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New Phenomenon in Retail Internationalization 

 

Chonnikarn Luangpituksa 
 

This paper focuses mainly on retail internationalization; typical research of 
Salmon and Tordjman (1989) divided the retail international strategy into 
standardization and adaptation. Mukoyama (1996) proposed the “Core-
Peripheral Assortment Theory” which was evaluated through the dilemma of 
product assortment in both standardization and adaptation. Kawabata (2000) 
observed commonality of structure in the home country market and regarded 
it as a filter that affected the business model transformation. Yahagi (2007) 
typified 2 more localization pattern, which were creative continuous 
adaptation and new business model development.  
 
Since 2011,“UNIQLO”, has emerged its business to Bangladesh, and 
adapted to suit with the local environment. After years have passed, the 
products that developed in Bangladesh also have been sold all over the world 
during the same period. The transfer of information technology, consumer 
behaviors, cultural Influence, product development procedure, human 
resource and international transaction would be the factors that affect the 
“retail synchronization”, the development of the product in emerging country 
that could be accepted in home country or others. Therefore when the 
interaction between the markets in each country happens, receiver may 
probably change to be producer, and synchronization phenomenon can be 
occurred in a larger scale, which is different from the conventional research.  
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1. Introduction 
 

Retail internationalization has been studied since the 1970s. Retail Internationalization is 
the management of retail operations in markets that are different from each other in their 
regulations, economic development, social conditions, cultural environment and retail 
structures (Alexander and Doherty, 2009). Internationalization of retailing may define as the 
transference of retail management technology or the establishment of international trading 
relationships that brings retail organization to international integration level which retailers 
are surrounded in the international environment in such way to transcend regulatory, 
economic, social, cultural, and retail structural boundaries (Alexander and Doherty, 2009). 
Retailing responsiveness to local culture, nature of operations, various products and 
services and the large extent of network activities, also involves directly with consumers. 
Dawson (1994) argues that it may be possible to borrow some concepts from (industrial) 
internationalization theory but it is unlikely applied directly to the retail industry because the 
structure, the process and behavior are different from manufacturing firms.  
 
Most common found issues are concerning about geographical flows of investment, key 
dynamics of the marketing phenomenon, case histories of individual firms and the impact of 
internationalization. Some researches discover effective strategies between standardization 
and adaptation for the international marketing, which focus on retailers such as hypermarket, 
brand-fashion store, warehouse store, and food-relate business. The researches usually 
determine on how the business localize to home market, factors that affect the localization, 
what to standardize or to adapt to the host country business, etc.  
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However, the past few years, the retail companies in host country, which are affected by the 
transfer of the information feedback from home country, have developed more common 
product with home country market at the same period of time. It can be mentioned that 
“nowadays the business is not ended at localization to the country, but it is going to 
interaction with the home country in some way to develop the business in host market”. 
 

2. Literature Review  
 
This paper is just a part of the full research, which review literatures of the conventional 
research on standardization and adaptation in retail business format. The literatures are 
refer from 3 main conventional researches of Mukoyama (1996), Kawabata (2000), and 
Yahagi (2007) that focus on localization stage from the internationalization process theory 
which consists of 3 stages; initial entry, localization and global integration. This research 
reveals a phenomenon of the internationalization that can be occurred after localizing the 
business to the host markets. 

 
2.1 Internationalization Approach and Direction 

 
Mukoyama (1996) explained on dimension strategic behavior of retail internationalization in 
4 cells; “from inside to outside, from outside to inside, store expansion and products supply”. 
In other words they are expansion business from Japan to oversea, supply of products from 
japan to oversea, supply products from oversea to Japan and expansion of oversea 
companies to Japan. 
 
Yahagi (2007) states that retail internationalization is one-to-one set of relationship between 
home country market and host country market. This overseas expansion passage; from 
inside to outside, can be called "simple international approach". However, along with the 
intensified retail internationalization, a possibility of “reverse transfer”; from outside to inside 
has to be pointed out as well. The transformation of business conditions, knowledge and 
strategies between the foreign subsidiaries or from overseas subsidiaries to the parent 
company have been seen.  
 
There still has an issue about the international network approach that “it is easy to say but 
difficult to be in action”. International network approach which concerns different culture and 
history has been suggested in some cases, the path of internationalization process is useful 
in helping to capture the formation and development of the retail business model to emerge 
in production. However, it means that the adoption of this analysis approach has dispelled 
doubts in the occurrence and development of dynamic retail innovation on an international 
scale which has large burdened on this issues (Yahagi, 2007, p.352) 
 

Figure 1. International Network Approach 
 

 
 
 
 
 
 
 
 
 
 
Source: Yahagi (2007, p.41)  
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2.2 Issues in Standardization and Adaptation of Retail Internationalization 
 

One of the typical researches related to the issue in standardization and adaptation of retail 
internationalization is Salmon and Tordjman (1989). The research divided the international 
strategy of retail business into 2 formulas. First; home country formula or Global strategy, 
duplicating the same formula, which is, standardized management method of home country 
to worldwide. Second; Multinational strategy, is adapting formula to each region, which 
basically are standardization and adaptation Strategy. In addition, this research focuses on 
the global strategy that has been used in specialized store. While, the adaptation strategy 
has been used in department store and hypermarket business.  
 
Considering similar issue with Salmon and Tordjman (1989), Mukoyama (1996) proposes 
the “Core- Peripheral Assortment Theory”. After that in 2000 Kawabata observes 
commonality of structure in home country market and regards it as a filter. He presents 5 
strategies from market filter structure theory; Enclave strategy, Advantage strategy, 
Adaptation of Specific Market Strategy, Adaptation of Multiple Market Strategy, and Global 
Strategy for the companies expand to overseas market. Then in 2007 Yahagi typifies the 
localization pattern into 4 patterns, which are; standardization, partial adaptation, creative 
continuous adaptation and new business model development. Also as the other studies 
Goldman (2001), Beak (2003), and Imai (2005) have been tried to make clear of 
standardization and adaptation in retail internationalization. 
 
2.2.1 Core- Peripheral Assortment Theory (Mukoyama, 1996) 
 
Mukoyama’s research presents a solution for the issue in standardization and adaptation 

through comparative 2 case studies of global companies. One is Muji Ryohin(無印良品); a 

one concept/specialized assortment-type and the other is Yaohan; a multi-product-type.  
 
“One concept-limited assortment type” is a type of a global company which is able to find 
the same target customers in each country market and will clear the issue about 
standardization or adaptation. While “multi-product type” is a type which each country 
market is common in one concept that a business, enjoyable the standardization in 
economics of scale and adaptation in response to the characteristic of local market  
 
This problem setting has adopted 2 types of strategy, adaptation to the local market in 
multinational company, and repeats duplication of global company in the same business 

system of emerging market, which is similar to the problem that Salmon and Tordjman（

1989）have posted. 

 
Mukoyama reveals that there are 2 form concepts of product assortment; (1) “Core 
Assortment” which has been standardized in common for each country, and (2) “Peripheral 
Assortment” which is uniquely adapted for each country market’s characteristic. Regarding 
the theory of “Core-Peripheral Assortment”, the research is evaluated through the dilemma 
of product assortment in both standardization and adaptation possibility of product 
assortment for globalization in retail business which lead to the key point to develop 
standardized products. In other word the research concludes that Manufacturing is the key 
point. 
 
Generally the problems about product procurement and overseas expansion have trend to 
discuss separately, but there are trends to be linked to each other. At a certain point of time 
(T1), look at the composition of the average assortment of country C, peripheral assortment 
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occupies most of it. However, as the local income level begin to rise, the structure proportion 
of the peripheral-assortment decreases, and the core-assortment part begins to increase. 
 
Due to the increases of income level cross-national, the change of weight of core-assortment 
and peripheral assortment occurs. The models of assortment between 2 or 3 countries; 
Dominant-core assortment, Dominant-peripheral assortment, Global-core assortment, and 
Global-peripheral assortment can be clarified the part that should be standardization or 
adaptation (Mukoyama, 1996, pp.195-196). 

 
Figure 2. Change of Core-Peripheral Assortment 

 
 
 
 
 
 
 
 
 
 
 
 
Source: Mukoyama (2000, p.237) 

 
From Core-peripheral assortment theory, it overcomes dilemma issues on standardization 
or adaptation of assortment, possibility of the globalization assortment in retail, and 
manufacture. Besides the discussion of the issue in procurement from the oversea 
expansion, the mechanism of oversea expansion is noted too. In general, the issue in 
product procurement and store expansion to oversea tends to be discussed separately, but 
both of them seem to form unity. 
 
2.2.2 Market Filter Structure (Kawabata, 2000) 
 
The market in each country has their own characteristics in terms of history, society and 
economics, and the characteristic have been built from each individual element, which has 
changed dynamically by chronological order. There are 5 patterns of market strategies due 
to the difference and common part between filter structure of home (origin) country and the 
emerging country. When retail companies transfer the business model that cross-border 
from home market to host country market, they need to circumvent the "filter structure" in 
foreign market characteristics. Kawabata (2000, p.58) concludes that whether the market 
strategy succeeds or not, there are many issues on “the difference and similarity” of the filter 
structure of home country and host country. (Refer to Table1) 
 
2.2.3 Four Patterns of Localization (Yahagi, 2007) 
 
From the study of Mukoyama, Yahagi states that his work still remains some of critical 
studies that should be examined 3 more matters specifically. 
 
Firstly, same as Kawabata (2000), to enhance the quality of market in each country, it has 
to improve the income level. Mukoyama mentions whether the effect of income really exists 
and the issue about similarity and difference in each country market has not been fully 
discussed. 
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Secondly, it is unclear about the change of core-peripheral products assortment in each 
country and economic development situation. 
 
Thirdly, Mukoyama uses 2 approaches to capture the globalization; product procurement 
and store opening behaviors. But, Yahagi points out that basic activity of retail companies 
composes of stocking (supply chain) activities and sales. Moreover, it is complicate problem 
in combining the concept of core assortment with genuine globalization. 
 
On the other hand, from Kawabata’s theory of the “market filter structure”, Yahagi (2007) 
emphasizes the condition of store location, the development of real estate, investment, and 
trend of the land prices can be evaluated but the relationship of main constituent to emerging 
and operating mechanism of a specific installation of filter structure is not shown clearly. 
 
Along with the criticism proceeding of Mukoyama and Kawabata, Yahagi (2007) focuses the 
study on localization stage from the internationalization process theory which consists of 3 
stages; initial entry, localization and global integration. To open the store, it is considered to 
be the top priority of a management issue for adaptation the business to the local market. 
 
When emerging to the host market, companies have to choose standardized business 
model in the international transfer at a certain degree of compatible to the business model. 
The host market can take an advantage from the experience and knowledge that have 
accumulated from home market. As a result, it can choose one of the proposals from three 
alternative ideas (complete standardization, partial adaptation, or creative continuous 
adaptation) depending on the degree of adaptation. (For more detail please refer to Yahagi, 
T. and Kar, M., 2010) 
 
In addition the localization strategy of emerging foreign investment is divided into adapt or 
not adapt the retail business model that has standardized in home market to the local market 
characteristics. The companies that do not adapt its business model to the local market 
characteristics will take over the company in emerging market and may absorb the 
necessary management resources or set up an experimental project by mobilizing the 
management resources that has been holding in home market, and also perform the 
cumulative of management know-how that is required for the internationalization. It will result 
to a possibility to create new business, which is adaptable to specific characteristics of 
emerging market. This is an orient of “new business model strategy” creation. 
 
In other word, standardization and adaptation are not a conflict concept, in standardization 
there is some adaptation, and the result of adaptation there is some explanation about 
standardization. In addition, the approach that captures the localization process as 
dynamics need to analyze from international network approach (Yahagi 2007, p.351). 
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Table 1. Types of Filter Structure in Overseas Expansion Strategy of the Retail 
Business (Kawabata 2000, p.238) 

Types of Strategy The Relationship between the Filter Structure 

Enclave strategy  Explore the market that has a high commonality with filter structure and able to 
capitalize on know-how from the home markets.  

Advantage 
strategy  

Explore the predominance of home counter filter structure and capitalize it to 
emerging market, which is able to be competitive predominance in emerging 
market. 

Adaptation of 
Specific Market 
Strategy  

Compare the filter structure of particular country that easily to pass, and optimize 
the self-system characteristics. 

Adaptation of 
Multiple Market 
Strategy  

Pass the successful of know-how to multiple markets that have the filter structure 
common with particular market. 

Global Strategy Adapt the filter structure in many markets to be compatible with the characteristic 
of system circumstance and expand to a global scale  

 
2.2.4 Other Discussion 
 
Goldman (2001) states that when the companies have become internationalization there 
are 3 issues that have to be challenged. First is the situation in host country, which presents 
as the difficulty of consumer side (purchasing power, intentionality, relocation and the 
problem of supplier side (reliability of supplier, product quality, and availability). Furthermore, 
the problem such as repressive legal restriction, underdeveloped distribution/technical/legal 
infrastructure, government intervention, and insufficient retail location, etc. may be included.  
 
Second is the level of development of host country, and the third factor such as global 
position of retailer, will be standardization or adaptation the retail format in emerging country.  
Types of standardization and adaptation can be divided in 4 types; nothing change, 
extensive format change, limit format change, and extremely limit format change. 
Baek (2003) researches on the issue of standardization and adaptation of specific-stage of 
global retailer behavior through the comparison of Japan Toys R Us and Carrefour. When 
the company enters the emerging market, the global retailer that brought innovative to the 
emerging country retail format is possible to deploy the same store format as home country. 
However, a successful in international relocation depends on the standardization strategy 
and imitator who involves in the competitive relationship.  
 
Innovator demands for the differentiation advantage, it has forced to convert the strategy 
from standardization to adapt to the local. When it comes to a certain stage after entering 
global retailers, In order to accomplish this matter, the global retailers have to draw out a 
local model that needs more adaptation strategy. 
 
On the other hand, under an intense competitive relationship since the initial phase, there 
are also able to lost competitive advantages in the host countries. In that case, it should 
withdraw or set up a local model that can be established a new competitive advantage. 
Eventually in any case, based on the action in principle of local chain it should integrate 
standardization/adaptation rather than specific-stage behavior. 
 
The conceptual of specific-stage behavior can be shown in figure 3. Specific-stage behavior 
strategy is a medium-long term management strategy that strongly required for global 
retailers. Most of the global retailer has inconsistent with standardization and adaptation. In 
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order to achieve economies of scale and cost reduction, it must take standardization 
strategy. On the other hand, in order to have competitiveness power in global market, it is 
necessary to use an adaptation strategy and restraint the standardization strategy. Hence, 
it cannot be considered as two alternative issues. In order to use these two concepts in 
competitive advantage strategy, new conceptual framework should be set by putting 
adaptation strategy and standardization strategy step by step in specific stage behavior 
strategy 
 

Figure 3. Conceptual Figure of Specific-Stage Behavior 
 
 
 
 
 
 
 
 
 
 
Source: Baek (2003, p.46) 
 
Imai (2005) states about the issues on international transfer of the company retail technology 
(business condition, assortment, location, etc.).  In local market, company can be divided 
into (1) “need transformation” (importance of retail technology strategy and the innovation 
or peripheral resistance of service in retail technology), (2) “transferability” (Depends on 
similarity-heterogeneity and visibility of retail technology between home country and 
emerging country). The retail technology will be transformation or adaptation or 
reconstruction. 
 
However, recently researches about the retail international transfer have made many 
analyses on interaction of the main constituent and the environment such as Alexander and 
McFetridge (1995), Toba (2001), Mukayama (2002). But most of the research are analyzed 
only the interaction of the company in local environment to seek the opportunities for 
entering new market (expanding). 
 
The local consumer proposes business conditions concept that the model retail format has 
realized the efficiency of the distribution system. Therefore, in order to be selected from the 
local consumers, the business has to create a local model those responses to the change 
of consumer lifestyle.  The local environment is not only corresponding with the pressure 
and the environment. But in order to make it successfully, the social infrastructure must be 
re-create at the same period of time with the creation of local type.  
 
In short, the continuous adaptation creation causes 2 meanings of retail international 
transfer. One is to rebuild the local environment to correspond with relocation the transfer 
target. Another meaning is to establish the innovation in local type of business condition 
concept, while continues adaption to the newly created local environment. 
 
2.3 Retail Synchronization  

 
First, there are 2 conventional of research relating to synchronization phenomenon. Ishii 
(2004) says that there are 2 changes occurred in the limitation of chain store system and 
product distribution process. They are the expansion in consumption option, and the 
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expansion of the time competition in distribution process.  Particularly, the latter issue of 
time is very important factor for approaching to the consumers in present day. Timing and 
freshness become a challenge in expanding the marketing activities, as well as an increase 
of the inventory turnover ratio. In order to provide high degree of freshness and information 
for products/services in the circumstance of mass production of goods/ services to 
customers surrounded by information, the business has to consider about an increase in the 
inventory turnover ratio of the production and distribution process. 
 
To improve inventory turnover ratio effectively, there are 2 methods to consider; one is 
‘introducing POS system for each item management system to the business’, and two is 
‘setting up diverse small lot deliveries system’. For example, in case of convenience store, 
it has not enough space for goods storage. Therefore it is essential to multi-deliveries with 
a small lot. Each wholesalers and manufacturers have to collect the common goods at the 
distribution center, and then set up a system for delivery to each store in a batch that 
summing up all the goods. 
 
Such production and sales cooperation is aimed to reduce production and inventory based 
on an expectation and to promote multi-deliveries with a small lot of business facilitation. 
Production and sales cooperation is not the proprietary of the sales channels, but it is the 
synchronization of production and distribution process, which emphasizes the increase of 
inventory turnover ratio, freshness management and smooth development of model change 
and improvement of the capital efficiency. 
 
Yahagi (1994) points out that inventory turnover ratio of 7-Eleven is at high level. The 
effectiveness of short consumption and selling cycle may be different in each retail business. 
The efficiency of inventory resulted in shortening sale cycle also affects the management of 
retail business. In CVS system the linkage between short consumption cycle and short sale 
cycle is synchronization. If all logistic cycle can be shortened, the effectiveness and 
efficiency will occur at the same time.  
 
In other word, the buying motivation is desired from the demand generation that consists of 
demand emerged, purchase through utilization. The characteristic of commodity is the 
deterioration in product quality that consumer is sensitive to the freshness of non-
conservative food. The market target is narrow down to form the assortment. By such policy, 
a special quality of short supply system through whole business range becomes effective. 
 
The phenomenon of conventional synchronization is happened in terms of production, 
distribution and consumption. From Yahagi’s analysis (1994), if a short consumption cycle 
and short sales cycle in the retail system are integrated, it achieves synchronization and the 
entire distribution cycle will be shortened. This phenomenon can occur between the 
business in home country and emerging market in larger scale by internationalization.  
 

3. The Findings 
 
The example case, the fast retailing, major apparel company in Japan, “UNIQLO” supports 
the synchronization phenomenon that reflects the theory of Yahagi (2007), Kawabata (2000) 
and Mukoyama (1996).  
 

UNIQLO is the first company in Japan, which establishes an SPA (Specialty store retailer 
of Private label Apparel) model encompassing all stages of the business—from design 
and production to final sale. UNIQLO Japan had 841 stores nationwide (including 30 
franchise stores) at the end of August 2013. Since opening the first store outside Japan in 
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2001, UNIQLO International has expanded to 798 stores, including 467 stores in Greater 
China, 155 in South Korea, and 108 in Southeast Asia and Oceania. Store has been 
developed rapidly especially in Asia, and has begun to develop a full-fledged store network 
in the United States. (UNIQLO, 2015) 
 
In 2001 UNIQLO has expanded their overseas stores, starting from the United Kingdom. At 
present, UNIQLO has expanded its store into 18 countries. The UNIQLO model, which is a 
mass production for worldwide, together with keeping the price low, is proved to work in 
Chinese market. Due to Chinese people wear western-style clothes and have income level 
closed to the developed countries, UNIQLO business in China and Korea are favorable.   
However, at the end of 2013, 17 stores in New York City, U.S.A. got deficit continuously 
from selling the same products as in the Japanese store. Therefore, the product strategy 
has been changed, due to the limitation in conventional method, which based on the 
worldwide common design. The new R&D Center was opened in New York City in 2014 to 
start the development for product localization and has expanded to 18 stores in the 
European market.  That made the income recovered and then in 2015 UNIQLO decided to 
establish a similar R&D center in the fashion city; Paris. 
 
UNIQLO has been highlighted about its Japanese business feature and quality in each 
country, but from now on it has to be flexible in correspondence to the western different 
preferences (Nikkei Keizai Shinbun, 2014). UNIQLO has challenged to sell the goods in low-
income developing countries. In 2011, UNIQLO established the “Gramin Uniqlo”; a joint 
venture with the Gramin Bank Group in Bangladesh (Nikkei Keizai Shinbun, 2015). By taking 
advantage of the unique SPA know-how, the planning, production and sale of products were 
completed in Bangladesh. It continued its efforts to solve the social problem in Bangladesh 
by using the profit for reinvestment business model through industrial development and job 
creation. 
 
At first, the“Gramin Uniqlo” used women whom got a loan from Gramin bank to sell the 
clothes in rural area, but it did not work.  Although, the company sold the clothes at low price 
as 1 US dollar but there was no culture to buy clothes and it could not spread even in trade 
area. The business of UNIQLO in Bangladesh kept struggled, and then in 2013, it began to 
open the store in the cities where income level was more stable than in the rural.  Within 2 
years the store has been increased to 13 stores, but the store is inconspicuous and the 
customer traffic has remained sparse due to the urgent in the opening. In addition, the price 
of “Gramin Uniqlo” is a little bit high when considering of the income level and the balance 
of quality and price has become an issue. 
 
Furthermore, more than 95 percent of Bangladesh women wear the traditional costumes 
and don’t buy Western-style clothes. It is found that the casual can be changed little by little. 
The way to do this is to sell a set of the traditional costume combines with tops and pants, 
with scarf. UNIQLO has decided to prepare various different pattern and made customers 
enjoy the combination by themselves. In the near future the shirts and jackets or other casual 
wears will be sold. UNIQLO in Bangladesh has put an effort to establish the new model that 
suits local conditions, by producing products, which can be sold at an acceptable price. 
(Nihon Keizai Shinbun, 2016)  
 
On 20 April 2015, the women's collection with the motive of the traditional costumes of 
Bangladesh, have been sold in Japan and later on they are planned to be sold to other 
global flagship store in 14 countries (23 stores) and some online stores.  (Nikkei press 
release, 2015) The launched date in Japan, China, Hong Kong, Indonesia, South Korea and 
Taiwan is April, 20th 2015.  Australia, France, Germany and the U.S.A on April 27th 2015. 
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Finally, in late May is in Malaysia, Philippines, Singapore and Thailand. UNIQLO has sold 
new products, which are motivated by Bangladesh traditional clothes at the same period of 
time.  
 
In 2015 UNIQLO Japan summer collection used the portrait of beautiful women (Bijinga) in 
Taisho era and summer tradition in Japan as a reference to design the products. From June 
6 th, 2015 UNIQLO sold this Japanese summer collection at 36 stores and online in Japan 
and other 13 countries in Europe, the U.S.A. and South East Asia. (Nihon Keizai Shinbun, 
2015)  
 
Also in summer of 2016, UNIQLO starts selling the products that made from the Indonesian 
traditional "batik pattern” which has been recognized by UNESCO as intangible cultural 
world heritage in 2009. 8 items of dresses and shirts will be continuously sold in 12 countries. 
Some of the revenue will be donated to 12,000 employees of Indonesian supplier factory for 
the educational support (Nikkei Keizai Shinbun, 2016). 
This phenomenon from the case of UNIQLO all over the world has shown that it has a 
common in product at same period of time. The reason for this phenomenon can be 
considered as follows; 
 
1. The Spread of the Internet -Promotion (Nikkei MJ, 2015) 
 
The advertisement on the Internet channel of well-known Malaysian singer and popular 
bloggers are selected to introduce the product. Muslim women in Southeast Asia are 
collecting information with reference from the exchange site in social media (Social 
networking service). By using familiar products, it becomes the beginning of an enjoyment 
in the Muslim fashion. In 2006, there was a fashion show for the purpose of interaction with 
the non-Muslim community in Malaysia, and then contributed in holding the fashion show in 
Paris and London for making the awareness of Muslim fashion. 
 
2. The transformation of human resource (Nikkei Keizai Shinbun, 2010) 
 
Since 2010 UNIQLO has been dispatched store managers and management employees 
from the headquarters in Japan to overseas bases for 3-5 years, to gain the experience of 
international business through store operations. Also UNIQLO has changed employees 
randomly in product development and production departments in Bangladesh and Vietnam.  
 
UNIQLO staffs have been expanded to 9 countries about 150 stores in Asia, Europe and 
the U.S.A. In principle these staffs have to be stationed more than 3 years to gain 
international experience through the store operation.  For foreign employees, human 
resource exchange program has been introduced to educate them. These staff have to be 
trained and changed appearance in Japan. In order to facilitate the domestic and foreign 
personal change, other women clothes brand such as “Theory” which has been based in 
the U.S.A. also has been unified with the evaluation and remuneration. 
 
Moreover, since 2010 UNIQLO has collaborated with Hitotsubashi University, to set up 
educational institution for management training to its employees at Tokyo headquarter. 
Since 2011, it also has provided educational institutions in partnership with local universities 
in the U.S.A., France, China, and Singapore respectively. 
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3. Expansion of Asian Culture (Nikkei Keizai Shinbun, 2016)  
 
After Muslim fashion had been sold on Internet, there was some dispatched reaction towards 
photograph of the original work of the hijab in the blog. That made non-Muslim women want 
to wear such fashionable clothes. Yanai, president of the company also quoted that the 
clothes which use ethnic costumes have been interested by women all over the world.  
 
Not only the religion, population in Asian continent are mixed with many different races and 
culture, therefore sometimes this factor leads to conflict. However, it is important to not 
ignore the difference, we have to respect, understand and accept each other's culture and 
diversity. That's the key to create the new culture and market form through tolerance and 
integration. 
 

4. The Methodology and Model  
 

UNIQLO all over the world has a common in goods sale at the same period of time 
(synchronization). In fact the phenomenon of this synchronization is conventionally referred 
to the system; production and distribution in manufacturing and sale alliance. It is also 
mentioned about the synchronization in the consumption and sales cycle too.  
 
Regarding the issue in standardization and adaptation, Mukoyama (1996) proposes “core-
peripheral assortment theory” from the approach of global.  A, B, C, X in the proportion of 
the “core-peripheral assortment” mean different countries. However, receiver side (host 
country) is not only receiver, it also has an interaction such as giving feedback information. 
From the case of UNIQLO in Bangladesh, it has adapted to the local environment. As the 
time passes, products that have been developed in Bangladesh have also been released at 
the same time all over the world. In other words, it can be said that there is interaction 
between the markets in each country. Therefore, it is possible to change the position from 
learner side to be teacher side. 
 

Figure 4. Interactions in Core-Peripheral Assortment Theory 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Modified from Mukoyama (1996) 
 
As for this interaction, Yahagi (2007) proposes 4 patterns of the adaptation degree of 
localization in internationalization. He mentions that business condition, knowledge, and the 
strategy transformation between the foreign subsidiaries have a possibility of reverse 
transfer from foreign subsidiaries to the parent company. However, he claims that this 
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international network approach is “easy to say but difficult to do” and it will be the issue from 
now on, which means that this approach has not been realistic yet.  
 
This research look in-depth/more specific about the international network approach, and due 
to this network the synchronization of retail internationalization has been created.  
 
Based on the existing research, the phenomenon of synchronization in retail 
internationalization is assumed in this way. First, when the company emerges to oversea, 
the company has to consider the strategic pattern; standardization or adaptation to the local 
market. When the time has passed, the company in home country has made a decision to 
develop the products or the services to be the same as the host country at the same period 
of time. That is the products or the services are synchronizing to develop which resulted in 
same or similar products or services in both countries. This should be called the retail 
synchronization, which can be described in this research framework figure (Figure 5) 
 

Figure 5. Framework of This Research 

 
 

From the case of UNIQLO, it can be said that there are 4 factors causing the Retail 
Synchronization in internationalization. They are information revolution, consumer behavior, 
the transformation of human resources, and the difference of culture. The hypothesis for this 
research is shown in figure 6. 
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Figure 6. Factors Causing “Retail Synchronization” from the  
Phenomenon of UNIQLO 

 
 
 
 
 
 
 
 
 

 
 

5.  Summary and Conclusions 
 
From the case of UNIQLO, which is one type of the retail format, is supposed that 
synchronization phenomenon has occurred in the business. The synchronization has 
occurred due to the transformation of the human resource in the organization between the 
host and home countries. In addition, consumer behavior and influence of cultural from 
home country to the host country, has been effect from the information revolution. As 
UNIQLO made an advertisement on the Internet channel by used singers and popular 
bloggers to introduce the product, and lead to consumers all over the world have been 
more interested in the same product (in this case is a fashion trend). 
 
This research suggests a new phenomenon that affects the localization patterns according 
to Yahagi (2007) who proposes four patterns of the adaptation degree of localization in 
internationalization. After the company has considered to standardization or adaptation to 
the local market, the company in the host country has made a decision to develop the 
products or the services to be the same or similar as the home country during the same 
period of time. However, the development of products and services in host country is based 
on the consumer behavior, which may be an effect from the information revolution such as 
social media and the Internet. Therefore the products and services in the host country are 
more similar to the home country.  
 
Further study, the researcher will use the case of other retail formats for finding more 
evidence to support “retail synchronization” phenomenon. 
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