
International Journal of Scientific Research and Management (IJSRM)  

||Volume||13||Issue||06||Pages||9186-9192||2025||  

Website: https://ijsrm.net ISSN (e): 2321-3418 

DOI: 10.18535/ijsrm/v13i06.em05 

 

Rose Lamichhane, IJSRM Volume 13 Issue 06 June 2025                                                   EM-2025-9186 

Digital Marketing Strategies of Uniqlo in China: Insights from 

Consumer Perception and Behaviour 

Rose Lamichhane
1
, Prince Keshar Lamichhane

2
 

1
School of Economics and Management, Hubei University of Technology, Wuhan 430068, Hubei, China 

2 
School of Economics and Management, Chongqing University of Posts and Telecommunication, 

Chongqing 400065, China 

 

Abstract: 

This Study investigates Uniqlo's brand marketing strategies in China within the context of the digital era. 

Knowing how foreign retailers adjust to digital platforms and how they adjust to digital ecosystems is 

crucial as Chinese consumers interact with fashion brands more and more through digital channels. 

Consumer awareness, brand perception, and digital touchpoints including social media, mobile apps, and 

e-commerce are the main topics of the study. This paper explores Uniqlo's digital marketing effectiveness 

through a quantitative analysis of survey data from 200 consumers in China.  The results show that Uniqlo 

has a high level of trust and brand awareness, but it has difficulties with localization and product 

uniqueness. Brands that provide seamless Omni channel experiences, constant innovation, and culturally 

relevant messages are preferred by Chinese consumers. According to the report, WeChat, Tmall, and 

Xiaohongshu are crucial for interactions between customers and brands. It ends with tactical suggestions 

for enhancing Uniqlo's ability to compete in the online market. These include boosting integration across 

digital channels, utilizing influencer marketing, and improving local product responsiveness. The research 

offers practical implications for global fashion brands operating in dynamic digital environments like 

China. 
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1. Introduction:  

Digital technology's explosive growth has revolutionized the worldwide fashion retail sector, especially in 

China's rapidly expanding marketplaces. Brands need to reconsider conventional marketing strategies as 

mobile internet usage becomes almost universal and platforms like WeChat, Tmall, and Douyin take center 

stage in consumer contact. Since its launch in 2002, Uniqlo, a Japanese fast fashion retailer operating under 

the name Fast Retailing Co. Ltd., has established a significant presence in China. However, it must 

constantly modify its marketing methods due to the growing internet competition and the culturally 

diversified customer base. 

Uniqlo's global strategy places a strong emphasis on high-quality fundamentals at reasonable costs, 

minimalist style, and utility. Although the brand has seen significant success as a result, the Chinese market 

requires not only quality but also active digital engagement and local relevance. Chinese consumers 

anticipate robust online-offline integration, quick innovation cycles, and brand storylines that are sensitive to 

cultural differences.  

The purpose of this study is to investigate how Uniqlo's marketing tactics meet modern, digital-age 

consumer expectations. It looks into how well Uniqlo's present strategy fits the digital preferences and 

behaviors of Chinese consumers and makes recommendations for improving brand success. Through a 

survey of 200 consumers, this paper addresses the following research questions: 

Q1 How effective are Uniqlo’s current digital marketing strategies in China? 

Q2 What are the key digital touchpoints and consumer perceptions that influence engagement? 

Q3 What improvements can be made to enhance Uniqlo’s brand strategy in China? 
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The paper is organized as follows: Section 2 reviews relevant literature on digital marketing and brand 

strategy in China; Section 3 outlines the research methodology; Section 4 presents findings; Section 5 

discusses key insights; and Section 6 concludes with strategic implications. 
 

2. Literature Review 

2.1. Digital Marketing In China’s Fashion Retail Sector 

With more than 1 billion internet users and a sophisticated mobile commerce, social media, and digital 

payment ecosystem, China has emerged as a global leader in digital retail. Instead of depending on 

international resources like Google or Instagram, Major social media apps in China, such as WeChat (微信), 

Douyin (抖音), Little Red Book (小红书), and Weibo (微博), offer the opportunity for users to live a 

smooth and unique luxury shopping experience, as they discover brands and products, complete their 

purchases and share their opinions about them with others, all from the same app. On the other hand, social 

commerce also provides brands with the advantage of collecting more relevant information and data about 

users and customers to increase the level of personalization, and the standard of services and develop new 

promotional and sales initiatives to convert users into customers in the Chinese market.(Biagiola, 

Alessia,2023) 

Platform-specific, content-driven, and interactive techniques are the hallmarks of digital marketing in China. 

Short-form video content, livestreaming, and influencer (KOL) marketing have become essential 

engagement strategies (Zhang & Li, 2023).To adapt to these digital behaviours and make sure that 

marketing messages are socially and culturally relevant, retailers doing business in China need to localise 

their strategy. 

 

2.2 Uniqlo’s Global And Local Brand Strategy 

Fast Retail Co.LTD, Uniqlo's parent company, markets the brand as "Lifewear," which refers to basic, well-

made clothing for daily use. The brand's global focus is on timeless style, affordability, and usefulness. 

However, the competitive environment in China consists of both foreign rivals like Zara and H&M as well 

as quick-moving local players like Peacebird . 

According to research, Uniqlo has a high level of brand awareness in China (Li et al.,2022). However, in a 

culture that values trendiness and expression, its emphasis on a simple and consistent product approach may 

prevent deeper emotional engagement (Chen & Wang, 2020). Additionally, Chinese customers are calling 

for more frequent style upgrades, cultural congruence, and local responsiveness (Zhao,2023) 

Chinese consumers are more receptive to interactive marketing, including live streaming and short-form 

films, according to Zhou et al. (2020). Fashion brands have a strategic potential here. Tmall's Double 11 

campaign was examined by Liu (2022), who discovered that gamified digital experiences increase 

conversion rates for brands. According to recent research, Uniqlo's worldwide strategy prioritizes cost, 

quality, and simplicity (Fast Retailing, 2023). 

Zhang (2022) examined Uniqlo's WeChat marketing approach and showed that seasonal promotions and 

content personalization increase engagement.  

Customers' interactions with brands have changed as a result of mobile commerce and platform ecosystems 

like WeChat, Tmall, and Douyin (Zhang & Zhang, 2019). According to Huang and Benyoucef (2017), 

improving user experience requires a smooth transition between online and offline touchpoints, commonly 

referred to as the "New Retail" model. 

 

2.3 Omni Channel Strategy And E-Commerce Integration 

Omni channel integration, or the seamless merging of online and physical consumer experiences, is a critical 

requirement for success in China's digital economy. In order to provide frictionless purchases, Uniqlo has 

invested in WeChat Mini Programs, mobile apps, and "click-and-collect" services, even though rivals 

usually dominate in personalization and content engagement (Yang & Sun 2022) 

According to a study by Liu and Zhao (2021) effective Omni channel retailing in China necessitates not only 

technical integration but also a relationship based on emotion and experience. Livestreaming, immersive in-

store technology, and AI-powered recommendations are becoming standard. 

 

2.4 Consumer Behaviour And Digital Expectations 
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Chinese consumers are digital natives, very gregarious, and mobile-first. Gen Z and millennials have the 

majority of purchasing power, and brand loyalty is increasingly being correlated with the quality of online 

interactions. According to Wang et al. (2023), customers respond favorably to personalized marketing, KOL 

endorsements, sustainability messaging, and community involvement. 

Importantly, in addition to quality, co-creation (e.g., reviews, voting for styles), timeliness, and transparency 

all help to build consumer trust. Studies show that companies with fast adjustments and consistent 

engagement do better than those with static, one-size-fits-all tactics (Tan & He, 2022) 

 

2.5 Research Gap 

Even though Uniqlo's worldwide branding has been thoroughly examined, little empirical study has been 

done on how well the company does in digital marketing in China from the viewpoint of its customers. By 

examining first-hand data from 200 Chinese consumers, this study fills that knowledge gap and provides 

insight into how Uniqlo's business practices fit in with contemporary trends in digital behavior. 

 

3. Methodology 

3.1 Research Design 

In order to assess how Chinese consumers view Uniqlo's digital marketing tactics, this study uses a 

quantitative research design. Participants in different Chinese cities were given a structured online survey to 

complete in order to gather the primary data. Measuring consumer awareness, engagement, preferences, and 

views on Uniqlo's digital touchpoints and brand presence was the aim. 

 

3.2 Survey Structure 

The questionnaire was designed in five parts: 

1. Demographic Information 

Age, Gender, Income level, Education, City of residence 

 

2. Brand Awareness and Perception 

Awareness of Uniqlo as a brand 

Brand Image and Quality Perception 

Emotional Connection and Trust 

 

3. Digital Touchpoint usage 

Use of platforms such as WeChat, Tmall, JD.com, Xiaohongshu 

Frequency of digital engagement with Uniqlo 

Preferences for communication channels(eg. Email, app notifications, Wechat) 

 

4. Purchase behaviour 

Online vs offline shopping frequency 

Factors influencing purchase(price, design, promotions, user experience) 

Omni channel behaviors such as click and collect or online browsing + offline purchase 

 

5. Feedback and Improvement Suggestions 

Opinions on Uniqlo’s product innovation, pricing, and marketing tone 

Areas where Uniqlo could improve in terms of digital engagement 

Each question was presented in either multiple choice, Likert scale(1-5), or ranking format, allowing for 

statistical analysis of trends and correlation. 

 

3.3 Sampling And Data Collection 

Convenience sampling was used to gather 200 valid replies in all. Wechat and other online forums were 

used to distribute the survey, which was conducted using Wenjuanxing and other online platforms. In order 

to guarantee demographic diversity, respondents from key cities including as Beijing, Shanghai, Guangzhou, 

and Chengdu were targeted. 
 

3.4 Tools For Data Analysis 
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Microsoft Excel was used to clean and code the collected data, and SPSS (Statistical Package for the Social 

Sciences) was used for analysis. Response distributions and demographic trends were compiled using 

descriptive statistics. To investigate the correlations between variables like platform usage and purchasing 

behavior, cross-tabulations and simple correlation tests were performed. 

 

3.5 Research Limitations 

Convenience sampling may restrict how far the findings can be applied.  

Although the sample size is enough for trend analysis, it might not be representative of all Chinese consumer 

sectors. 

Notwithstanding these drawbacks, the study offers insightful information about how customers feel about 

Uniqlo's digital marketing tactics and identifies trends that can guide more successful advertising. 

 

4. RESULTS 

This section presents the key findings from the 200 consumer survey responses, organized by research focus 

areas: brand awareness, digital engagement, consumer preferences, and perceptions of Uniqlo's marketing 

strategy in China. 

 

4.1 Demographic Profile Of Respondents 

Variable Category Percentage(%) 

Gender Male 46% 

Female 54% 

 

 

Age Group 

18-25 41% 

26-35 36% 

36-45 17% 

46+ 6% 

 

 

City Tier 

Tier 1(eg., Beijing, 

Shanghai) 

44% 

Tier 2 37% 

Tier 3 or lower 19% 

 

Monthly Income 

Below 5000 33% 

5000-10000 42% 

Above 10,000 25% 

 

Table 1. Demographic breakdown of the sample population 

 

4.2 Brand Awareness And Perception 

98% of respondents had heard of Uniqlo 

85% rated Uniqlo’s brand image as ‘’modern’’ and ‘’affordable’’ 

Only 40% associated Uniqlo with ‘’trendiness’’ or ‘’Fashion-forward design’’ 

Brand Attribute % Agree/ strongly Agree 

High Product Quality 87% 

Reasonable pricing 82% 

Fashionable and Trendy 40% 

Trustworthy brand 78% 

Localized product design 32% 

 

Table 2. Consumer Perception of Uniqlo Brand Attributes 

 

4.3. Digital Engagement And Touchpoints 

WeChat and Tmall were the most frequently used platforms to interact with Uniqlo. 

Xiaohongshu(RED) was popular among younger consumers(18-25) 

67% preferred to receive promotional content via a Wechat Official account or mini program. 
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Platform %Consumers Using to Engage with 

Uniqlo 

Wechat 78% 

Tmall 72% 

Xiaohongshu(RED 49% 

JD.com                            39% 

Douyin(TIKTOK) 35% 

 

Table 3. Digital platforms used for Brand Interaction. 

 

4.4 Purchase Behaviour And Preferences 

38% of respondents preferred to shop in physical stores, whilst 62% chose to purchase online.  

41% switched between the two channels. 

Price promotions were the most often cited criteria affecting purchases (72%), followed by product comfort 

(69%) and mobile platform ease of use (58%). 
 

Influencing Factors % Consumers Identifying It as’ 

Important’ 

Promotional offers 72% 

Product comfort and Quality 69% 

Mobile app ease of use 58% 

Fast shipping and returns 51% 

Unique/local product offerings 34% 

 

Table 4. Key Factors Influencing Purchase Decisions. 
 

4.5 Consumer Feedback On Brand Strategy 

42% of consumers believe Uniqlo lacks localized styles. 

61% want to see more 'limited edition'' or ''collaborations'' collections. 

Only 38% feel that Uniqlo’s advertising resonates with Chinese culture. 

The open-ended response indicated the following theses: 

Request for more fashionable, regionally relevant collections. 

Interest In influencer-led campaigns and livestream promotions. 

Suggestions for more AI-driven personalization in  Uniqlo’s app and mini-programs. 
 

5. Discussion 

5.1 Alignment With Literature And Objectives 

The survey's findings support a number of findings from recent research on the changing expectations of 

Chinese internet users. In line with Uniqlo's global "Lifewear" strategy, respondents in this study showed a 

high level of brand awareness (98%) and a favorable opinion of the company's product quality and 

affordability (Li et al., 2021). Nonetheless, in line with earlier research (Chen and Wang, 2020; Zhao 2023), 

Uniqlo still faces difficulties in being seen as fashion-forward or culturally expressive, which is crucial in 

China's competitive and trend-sensitive retail market. 
 

5.2.Effectiveness Of  Digital Engagement 

According to the study, Uniqlo has been effective in using well-known digital channels like WeChat and 

Tmall, as the majority of respondents engage with the brand online. This bolsters previous studies that 

emphasize how crucial platform localization is in China (Wu et al., 2022). However, compared to rivals like 

Shein or Peacebird, Uniqlo seems to underuse platforms like Duoyin and Xiaohongshu, which are essential 

for influencer marketing and content-driven shopping. 

Furthermore, only 38% of customers believe Uniqlo's material is culturally relevant, while 67% of them 

prefer Wechat-based interaction. This implies that although the technological integration is successful, the 

messaging's emotional and creative localization—a crucial element for sustained digital success in China—

is deficient (Yang & Sun, 2022). 
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5.3 Omni Channel Behaviour And Consumer Experience 

Unniqlo's present multichannel initiatives (such as micro programs and store pick-ups) are obviously 

satisfying customer wants, as 62% of consumers prefer to purchase online and another 41% engage across 

both online and offline channels. But the results also show that mobile UX design and content 

personalisation, which are becoming more and more important in fostering loyalty, may be improved (Liu & 

Zhao, 2021).  

A possible strategic mismatch between Uniqlo's brand philosophy and consumer demand for stylish, 

limited-edition products is further highlighted by the company's emphasis on price discounts and comfort 

above trendiness. This is in line with survey respondents' qualitative comments, which advocate for more 

culturally appropriate ads, seasonal styles, and partnerships. 

 

5.4 Implications for Marketing Strategy 

To remain competitive, Uniqlo must adapt its digital marketing in China by: 

Including more localized storytelling, influencer interaction, and emotional branding in place of consistent, 

minimalist branding.  

To improve online and offline experiences, more money should be spent on short-form content, live 

streaming, and AI-based personalisation tools. 

Creating limited-edition, seasonal, and collaborative collections in response to rapidly evolving societal 

trends and fashion trends.  

In addition to satisfying the functional demands of today's consumers, these adjustments are necessary to 

increase brand resonance in a continuously changing digital society. 
 

6. Conclusion And Recommendations 

6.1 Conclusion 

Using primary survey data gathered from 200 customers in different Chinese cities, this study examined 

Uniqlo's brand marketing methods in China within the framework of the digital age. According to the 

research, Uniqlo has a strong brand and is well-known for its reasonably priced and high-quality products, 

but it has trouble with emotional resonance, trend-driven product appeal, and cultural localization.  

According to the investigation, digital touch-points like WeChat and Tmall are used well, while new 

platforms like Xiaohogshu and Duoyin require more creative material. Additionally, consumers clearly want 

more engaging, customized, and culturally relevant marketing initiatives, even though the brand's Omni 

channel capabilities are respected. 

These insights suggest that while Uniqlo has built a solid foundation in Chia's retail market, its digital 

marketing strategies must evolve to meet rising consumer expectations for fashion relevance, interactive 

content, and regional adaptations. 

 

6.2 Recommendations 

Based on the findings, the following strategic recommendations are proposed: 

1. Deepen Localization of Content and Campaigns 

 Develop marketing narratives that reflect Chinese culture, festivals, and regional identity. 

 Leverage local influencers and KOLs(Key Opinion Leaders) on Xiaohongshu and Douyin to build 

brand relatability. 

2. Invest in Digital Creativity and Social Commerce. 

 Expand presence on short video and live streaming platforms, incorporating fashion store telling, 

behind–the–scenes content, and influencer collaborations. 

 Introduce gamified campaigns, flash sales, and digital events to create engagement. 

3. Innovate Product Offerings 

 Launch limited-edition collections and artist/designer collaborations aligned with Chinese fashion 

trends. 

 Use digital tools like AI-driven personalization to recommend collections based on user preferences 

and browsing history. 

4. Optimize Omni-channel experience 

 Enhance mobile app and mini-program UX for intuitive browsing, payments, and returns. 
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 Integrate loyalty programs and personalized promotions across both online and offline channels. 

5. Utilize Data-Driven Decision Making 

 Monitor consumer behavior trends and feedback through digital analytics and post-purchase surveys. 

 Continuously test and refine digital ad creatives and campaign timing based on platform performance 

data. 

By implementing these recommendations, Uniqlo can strengthen its digital competitiveness, deepen 

consumer loyalty, and ensure long-term success in the dynamic Chinese Market. 
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