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Abstract. In the current life of continuous deepening of digital marketing, personalized
recommendation algorithms have become a key tool for retail enterprises to enhance customer
experience and drive sales growth. As a globally renowned clothing retailer, Uniglo actively deploys
an Al-based recommendation system to optimize the user shopping process and enhance service
accuracy. This article aims to analyze the dual impact of Uniglo's personalized recommendation
mechanism on consumers' purchasing behavior and brand loyalty. By combining theoretical
research and practical cases, it reveals the potential advantages and risks it brings. The research
results show that although such technologies can effectively enhance user satisfaction and
conversion rates, their potential threat to privacy rights may still shake the foundation of user trust.
How to strike a balance between intelligent recommendation and data ethics has become an
important issue for the sustainable development of brands in the future. For the future, it is hoped to
make further improvements in related technologies to meet the demands of more intelligent,
personalized and precise delivery.
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1. Introduction

The rise of the digital economy has injected new vitality into traditional retail models. Among
them, personalized recommendation technology, as an important manifestation of retail intelligence,
is gradually reshaping the interactive relationship between brands and consumers. Personalized
recommendation technology utilizes data mining and machine learning techniques to analyze users'
historical behaviors, preferences and other relevant information [1]. Especially providing customized
product or service recommendations for each user.The core of this technology is to accurately predict
users' interests and demands, thereby enhancing user experience and promoting purchase conversion.
Through the analysis of a large amount of user data, personalized recommendation can identify the
potential needs of users and then recommend the content or products that best match their interests.
Common recommendation algorithms include collaborative filtering, content recommendation and
hybrid recommendation among others. These algorithms can make recommendations based on the
similarity of users' behaviors or their preference characteristics. In addition, the personalized
recommendation system also has real-time performance and can be adjusted according to the dynamic
behavior of users to adapt to the constantly changing demands.

For consumers, personalized recommendations significantly enhance the shopping experience,
helping them facilitating the efficient identification of products products or services that match their
interests, reducing the time and effort spent sifting through information, and thereby strengthening
their purchase intention [2]. Personalized recommendations can also enhance the user stickiness of
the platform. By continuously providing content or products of interest, it prompts users to return and
form long-term usage habits. For the market, this technology has enhanced key conversion indicators
such as advertising click-through rates and purchase rates, and improved the market conversion rate
of merchants. Furthermore, the popularization of personalized recommendations has intensified
market competition [3]. Enterprises not only need to provide high-quality products but also optimize
user experience through precise recommendation systems, thereby gaining an advantage in the
competition.

310



Highlights in Business, Economics and Management CMAM 2025
Volume 60 (2025)

Overall, personalized recommendation technology not only brings consumers a better shopping
experience but also promotes the intelligent transformation of the market. In the future, with the
continuous development of artificial intelligence and big data, this technology will play an
increasingly vital role in sectors such as retail, entertainment, healthcare, and education.

Unigqlo is a well-known clothing brand in Japan, which belongs to Fast Retailing and was founded
in 1984. Since its establishment, Uniqlo has quickly gained substantial international recognition
worldwide with its design concept of simplicity, comfort and high cost performance. Today, Uniqlo
has become one of the world's leading clothing retailers, with its products covering multiple
categories such as men's and women's clothing, children's clothing, and sportswear.

In the global market, Uniqglo's influence continues to expand, especially in markets such as Asia,
Europe and the United States. The company adheres to the "LifeWear" concept, emphasizing high
quality, functionality and comfort, and is committed to providing consumers with clothing that meets
their daily life needs. Uniqlo's innovative technologies, such as HEATTECH (thermal energy
technology) and BlockTech (windproof and waterproof technology), has differentiated the brand in
the competitive retail landscape in the market and attract a large number of loyal customers.

In today's retail environment, Uniqlo still maintains a strong growth momentum. Especially after
the global pandemic, it has quickly restored its market share by leveraging its powerful online sales
channels and efficient supply chain management. The brand not only expands through physical stores
but also actively develops e-commerce platforms and uses data analysis to make personalized
recommendations, further enhancing the consumer experience.

Uniglo's continuous innovation and global expansion strategy have enabled it to occupy an
important market position in the global clothing retail industry and lead the future development trend
of clothing retail.

In recent years, it has continuously increased its investment in data intelligence. Its
recommendation system is not only applied to e-commerce platforms but also gradually expanded to
the digital operation of stores. This article attempts to answer the following question:to what extent
does Uniqlo's personalized recommendation influence consumers' purchasing intentions? Does its
recommendation mechanism help enhance brand loyalty? How can individuals avoid the ethical risks
brought about by data abuse?

2. Marketing Strategies

2.1. The Implementation Path of Collaborative Filtering

The collaborative filtering recommendation mechanism is an algorithm model based on the
similarity of historical behaviors among users. Its core logic can be summarized as "predicting my
interests based on others' preferences". In Uniqlo's digital recommendation system, this mechanism
is often used to identify products that users might overlook but have potential appeal, especially
demonstrating strong guiding capabilities in non-strong demand scenarios such as daily commuting
and basic item matching. Take the online platform of Uniglo as an example, when the system
identifies that there is A high degree of overlap between User A and user B in dimensions such as
purchase frequency, browsing path and size preference, it will automatically push the goods that User
B has recently followed or purchased to User A.

In this way, the platform can not only broaden users' horizons, but also achieve personalized
shopping experience without interfering with natural decision-making.

According to a systematic evaluation data jointly conducted by NTT Data and Fast Retailing in
2023, the click-through rate of the recommended content generated based on the collaborative
filtering algorithm has increased by approximately 27% compared to random recommendations, and
the time users spend on the recommended products has also significantly increased [4]. This indicates
that collaborative filtering can enhance user engagement and the relevance of recommended content
to a certain extent. Furthermore, the similarity calculation methods among users have become
increasingly diverse, evolving from the early co-occurrence frequency model to the introduction of
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deep learning for multi-dimensional user profile matching, further enhancing the accuracy of
recommendations.

However, this approach also has technical limitations. For newly registered users or those who
have not accumulated sufficient behavioral data, the system lacks sufficient basis to establish an
effective similarity model and it is difficult to generate high-quality recommended content.
Meanwhile, for goods with low attention or unpopular categories, this algorithm often fails to be
identified and pushed in a timely manner due to the lack of effective behavioral data support.
Therefore, although collaborative filtering operates well in an environment with high user behavior
activity, it still shows the limitations of its applicability when facing the "cold start" problem and
long-tail products, and needs to be compensated by other recommendation mechanisms.

2.2. Content-oriented Recommendation and Tag Management

The content-oriented recommendation mechanism focuses on the matching between the attributes
of the product itself and the preferences of users [5]. Uniqlo's approach in this regard is to configure
a rich structured label system for each product. The label content covers fabric types, seasonal
attributes, wearing scenarios, main colors, and cutting styles, etc., thereby establishing a multi-
dimensional product feature database. This recommendation method does not rely on the behavioral
data of other users. Instead, it focuses on the browsing path, collection records and purchasing habits
of a single user, identifies their preference characteristics, and accordingly screens out products with
a higher matching degree from the commodity library. This technology was fully applied in the
"Smart Recommendation Wall" launched by Uniqlo at its flagship store in Ginza, Tokyo in 2023.
Consumers can scan their membership codes, and the system will read their past behavior records in
real time. Combined with the current styles on sale in the store, it will automatically generate a set of
personalized matching suggestions, which will be directly displayed on the interactive screen. This
approach significantly enhances the browsing efficiency of consumers in physical stores and also
strengthens the digital experience of the stores.

The advantage of the content recommendation mechanism lies in its high degree of controllability
and operability. The operator can adjust the label system and weight Settings to promote specific
product groups in a targeted manner or respond to market hotspots during specific periods, thereby
enhancing conversion efficiency. However, content recommendation also has certain risks, that is,
the recommendation dimension is too single and lacks the ability to explore across categories, which
may cause users to receive the same type of content for a long time, thereby forming behavioral inertia
and aesthetic fatigue. When users repeatedly accept similar recommendations many times, their sense
of novelty and willingness to explore the brand may be weakened.

Therefore, Uniqlo has also been continuously optimizing the tag system for content
recommendations, attempting to introduce "style vectors" and "emotional color" annotations.
Through fuzzy semantics and user context understanding, it increases the diversity of recommended
content. This attempt injects more flexibility into traditional content recommendation and lays the
foundation for the subsequent construction of the hybrid recommendation mechanism.

2.3. The Balanced Advantage of the Hybrid Recommendation Mechanism

To make up for the limitations of the single recommendation mechanism, Uniqlo has gradually
constructed a hybrid recommendation system composed of multiple algorithm modules. This system
is equipped with a weight regulation mechanism among algorithms. It can dynamically adjust the
priority and execution sequence of each recommendation module based on the user life cycle stage,
platform operation goals, and real-time feedback data, thereby achieving more flexible and precise
content push.

Specifically, during the promotion period of new products, Uniqlo will increase the proportion of
content-oriented recommendations to emphasize the matching relationship between the attributes of
the products themselves and the seasonal scenarios. During the stage when user activity declines,
potential interest points are mined through collaborative filtering to activate users' willingness to
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participate again [6]. In addition, Uniqlo has introduced a "short-term behavior perception module"
to identify users' interest fluctuations within the past 24 or 48 hours, in order to respond to the rapidly
changing needs of frequently logged-in users.

Take the Spring 2023 collection promotion as an example. Uniqglo integrates user feedback data
on the platform, combines the clothing style recognition model and weather data, and intelligently
optimizes the dressing suggestions for users' locations. The system effectively enhances users' click-
through rate and purchase conversion by pushing a set of flagship items and their various style
combinations. The final data shows that the overall conversion rate at this stage increased by 12%,
and the recommendation fit index in the user satisfaction survey rose by nearly 18%, verifying the
synergy of the hybrid recommendation mechanism in enhancing user experience and marketing
effectiveness.

Furthermore, the establishment of the hybrid mechanism has also enhanced the system's ability to
deal with cold start problems. At the initial stage of registration, new users can fill out the interest
questionnaire and select their style preferences. Then, the system can build a basic profile and make
content recommendations. With the accumulation of user behavior data, the collaborative filtering
algorithm is gradually involved, enabling the recommendation results to transition from static label
matching to dynamic behavior prediction, thereby achieving the unity of recommendation accuracy
and diversity.

3. Brand Loyalty

3.1. Reduction of Information Burden and Choice Anxiety

In the current business environment of information explosion, when consumers are faced with an
increasingly rich variety of product choices, they often encounter phenomena such as difficulty in
making choices and delay in decision-making, forming what is called "choice anxiety". Personalized
recommendation serves as an effective information filtering mechanism that can significantly reduce
choice anxiety.

Uniqlo significantly reduces the cognitive burden of users in the process of product screening by
guiding users to shorten the search path and reduce unnecessary product browsing. In an A/B test
targeting the Chinese market, for users who enabled the personalized recommendation function, the
average page stay time increased by 18%, while the shopping cart addition rate rose by 23%. This
result reflects that the relevance of the recommended content enhances users' active participation,
increases their desire to purchase the product, spends more time on the product itself, and effectively
improves the appeal of the product.

In the field tracking experiment in the Japanese market, the research team compared and analyzed
the user behavior paths before and after the implementation of the recommendation system in
different stores. It was found that after enabling the intelligent recommendation function, the average
number of clicks of users before finding the target product decreased by 3.4 steps, and the overall
path was shorter [7]. Since the recommendation system has completed part of the "pre-screening"
work in advance, the cognitive burden faced by consumers has been significantly reduced, and both
their decision satisfaction and shopping efficiency have improved.

These data indicate that personalized recommendation is not only a marketing tool for enhancing
sales conversion, but also a behavioral guidance mechanism that reduces decision-making costs and
improves user perception efficiency, which is of great significance in improving consumers' shopping
experience.

3.2. Constraints Imposed by Data Privacy Concerns on Purchase Intentions

Although personalized recommendation systems have achieved remarkable results in enhancing
user experience, the continuous collection and analysis of user data behind them have also raised
consumers' concerns about privacy. With the increasing maturity of recommendation technology,
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users' attention to issues such as "how much do they know about themselves by the algorithm" and
"whether the data has been abused" has been continuously rising.

According to a user survey conducted by Nomura Research Institute in 2024, 41% of respondents
indicated that if a platform does not clearly state how its data is used, they may shut down or reject
personalized recommendation services. This proportion is more prominent among the youth group,
indicating that the new generation of users, while enjoying the convenience of technology, also attach
greater importance to the sense of sovereignty and control over personal privacy.

When Uniqlo dealt with this issue,a multi-level user authorization mechanism and a transparent
data explanation strategy were adopted [8]. For instance, in the "Preferences" interface of the platform,
users can choose whether to enable the recommendation service, adjust the recommendation
frequency, or even block product recommendations for specific categories. Meanwhile, in the data
policy statement, Uniqlo explains item by item in a clear and understandable way the sources, uses
and storage methods of data collection, helping users build a foundation of trust in the platform.

This approach of respecting user autonomy not only reduces the negative impact of privacy anxiety
on purchase intentions, but also shapes the brand's sense of responsibility and transparent image in
the minds of users, becoming an important trust asset beyond personalized recommendations.

3.3. Avoidance of Recommendation Fatigue and Behavioral Rigidity

While personalized recommendations bring convenience, they also have potential risks, namely
"recommendation fatigue" and "behavioral rigidity". When the system overly pursues precision and
continuously pushes similar content, users may fall into an "information echo chamber", that is, they
only come into contact with information that conforms to their existing preferences, thereby reducing
their willingness to explore new products and further weakening the brand's novelty and innovative
appeal.

To address this issue, Uniglo piloted a "dynamic exploration mechanism" in its Nanshan store in
Shenzhen in 2024. By periodically guiding users to complete style test questionnaires or interest
micro-surveys, it actively intervenes in the algorithm's inertial trajectory. The system will adjust the
recommendation strategy based on users' immediate feedback, integrating a certain proportion of
"exploratory content" into personalized recommendations, such as new product launches and cross-
category combinations, thereby awakening users' interest flexibility and desire to try.

Pilot data shows that after the implementation of the exploration mechanism, the proportion of
users actively clicking on recommended content increased by 15%. Among them, 33% of users
revisited the platform to browse new products within seven days, forming a good interactive closed
loop [9]. More importantly, this mechanism avoids the "behavioral rigidity" of users remaining in a
fixed category and style for a long time, stimulates their potential interest space, and also enhances
users' anticipation and participation in brand content.

4. The Cultivation Mechanism of Brand Loyalty

4.1. Personalized recommendations and Brand Emotional Connection

Uniglo takes personalized recommendation as the core tool to enhance the emotional dimension
of the brand. Through continuous and warm interaction design, such as periodic email
recommendations and festival customized product displays, consumers' sense of brand belonging is
stimulated. Studies show that if consumers receive no less than three highly relevant
recommendations within half a year, their willingness to repurchase increases by an average of 20.4%.
In addition, Uniqglo's "My Style Diary" feature launched in Europe has successfully increased the
quarterly repurchase rate of users by approximately 14% by recording the products that users wear
most frequently each month and pushing advanced style suggestions.
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4.2. Data Management Transparency and Trust Mechanism Construction

In terms of data governance, Uniqlo has gradually established a transparent mechanism that is
auditable and traceable. Especially in the GDPR jurisdiction areas, Uniqlo has comprehensively set
up data export and deletion permissions, enabling consumers to have full data sovereignty [10].
Meanwhile, the brand proactively discloses the list of its data partners and their usage descriptions,
effectively enhancing public trust. In the independent brand trust survey in the US market, Uniqlo
ranked among the top five trusted clothing brands due to its open data management policy. The above
measures have effectively enhanced Uniqlo's brand loyalty in different markets

4.3. Social Media Diffusion and User Word-of-Mouth Construction

The positive experience brought by recommendation algorithms is often further magnified through
social platforms. When the autumn/winter 2023 collection was launched, after a fashion blogger on
a certain social media platform shared a video of customizing outfits through Uniqlo's
recommendation system, the sales of related products rose by 34% within a week. Uniqlo has also
collaborated with platforms such as Xiaohongshu and Instagram to embed the data interfaces output
by the recommendation system into the back-end of bloggers, allowing them to generate exclusive
"style packs". This enables users to have a closed-loop experience of one-click jump and purchase
during social browsing, significantly enhancing the positive dissemination power of the brand's
external image.

5. Conclusion

Overall, Uniqlo has achieved substantial results in enhancing user satisfaction and brand stickiness
through its intelligent recommendation system. Its hybrid recommendation strategy and data
governance mechanism provide valuable references for the same industry. However, beneath the
technological advantages, there still lies a trust rift. How to enhance the accuracy of recommendations
while safeguarding users' data sovereignty will become an important task for brands' digital
transformation in the future. Future research can be further extended to the differentiated responses
of cross-cultural consumption behaviors, as well as the interaction mechanism between
recommendation algorithms and consumers' psychological expectations. Particularly worthy of
attention are in different age groups, genders and groups with consumption capacity. Whether the
recommendation mechanism will bring the risks of behavioral stratification and bias amplification,
thereby improving the theoretical and practical basis of personalized recommendation in retail
scenarios.
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