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To be a real global company from Japan 
 
UNIQLO Japan is the nation’s largest apparel retail chain with a 5.5% share of the 
10.7 trillion Japanese apparel market, and a network of 852 stores at end of 
December 2011 generating annual net sales of over 600 billion. The first UNIQLO 
casualwear store opened in Hiroshima City in western Japan in 1984 (uniqlo.com).  

 
Over 5 years have passed since the opening of its 
global flagship store, the UNIQLO Soho New York 
Store, in November 2006, and, today, its operation in 
the United States is expanding favorably with the Soho 
flagship store continuing to generate double-digit 
growth in same-store sales. In October 2011, its 
second global flagship store in New York City, the 
UNIQLO New York Fifth Avenue Store was opened. 
Today, UNIQLO is in Japan, China, Hong Kong, Taiwan, 
South Korea, Singapore, Malaysia, Thailand, UK, USA, 
France, and Russia. 
 

UNIQLO International plans to swiftly accelerate the pace of new store opening in 
Greater China from 32 stores in 2011 to 80 stores in 2012. Also, the first UNIQLO 
store is planned to open in the Philippines in June 2012. It is investigating the 
possibility of opening stores in other new markets starting with Indonesia, Australia 
and Vietnam. Also, they will be looking to open between 20 and 30 stores more in 
New York area, San Francisco, and Los Angeles in 2012 (Fast Retailing Group. 2012). 
 
“One reason I think UNIQLO has succeeded as a global company is that UNIQLO has 
done unique campaigns which were the news hooks. For example, we had used 
Orlando Bloom and Charlize Theron as our models, and used Lady Gaga on the 
charity campaign for Japan Earthquake and Tsunami in 2011. Those campaigns 
hooked people and made UNIQLO better known to the world,” said a sales assistant 
at the UNIQLO Kyoto Japan. 
 
At a glance, UNIQLO is an excellently successful global company. However, the 
employee at this company in Japan does not think this way.  
 
“I don’t think UNIQLO is a successful global company yet. Stores in Asia such as 
South Korea, Hong Kong, and Taiwan, are increasing its profit, but in the U.S., two 
stores get into red still now,” said Yuki Yamagishi, a vice manager at UNIQLO Kyoto 
Japan.  
 
“The most important thing we need to do is to make our brand name even more 
famous because other fast fashion such as H&M, GAP, and ZARA are more famous 
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than us. Also, we need to increase our stores in all over the world and make profit 
out there,” she added. 
 
The rate of this company in the U.S. is four stars overall, according to yelp.com from 
909 reviews (2012). Ken Mirci who is wearing T-shirt, a pair of jeans and under 
wears from UNIQLO loves these products. “UNIQLO’s clothes are so comfy and not 
wear out quickly. Also, they are fashionable and cheap but great quality,” he said.   
 
“One thing I want UNIQLO to do is to have more stores in east areas. I want to get 
more stuff from it, but there are no stores around Utah. But I’m so excited they are 
coming to San Francisco in this fall,” said Mirci.  
 
Although UNIQLO is still struggling with being a true global Japanese company, it 
seems like it is yet doing well under this tough economic situation. It is looking to 
expand globally to become less reliant on its home market of Japan. Its business 
approach is quite different from other fast fashion company like ZARA. Whereas the 
Spanish firm chases every fleeting fashion, UNIQLO relies on large volumes of high-
quality, cheap items, such as fleeces and jeans, that last all season.  
 
“The key to expand globally is to make our name of UNIQLO more famous to the 
world. In order to make it, not to imitate other fast fashion retails but to create our 
own style and get our consumers,” Yamagishi emphasized.  
 
UNIQLO is in the stage of building a brand in the U.S., and its marketing expense is 
an important expense that it needs to continue to spend to build its brand. 
  
 
 
 


