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Uniqlo Culture and Organization
Name
Institution

Background to the Organization and its Environment

Uniqlo is a Japanese firm, which specializes in designing, manufacturing and retailing of casual wear (Huang et al., 2014). In addition to operating in Japan, it is also present in other countries around the globe. It is a fully owned subsidiary of Fast Retailing Company limited. According to Li et al., (2011), there was an existence of a company known as Ogori Shoji in Ube, Yamaguchi since 1949 that operated on men's clothing shop that was at the time called Men's shop OS. In 1984, in Fukuro-machi, Naka-Ku Hiroshima, the company opened a unisex casual wear store, naming it Unique Clothing Warehouse. The original plans were that the brand would register under uni-clo which came from the unique clothing name. That, however, did not happen since during an administration work in Hong Kong in 1988, in matters the brand, the registration clerk misread the letter C in clothing as Q and processed the documents as Q. In 1991, the company's name was changed to Fast Retailing from Ogori Shoji. There was massive growth and in 1994, the Uniqlo stores, which operated in Japan were over 100.

Huang et al (2014) states that Japan underwent a severe recession in the late 90s prompting the company to strategize on the ways to counter the slowdown, and hence, adopted some strategies in 1997 from The Gap; a US retailing company. The strategy was known as SPA, that is, specialty store of private label apparel, which meant that they would focus on producing and designing their clothing and exclusively distributing them. Some retail consultancies like the brand architect group guided them to achieve their strategy; they offered their advice on the store designs, visual merchandising and display, and coming up with a new logo. They also outsourced their manufacturing to international companies, and so, they were able to keep their costs low. That ensured that the prices of the clothing were low and combining that with the quality of the products meant more sales for the company. In 2002, Uniqlo opened outlets in China and England, and in 2005, the expansion continued with stores in U.S.A and South Korea.
Introduction to the Focus of the Report

Uniqlo has organizational practices, which aligns with its organizational culture (Anwar, 2017). Therefore, the company’s practices are streamlined in a way that the culture of the organization is put into consideration during formulation. The focus in this paper will be on what the organization does to ensure its customers are satisfied. According to the company's culture, all matters that are associated with its business are handled from the viewpoint of the customers. That includes management plans, organizational systems, and sales operations. It has customer centers that ensure all the customers' concerns and feedback reach the research and development, stores and production and the management teams in the shortest time possible.

The company engages with its clients in various ways, including via its stores, online and through its community-based initiatives (Teresa, 2014). It’s customer centers are strategically stationed to ensure that feedback reaches it in good time. They are located in all the countries where it sells its products, and they work closely with the supervisors of the stores to respond when required, and take the essential action. Through the feedback and complains, the company improves on its final products to ensure they meet the market demands (Orel & Kara, 2014). The company also does online surveys to receive feedback from the online market and look for solutions to ensure there is an improvement. When customers are satisfied with the products, a good rapport is built between the company and its customers, and it maintains them. With a high percentage of satisfied customers, it attracts new ones via referrals and good reputation.

Schein's organizational culture model

Why this framework instead of the Hofstede's model

In this paper, Schein's organizational culture model will be used to analyze Uniqlo's organizational culture. That is because the model focusses on three distinctive levels within the culture of an organization (Hogan & Coote, 2014). The three levels in this model are critical in analyzing Uniqlo’s organizational culture. Hofstede's model mainly explains the consequences of the cultures of a society on the values adopted by its members including how they behave (Hofstede, 2011). It does not focus on an organization,but rather concentrates on a country. In this analysis, the focus is on the culture of Uniqlo and not of a nation or a community. All the employees who work at Uniqlo must follow the organizational culture of the company regardless of the society that they come from. Before they sign they organization’s contract, they are given the company’s values and only sign if they agree to the terms and conditions. Additionally, Edgar Schein takes the readers through three different levels of an organization's culture and how each level applies in relations to the culture of the organization. Hofstede is more of people-centric, and focusses on societies and their cultures, which they grew up knowing.

De Mooij & Hofstede, (2010), explain that the Hofstede model of cultural dimensions is useful when analyzing the culture of a country as opposed to that of an organization, which is evident when using Schein's model. Examining the culture of a country using the Hofstede cultural model also has some some drawbacks in that, an entire nation may not have people with similar characteristics and behaviors. The model also works best when analyzing the cultural differences between nations and not as the set laws of a country. Its data is also collected through questionnaires and surveys, and therefore its accuracy is not 100% (Alvesson & Sveningsson, 2015). Schein’s model is, therefore, the best model to use when analyzing the culture of an organization, and in this paper, it is the model that we will use to analyze the culture of Uniqlo.

Explanation of the Schein's Model

According to Woo & Jin (2014), the origin of Shein’s Model of Organizational Culture can be traced back to 1980s whereby Schein identified three distinct levels in organizational culture. It aims at explaining the idea of culture and how it affects a particular organization. Edgar Schein introduced the model to outline the reason’s behind the different behaviors among employees of different organizations. He noted that culture is typically in the process of formation and that change usually covers different aspects of human functioning. The model has three levels, which explain the grade to which the various cultural phenomena are visible to an observer. They include the espoused values, the artifacts and the shared basic assumptions. 

Artifacts refer to any tangible, explicit or verbally distinguishable elements within a company (Woo & Jin, 2014). The organizational artifacts include furniture, office jokes, dress code, behavior, mission, vision, values and architecture among others. They are therefore the visible elements in culture and can be identified by people and not part of the culture. For example, an organization may have a dressing code for its employees while another one may advocate for any dressing whereby employees can dress casually. 

Espoused values are the values and rules of behavior, which are well stated by an organization (Schein, 2010). It includes the representation of the members of the organization both to themselves and others within the organization. It is usually expressed in official philosophies and public statements of identity. It can also be a forecast of the future, of what the employees of an organization hope to become or the levels to which they want to reach. An example would include professionalism amongst the employees or a family first mantra. It is essential for leaders in an organization to have espoused values that are in line with broader tacit assumptions of the culture to avoid conflict amongst themselves and with the junior employees.

Shared basic assumption refers to the extremely rooted behaviors, unmeasurable, which are taken for granted and are typically done unconsciously (Woo & Jin, 2014). They, however, constitute the essence of the culture of an organization. The cultures are well integrated within the different levels of the organization that it is hard to recognize them since they look like the norms and happen naturally. For example, an organization can have a culture of treating all of its existing and potential clients with dignity and listning to their concerns. The matter is unmeasurable, deeply rooted and done by the employees unconsciously. However, a clear focus on the values and culture of the company may show that it is part of its culture.
Analysis of what Uniqlo does to ensure its customers are satisfied using Schein's model.

Uniqlo uses artifacts in various operations to ensure the demands of its customers are met, and they are satisfied. For instance, the simplicity and white-toned interiors in its stores distinguish the organization from the others in the industry (Goetsch & Davis, 2014). The layout of its stores is unique in a way that it is dissimilar to other companies in the industry. Its products design are also unique, of high quality and distinguishable from the rest. All these are part of the culture of Uniqlo to increase the satisfaction of its customers and have the market advantage over its competitors in the industry. The firm's mission statement is also a distinguishable element that the companies have. It partly states that they inspire the world to dress casually and produces quality products with fair prices. Its vision states in part that they want to become the number one global retailer of clothes (Cha & Newspaper, 2013). Both these statements state what the company wants to achieve. Their culture revolves around ensuring they produce the best in accordance with the demands of the customers (Huang et al., 2014). The dress code of the employees of Uniqlo also aligns with the company’s mission statement in that they dress casually to work, and the work coat is prepared in the company. In its mission statement, it states that they want to inspire the world to dress casually, and that culture starts from its employees. Therefore, the customers feel connected to the company and satisfied in that the employees also wear the company’s quality products.
Goetsch & Davis (2014), explain that the company also employs the Uniqlo values and rules of behavior within the organization to promote customer's satisfaction. Its employees are taken into the culture of the organization during induction, and throughout their stay, they behave and act according to the company’s culture, which ensures customers come first. The way the service managers engage with the customers must also be in accordance with the culture of Uniqlo, and that includes the laid out values and rules of engagement. The community-based initiatives, which are done by employees of the company must be in accordance with the rules and regulations that are in place (Reboux, 2014). The managers must also behave well when participating in these activities to ensure that the customers feel the company’s values are right. The company also has customer service operators who were taken through it’s values and what is expected of them, they must, therefore, adhere to all these rules. The rules are a breakdown of what the organization's culture entails. All the managers at the different levels of the organization understand well the company's mission statement and assist in ensuring the lower ranked employees are also knowledgeable about the statement. When employees of the firm adhere to the set rules and guidelines, which are part of the culture of the organization, and aim at ensuring maximum satisfaction of the customers, then the customers will automatically feel satisfied.
The shared underlying assumption in the company are deeply rooted behaviors, and they are unmeasurable. The employees have been extensively trained on what is expected of them such that the things are at their fingertips. They perform tasks which increases the satisfaction of the clients in accordance with the company's rules and regulations without strain; they do it unconsciously. The cultures are well integrated within the different levels of the organization that it is hard to recognize them since they look like the norms and happen naturally. The bottom line in all these is to ensure that customers are satisfied, they remain loyal, and the company's sales increase thereby ensuring profit is realized (Goetsch & Davis, 2014). For example, the company has a culture of treating its employees with respect. That is not written anywhere in the company’s values but it is a deep rooted culture that all the employees engage in to ensure that most, if not all of its customers are satisfied with the services that they offer.
In 2014, the company successfully trained customer service operators in IT to ensure it meets the growing customer mobile device service needs and ensure the behavior of the employess is top notch (Teresa, 2014). With good behavior from within, that can translate to how they treat the clients. Treating the customers right will lead to their satisfaction and the company can maintain them in the long run. Values and rules of behavior are part of the Schein’s model and the culture of Uniqlo. Additionally, it hosted ten training sessions in service quality in six months to strengthen operator education. They complimented the standard training that is done while on the job to ensure improvement in customer service. Furthermore, its online surveys have increased since 2015, and they focus on the levels of customer satisfaction. According to a 2017 report from the company's website, it received a total of 273,400 comments from its customers from Japan in 2015, which is an increase from 106,343 that it received in 2014. It further increased in 2016 to 390,890 comments from the customer base in Japan. That shows how the company relates to its customers. All these efforts are part of the culture of Uniqlo that ensure the employees behave and relate well with the customers (Reboux, 2014).
A customer center was established by theory Japan to respond to the customer feedback sincerely (Alvesson, & Sveningsson, 2015). The center prioritizes on offering similar levels of hospitality and service, which is being provided by the store. It classifies the comments of the customers by the nature of the issue, the brand, among other factors. These comments are then shared by theory Japan with its departments and the managers in its design, sales and development departments to ensure they are put into consideration at the shortest time possible. These are part of the deeply rooted behaviors, which are explained in the Scheins model (Huang et al., 2014). The firm does this to ensure they receive feedback from the clients so that they improve in areas that require improvements, and increase the satisfaction levels of the customers.
The company has also implemented a service manager program to improve further its customers experience in its stores (Alvesson & Sveningsson, 2015). The service managers are purely service professionals whose objectives are to ensure the products attain the set service quality standards at the stores. Their role has grown over the years, and there is positive feedback from the customers. To ensure the company maintains the ‘customers’ first’ approach in its operations, it has incorporated three promises in its values. They include keeping the advertised goods in stock to ensure they are available on demand. Accepting returns and exchanges within the stipulated time when the company is liable for something and keeping the sales floor clean (Cha & Newspaper, 2013). There are restrooms in the stores, ample parking for its customers, there are fewer floor plans, and all the stores display service animal welcome signs for customers with a disability. All these features are described in the Schein’s model and the aim at ensuring the customers are satisfied.
Conclusion

As seen in the text above, Uniqlo is a clothing company that specializes in the production of quality casual clothing. Its primary objective that is also part of its culture and is complementary to its mission statement is to ensure all the customers get the end product that they require. The company has a culture of ensuring its customers come first. The customers' feedback is positively taken into account and actions are taken whenever necessary. That way, the company can achieve growth since it maintains its existing customers, make new ones thereby increasing the overall sales. With an increase in sales, profits also rise, and growth is achieved. The company also trains its employees to ensure they understand the culture of the organization well and work towards a common goal. The training is essential as new employees can understand the values and culture of the organization and old employees refresh themselves to ensure they are raring to work to achieve the goal on a daily basis.
The company can improve in its product differentiation in a way that it also produces formal wear. That is a market that they need to tap into to increase their sales and continue to grow. For growth to reach its maximum, there must be an exploitation of all the possible opportunities. In as much as they are customer centric, they should also ensure that their employees are working in good and conducive environment so that those employees can have morale to continue working and serve the customers better. There were complains in a store in China about the working conditions and the company should start by ensuring the welfare of its employees is taken care of. It should also have a culture where the customers and employees come first and the rest follow. The company is, however, doing good and improvement in the above mentioned areas will propel it to even greater heights.
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