

R i ca r d o  PaZ Yep es,  Kav eh  Kat eb i a n,  H i ro  S h i ozawa,  H i to m i  S eo,  I n g r i tt R i c u



W I R E F
R A M E S
Mapping the UNIQLO wireframe in-
volves examining the site from three 
perspectives - as a consumer, partner 
and investor - and begins at the 
homepage, www.uniqlo.com.

CONSUMER WIREFRAME
Maria Cruz

When she first accesses the UNIQLO 
homepage she selects "Products & 
Style" and is directed to the Products 
Explorer  section. She can view all of 
items in the product line displayed and 
sorted by category, colour, price point 
and release date. She can practically 
find everything, from jackets and 
gloves to tank tops and socks. She 
likes simple, casual and comfortable 
fashions that are modern and up to 
date and the setup of the Product Ex-
plorer speaks to this.

From the Style Book she can easily ac-
cess the Style Index List and some-
times adds those that interests her 
later viewing with the "View My List" 
feature. When UNIQLO has new ar-
rivals that she thinks her friends might 
like too; she posts links to images of 
trends on her blog as well as her vari-
ous social networks.

Through her involvement in web com-
munities, she has made friends all 
over the world. With the Store Locator 
she can suggest specific locations for 
any one of them to visit, whether at 
home or on vacation. 

From the home page, she has access 
to the UNIQLO Campaign section, 
which offers the latest news on 
UNIQLO fashion and other trends. 
With her iPhone, she can download ap-
plications allowing her to send short 
videos to her friends – the simple, cas-
ual and comfortable fashion collection 
offered by the Color Parka and Color 
Jeans Edition has iPhone ready video 
that lends itself to easy community led 
distribution.

Recently UNIQLO has posted the 
UNIQLO MARCH video, which she 
thinks it is a great idea. She likes the 
idea of presenting fashion as a march 
– the casual way model catwalk is an-
other representation of the values that 
drive the UNIQLO product line. A truly 
worldwide initiative, she can particip-
ate online from anywhere in the world. 
She has recently added a UNIQLO 
widget on her blog.

With the readily available Terms of 
Use and Privacy Policy sections, her 
frequent visits to the website in order 
to use UNIQLO images, videos and 
links in her blog and on facebook can 
be done in accordance with corporate 
policy.

She has also become interested in the 
company itself and she often selects 
the "About UNIQLO" link for news re-
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The consumer wireframe for the UNIQLO website.



leases and CSR activities; she likes 
companies that are committed to so-
cial responsibility. She also keeps an 
eye on the Career Opportunities sec-
tion, as she may consider applying for 
a job there, as a fashion designer 
when she leaves school.

SUPPLIER WIREFRAME
Yan  Pei  Pu

Through the company homepage, Yan 
Pei can select the corporate site by fol-
lowing the "Company Info" link located 
at the top-right corner. Under the head-
ing "About UNIQLO," she can choose 
to view the Business Overview, Busi-
ness Model, as well as documentation 
related to Materials and Manufacturing.

Selecting "Business Overview", she 
can see how long UNIQLO has been 
in business as well as historical sales 
figures. This will give her an idea 
about the stability of the company, and 
may indicate whether or not they 
would be a suitable client for the fab-
rics produced by her own company. 
She finds a very useful link to the 
homepage of the Fast Retailing, its par-
ent company, that gives her more de-
tails, like monthly retail data, financial 
data and stock information. 

The Business Model section offers in-
formation about Research & Develop-
ment, the Head Office, Materials 
Procurement & Production, and Sales. 
She can learn that most UNIQLO 
products are already manufactured in 
China - they have business dealings 
with 50 companies and 60 factories - 
which she thinks improves the pro-

spects of her organization as a poten-
tial business partner. 

She likes the fact that UNIQLO is look-
ing for long-term partners "because 
[they] view the factories that [they] 
deal with as long-term partners, [they] 
continue to offer positive technical sup-
port while insisting on very thorough 
quality management... [and] are able 
to maintain high quality even on job 
lots of one million units."

In the Materials section, Yan Pei can 
learn about the following values useful 
to her organization:

UNIQLO puts an emphasis on ma-
terials because they "believe that 
material is extremely important in 
determining the quality of any 
clothes."

"It is vital to have a stable arrange-
ment for materials in order to en-
sure a consistent supply of any 
product," which will make them a 
stable partner.

UNIQLO participates positively in 
the "development of new materials 
through strategic partnerships with 
materials manufacturers"

In the Manufacturing section, she can 
attain more details about the specific 
materials they are looking for. She can 
learn that UNIQLO views their suppli-
ers as vital partners, and that they of-
fer technical support and "expertise to 
the factories on overall factor manage-
ment including spinning, knitting, weav-
ing, dying, sewing, finishing off and 
shipment."
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The supplier (partner) wireframe for the UNIQLO website.



Selecting the News Releases section 
from the left navigation menu of the 
About UNIQLO section allows her ac-
cess to the latest significant news art-
icles regarding their latest clothing 
collections and the status of their 
stores and sales. She can also reach 
the CSR section which provides inform-
ation on environmental issues import-
ant to UNIQLO, and also relevant to 
her line of business

INVESTOR WIREFRAME
Jean-Francois Triole

Upon reaching the UNIQLO 
homepage, he selects "Company 
Info," followed by "About UNIQLO." 
From there, the "Corporate Informa-
tion" section is readily accessible, and 
he can find financial information for in-
vestors, such as Paid-in-Capital 
amounts, as well as information regard-
ing retail operations, like  number of 
stores in each country and their loca-
tions.

He can also jump to the IR Information 
section from there, where information 
about Fast Retailing Co., the parent 
company, can be found. There, he has 
access to  a Business Overview, 
Monthly Retail Data, Financial Data, 
and Stock Information. This informa-
tion is consistently updated and the 
possibility to gain expanded informa-
tion whenever he wants, like annual re-
ports, CSR reports, business reviews 
and results conference documentation 
is also available. He likes looking at co-
herent and comprehensive financial 
summaries as well as the ability to 

view financial data in various graphs. 
This helps him monitor the perform-
ance of his many shares. He also en-
joys receiving real time information 
through RSS feeds, which offer all of 
the latest relevant corporate news.

The "About UNIQLO" section also al-
lows Jean access to "Mission & Vis-
ion", "Global R&D", "Business 
Overview" as well as the "Business 
Model." From the Mission & Vision 
statement, he can learn about the goal 
of UNIQLO to "strive for low cost man-
agement, and the shortest, cheapest 
manufacturing and marketing sched-
ules." They are poised to "become a 
leading global casual wear company 
targeting high sales and profitability 
growth," and it is stated clearly for all 
to see. He also likes the fact that they 
have already transformed into a global 
brand and looks for more related in-
formation under the Global R&D sec-
tion.

From the UNIQLO Business Overview, 
he can learn that "UNIQLO accounts 
for roughly 90% of total sales at the 
Fast Retailing holding company", 
which had made 525 billion yen in 
sales at the end of the 2007 fiscal 
year." The accessibility of this sort of 
information is pleasing to an investor 
like Jean who doesn't have much time 
to navigate an intricate website.

He can also develop a better under-
standing of the inner workings of the 
company by accessing the Business 
Model page. He learn about how the 
company has developed its research 
and development sector, which gath-
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The investor wireframe for the UNIQLO website.



ers information from its various loca-
tions around the world. They clearly dis-
play the fact that at their "R&D Centers 
in Tokyo, New York, Paris and Milan, 
we are always collecting and compil-
ing the latest information on different 
trends around the world, local news, 
lifestyles and materials."

Accessing the News Releases and 
CSR Activities pages to find out more 
about how UNIQLO promotes its im-
age is also important to Jean. On the 
News Releases page, he usually looks 
for articles about new store openings. 
He receives corporate news and finan-
cial information on his mobile phone 
via RSS, and makes notes of the stor-
ies he would like to follow more closely 
later in the day.

The CSR Activities (Corporate Re-
sponsibility) section gives him informa-
tion on the company's policy on the 
environment and other activities suppor-
ted by UNIQLO and Fast Retailing Co. 
As an ethical investor, it is important 
for Jean to know that UNIQLO sup-
ports Japan Olympics with uniforms 
and volunteers, helps raise funds for 
the environment, pays a special atten-
tion to recycling and offers clothing re-
lief activities at refugee camps.
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C O N C L
U S I O N
In order to move closer to achieving its 
goal of becoming the largest retailer in 
the world by 2010, UNIQLO invested 
significant amounts of time and money 
into redirecting its efforts to maximize 
the value of its opportunities. Since its 
setback seven years ago, the 
company has progressed quite nicely.

With 749 stores in full operation, 
including 13 in the U.K., one in New 
York City, one in Paris, and plans 
underway for Milan and additional 
Parisian outlets, UNIQLO has 
emerged as a serious global 
competitor to the likes of GAP, H&M 
and Zara. Surely its web strategy had 
considerable influence on these 
results.

The case of UNIQLO provides a 
number of important lessons. First, 
regardless of what channels an 
organization may wish to pursue, the 
process starts at home. Before 
developing a web strategy, it is vital to 
reexamine existing processes and the 
business model, if only to narrow the 
focus of that strategy.

Secondly, coming to grips with the fact 
that most innovation happens on the 
consumer side can be the start of the 
something great. Although in the past 

some organizations have either failed 
to realize this or have attempted to 
influence it, accepting it and finding 
the resulting opportunities is a far 
more rewarding endeavour.

Finally, there is a lot of value that can 
be generated by moving this idea to 
the web. Social media have 
revolutionized the way we interact. 
Trying to force "2.0" is never profitable. 
Neither are forced involvement or 
initiatives to control brands in those 
arenas. Instead, UNIQLO has proven 
that providing consumers with the 
tools to carry your brand and image 
forward in creative and innovative 
ways can bolster an organization and 
engage with consumers in a way that 
can take an organization to completely 
new heights.
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