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Research on Operational Strategy of UNIQLOS '""New Retail'' Mode

LI Xiongfei, ZHANG Jing
(School of Economics and Management, East China Jiaotong University, Nanchang 330013, China)

Abstract:In the retail market, it’s important that retailing mode changes appropriately and flexibly. Based on market
research,since the "new retail" mode was put forward, the domestic leading retailers were still in the attempt stage, while
UNIQLO, a foreign clothing brand, was the first to open the "new retail" mode in the Chinese market. Taking UNIQLO as an
example, this paper attempted to explore its operational strategies from four dimensions of " people, finance, goods and
market" . It is concluded that enterprise should adher to the original intention of brand quality, with sufficient funds as the
guarantee , sensitively explore the new demands of consumers, actively improve the production and marketing chains, and
quickly develop some potential sales channels, which contribute to carry out the "new retail" operational mode successfully.
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Tab.1 Statistics of UNIQLOS intangible assets investment
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Fig.1 Statistics of UNIQLO stores in different regions
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Fig.2 Trends of UNIQLOS sales expense rates

H 2015 401 0, PUAC P 10 89 85 9 I R B4 T
W BT U AN 2O BT, A AR R
AT BAS e AR SR M« BB AN I ] B o &3 53 19 A AR AR
FLWAEHIBZLEZE4 , R -1 AL
PR 2 A% A R I R B, R Al
T Z IR 5
2.3 FEMAMARMGEEER

o i R A AR A ke R A A% D5 4 T
DR R KRB WA A “HFET
BT, DA T A PRI ™ it 50 4[] P 42 v 7
ELiE
2.3.1 RIFFKAE 2017 43 ARKEAA T
146 ZEAEBENLRT, B i A T BERLBE LR 9
25 TR H ™ B R B R TR
Feahiert b A BRI A T S — R B B Ui AT BA
BTEZR 50 A2 AR 22 sl By, R
T2 i A ke T R A, AR BT R

T [ Jo A ™ 1) B T 4 L, AR T A A
A B Al SPRAIE™ 4t B, ) K ds-F- &
SRR FRVBIE A R, 368 T 3780 O 940 A 8 i) 247 oA
PO, B XA R R R B b 5N )
R SRR, T 3 L R U A% B IR T 3
SO A P R fh B T S BB I L 25 T 2 2 14 i
EHAET S LA — I Z
2.3.2 FrogkmsE 2000 AEOEAK R FH A A

JER IR 2R Ml 225 7 (SPA ) B, e L 1 4 5147 I
FERR ORI B A R B A B A e AL L, G AR
oK, A EAE IRl b BT T A RO 8
(ECR) RGN 444 B (TCM) R4:, ECR &4
AT DA R LN PRI, e o 4 I M T A 2%
FFoR  TCM R G5 Al LA A 4T 1 37 7 oR 500, LA
WaREr =, mEH S A . ECR RGLM TCM R 4¢
(132 PR O A P8 P A6 7 B B 6 O G, AR AR
JEESF-34) A7 ] A R A D A IR 2 ol 114 30 T £ o
Bl DA PR A 1 1 8 45 8 3 , B A I o
By I[=1% G
2.3.3 EAHMRA BT AAR 2017 FAA LR
SRR TR SIS (RFID) BT Rz, 0]
DAVERRGE 1™ it 58 AR AE A 855 1 o 2580, O
R AR 8 o B A R T R, ST LI B P
(R ESCHR 122, R TIE R R 338 i AV 7= i R 25 o TG
P AR A i N A () AR
RFID HL - B AR 38 AT LLYT 48 &5 Ik A7 B 5 22 A I
[i] , 76 7 B s A6t R 3 — e MR
2.4 TAWIRER SR

BN TR KRR AE R TR BRI s
AL B4 T FHURAE L B DL R 58
BAEFIY T R ) RN R W T
BRI R
241 RAYZE—RTEX EXREZ 10 {2
AE P, 2018 AR A R AE S At 38 F 5 4t 1
YRR, 1 — 4 4 T 4k BN A, A A B T
“TAE/NERIT + App + & T TS = —R G 7
3, S P S s LA S SRR 405 7 i il A o
2018 AF KA X" B BB dE o A 38 55
BRI R 1, IR T X —"35 s BAZHY
05, 24 H T 0 8 A 3% o 2019 AR R A BT
— "B R B DA R ) e 10 42
BB A1 T i, I WG B 2 R L ke I L B o
H, R AR P AR & LY
TR5S, B 77 6 A PR CER 75 4F 21 v 22 4F 13 2%
HEIA
2,42 WIASREXEZ UAEMGIENAL Y
YT -G R B, 52 A B IRA 1, i
R/ IR I, SEAT A — R R A SR W, T
WA E TS R EE, R R
(IR, DA T A 5 A 0 2 A o A RS 11 3 A0
C5-ll Il N A N L7 3 2 7 > o > N 1
0 R M SR, LA R T 326 1) 0 A B S e R s, B
e A U R S U R A



1

B, FARRE RGN EE R - 87 -

AP B 45 i B AR e B b 1 78 SR g
FACR W2,

R2 AREHEERANEERBEEIR
Tab.2 Operational strategies and effects of UNIQLO ‘s

""new retail"' mode

9 18

R L e —p——
L R
A T HE AR T
2 WMy ke
TR s miaeon
R
—_
W RTUENGE KB S 4 i A1 E
s
PRI L B R
ey
e I RRRR S

PENEAE 1% Ja i i

Sy 7 KB I 1A R
5 ol e ) I

" TR A EE

L RFID ¥ PR A vy S AL R A =2 (A A
FitR Ry )3
MRAZEE R RS EEREME
e Sy« o Shy o
% e Bt SCEC K P o + B sl + 5K

PR Rl

3 MAREHEE ENXIZEERER

ZWEE

3.1 RAHBREPER,MEFEE"HRA
FEOT AL P SRR MR T e B 4 A
CHRE . Bl A% KT A RFSER i, T8 B8 AN OO0
7 i TSR TN, RS 8 A S e Y
RTETH SR bR 2 2 WSS 1R BT
T E AR L R Z K S EARL, {H
FAAEF Bl BT B — R APE I e T AR AN A2 19
s B R A A H 2 T SO B N B T8, &
HOLARETS M R & P fioR o NI, I 2 57 )™
A BT T T, N 2 M R OR L A R S
BT 200 U 5 AT B A 5 TR, AT B 3t T R
TR A 5 A2 2 BB 45 I, AR IPUTH 2% 35 13
Yy A AR R SN P BER O I W AR
3.2 REEEVSHER,BN“HEE"HE
PIWRACS ERPap T o L B T SRSy
BRIV 55 BT U5 G i A e B AU Y O B o AT LR ARG

AP PR A o) B P S SR T AR R Y 4
T4 SRS R ARG 2 HE B EH
Mo B AL AR AL BEZS i AT R TR, BT T Bl B T
WA 55 RI5E o RLIHG , S0 AR A FlE AR 42 1l 77 T, 7 DA
JAREERE , FEATR 4 Jo e A 30 s A o et e A D5 i, ] 7Y
AR W PN S e s i p AL
TR s PERA TR BT T IR A B A5 B R R
A 5558 B LBV R AR iz s
3.3 AL HAT, REHES” FRIET
DAL TP 7™ HH 2R 35 2 S B B 2 AR AR
B 309 2 AR ST AT (B A BIR L, A = B ER Y
HEWEAY, TR 1325 HM, I FBORE Y
FEVRL, P RS B A HEAR . R, R R T
PR BEAL RO B B R 2R, 23 HT i 93 B0 i - 2 % i
L EODAIN TS 93 a0 i K R R B 20 N O N VAR S
(T B R B e, LA ™= B 3040 . AR A7 T T,
PEATZRAEAC A 7, D SR R A ) D AR 5 7
5T 308 3o SO AR I B 5 1) A Dy 4 U 3
A, T i JE 5
3. REREBUTERE, RN“HTEE"HS
RIEZRA TR TEE 2 L B B
ARGEAE . MRS 5% 7 i s 2l i A SR
SFIH AT AR 98 5 . TEAR G M s sk
PRIE BRI R R T, AR Al M T A28 F 5 19
N, A RS Bl v 4 L R 9, S5 B 22 3R T IR L il
AU SRR R R UM AT R C R L SR
2 b AR, S EORIE R B A . I,
ke Al HA T iR TE 18] (Y B[] 4 J , O ml ik — 2
AN TR 4B AR, $2 T 7 i [ ) 236 JE il R A
{2

4 Z5 i

2019 4 HBHAREAT , PILL B AR A RUH R V7 HE
BT A — RS TS B, ROk
RPN T E 2 AN AR, R T
=R E T B ROk — IR Ay . MR A
AR R AT DA B 5
BRI 2 7 R G B B 55 B R R T
FERHIRT A K Z i A R A R AR . TGRSR A B
TR, WSl RETCJE O T2 DY 7 i A
WL PRI AR S5 AR T 9 R TRK

S &0k
O U] WU, 58 2B ek [T]. ARiEs,2018



- 88 - ROE F R F5%
(8):96-97. WANG Zhengpei, LI Guoxin. Research on the evolution
CHANG Mingzhe ,SU Jian. Where is " new" in new retail logic of the new retail from the perspective of consumption
[J]. Peoples Tribune,2018(8) :96-97. (in Chinese) experience[ J]. Chinese Journal of Management, 2019,16

(2] B, IR IEAL. B 87 1 SO B SOR SR B AR (3):333-342. (in Chinese)
[J]. sh R 25 ,2017,31(5) :12-20. (7 1 RBEE P SRR A2 R 1 A e 28 0 R LA 3 L
ZHAO Shumei, XU Xiaohong. The meaning, pattern and LT]. Bl &35 F9E ,2019(4) 27-29.
development path of "new retail" [ J]. China Business and ZHENG Guohong, DAI Zhenwei. Comparison of development
Market,2017,31(5) ;:12-20. (in Chinese) types and advantages of all-channel retail [ J]. Journal of
[ 3 ] AR B EMIE k25 A 368 DU g g ok A5 = Commercial Economics,2019(4) :27-29. (in Chinese)
[T]. Bl 2255 ,2019(5) :9-11. [8 ] ¥R, T5 L “HEE" MR BUR ZEH L]+
PAN Jianlin. Literature review of new retail theory: a =7 22 95,2018 ,32(12) :20-30.
discussion on the four-faceted business model[ J]. Journal HAN Caizhen, WANG Baoyi. The theoretical situation of
of Commercial Economics,2019(5) :9-11. (in Chinese) "new retail" and its extension China business and market
[ 4] FHR, G 2 EREE T A T A REXHN 2% K aY [J]. China Business and Market,2018,32 (12) :20-30.
PRI 1) 52 Wi BT 58 ——5E T 1l % 45 A2 SR A 52 3 14 (in Chinese)
REMMALT]. B ,2018(17) :5-8. (9] MEIRHE, 585, BB . W IR DU B R E T 4 5
WANG Xianging, LEI Shaohui. Research on the impact of GAERE TR e Ko v A [T ). 45 225 4%, 2017, 38 (5)
Al on consumption and shopping experience in the new retail 157-161.
environment—based on the perspective of commercial SHI Congcong, HU Jueliang, HAN Shuguang. Competition
retail reform and reconstruction of people, goods and market and cooperation model construction and application in dual
system[ J]. Journal of Commercial Economics,2018(17) ; marketing channel for brand apparel[ J]. Journal of Textile
5-8. (in Chinese) Research, 2017,38(5) :157-161. (in Chinese)
DS ] o M. B MR R Ot [10] SKEE B WL, AU B TR A6 B

L6]

[J]. Bk 2555t ,2018(23) :5-7.

WANG Jiabao, HUANG Yijun. Causes, characteristics,
types and development trend of new retail [ J . Journal of
Commercial Economics,2018(23) :5-7. (in Chinese)
FAET, 2 & W AL A TR B A R R
WoE[ )] AR, 2019,16(3) :333-342.

RMEWFFEL ] RGEF #2441 ,2019,27 (2) :96-100.
ZHANG Qinyi,ZHANG Guobao,CAO Wen. A contrastive
study of the equivalent price model and BOPS under traditional
dual channel [ J]. Chinese Journal of Systems Science,
2019,27(2) :96-100. (in Chinese)

(FTAERBE: P&, TRESR)



