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China’s growing  
fast fashion market 

and its focus on  
mass & middle 
apparel markets 

1



A brief look at he Chinese 
apparel mass market 



China’s reail and apparel market: 
Expenditure on clohing from 

2007-2011 

Apparel	  sales	  grew	  
by	  24.2%	  in	  2011,	  

reaching	  	  
795.5	  billion	  RMB	  

Annual	  per	  capita	  
disposable	  income	  in	  
urban	  areas	  in	  2011	  
grew	  by	  8.4%	  to	  
21,810	  RMB	  

Urbanites	  on	  average	  
spent	  1,674.70	  RMB	  on	  
clothing	  annually,	  11%	  of	  

their	  total	  annual	  
expenditures	  



Key players:  
domestic v foreign? 
 
1.  Mass market 
2.  Luxury market 
3.  Fast fashion  

DomesJc	  
Lower-‐Jer	  and	  rural	  markets	  

	  
Top	  brands	  by	  market	  value:	  

	  1)	  Metersbonwe	  (33%),	  Semir	  (26%),	  
Anta	  (35%)	  

Foreign:	  
Urban,	  first-‐Jer	  ciJes	  

	  
Top	  brands	  by	  market	  value:	  

1)	  Louis	  VuiWon,	  2)	  Chanel,	  3)	  Gucci	  

Foreign:	  Characterized	  by	  popular	  designs	  and	  affordable	  prices	  
Expanding	  into	  lower-‐Jer	  ciJes	  

	  
Most	  well-‐known:	  Zara,	  Uniqlo,	  H&M,	  C&A,	  Gap	  



China’s reail and apparel market: 
Changing purchase habits 

Motivators for purchasing new clothing 2011-2012 While he majoriy of Chinese 
consumers still purchase for 

need-based reasons, he inluence 
of discounts and he appeal of 

new fashions has paved way for 
a new motivator:  

“afordable fashion” 



Fast fashion: + fast manufacturing and affordable prices 
+ a smaller inventory that is replenished frequently 
+ smaller initial orders instead of bulk orders  
= allows a company to keep up with current trends 
and to eliminate products that elicit low sales during 
an inventory cycle  



Store count of fast fashion brands in China: 
2010 (blue) and 2011 (red) 



2 Company 
background 



MUJI’S STORY 

Muji was established as a private brand of Seiyu Ltd.

Muji opens first directly managed store in Tokyo, Japan

First overseas store in London, UK

First stores in Hong Kong, Singapore, France, Ireland, Korea...

First store in Shanghai, China

1980"

1983"

1991"

1991- 
2004"

2005"



Concept: Mujirushi Ryohin/無印良品  
(“No label quality goods”) 
Philosophy: Simple lifestyle. No excessiveness. 
Environmental SUstainability  

Entered China: 2005, shanghai 
Today in China: 65 stores 

   





Growh in China 
•  Plan to open 100 New stores in China in 2013 
•  Management: Local personal recruitment of new graduates 

in China and experienced local professionals 

•  Human Resources: On-the-Job training locally 

•  Supply chain Management: Established manufacturing and 
distribution in shanghai and in south China 

•  Increasing R+D: Further Research on Chinese consumer base 



3 Business model 
Sales, Costs, Profits 



simple minimalist functional modern 
high quality affordable chic 

Basic, qualiy everyday essentials 
ofered at low prices 



Business  
model 

Fast fashion model: Keeping styles with 
current trends while keeping prices low 	  

A distinct “brand” of simplicity, 
social consciousness, and non-
materialism.	  

Targets three main audiences 
1.  Marketing-weary, anti-

corporate, Design-savvy 
customers . 

2.  Environmentalists 
3.  Thrifty consumers looking for 

no-frills products	  
Appeals to the mass market and 
middle class market	  



Sales and 
profits in 

China 

Net sales in 2011: 6,356 
million yen	  =	  $62.09	  million	  
USD,	  +81.7%	  from	  previous	  
year	  

Operating Profit in 2011: 
548 million Yen =	  $5.35	  
million	  USD,	  +58.5%	  from	  
previous	  year 



Costs 

Rising production and 
transportation costs	  

Ordering in smaller 
volumes instead of in 
bulk to fit the fast 
fashion model is costly in 
manufacturing and 
distributing the products 



4 Marketing 
strateg 

Products, price, 
place, promotion 



Products: apparel, sationery, house 
décor, furniture, healh and beauy 
supplies, every-day use items.  

Functional, simple, 
materials of 
superior quality. 
Recycled materials, 
and no brand 
strategy - Stealth 
luxury. 



Price: low- to mid-ranged 

Niche marketing to socially conscious young 
adults and quality- and price-conscious adults  

Mid-ranged price premium ensures that the quality 
associated with MUJI products is not compromised 
but remains affordable 



Place: across low- and high-tiered cities. 
Currenly spread across 29 cities in China.  

Expanded its online 
presence to compete 
with other retailers. 

Plans to attain 100+ 
stores in china to 
start full-scale 
operations, beginning 
transfer of logistics 
and product dist. 

More first-tier 
locations 



Promotion: MUJI does not spend any 
money on advertising, preferring to 
remain an “organic,” word-by-mouh 
enterprise 
But the 2012 business 
plan calls to conduct 
small-cost 
promotional advertising 
for utilizing internet 
platforms 

Also depends on 
social media to 
publicize its designs 



CORE COMPETITORS 
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WHO ARE MUJI’S COMPETITORS? 



WHO IS  
MUJI’S  
MAIN COMPETITOR? 



IT’S  



IT’S  



SIMILARITIES 



SIMILARITIES 

1.  Origins in Japan"



SIMILARITIES 

1.  Origins in Japan"
2.  Fashion; Retail Industry"



SIMILARITIES 

1.  Origins in Japan"
2.  Fashion; Retail Industry"

3.  SPA model"



SIMILARITIES 



SPA MODEL 
(Specialty store retailer of Private Label Apparel)"

SIMILARITIES 



SIMILARITIES 

1.  Origins in Japan"
2.  Fashion; Retail Industry"

3.  SPA model"
4.  Concept and Philosophy"



MUJI UNIQLO 

SIMILARITIES 



MUJI UNIQLO 
“no-brand, quality goods” “simple, casual,  

functional, affordable” 

SIMILARITIES 



SIMILARITIES 

1.  Origins in Japan"
2.  Fashion; Retail Industry"

3.  SPA model"
4.  Concept and Philosophy"



COMPARISON 

•  Products: Apparel, Food, 
Furniture, Stationery"

•  Product: Apparel  
"



COMPARISON 

•  Products: Apparel, Food, 
Furniture, Stationery"

•  90 stores in China"

•  Product: Apparel  
"

•  215 stores in China"



COMPARISON 

•  Products: Apparel, Food, 
Furniture, Stationery"

•  90 stores in China"
•  2012 Net Sales in Asia:  

15.144 billion Yen"

•  Product: Apparel  
"

•  215 stores in China"
•  2012 Net Sales in Asia: 

125.0 billion Yen"



SWOT ANALYSIS 
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SWOT ANALYSIS 

STRENGTHS WEAKNESSES 

OPPORTUNITIES THREATS 



SWOT ANALYSIS 

•  Strong branding"
•  Good value"
•  Niche in design"
•  Innovation"
•  Eco-friendliness"

STRENGTHS 



SWOT ANALYSIS 

•  Slow expansion"
•  “No brand” in a brand-

conscious market"
•  High prices"
•  Dilution of philosophy"

WEAKNESSES 



SWOT ANALYSIS 

OPPORTUNITIES 

•  Growing retail industry 
in China"

•  Growing preference for 
“stealth luxury”"



SWOT ANALYSIS 

THREATS 

•  Strong competitor"
•  High costs"
–  High rental costs"
–  Rising raw material 

and labour costs"
–  High tariffs"

•  China-Japan disputes"



SWOT ANALYSIS 

STRENGTHS WEAKNESSES 

OPPORTUNITIES THREATS 

•  Strong branding"
•  Good value"
•  Niche in design"
•  Innovation"
•  Eco-friendliness"

•  Slow expansion"
•  “No brand” in a brand-

conscious market"
•  High prices"
•  Dilution of philosophy"

•  Growing retail industry in 
China"

•  Growing preference for 
“stealth luxury”"

•  Strong competitor"
•  High costs"
•  Political disputes"



ACTION PLAN 
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WHAT SHOULD MUJI DO? 



WHAT SHOULD MUJI DO? 

PURSUE 
OPPORTUNITIES THAT 
FIT STRENGTHS. 



ACTION PLAN 

STRENGTHS 

OPPORTUNITIES 

•  Strong branding"
•  Good value"
•  Niche in design"
•  Innovation"
•  Eco-friendliness"

•  Growing retail industry in 
China"

•  Growing preference for 
“stealth luxury”"



ACTION PLAN 

STRENGTHS 

OPPORTUNITIES 

•  Strong branding"
•  Good value"
•  Niche in design"
•  Innovation"
•  Eco-friendliness"

•  Growing retail industry in 
China"

•  Growing preference for 
“stealth luxury”"

•  Accelerate expansion in 
China; open more stores 
and offer more products."



WHAT SHOULD MUJI DO? 

OVERCOME 
WEAKNESS TO 
PURSUE 
OPPORTUNITIES. 



STRENGTHS WEAKNESSES 

OPPORTUNITIES 

•  Slow expansion"
•  “No brand” in a brand-

conscious market"
•  High prices"
•  Dilution of philosophy"

•  Growing retail industry in 
China"

•  Growing preference for 
“stealth luxury”"

ACTION PLAN 



ACTION PLAN 

STRENGTHS WEAKNESSES 

OPPORTUNITIES 

•  Slow expansion"
•  “No brand” in a brand-

conscious market"
•  High prices"
•  Dilution of philosophy"

•  Growing retail industry in 
China"

•  Growing preference for 
“stealth luxury”"

•  More aggressive 
expansion in China."

•  Clarify and reinforce its 
brand philosophy."



WHAT SHOULD MUJI DO? 

USE STRENGTHS TO 
REDUCE 
VULNERABILITY TO 
THREATS. 



ACTION PLAN 

STRENGTHS 

THREATS 

•  Strong branding"
•  Good value"
•  Niche in design"
•  Innovation"
•  Eco-friendliness"

•  Strong competitor"
•  High costs"
•  Political disputes"



ACTION PLAN 

STRENGTHS 

THREATS 

•  Strong branding"
•  Good value"
•  Niche in design"
•  Innovation"
•  Eco-friendliness"

•  Strong competitor"
•  High costs"
•  Political disputes"

•  Continue insisting 
on quality and good 
design"



WHAT SHOULD MUJI DO? 

PREVENT WEAKNESS 
FROM MAKING IT 
SUSCEPTIBLE TO 
THREATS 



ACTION PLAN 

WEAKNESSES 

THREATS 

•  Slow expansion"
•  “No brand” in a brand-

conscious market"
•  High prices"
•  Dilution of philosophy"

•  Strong competitor"
•  High costs"
•  Political disputes"



ACTION PLAN 

WEAKNESSES 

THREATS 

•  Slow expansion"
•  “No brand” in a brand-

conscious market"
•  High prices"
•  Dilution of philosophy"

•  Strong competitor"
•  High costs"
•  Political disputes"

•  Expand production 
capacity in China."

•  Open more stores in 
second- and third- tier 
cities."



WHAT SHOULD MUJI DO? 
1.  More aggressive expansion 

in China, with more stores 
in second- and third-tier 
cities, to reduce rental 
costs and to increase 
revenue."

2.  Expand production to 
China to reduce raw 
material and labour costs."

3.  Reinforce brand by 
continuing to provide well-
designed, quality products 
– without a brand!"



Q: WHAT IS A STRONG BRAND? 



A: ONE THAT NEEDS NO LABEL TO 
BE DISTINCTIVE. 





End. 终。 
Thanks for listening!"


