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Abstract 

The purpose of this study is to examine the difficulties of products out-of-sync, price conflict, 
serious lack of sales flow, two-way traffic flow difficulties and advantages in the process of 
online and offline integration. This paper analyzes the marketing strategies of online and 
offline integration of Uniqlo through literature review, case study, participant observation and 
SWOT analysis. Finally, the paper summarizes some online and offline marketing strategies 
which are suitable for traditional clothing retail businesses, and then provides references for 
the transformation of these enterprises. Theoretical implications of the findings are discussed, 
and the limitations of the study presented. 
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1.Introduction 

Up to June 2019, the number of Internet users in China had hit 854 million and 639 million 
consumers are using the Internet for shopping. The trend of online shopping is becoming 
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more and more obvious (China Internet Network Information Center, 2019; Jun & Jaafar, 
2011). In 2019, China's online retail sales reached 7.32 trillion Yuan with a year-on-year 
growth of 16.8%. According to the data of the Ministry of Commerce in November 2019, 
China's online retail sales exceeded 870 billion Yuan (Central Radio Website, 2019). The 
change of consumers' consumption habits makes enterprises change their marketing strategies 
and conform to the trend. It is urgent for traditional clothing retailers to integrate online and  

offline by adjusting their marketing strategies. 

With the change of the times, many smart enterprises have strengthened their business 
development network, established brand sales portals of complete product series, and many 
niche clothing brands have open their stores on Taobao.com, JD.com, VIPs and other 
platforms (Jing Daily, 2020). Small-batch retail also entered micro-stores and other low-cost 
platforms. Through literature survey, case study and participant observation, this paper 
analyzes the integration of the online and offline environment and the situation of individual 
enterprises to achieve the following objectives: 

 Solve online and offline product and price conflicts  

 Identify the problem of online and offline two-way flow difficulties. 

 Study the problem that the advantages are still not obvious after trying online and offline 
business. 

2. Company Profile and Sales’ Status  

2.1 Uniqlo 

Uniqlo Co., Ltd. is owned by the fast retailing group, which also owns brands such as GU 
and Theory. In 1949, ‘the Japanese designer, manufacturer and retailer’ (Schulz-Müllensiefen 
& Stöckmann, 2016) started its own business and began selling clothes. Clothing will be 
leisure, fashion, occupation, sports and other styles of mutual integration. Uniqlo sells clothes 
as well as underwear, shoes, socks and hats, office wear, hijabs and son on (Naho, 2019). In 
April 2011, Uniqlo launched an online flagship store, which is a parallel between offline and 
online. From a small shop, it is selling now suits to its present 2,196 stores. 

 

Table 1. Statistics of Uniqlo's Number of Stores in the Fiscal Year. Unit: Shop 

Data Source: Fast Retailing Co., Ltd, 2020. 
 
 

 2015 2016 2017 2018 2019 

Uniqlo Japan 841 837 831 827 817 

Uniqlo 
Overseas 798 958 1089 1241 1379 
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2.2 Overall Sales 

In recent years, Uniqlo has expanded in cities across all lines to form scale. Uniqlo's rapid 
growth is largely due to the rise of e-commerce. As can be seen from the following table, 
since Uniqlo started its online business, the annual sales volume of Uniqlo has shown a trend 
of growth due to the change in the consumption mode of the public.  

 

Table 2. Uniqlo Fiscal Year Sales Statistics. Unit: One Million Yen 

Data Source: Fast Retailing Co., Ltd, 2020 

 

3. Application Status and Current Situation of Internet Marketing  

3.1 The Application Status of Internet Marketing in China and Abroad 

Most countries in the world have entered the period of Internet marketing. The Internet got its 
start in the United States some fifty years ago and the Internet marketing momentum is 
relatively strong. The United States supports the legal system to improve accordingly. The 
United Kingdom is the largest online shopping market in Europe (Asić, Kilibarda, & Kaurin, 
2019), and the British e-commerce market keeps growing by more than 10% (Wang, 2017). 
Although Japan started later than the United States, it has a more mature Internet market. 

Internet marketing has become a major trend (Sridevil & Kumar, 2015), and the 
transformation of domestic traditional enterprises is inevitable. Developed countries are more 
mature in their development, providing a new breakthrough point for the transformation of 
domestic traditional enterprises, which prompts domestic traditional enterprises to learn from 
foreign enterprises excellent marketing strategies (He & Wang, 2010). 

The Chinese government has formulated special policies in the areas of e-commerce growth 
(Yue, 2017), online management and the flow of goods, cost reduction, growth benefits and 
efficiency improvement. E-commerce giants continue to expand offline stores and extend the 
value of online goods through physical stores. Wang Bingwen (2017) summarized that one of 
the motivations for online and offline integration is the macro environment, national policy 
support, logistics support, and payment convenience. Only by following the trend of the times, 
can enterprises not be eliminated (Wang, 2017). Wang Zhongbo (2012) pointed out the 
importance of online and offline integration. When enterprises conduct online business, they 
can use offline distribution system and after-sales service points to make up for the 
shortcomings of online business. Government support, network technology development, 
logistics support, convenient payment methods, etc., have strengthened the transformation of 
domestic enterprises. However, there is a lack of specific strategies for the integration of 

  2015 2016 2017 2018 2019 

Uniqlo Japan  780,139 799,817 810,734 846,778 872,957 

Uniqlo 
overseas 

 
603,684 655,406 798,171 896,321 1026,032 
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apparel retailers. 

3.2 Comparison of Network Marketing and Traditional Marketing 

3.2.1 Advantages and Disadvantages of Network Marketing 

3.2.1.1 Advantages of Network Marketing 

It is conducive to reduce the marketing cost of enterprises, reduce the cost of information 
transmission and save the cost of renting advertising sites, banners or other advertising tools 
(Zhao & Tang, 2009). In network marketing, buyers and sellers through direct contact, the 
intermediate costs, the rental cost, and inventory will be saved. 

It is conducive to extend the marketing space. Network marketing breaks the space and time 
limit, which the traditional marketing cannot replace. Marketing information spreads rapidly 
in the network space (Gabrielsson & Kirpalani, 2004) and greatly improves the efficiency of 
the information dissemination. In addition, the network marketing breaks the geographical 
limit, and on-line customer direct contact anywhere. 

It is beneficial for enterprises to provide personalized needs for consumers. Customers use 
network channels to produce a large amount of data for the enterprise. Through the data, the 
enterprise can understand the attitude of the customer and make timely response to provide 
personalized products or services for the customer. Understanding customers also leads to a 
better relationship management (Shanks, Jagielska, & Jayaganesh, 2009). 

To provide more convenient and independent consumption methods for customers. 
Nowadays, more and more consumers prefer to shop online. Online shopping can not only 
save the time to shop around and buy more cost-effective products, but also can be 
independent from the influence of the promoters. 

3.2.1.2 Disadvantages of Network Marketing 

Lack of experience, reality and trust. What network marketing presents generally is picture, 
video, sound or text, but can't touch the real things (Hao, 2011). And consumers always 
hesitate when shopping, they are concerned about fraud or product quality issues. 

Risks to customers. In the network, we always notice the product picture or a few text 
explanations. It is difficult to judge the quality of the product. Consumers are prone to 
misjudge before purchasing goods leading to negative comments or complaints, which can 
easily affect the credibility of enterprises. 

3.2.1.3 Advantages and Disadvantages of Traditional Marketing Methods 

3.2.1.3.1 Advantages of Traditional Marketing Methods 

Customers can directly touch the real product/object and directly experience the product or 
service, which can greatly reduce the risk-based purchase of goods (Bloch, 1982). In addition, 
the on-site explanation of promoters can stimulate consumers' desire to purchase, and at the 
same time, the after-sales service can also be better guaranteed (Rahman & Chattopadhyay, 
2015) 
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For some people, shopping becomes a kind of enjoyment and fashion, online shopping cannot 
be replaced. Shopping can feel the fun of chatting, experiencing a comfortable and enjoying 
leisure life. There is no substitute for the experience of online shopping. 

3.2.1.3.2 Disadvantages of Traditional Marketing Methods 

In the process of commodity circulation, the products from the manufacturer to the consumer 
through the dealer greatly increase the cost of goods which leads to its competitive pricing 
advantage (O'Donnell,  Gilmore, Carson, & Cummins Darryl, 2002).  

The traditional marketing method is limited by time and space, and the convenience of 
consumers to buy commodities is affected (Schubert & Selz, 1999); so they cannot buy 
commodities anytime and anywhere. Moreover, limited to the region, the advertising effect is 
not obvious. 

3.3 The Integration of Internet Marketing Channel and Traditional Marketing Channel 

There is no strict distinction between traditional marketing and Internet marketing. Internet 
marketing cannot be separated from traditional marketing. Chen (2006) claimed that Internet 
marketing is derived from traditional marketing, while Traditional marketing provides a basic 
theoretical basis for Internet marketing. The relationship between the two marketing methods 
is complementary. To survive in this fast-changing world, the two types of marketing must be 
combined. 

 

Table 3. Advantages and Disadvantages of Network and Traditional Marketing Methods 
 Internet Marketing Traditional Marketing 

Advantages Help reduce the cost of the 
enterprise.  Reduce the risk of consumer purchase. 

 Help extend the marketing 
space. 

Stimulate the desire of consumers to buy, 
at the same time get better protection 
after-sales. 

 Help provide consumers with 
personalized demand. 

For some people, online shopping is a kind 
of enjoyment and cannot be replaced. 

 
Provide convenient 
consumption ways to the 
customer. 

In the process of commodity circulation, 
the price advantage of dealers is not 
obvious. 

Disadvantages Lack of experience, realism 
and trust. 

Traditional marketing is limited by time 
and space 

 Easy to generate customer 
risk. The ads aren't obvious. 
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4. Methodology 

4.1 Qualitative Research 

4.1.1 Literature Survey 

From November 2019 to April 2020, a large amount of Internet information was searched and 
collected on the Internet to obtain the basis needed by this research. 

4.1.2 Case Analysis 

From December 2019 to April 2020, a case study was conducted to analyze Uniqlo’s current 
online and offline marketing strategies in order to provide reference for traditional apparel 
enterprises. 

4.1.3 Participant Observation 

From January 2019 to July 2019, the researcher worked as an intern in Zhanjiang Uniqlo 
Wanda Plaza in Zhanjiang City, Guangdong Province, China. The relevant materials are 
summarized to come into contact with to support this paper. 

4.1.4. Case Selection 

Uniqlo is selected as an example of a research article. On the one hand, Uniqlo adopts an 
unconventional online and offline mode, which selects store physical locations by using data 
to increase brick-and-mortar stores. Moreover, it provides self-pick-up services to attract 
customers to physical stores. On the other hand, Uniqlo trains offline staff to introduce 
customers to a variety of purchasing channels. Uniqlo's online and offline channels promote 
each other (Mall China, 2015; Hu, Song, & Ren, 2016), and the transformation is successful, 
so the other enterprises should learn from them. 

5. Analysis of the Company's Online and Offline Integrated Marketing  

5.1 SWOT Analysis of Uniqlo 

5.1.1 The Strengths of Uniqlo 

Distinct brand positioning and high-quality brand image. Customers' love and trust for the 
brand expand their influence in the market. A good corporate image is conducive to 
cultivating loyal customers, and the influence of corporate brand and excellent corporate 
image bring sufficient flow in online channels (Mirza, Verma, Kee, Awatif, Qistina, Aswadi, 
2020; The Economist, 2019). 

The scope of physical stores is large and dense. Physical stores provide offline experience 
services for consumers. Consumers can feel the texture of commodities, try on them, solve 
their doubts directly, and enhance their trust existing in enterprises. Mortar-brick-stores not 
only make up for online deficiencies, but also make consumers feel confident to buy goods 
over the internet (Ryall, 2019). 

High productivity and strong quality control. To develop online pipelines, the output and 
quality of products must be kept up to ensure adequate supply. High output can provide 
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adequate supply for online pipelines and guarantee product quality, which is conducive to the 
integration of online and offline enterprises (Martin, 2019). 

Strong cost control ability. It is easy for consumers to compare commodity prices online, and 
the price is also a very important factor. In the competition with similar products of 
competitors, the cost advantage is the embodiment of competitiveness, which is conducive to 
online development. 

Advantages of the mode of integrating stores and warehouses. Stores are also warehouses, 
which greatly reduce inventory and labor costs, and greatly improve service efficiency when 
providing services such as self-pick-up and delivery of online orders. 

Attach importance to talents. The headquarter recruits and develops college graduates every 
year to inject fresh blood into the company. We can not only transport talents to stores, but 
also develop and transport talents to online channels to ensure the smooth operation of online 
business. 

5.1.2 The Weaknesses of Uniqlo 

There will be conflicts for consumers. Due to the convenience of online shopping and the 
limitation of time and space, there is an imbalance between online and offline traffic to a 
certain extent, which will squeeze the development space offline. 

The investment cost of talent training is high, and the problem of brain drain is serious. The 
development of online channels will increase the demand for talents, and there is a risk of the 
shortage of talents and skills. 

5.1.3 The Opportunities 

The government's policies on e-commerce are improving the performance of e-commerce, 
standardizing online transaction rules, and providing support to enterprises in the 
development of online businesses (Wang, Wang, & Lee, 2017), so as to create a healthy 
development environment for enterprise transformation and promote the integration of online 
and offline enterprises. 

E-commerce is developing rapidly, and online forms are becoming more and more diverse 
(Efendioglu & Yip, 2004), such as enterprise Apps, Tmall flagship store, internal purchase 
link of official account and handheld flagship store of WeChat applet, etc., which is beneficial 
for enterprises to contact customers at a variety of consumer contact points and expand 
customer groups. With the rapid and rising economic environment, consumers know that their 
income increases and their consumption power increases providing a good development 
environment for Uniqlo. 

The rise of the Internet. The rapid growth of the number of Internet users, the transformation 
of the mode of mass consumption (Wang, 2012), and the increasing proportion of online 
consumption provide a strong condition for enterprises to transform and develop towards the 
direction of online and offline integration. 
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5.1.4 The Threats 

Fierce competition among peers. In addition to ZARA, GAP, H&M and other large 
enterprises, there are also emerging clothing enterprises such as UR and ONLY. This year, a 
large number of potential competitors have also entered the market. In China, companies 
such as la Chapelle, Semir and LT are also rising to take part in market segmentation. 

Trust problems are more likely to arise in the online environment. China is the largest market 
for goods, and the online market is even larger (Zouria & Udanoh, 2020). Shanzhai products 
are circulating in the market and affect the corporate image to a certain extent. 

The development of e-commerce is changing rapidly, and the trading environment of 
e-commerce is changing all the time. There are still many unknowns. These laws were made 
long time ago, and laws that can match the development speed of e-commerce still need to be 
improved to achieve competitive advantage (Dobbs, 2014). 

 

Table 4. SWOT Analysis Model of Uniqlo's Online and Offline Integration 

 

5.2 Favorable Sufficient Conditions 

The advantages of online and offline integration are obvious. Uniqlo has accumulated a 
number of favorable conditions: distinct style, high-quality brand image, wide store coverage, 
significant position in the industry (Burt & Carralero-Encinas, 2000), strong online channel to 
attract traffic; perfect quality inspection system, strict assurance commodity quality, cost 

Strengths Weaknesses 

Distinctive brand positioning and high-quality brand 
image. 
The physical stores are large and dense. 
High production capacity and strong quality control 
ability. 
Strong cost control ability. 
Store and warehouse as a whole mode advantage. 
Value talent. 

Competition for consumers. 
High cost of personnel training. 

Opportunities Threats 

Government policy support. 
With the rapid development of e-commerce, online 
forms are becoming more and more diverse. 
The world economy is relatively stable and China's 
economy is developing rapidly. 
Changes in the way people consume. 

The competition is fierce. 
Trust issues are more likely to 
arise in a network environment. 
Laws matching the pace of 
e-commerce development are 
imperfect. 
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control and talented person troop construction are also key factors. Internal advantages ensure 
the feasibility of online and offline integration. 

The opportunity to integrate online and offline is rare. The external opportunities of the 
company greatly affect the feasibility of the project. The government carries on the legal 
standard to the transaction environment, creates the healthy and powerful environment for the 
enterprise; increased public spending power makes the project more feasible. 

5.3 Optimization Game Perfection 

Analyze and improve weaknesses. The company can improve the feasibility of the project by 
reversing the disadvantages. First of all, the main direction of online and offline is mutual 
assistance. For example, offline promotion of Apps installation, issuance of entity special 
coupons, and realization of traffic interflow; improve the enterprise salary system, take into 
account the spiritual care and provide talents for constructing online platforms. 

Look at external threats and take action. If no action is taken to reduce its impact on the 
progress of the project, the project will become less feasible. We must pay attention to the 
dynamics of competitors, such as H&M and ZARA and adjust our strategies. Use special 
materials or special marks as far as possible so that consumers are easy to identify and 
suppress goods. In the early days of development, avoid areas where law is unclear. 

6. The Company's Online and Offline Marketing Integration Strategy 

6.1 Product 

Some enterprises have different delivery time for all kinds of products online and offline, 
resulting in online and offline conflicts. Uniqlo adopts the product strategy which is same 
quality and new products launched at the same time (Sarker, Lipol, & Saeed, 2020). Product 
quantification is conducive to obtaining cost advantages. When there are demands both 
online and offline, offline and online synchronization is helpful for providing a variety of 
consumption channels to meet consumer demand. As Uniqlo says: "the new retail is where 
the consumer is, where we are, there is no constraint online or offline." Uniqlo Apps not only 
shoulder the sales task, but also aims at improving the product exposure, launching products 
synchronously and expanding the influence of products. 

In the daily morning meeting, the store manager stressed to staff when the new products were 
launched: all the staff mainly push the new products in the display table. If the products are 
sold out, please timely check the inventory for the customers in the online flagship store. 

6.2 Price  

The practice of the same quality, same price will promote online and offline integration. As 
consumers are used to comparing prices of the same products when shopping online. So 
physical stores can also participate in the price comparison of the whole network if applying 
same price both online and offline. Moreover, consumers can easily compare prices online 
and in physical stores, which prolongs the time for making decisions and weakens consumers' 
impulse to spend. The unified price of online and physical stores can reduce the obstacle of 
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customers' purchase cognition, maintain customers' impulse of consumption, and improve the 
sales conversion rate without the process of price comparison. 

During the O2O business training, the head of the O2O business of the store said: our 
integration of online and offline is very good, the online and offline prices are the same, there 
is no pipeline conflict. When placing an order for customers in the store, be sure to explain 
clearly to customers that the online and offline commodity prices are the same, guide 
customers to place an order online and improve the 020- business contribution rate to the 
store. 

6.3 Promotion 

Uniqlo uses promotional coupons and staggered promotions to facilitate a two-way flow of 
traffic between online and offline. Use promotional coupons to lure each other. Guide 
customers to follow the Uniqlo official account, download the Uniqlo Apps or open the 
Uniqlo WeChat flagship store to get coupons, and guide customers to use online channels. 
According to the geographical location of users, the geographical location of nearby stores is 
placed in the App or flagship store on the palm, and the coupons that are only available in the 
store are specially set up to facilitate offline drainage. Use stagger promotion time to drain 
each other. If customers miss the offline discount, they can buy it in the store and lead the 
offline customers online. 

During the Spring Festival, when the deputy store manager gave staff training on Spring 
Festival activities, he repeatedly stressed that he would guide customers into the online 
shopping platform of Uniqlo to receive coupons which were only available in physical stores. 

6.4 Place 

6.4.1 Stick to Direct Pipelines 

The company directly manages each design, purchase, sales and so on, and strengthens the 
operation control. In the process of offline integration, Uniqlo still adheres to this pipeline 
model, mainly because Uniqlo's direct-sale pipeline has prominent advantages over other 
franchised apparel enterprises, such as controlling the online price, highlighting the cost 
advantage, showing the brand strength, establishing the corporate image, and facilitating the 
understanding of market information. 

6.4.2 Stick to Physical Stores 

When trying online business, the existence of offline physical stores is also very important, 
with a contribution rate of 0.55%. Online business can facilitate consumers' consumption, and 
offline business can provide them with fitting and experience (Chen, Qu, Wang, & Pan, 2008). 
Uniqlo choses to expand its stores quickly. Consumers can quickly touch goods in offline 
stores, feel the quality of goods or try them on. 

During the induction training, the colleague in charge of the training introduced the company, 
saying: Uniqlo is mainly a direct chain store, which is under the unified management of the 
headquarters. Therefore, the company has strict control over product quality, high 
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requirements on service quality and a good brand image in the minds of consumers. 

6.5 Service 

The service quality of e-commerce platform can directly or indirectly promote the co-creation 
behavior of customers' brands, and the service quality also makes customers more willing to 
participate in the co-creation of brands. Therefore, Uniqlo attaches great importance to 
value-added services of commodities, whether online or offline, and realizes the 
transformation of consumers from paying attention to price to paying attention to value (Yin, 
Zhao, Chen, & Li, 2019). 

In order to provide customers more intimate services, online and offline goods can be 
modified in stores. Offline stores provide online ordering, open self-pick-up channel, and 
realize quick pick-up of goods in stores. Now, it also provides self-pick-up service in physical 
stores across different regions. Providing digital poster service, the store can be connected to 
WIFI, scan the store data poster, understand the clothing matching and real-time inventory. 

Uniqlo not only has high requirements on service, but also has strict requirements on the 
service quality of store staff. Six principles and four service terms must be memorized in the 
morning meeting every day and must be carefully implemented in the work. Therefore, 
Uniqlo service is worthy of learning by other enterprises. 

6.6 Information 

The change of consumer consumption mode enables enterprises to obtain more data, and 
enterprises that know how to enhance their own competitiveness through information 
construction have more advantages and are data driven. Uniqlo attaches great importance to 
the use of information and chooses the informatization strategy, which makes Uniqlo stands 
out from many competitors. 

Establish the data model to grasp the pace of the shop and help site selection of new stores 
through the analysis of the data. According to the data collected by various platforms, we will 
firmly grasp each consumption channel, accurately find the stimulus points of consumers' 
shopping, automatically push products, and improve the conversion rate. During data analysis, 
data from physical stores and various platforms will be sent to the factories authorized for 
production by relying on cloud computing to filter data, so as to effectively reduce inventory 
costs (Li & Lin, 2019). 

7. Conclusions and limitations 

7.1 Conclusion 

With the rapid rise of online shopping, only when traditional enterprises give full play to the 
advantages of physical stores and take into account the development of online business at the 
same time, can they complement each other and not be eliminated by the market. The above 
analysis of Uniqlo strategy achieves the purpose of the research, and the following 
conclusions are drawn: 

(1) Solve the problem of channel conflicts through online products and price strategies of the 
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same products with the same quality and same price. 

(2) Conduct online and offline mutual drainage through promotional activities. 

(3) Make use of the advantages of direct chain stores, integrate online and offline platform 
data, exploit customers' demands for products or services by making use of informatization, 
and adopt convenient and humanized service strategies to realize the maximum value of 
online and offline integration. 

7.2 Limitations 

As the research period from November 2019 to April 2020 is short, time and research 
capacity are limited, the following limitations are generated in the research process: 

(1) Uniqlo's strategy is not fully suitable for the actual situation of all enterprises. In this 
research, only a single retail store was involved in our study, with limited time, and other 
retail businesses were not included in the comparative study. 

(2) Although Internet marketing in the retail industry has been a growing area of interest over 
the past decade, there is no authoritative and reliable theoretical framework to support the 
transformation of traditional clothing retail brands. As a result, there is a lack of literature 
references in this study, which leads to research limitations. 

(3) The information of the Internet environment is changing, and there are various types of 
online shopping platforms. Currently, the online and offline integration strategies of Uniqlo 
are analyzed, and the contents cannot fully reflect the changes brought by the environment. 
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