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DISCLAIMER

All views and opinions expressed in this analysis are those from the APSIS Project Team and
do not necessarily reflect the official position of any other company. Assumptions made

in the analysis are not reflective of the position of any entity other than the author(s) - and
these views are subject to change, revision, and rethinking at any time. Please do not hold us

to them in perpetuity.



WHAT IS 020
MARKETING?

020 marketing is a way brands use
digital marketing strategies to bring
foot traffic into physical stores.

In reverse, it also helps brands to leverage their offline channels and interact
with their consumers digitally. 020 marketing allows consumers to connect with
the brand online and offline, ensuring a unified retail experience is delivered.

Founded in 1949, Uniglo is renowned for providing high-quality casual-wear
clothing at affordable prices. Its brand promise is well integrated into different
functions within the company, from product planning, production, distribution
to marketing and customer services. Taking these functions in-house allows
Uniglo to fully control the entire business process, adjusting different aspects
such as product design and production to align with customer demand.

Uniglo also places a strong emphasis on its customer experience, managing every
touchpoint of the customer journey to make sure it aligns with its overall brand
promise. In just 24 years, it has grown to be the largest apparel chain in the world.
Let's take a look at its O20 strategy to explore how it unified the experience
across multiple touchpoints.
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Uniqlo app bridges the gap between offline
and online shopping experiences

Uniglo has an 020 strategy that seamlessly integrates its online touchpoints with offline
channels. It does that mainly via their mobile app, using it as the hub to bridge the gap
between their e-shop and retail stores. Uniglo plans out a clear journey for its customers,
and each channel is interconnected with the next so customers can carry on a designated
journey with a pleasant and seamless shopping experience.

There are two different parts to the Uniglo shopping experience: online to offline and
offline to online. Let's take a look at each of them and how the two parts are connected via

the mobile app.



Integrate digital touchpoints to move customer
along the journey

Uniglo connects many touchpoints, from social media channels, such as Facebook,
Instagram and YouTube, to the mobile app, website or e-store, and encourages
customers to carry out the journey from one stop to another.

Here is an example for consumers who enter the journey via Facebook.

@ Uniglo Hong Kong & Macau @ .
Sponsored - &

[ #12ANBEE7H: ASHESE TR ]

ROFMHERE R T ? TR Fu R LS N | UNIQLO
2 TIN5 7 5 7 L~ ARV A A ARIBE ST s+ — 17 B e L AR
CRFBLEMS - — SRR EGENFEEHR !
FEHEPH B 6B BRI THE AR - RIVERE ABITRITH | SE&EClick

AFE https:f/s.uniglo.com/FW20EC_Anniversary §B{80g |

2 0Q
HE... See More

I PR AMUNGLO R esl. 5G Lens App W A - AN
HABERHAPPRNLITRES - ZWE - mE)
HERRAA-EAREEARR - ———
© HEATTECHEBMAR 0T @S (REEH) PRIEE )
© Club Shopping S50 N - If you are browsing around
Now E 520 2408 3 . .
» : — ;.R_,: on Facebook, Uniglo will
e . UNI % g ik -
5 . Y ‘e s target you through an ad
wumn sl miwp ELUB oo p—— trying to get you to their
4$39%m e e & L — y 8_ gety
website.
. MRS IRAEE A TR HEEIRAES]
Shiap Now 12ZANEEI7E LB 1ZANEE7

Source: Uniglo Facebook

12:35 ol = - 12:36 ol T -
£ . Uniglo Hong Kong & M... e < O Uniglo Hong Kong & M... F-3

Home Photos Stores Community  Video

Shop

Uniglo Hong Kong & ®

Vocau , @ @
Clathing (brand) ’
27 lacations in Hong Liked HERE VARFES... Raglan{tREHRTMI..

Hong, Hong Kong T
o ok

L

[ g |
[ shop Now [~] e ; =
M, une :{|ID com.hk ’ a/
Jennifer, Jacqueline, Eric and 323,567 ok
. others like this T e
: ;a L
® b
Home Photos Stores Community Video: m o

AL EERIANEN 434976 WEURESEN 437259

@ http:fiwww.uniglo.com_hk/

(») See what Uniglo Hong Kong & Macau is doing in
Messenger
Get Started m.uniglo.com.hk

A P s © ® = A P s o @

Source: Uniglo Facebook

If you visit Uniglo’s Facebook page, you will see a prominent CTA button linked
to their online store. Scrolling down their page, the same ‘Shop now’ button will
appear again, positioned at the bottom this time.



wary -

w AR ecO R SRR ]

(L) o8 FEunoD arF
% ) caeanmarcsowene EED

2z fuw
gofaLe

Liteear

1= §UNI
JOgqLo
LifeWear

EEEEDNSN  FEENMERN:
ue

S 1o € rasieiers S, smpie e and
g 510 rcorss Coupon upam s wiseripton

Source: Uniglo mobile app, Uniglo website

Clicking on the ‘Shop now’ CTA button from your mobile device takes you to their
website, where a top banner shows up encouraging download of their mobile app.
If you are on desktop, the Uniglo website shows a popup with a welcome offer
when you subscribe to their newsletter.
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Once you subscribe to their newsletter, you will

receive a welcome email. The email features a

download banner for their mobile app so you

can stay connected with Uniglo on the go, and a

welcome offer for a $20 discount and free shipping

on your first online purchase if you become their

new member.

If you wish to make a purchase on their online store, you will
need to log in or register for an account, and become their

member.
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THE SEAMLESS JOURNEY - UNIQLO'S DIGITAL TOUCHPOINTS

Uniglo's digital touchpoints are integrated so customers can consistently interact with the
brand regardless of which channels they started their journey and move seamlessly through

the next stage of the customer journey.
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) EXCLUSIVE WELCOME COUPON
Receive a complimentary $20 coupon upon newly signing up with your mobile
number to become a UNIOLO member. The coupon can be used upon a single
purchase of $200 in UNIQLO Hong Kong & Macau physical stores or Online
Flagship Store”.
View more >
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THE UNIQLO MOBILE
APP AS THE HUB

As stated by eConsultancy, “81% of shoppers conduct online research before
they commit to a purchase, meaning that a large proportion of shoppers
might not yet be in the mindset to make a purchase.” Uniglo knows this

very well so it tries hard to capture all consumers regardless of their purchase
intention and preferred channels. Uniglo does this by aggressively encouraging
membership enrollment. As shown previously, Uniglo combines different
welcome offers to entice newsletter subscription and membership incentives so
that prospects can stay connected, even when they're on the go via the mobile

app.

81% of shoppers
conduct online
research before
they commit to
a purchase...

Source: eConsultancy


https://www.uniqlo.com.hk/en_GB/membership.html#mb
https://econsultancy.com/how-uniqlo-is-personalising-the-shopping-experience-with-google-powered-app/
https://econsultancy.com/how-uniqlo-is-personalising-the-shopping-experience-with-google-powered-app/
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MEMBERSHIP BENEFITS

APP MEMBERS EXCLUSIVE PRICE

All customers can enjoy the APP Members Exclusive Price from selected items at
UNIQLO Online Falgship Store. To enjoy the App Members Exclusive Price in
physical stores, scan the member ID barcode when check—out to enjoy the
exclusive offers from selected items!

View more >

MEMBER'S
PRICE

BIRTHDAY COUPON

Once you sucessfully register as & UNIOLO member and fill in necessary personal
information, you can be entitled for a birthday coupon®.

PURCHASE UPON $250 FOR FREE DELIVERY

e & &
Free delivery on all orders upon purchase of HK$250 with a single deilvery
method*!
*A single delivery method means sne of the follawing: delivery, SF. pick-up psint, store pick-up, or store
pick—up with warehouse Rranster.

FULL PRODUCT LINEUP & ONLINE EXCLUSIVE EXTENDED SIZES

Enjoy purchasing the full product lineup whenever & wherever. Extended sizes
such as X5 & XXL are now available in a variety of products.
View more >

Source: Uniglo website

The mobile app is the focal point of Uniglo’s 020 strategy. Connecting their digital
channels with their physical retail stores serves multiple purposes:

@ Membership centre

Once you become a member, you can access your membership details and benefits via
the mobile app. You can view details such as membership points, purchase history and
give product reviews on prior purchases. Members can also access exclusive offers and
discount coupons via the app. For instance, Uniglo offers app-only exclusive prices on
select items, speciality products, and ‘online-only’ designs and sizes.
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@ Database for product information and
stock availability

As customers shop via the mobile app, they can get product information at their fingertips.
If they want to make a purchase, they can check if an item is available online or at a physical
store based on their preferred location.

@ Order and delivery options

Customers can choose to complete a purchase via the app, with the option to have the order
delivered to their address or for pick-up at a nearby store.

Through the mobile app, Uniglo can continue to nurture consumers at different stages

of the buyer's journey, be it consumers with purchase intent or at the initial researching
stage. Converting consumers to members provided them with reasons to engage with the
brand and activate their customer journey. The mobile app is specially designed for easy
navigation, and ultimately, encouraging purchase.

15244 il T -
¢ Hong Kong HongK.., +
™
v, z
“ iy oy -
et #2 suz® *
BOWRIN N
nn
CHAI
7
Google

5 fhare noarty 31 home sore

ETOCK
Low Thatre Flagahip Storn

Rekruas: Horg Ko Horg Kerg taland Was

G Chgtrict €19, 1 arud B2, Low Thaatr.

Mo 00 Pareiost Sarel Cousomay By SELEET
By Mours Sundy 1o Thursclay and Fr—
Pt Holdin 1100 - 2200, Frday &

Bty et el Pushe Hisidays 1100 -

a0

Taiphors Mo (852) 2577 8410

LOW STOER
‘Yistn Long Plaza Stors

Ak Hong Korg Mew Tamtosnss Fosn

Liang Destrct Shop 209-720m. 2F. Yeen BELECT
Lorg Plaza Corinesieiiniats. |
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https://www.uniqlo.com.hk/en_GB/membership.html#mb
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Sending digital traffic to brick-and-mortar stores

Customers that want to make a purchase online can choose to have the products
delivered to a nearby physical store. By providing a click-and-collect option, Uniglo can
drive more foot traffic to its retail stores. On the other hand, customers can benefit
from the convenience of not having to wait for delivery and save on shipping fees.
From time to time, Uniglo would also provide incentives like cash coupons to convert
digital shoppers into offline buyers, with the goal of increasing the purchase volume of
in-store shoppers.
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Enhance in-store shopping experience digitally

If you visit a Uniglo store, you will notice many signages with QR codes all over. From the
entrance, and product shelves, to the fitting rooms, and the cashier counters. Uniglo invites
customers to scan these QR codes to access product information, check product styles, and

stock availability.
Source: Uniglo mobile app

Understanding the fact that many shoppers still prefer the sensory and social
aspects of in-store shopping, Uniglo tries to link the in-store experience to the
digital environment so both online and offline journeys can complement each
other.
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Source: Uniglo store

Uniglo also recently launched a new service called Store Order, which helps customers
check on product availability of their desired item(s) at another store location, and
they can also place an order instantly. This service aims to serve customers who need
special sizes, speciality items, or if they can’t find a particular product in one store.
They can even arrange to pick up their order at a different store within the same day,
free of charge, making it a lot more convenient and easier to access a wider range of
products.
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Most importantly, it ties the whole in-store shopping experience back to its mobile app.
They can also repurchase orders made in physical stores, through the mobile app anytime
without worrying about products being out of stock.

By syncing the in-store experience to the digital environment, Uniglo can boost their
mobile app usage, membership recruitment, and sales. By making the customer
experience a convenient, efficient, and time-saving one, this also brings value to all Uniglo
customers.

Capture more data with an 020 strategy

One great advantage of having an 020 strategy is it gives Uniglo access to customer data

at each point of the customer journey. For foot traffic directed by initiatives through digital
channels like ads and incentive programmes, Uniglo can easily track down data like impres-
sions, clicks, email signups, mobile app downloads, page views, add-to-cart, etc, and connect
it to every customer’s profile for a more holistic view of the demographic, social, behavioural
and purchase data.
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Challenges with connecting the data dots

Uniglo undoubtedly placed a significant amount of effort into data collection

and data unification to eradicate data silos. When data is siloed, it hinders its
capabilities to fuel marketing strategies. However, unifying data into a single
system does not guarantee success in implementing multi-channel marketing and
sales campaigns. Successful campaigns still require an immense effort in data
export, analysis, and import as preparation. To streamline all these preparations,
companies have to recognise the need to execute integration projects.

Integration projects are challenging and exhausting for many companies as

the project scope is likely to span across departments and stakeholders. Each
department and stakeholder specialise in a respective field, making it challenging
to manage the project. To overcome this obstacle, companies often take a
bottom-up approach to identify their business objectives or analytic purpose
before engaging in any integration initiatives.

APSIS Professional Services Consultant Karena Tseung commented that

"Uniqlo is very successful in running its 020 strategies. It uses online

and offline marketing to complement each other. It is ingenious in taking
advantage of getting access to data through their touchpoints. Various types
of gathered data, such as demographic, behavioural, and purchase data, can
better understand their customers and further improve their marketing
effort. We have worked with many brands in the past, and the common
pitfall lies with them not being able to fully utilise data to optimise their
marketing campaigns. We strongly advise retailers to learn from Uniqglo and
get started to adapt similar omnichannel marketing strategies."

Uniglo uses
online and offline
marketing to
complement
each other.

Karena Tseung, APSIS Professional Services Consultant
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PUTTING DATA TO USE

With data integration in place, it opens doors for companies to analyse and
interpret data more effectively to create customer segments. Segments act as
translators that convert raw data into information to fuel 020 strategies. A few
examples of these are:

Customer purchases a t-shirt at a physical retail store

They receive app, social media, or eDM push for relevant

)

"Suggested for you" promotion with discount code.

Customer can use discount code to purchase again via online
or offline store

Data used: physical store transactional data, app data, social media data, eDM
data.

"It is evident that the data collected throughout the entire customer journey

has helped Uniqlo move their marketing campaigns to another level”,

commented Karena. "It is a great way to complete the buyer's journey while

enhancing the customer experience as a whole, and it's a win-win for both
parties".

How Uniglo uses 020 to enhance the overall customer experience

If you have just started creating customer segments and groups, the Recency, Frequency,
and Monetary (RFM) method is an excellent method to adopt. Here are some common
questions to ask when engaging with RFM:

Recency:

What is the duration between activities?
When was the last purchase?

When was the last visit to the website or use of a mobile app?

Frequency:
How often does the Customer make a purchase?

How often has a customer transacted or interacted with the website during a
particular period of time?

Monetary:

Who are the top spenders?
Who are the customers with high spending powers?

Who are the price-sensitive customers

Allocating tiers within these three dimensions help brands systematically understand the
habits of their customers and create individual personas. The mix and match of the above
metrics along various online and offline customer journeys allow successful companies to

assemble customer groups that are most relevant for their business objectives and retention

goals. The result - optimising the shopping experience so that customers will return more
often, and with a larger purchase volume each time.
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TO WRAP UP

Uniglo understands the importance of 020, integrating its online with offline
channels through it's mobile app to create a unified customer experience. The app
bridges the gap between its physical and digital touchpoints, providing a seamless
in-store experience and staying connected with customers on-the-go.

One important aspect to point out is that Uniglo can harness the power of data and
take the opportunity to gather data at each step of the customer journey to further
analyse and learn how to enhance their offering.

Uniglo emphasises its brand value and places customer experience as the centre
of its offering. From product planning, production, distribution to marketing and
customer services, Uniglo makes sure their products align with their customers’
demand.

Interested in adopting a similar digital strategy for your retail business or need
more ways to improve your current marketing practices? We are here to help—get
in touch with us for a marketing strategy consultation.
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