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The Company 
 

Scope of Business: Gap Incorporated is an apparel retail company that is broken down into 

different brands in order to serve the public as efficiently as possible. Our brands include Gap, 

Old Navy, Banana Republic, Athleta, Intermix, and Weddington Way. Each of these brands is 

targeted to a specific segment which provides our company with a strong foundation of 

consumers from a variety of different backgrounds and social classes. For the past 49 years, the 

Gap has been one of the leading apparel retailers. People everywhere have rocked our classic 

white Gap tee and other basic essentials that are true to the Gap style. Gap Inc. was founded in 

1969 when Don and Doris Fisher opened the first Gap store in San Francisco, California, 

because Don couldn’t find any proper fitting blue jeans. Over the years, the markets have 

become increasingly competitive and Gap isn’t as popular as it once was. Changes in tastes and 

trends, along with a large rival fast-fashion market are some of the key components to the 

Company’s recent decline in profits. We experienced a 1.3% drop in total revenue from Quarter 

4 in 2016 ($4,429,000) to Quarter 3 in 2017 ($3,838,000). However, in Quarter 4 of 2017 we 

experienced a 24% increase in total revenue ($4,778,000) from Quarter 3 of 2017. From Quarter 

4 of 2016 to Quarter 4 of 2017, our total revenue saw an overall increase of 1.9%. If we continue 
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to grow by 2% each quarter, our total revenue could be up to $5.1 million dollars by the end of 

Quarter 4 in 2018. 

 

Mission Statement: Our company aims to create emotional connections with customers around 

the world through inspiring product design, unique store experiences and competitive marketing. 

(The Balance) 

 

Plan Objectives and Strategies 

Increase Global Sustainability: As a member of the apparel retail industry, we have seen the 

global issues that arise from environmental negligence, resource depletion, and outdated labor 

practices. At Gap Inc. our goal is to promote responsible business practices within our own 

company, as well as throughout the global apparel industry as a whole. The company has already 

made tremendous progress in reducing our carbon footprint by transporting goods in a more 

eco-friendly way and using more sustainable materials for the manufacture of our products. We 

have also been diligent in supporting and working with other companies who support fair and 

responsible labor practices. We are proud of the progress and changes the company has made, 

however we still intend to be as conscious as we can regarding environmental and social issues. 

As a company, we will continue to develop our efforts to promote environmental welfare and 

honest business practices.  

 

Increase Customer Base: With steep competition from rival markets and an overall decrease in 

total revenue, it is logical to assume that our customer base has decreased in recent years. Even 
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though our brand is iconic and known worldwide, our customers’ preferences and tastes have 

changed over the years and we weren’t able to keep up. However, that is changing. We have 

already begun to add more contemporary pieces into our stores, while maintaining our classic 

styles as well. This way we will be able to attract new customers in search of trendy pieces, 

while simultaneously keeping our current customers satisfied. We also plan to recapture any old 

customers that we may have lost, through one of our “Throwback” campaigns. They will be 

nostalgic over sweet memories of wearing our brands, and they will also be able to find trendier 

pieces that they didn’t know we offered. 

 

Tap Into the Millennial Market: Most people think that millennials are lazy, entitled, and 

useless. At Gap Inc., we know that is not the case. Not only do millennials have a decent amount 

of buying power today, but they are literally the future of our country so their power will only 

strengthen with time. We see the current potential of the millennial market, and want to 

capitalize on it and its future. We plan to do this by increasing the number of economically 

priced options in our stores and marketing our sustainability efforts specifically to millennials. 

We also know that the revamping of our brand will attract millennial shoppers, because we will 

be introducing trendier pieces alongside our more traditional pieces.  
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The Industry 

The Industry: Gap Inc.’s NAICS code is 448140, which places our company in the Family 

Clothing Stores Industry. This is an accurate placement, because the majority of our brands are 

catered to serve families as a whole. Our industry includes retail establishments that serve men, 

women, and children in all areas of apparel and accessories, without completely specializing in a 

specific gender or age group. 

 

 Industry Growth: American retailers reported $3.53 trillion in annual sales for 2017, which is a 

3.9% increase from annual sales in 2016. The National Retail Federation projects overall retail 

sales to grow anywhere between 3.8 and 4.4%, including a 10 to 12% increase for online and 

other non-store sales in 2018. (Forbes)  
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(Statistica) 

Industry Characteristics: Retail family clothing stores have been around in America since the 

early colonial days, so it is safe to assume that many consumers appreciate our industry because 

it is as strong as ever. Most retail clothing stores are a brand for a larger company; like Old Navy 

is its own brand, but it is owned and operated by Gap Inc. With the growth of the internet and 

online shopping in the last decade, the retail industry has become even more competitive. This 

competition, along with advertising, sales promotions, and marketing research, are crucial 

components for most companies in our industry. National economic trends, regional population 

growth, seasonal factors such as weather and holidays, and changes in fashions and clothing 

trends are factors that also affect sales within this industry. (reference for business) 
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The Market 

The Market Defined: The markets that our brands serve will vary from brand to brand, however 

they all fall under the apparel retail market. Our overall market is composed of goods that are 

catered to men, women, and children, and families as a whole. 

 

Positioning Statement: At Gap Inc., we pride ourselves on serving families and individuals who 

are seeking a superior retail experience by providing complete customer service and delivering 

exceptional value to our customers. 
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Market Alternatives: While we are extremely proud of our companies, its brands and products, 

not everyone feels the same as we do. Some consumers feel that other products are 

interchangeable with our own. Some alternative products that our consumers would use include 

apparel and accessories from a different style of retail store such as Zara or Target. Our products 

differ from those of the aforementioned companies because of our quality and classic American 

style.  

 

 

 

 

 

 

Perceptual Map: Perceptual maps are used to visually display the perceptions of customers or 

potential customers. 
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Target Markets  

Gap Inc. uses the multi-segment positioning which means we use different styles to 

appeal to different types of people. For example, we use Gap to appeal to the casual American 

style whereas our other private brand Athleta targets athletic-oriented customers. We also use 

imitative positioning, which allows us to charge cheaper prices for apparel that resembles 
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designer and higher end brands. Gap appeals to the middle/working class, so our brand is not 

luxurious nor expensive for students, employees, and professionals to enjoy and exploit. Our 

market appeals to mostly the ages 3-45 years of age with the exceptions of few.  

Our brand loyalty is seeing some difficult times as well as their sales that have been 

declining for the last two or so years. We appeal to their customers by giving off the impression 

of a positive company that can sell moderately quality clothing to the working middle class. The 

reasoning for our decline was opening a lot of stores different from the Gap such as Banana 

Republic, intermix, and Old Navy. When we started trying to do too much that is when you can 

start to see the decline in their profit margins throughout all the companies. The one thing that is 

keeping them going is that they are a well-established retail store that delivers new and improved 

quality items to their loyal customers that enjoy the cheap and reliable clothing. Another strategy 

for entry level steps includes exploiting the International market in China. In 2006 %14 of total 

sales came from international and online ventures. A major key in their brand values and 

segmentation appeal to people that do online shopping because the cool thing that they do is 

customers can return products to any Gap store whether they bought it online or in the store. 

Gap’s reputation helps them on their online sales because of their reliable image as a clothing 

retailer. 

Gap has a really solid plan because most of the people that are loyal are most likely going 

to stay in the middle to lower classes that crave the apparel that is cheapest but also has a lot to 

offer. Recently Gap has moved away from appealing to the younger class but are now focused on 

the elegant older class that are striving for again affordable but not cheap clothing that is 

long-lasting. We use strategies such as placing the more high-end products in the middle of the 
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store to surround them with other apparel and items that they impulse buy around the holidays 

because they are afraid that they will miss good deals which is also aided by the odd pricing 

technique which is another psychological option. Like many of the other successful companies, 

we have issues credit cards that can only be used in Gap stores for avid users creating more loyal 

customers as a result. This helps maintain sales for brands that target the middle class. Another 

data study showed that many of the customers are female which is also the reason that there are 

more impulse buys. Because of our exploitation of the social media stream, they are able to reach 

more millennials to come shop during sales hours because of their appeal. 

  

 

 

Market Shares 
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Below, there is a US Apparel Market Share chart that shows how many shares each company 

owns in the apparel market. You can see that Gap Inc. is tied with Target at holding 5% of the 

shares. They come right behind Walmart, who has 8% of the market shares, and Macy’s who 

holds the most shares at 9% of total apparel market shares. Gap Inc. started losing a lot of its 

shares around 2014, when fast-fashion retailers such as Zara and Forever21 really started taking 

off. These companies would be found under the category of “Others” which holds 65% of the 

total apparel market shares. 

 

 

 

Distribution Channels 
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Gap Inc. uses omni-channel distribution to ensure that our customers have the most available 

access to purchase our products. Our products are sent to our stores from centers that we both 

lease and own. Our customers may purchase our products in-store and online. We currently 

operate stores in the US, Canada, Europe, Asia, and Australia. We also have franchise 

agreements with unaffiliated franchisees to operate both Gap and Banana Republic stores in the 

Philippines, Singapore, Malaysia, United Arab Emirates, Korea, Kuwait, Qatar, Bahrain, Oman, 

Saudi Arabia, Cambodia, Indonesia, and Australia. The image below depicts just how vast the 

Gap Inc. empire truly is. 

 

The Marketing Mix 
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Our marketing mix is composed of our products, placement, price, and the promotions that we 

run regarding our products. 
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1. Product: The product is arguable the most important factor of the marketing mix, 

because without it, there would be no need for a marketing mix at all. As a retail 

company, our products can include a number of different apparel and accessory items that 

come in a variety of different styles, for different kinds of people. Our products are a 

reflection of who we are and what we stand for as a brand. That being said, we strive to 

make our products of the utmost quality so that we can in turn, deliver that quality value 

to our customers. Apart from basic apparel items such as sweaters, tees, denim and more, 

we also offer our customers a variety of accessories ranging from jewelry to shoes to 

bags. Our wide range of products is one of the many reasons that our customers find us so 

appealing.  

 

2. Place: Our products are sold throughout our several different stores and outlets that are 

located all over the country. We also operate stores in Canada, Asia, Europe, and 

Australia. We also have franchise agreements with several different companies located in 

Middle Eastern countries. However, since this is the 21st century most of our customers 

prefer to shop online through our company-owned websites. We need to increase foot 

traffic to our physical stores. To attract more people to our stores, we need to increase 

local advertising and encourage shoppers to shop in-store, by offering in-store perks such 

as coupons or cash-back cards that are only allowed to be used in-store.  

 

3. Price: Price is a very crucial component to our marketing mix, especially in recent years 

as everyone tries to recover from the Great Recession of 2008. Since the Great Recession, 
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consumer patterns have changed in order to save money where it matters. Consumers 

began educating themselves on how to shop smarter, and in turn thriftier. This is 

excellent news for our more economical brand Old Navy, however it hurts our pricier 

brands Banana Republic and The Gap. Since consumers are shopping smarter, we as a 

company must emphasize the value that customers receive from purchasing our goods. 

One advantage we have when it comes to price is our variability. Through our many 

different brands, we are able to offer our customers a pretty wide price margin compared 

to some of our competitors like J. Crew for example. Yes, they offer a discounted version 

of their apparel, but it is still priced pretty steeply. However, we have Banana Republic 

and Gap that can compete with J. Crew in terms of price and style, but J. Crew’s 

discounted apparel brands cannot compare the value that our shoppers can find at Old 

Navy.  

 

4. Promotion: As a company, we already utilize a variety of different sources in which to 

promote our product. The most often used form of production would be our social media 

promotions. Social media is free to use, therefore it is one of the most popular ways for 

companies to reach their target audiences. We also utilize TV and radio advertisements to 

spread the word about new products, seasonal sales promotions such as back to school, 

and to inform our customers about the latest Gap news. 
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The Competition 

Competition Defined: When Gap Inc. first opened its doors in 1969, we faced competition from 

department stores and independently owned retail stores. The competition landscape has changed 

in the last 49 years. We still face competition from department stores and other apparel retailers, 

but we have also gained some competitors in recent years. Fast fashion stores such as Forever21 

and Urban Outfitters are some of our most stiff competition, due to their high turnover rate of 

trends and cheaper prices. We have also gained competition from online retailers such as 

Amazon, because they have changed how consumers shop. Even if a customer loves one of our 

products, they are likely to compare to what Amazon carries. Even though our products are of a 

higher quality, many consumers will continue to choose the more economical option. Other 

competitors include American Eagle and Abercrombie and Fitch, because they mimic our classic 

style and are close to our price points. We face competition from stores who produce apparel fast 

and cheap, as well as stores that offer consumers a variety of styles. 

 

TJX Companies: TJX Companies include TJ Maxx and Marshall’s. They are off-price retailers, 

which means they have agreements with designer labels to sell extra merchandise at a discounted 

price. Even though there have been reports claiming that the designer merchandise these 

companies receive is damaged, consumers still flock to these stores. They feel as if they are 

receiving the ultimate value of a designer piece at a discount price. However, this isn’t always 

the case due to the condition of some of the pieces. There are also issues with consistency of 
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different products in different stores and online. The Gap Inc. differs itself from TJX Companies 

because our products are of the highest quality and consistency. 

 

Abercrombie and Fitch: Abercrombie and Fitch (who owns Abercrombie and Fitch, 

Abercrombie Kids, and Hollister) was just as iconic of a brand as The Gap in the early 2000s. 

However, they too have experienced the same struggles as we have: declining foot traffic in 

malls and struggling to compete with online retailers. Abercrombie and Fitch is also facing a 

brand-identity crisis, and is having a hard time recovering and re-branding themselves. Even 

though both of our companies have faced hardships in recent years, that doesn’t mean that there 

isn’t any competition left. We compete heavily with Abercrombie and Fitch, especially in the 

market of young teens to young adults. They’re style mimics our classic American brand, and 

their price points are very similar to our’s also. In order to set ourselves apart from Abercrombie 

and Fitch, we must continue to provide our customers with exceptional customer service and 

value.  

 

J. Crew: J. Crew might be one of our biggest competitors, because their classic, preppy style is 

very similar to our own. However, J. Crew is known to have a larger selection of suit pieces than 

the Gap Inc. J. Crew has seen a recent decline in sales as well, due to the typical factors of 

decreased traffic in malls and stiffer competition from online retailers. Another reason J. Crew 

isn’t as popular as it once comes from the opening of a J. Crew outlet and J. Crew Mercantile, 

which is a discounted version of the brand. Once customers are familiar with paying a discounted 

price associated with the J. Crew brand, it is very hard to get them to pay full price for any 
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merchandise. The Gap Inc. can set themselves apart from J. Crew by offering a variety of price 

points through our different brands, as well as continue to provide superior customer service and 

value to our consumers.  

 

Target: Target is one of our biggest competitors for our brand Old Navy. Target offers styles 

and apparel that are very similar to what our customers find at Old Navy, and they are also 

oriented around clothing the entire family. One advantage that Target has over Old Navy is its 

pricing. Most products that are found at Old Navy can be found at Target for a better price. The 

solution to this is to offer a variety of differently priced product lines within Old Navy. This way, 

customers are able to compare different prices within our own store, and never have to check out 

our competitor’s prices. Also, many people are attracted to the convenience of shopping at 

Target. You can buy trendy clothing pieces, jewelry, accessories, electronics, and groceries all 

from the same convenient location. Obviously, Old Navy cannot compete with this because we 

are a family retailer and not a superstore. However, Old Navy should set themselves apart from 

Target when it comes to quality and value. 
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SWOT Analysis 

Strengths  
 

 Column 1 - 
Statement of 
Internal 
Weakness 

Column 2 - 
Performance 
1 = Minor   5 = Major 

Column 5 - Importance 
1 = Low  5 = High 

Column 4 - 
Strength Index 
Number 

  1 2 3 4 5 1 2 3 4 5  

1 Durable/ Long 
lasting 
Products 

  X       X 15 

2 Market Share 
in Fashion 
Market 

   X     X  16 

3 Multitude of 
Price Points 

    X     X 25 

4 Global 
Company  

   X     X  16 

5 Knowledge of 
Trends 

  X      X  12 

 

1. Durable/ Long lasting Products  

Gap Inc. produces well-made clothing and accessories that last customers years. Their apparel 

stands up to everyday wear and tear. Customers see how long their products last and in turn 

purchase more.  

 

2. Market Share in Fashion Market 
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Gap, Inc. has a wide variety of interests in the fashion market due to owning Banana Republic, 

Baby GAP, Old Navy, GAPKids, GAP Warehouse, and Athleta. Since Gap Inc. has a wide 

variety of brands, their market share is higher than it would be should Gap Inc. target only one 

market. With their brands, Gap Inc is able to target both high and low-end markets in the fashion 

industry, contributing to a larger market share in fashion overall. Old Navy is their biggest brand 

and held about 52% of its target market share in the US for Q3 of 2017. 

 

3.  Multitude of Price Points 

Due to the vast amount of brands Gap Inc. owns, they are able to provide various price points. 

GAP and Old Navy are known for their affordable clothing whereas Banana Republic is known 

for having more expensive options. This allows them to reach a wider customer base and target 

high and low-end markets, reaching all customers across the United States and long-term, 

worldwide. 

 

4. Global Company 

Gap Inc. has a worldwide impact with agreements in over 20 countries. The company continues 

growing their brands throughout the globe. In Q3 of 2017, Gap Inc. had just under 4000 

company-operated or franchised stores in over 40 countries, with the ability to ship to 90+ 

countries worldwide. Gap Inc. continues to expand, targeting different price points and tailoring 

their brands to fit worldwide cultures. 

 

5. Knowledge of Trends  
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Gap Inc. has a multitude of brands which allows them to stay up to date on recent fashion trends. 

Their many sources provide them with the ability to stay knowledgeable. As a result, the 

company is able to stay on the forefront of the fashion industry and continue to hold a large 

amount of market share. 

 

Weaknesses  
 

 Column 1 - 
Statement of 
Internal 
Weakness 

Column 2 - 
Performance 
1 = Minor   5 = Major 

Column 5 - Importance 
1 = Low  5 = High 

Column 4 - 
Strength Index 
Number 

  1 2 3 4 5 1 2 3 4 5  

1 Customer 
Service 

  X       X 15 

2 Less 
Attractive to 
Customer 
Base  

  X      X  12 

3 Dependent on 
External 
Manufacturers 

    X     X 25 

4 Failure to 
Utilize Online 
Sales Chances 
Efficiently  

   X     X  16 

 

1.  Customer Service 

There are numerous online reviews bashing the entire Gap company over trivial mistakes such as 

shipping issues, their credit card perks, and other similar occurrences. Most, if not all, of these 
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instances could have been remedied if Gap Inc.’s Customer Service team was focused on 

customer satisfaction.  

 

2. Less Attractive to Customer Base 

Gap Inc. produces product lines that are less attractive to consumers who are interested in trendy 

clothing than the product lines of competitors. Customers are increasingly turning to fast-fashion 

retailers creating a decline in sales. The company can improve this by regularly updating trends.  

 

3. Dependant on External Manufacturers 

Gap Inc. heavily relies on outside vendors. Nearly all merchandise is dependant on third party 

vendors with about 1000 vendors in 60 different countries. These outside vendors are more 

susceptible to mistakes such as product shortage, delay in shipping, and increased costs. They 

have a global customer base, but depends on outside manufacturers to create and sell their 

products. There is a growing need to reduce dependence on outside goods through their 

expansion strategy.  

 

4. Failure to Utilize Online Sales Chances Efficiently 

With the introduction of e-commerce Gap Inc. introduced two online stores. The company was 

not proficient in utilizing online sales channels efficiently leading to the failure of Piperlime. 

With the growth of the digital world, Gap Inc. needs to have an online presence that is competent 

and user friendly. Their online presence needs to be highly advertised with exclusive online deals 

to encourage use.  
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Opportunities 

 

 Column 1 - 
Statement of 
Internal 
Weakness 

Column 2 - 
Performance 
1 = Minor   5 = Major 

Column 5 - Importance 
1 = Low  5 = High 

Column 4 - 
Strength Index 
Number 

  1 2 3 4 5 1 2 3 4 5  

1 High 
Dividend 
Yield  

     X      X   25 

2 Growth of 
Online 
Retailing 
Trends 

    
X  

      
X  

   16 

3 Celebrity 
Endorsement  

   X       X     16 

4 Growing 
Market for 
Plus Size 
Apparel  

     X       X   25 

5 Formation of 
Strategic 
Alliances  

   X         X   20 

 

1. High Dividend Yield 

There is a current high dividend yield at Gap Inc. making investment in the company an 

attractive proposition. Additional investment could allow the company the opportunity to grow 

and expand into new markets or innovate their current offerings.  
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2. Growth of Online Retailing 

With the effective use of online campaigns and shopping, Gap Inc. can attract new customers 

across the world. Online retailing also allows the company to keep costs low. Since Gap Inc. 

already operates online, the company should capitalize on this opportunity and continue 

improving their online presence to increase sales and customer base.  

 

3. Celebrity Endorsement 

In 2016, GAP utilised Olivia Palermo as the first women’s global style ambassador of the brand. 

Using a well known style icon to showcase the brand increases visibility, attracts youth, and 

allows for growth. In 2017, GAP announced the production of  a film featuring multiple famous 

people such as Wiz Khalifa, Priyanka Chopra, and Christie Brinkley dawning the iconic GAP 

white t-shirt. The film increased attraction to the declining brand for opportunities in other 

productions being made in the future as well as more celebrities wearing GAP clothing.  

 

4. Growing Market for Plus Size Apparel  

Gap Inc. has the opportunity to exploit the need for plus size clothing in the US as well as the 

UK. In the US, plus size clothing category accounted for 18% of the sales in clothing market in 

2016 even though 67% of American women are plus size. This shows the need of the fashion 

industry to serve plus size people better. Gap Inc. can create better styles and larger clothing for 

the plus size community reaching a new and forgotten customer base.  
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5. Formation of Strategic Alliances 

Gap Inc. has had good performances in the operating of six different brands giving proof that it 

can form franchise units and joint ventures with other companies for greater development.  

 
 

 
Threats  

 
 
 

 Column 1 - 
Statement of 
Internal 
Weakness 

Column 2 - 
Performance 
1 = Minor   5 = Major 

Column 5 - Importance 
1 = Low  5 = High 

Column 4 - 
Strength Index 
Number 

   1 2 3 4 5 1 2 3 4 5   

1 Stiff Market 
Competition  

        X       X     20 

2 Rapid 
Change in 
Clothing 
Industry 

      X        X      12 

3 Raising 
Labor Costs 

    X            X     12 

4 Less 
Consumer 
Spending  

    X            X    12 

 

1. Stiff Market Competition 

Competition in the fashion industry is becoming increasingly stiff. The possibility of new firms 

entering the market is growing all the time. The emergence of fast fashion retailers has created 

greater competition by providing more fashionable products at better prices than Gap Inc.  
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2. Rapid Change in Clothing Industry 

The clothing industry changes all the time with the creation of new fads and trends. The 

company tries to stay up to date with changing consumer preferences, but often times companies 

misjudge the market.  

 

 

 

3. Raising Labor Costs:  

Minimum wage has increased in many areas of manufacturing. Some production provinces in 

China experienced a 10% average increase in minimum wage in 2010. Places may experience 

more raised wages in years to come increasing the cost of labor.  

 

4. Less Consumer Spending 

How the economy is performing tends to predict how much people spend on clothing. If the 

economy is not doing as well people will see new clothing as less of a necessity and will spend 

less on it. Gap Inc. owns the brand of Old Navy which tends to produce less expensive clothing 

which will become more appealing as other costs rise. Less consumer spending would lead to 

less profits.  
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Analysis of the Internal Environment  

An analysis of the internal environment of a company provides a closer look at the 

utilization of resources. Gap Inc. has multiple strengths and opportunities that they utilize. They 

have a multitude of price points, a large share in the fashion market industry, as well as durable 

products. There are also weaknesses Gap Inc. faces such as diminishing customer interest in 

certain brands, weak customer service, and dependency on external manufactures. Gap Inc. is 

counteracting their weaknesses with improvements and an abundance of strengths.  

 

Gap Inc. Relevant Factors: Gap Inc. appeals to a broad demographic of customers due to the 

ownership of multiple brands. Consumers have been spending less on basic clothing due to in 

increase in fast fashion companies. Customers are spending less on current trends and in turn 

wanting to spend less on consistent styles such as basic t-shirts, jeans, collared shirts, and khakis. 

Gap Inc. is shifting to accommodate customers who buy very affordable clothing and athleisure. 

Gap Inc. had a 2% increase in revenue to $15.9 billion due to sales increases at Old Navy and 

Athleta. This sales increase was slightly offset by declining sales in Gap and Banana Republic 

stores. They spent $673 million on advertising in 2017. The budget for advertising has increased 

since 2015 as to ramp up Gap’s marketing. Gap Inc. uses multiple channels for communicating 

with consumers. They focus on television and print advertising; however, the company recently 

expanded its digital capabilities and is highly promoting the use of omni-channel services such as 

order-in-store, reserve-in-store, find-in-store, and ship-from-store. Through multiple channels of 

advertising they are able to reach the total demographic of customers. Gap Inc. experienced two 

30 



 
 
 
 

consecutive years of revenue decline until a slightly inclining in 2017. Net Income had been on a 

straight decline since 2013, but rebounded in 2017. In February 2018, the fourth quarter of the 

2017 fiscal year Gap Inc. had a 19.99% return on investment. Their average return on investment 

for 2017 was 19.3%. 

 

Analysis of Market Knowledge: The apparel industry is constantly changing. Gap Inc. has 

remained a leader in the global apparel market. They manage this by continuously making 

changes to keep their customers happy. The company operates about 3,600 stores worldwide. 

They keep customers through the use of multiple brands. Old Navy is Gap Inc.’s number one 

brand and biggest earner. Athleta is a quickly growing brand of athletic wear that creates a 

smaller portion of their earnings. North America accounts for 85% of sales followed by Asia 

with 10% of sales and Europe with 5% of sales. Gap Inc. is focusing on the growth of Old Navy 

and Athleta stores while planning to close about 200 of Gap and Banana Republic stores through 

2020. Gap Inc. is focusing on their high sales brands and also increasing their online and mobile 

business. Their online business is already showing growth in the double-digits. The company is 

investing further global and online expansion. A vast majority of Americans (79%) now shops 

online. Over half have made purchases through links they have clicked on their mobile phones. 

Online sales and marketing has become the way of the future although there is a group who still 

prefers to shop at brick and mortar stores. Gap’s top competitors are TJX Companies (TJ Maxx, 

Marshalls), Abercrombie & Fitch, Aeropostale, American Eagle Outfitters, Children’s Place 

Retail Stores, J. Crew, Levi Strauss, Limited Brands, Macy’s, Nordstrom, Polo Ralph Lauren, 

Ross Stores, and Target.  
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Success of Gap’s Current Programs: In 2017 Gap Inc. released a campaign called “Generation 

Gap” to promote Gap’s reissue of items from the ‘90s. The campaign includes a close to two 

minute video of former Gap campaign star’s children singing a ‘90s hit. They released a 30 

second version of the video during the Grammy Awards and additional clips on the social media 

platforms of SnapChat, Instagram, and Youtube. Although Gap brand’s net sales ultimately 

declined for 2017, this advertisement did provide a glimmer of hope to the brand increasing sales 

for a short period of time. Ultimately the advertisement was a success as it did increase sales. 

Due to the bringing back of ‘90s style, Gap brand is going back to its routes in attempt to regain 

the fame they had in the decade. Old Navy is creating funky personality through new products 

with value pricing. Old Navy’s biggest success has been the pixie pant. Its revenue changing 

campaign was the 2015 back-to-school #Unlimited campaign. The promotion featured kids at 

Boys & Girls Clubs around the country being asked what it meant to be #Unlimited. Not only did 

the advertisement capture Old Navy’s sense of fun, fashion, and value, but it also inspired 

millions and raised money for the Boys and Girls Club. The advertisement also sparked the turn 

around in Old Navy’s net sales. 
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Gap Inc.’s Competitive Advantage: Gap’s leading strategy is competitive pricing. They are 

able to offer stylish goods at very low prices. Although the prices vary from brand to brand, the 

company is mostly associated with low prices. Gap has also successfully developed its own 

iconic products. They started with perfecting jeans, but become more widely known after 

producing apparel with their logo. Expansion into the international market has also given them a 

competitive edge. They are able to compete internationally and with local brands. Gap’s 

dedication to fulfilling the fashion needs of customers through expansion of product portfolio 

and entering new markets also contributes to their success. Their investments in omnichannel 

marketing and online sales have created an industry leading platform. They combine online and 

brick-and-mortar shopping far more successfully than competitors.  

 

Gap’s Capabilities: Gap has expanded their online platform to now have the capability of 

curating recommended items based off of what customers have purchased in the past. They also 

have new mobile capabilities such as mobile apps for Old Navy, Athleta, Banana Republic, and 
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their namesake, Gap. These apps make shopping on the go easier and allow cardmember’s to 

manage their accounts and rewards mobily. Gap has increasing mobile and online capabilities to 

help them keep up with the growing technological world.  

 

Addressing Customer Needs: In the past many people have complained with having poor 

customer service with Gap stores. Many of these issues have been with shipping, card member 

perks, and pain points like long check out lines. Gap has begun to remedy these issues with their 

mobility. The mobile applications allow people to bypass lines through mobile purchasing, keep 

track of their card member perks, and track their shipments. People who do not shop mobily are 

also being helped through the introduction of mobile point-of-sale devices in the stores. These 

devices allow associates to meet customers wherever they are in the store to check them out.  

 

Analysis of the External Environment 

Economic Factors: There have been increases in low production costs geographical areas that 

have increased the production costs for Gap due to their dependency on outside manufacturers. 

Places like China have increased labor laws and minimum wage laws created a slight increase in 

production costs. Oil prices have fluctuated causing transportation costs of goods to increase. 

There has been a rise in real estate prices creating a slow in the expansion of new stores. Leisure 

spending has decreased causing a reduction of potential market and income. There are many 

economic issues that could cause a decrease in Gap Inc.’s revenues and profits.  
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Political Factors: Gap Inc. operates in more than a dozen different countries exposing itself to 

multiple political system risks. There is currently turmoil in many countries over Syrian 

bombings. The United States could face military invasion or respitude after striking upon Syria. 

This could cause fractured trades with different countries if it results in a war. Every country that 

you sell in has its own legal framework for businesses that has to be fulfilled. This makes 

expanding a longer and more difficult process. Due to Gap being a global company they have 

more expenses with trading and tariffs. The United States has a minimum wage law, mandatory 

employee benefits, and work regulations that all affect Gap’s willingness and ability to hire new 

employees.  

 

Social Factors: There has been an increase in individual fashion. People want to express 

themselves more diversely which means there must be an increase in product diversity. The 

feminist movement has caused a shift in culture, gender roles, and female representation. 

Females no longer want to simple look pretty. This means that products must shift to face their 

needs and advertisements should adjust to the new female norm. Health consciousness has 

played a big role in society today. Finding affordable athletic clothes is hard for people to do 

which is why Athleta is so important to the Gap Inc. As society changes, fashion changes and 

Gap Inc. needs to be able to keep up.  
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Marketing Goals and Objectives 

Marketing Objectives: GAP is an extremely people oriented brand ever since we came to be in 

1969, which we plan to continue as we expand our brand. Throughout the years, we have earned 

our title as a solid family brand with quality and comfort clothes guaranteed to last. As a steadily 

growing brand, we have had many competitors and have an increasing amount of competition in 

our field. While we have always been known as a family brand, we plan to take our marketing 

strategy a step further by differentiating our products to appeal to a younger audience that keeps 

up with the ever-so-changing trends. As a brand that began early, we also think it is important 

with us to keep up with the times by being more online oriented with customers as far as online 

sales and customer service related issues. Once we make these adjustments to our brand we 

expect to see a revenue increase in our brand for 2018. 

  

1. Reconnect with and gain new customers: 
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 Our brand has been alive for the past 49 years, starting from a single store and blossoming into 

six separate brands including GAP, Banana Republic, Old Navy, Athleta, Intermix, and the 

recently acquired Weddington Way. While our revenue has been somewhat steady aside from a 

1.3% drop in total revenue in 2016, we aim to increase our revenue by recapturing old customers 

as well as attract new customers by adapting our products to the always-changing trends and 

fads. Along with these adaptations, we plan to lower prices and offer more deals and coupons to 

bring more customers in. 

2. Increase brand value among millennials: 

 GAP has held a steady name for itself since our debut in 1969 when we began with jeans, 

however, we plan to keep diversifying our products in order to gain new customers, increase our 

revenue, and expand as a brand. While we have successfully done this by expanding into five 

separate brands, we plan to dive deeper by diversifying our products and increasing customer 

service. 

  

3. Increase global sustainability:  

While we are working on expanding our customers and revenue, we also have a large focus on 

global sustainability, which in the end will also increase profits and market.  We plan to do this 

by using more sustainable sources, improve factory-working conditions, designing more 

sustainable products, and more. 
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 Issues for Attainment: 

Issues we may run into while renovating our brand may be failure of advertising and getting our 

target market, customers being dissatisfied with the change of products, and increasing 

competitors beating us to create and market the trends before we do. 

 

Product Decisions: 

Since we have several brands that offer many products, we have endless areas we can tweak and 

improve within them.  We are a family oriented retailer with a broad selection of apparel from 

baby clothes to clothes for adults as well. We believe we can expand our market by creating 

products that will bring in an in-between, young adult crowd. With increasing competition in the 

apparel market, we face many competitors that have stolen the attention of millennials. We plan 

to obtain this target market by creating apparel that is up to date with the ever-so-changing 

trends. 
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Pricing Methods: 

 Our pricing is somewhat neutral among our five separate brands; however, Banana Republic is 

on the steeper end of pricing.  A study showed that 75% of people don’t ever shop at Banana 

Republic, and 48% of Millennials reported they disliked the chain. We plan to change the minds 

of young adults by first beginning to lower the prices in Banana Republic as a whole, as well as 

bring more trendy stylish clothing into the brand to slowly wean out the business causal feel in 

the store.  

  

Placement: 

Where we have our products is a huge factor in how much profit we bring in. We plan to 

increase our customers by doing a lot more online, considering we live in a world that relies on 

the Internet every single day. We plan to make our website more appealing and easy to use, offer 

more online deals, and create apps to allow people to browse and shop as they please. Along 

with more internet interactions, we plan to move more of our shops to college towns and places 

that have a large population of young adults. 

  

Promotional Plans: 
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 We plan to step up our advertising techniques by making them more modern to appeal to the 

younger audiences as well as get more involved in the social media aspect of marketing. With 

the increasing economic influence of millennials, it is important for us to market to them in a 

way that will catch their attention, whether it be ads and being active with followers on 

Instagram and Twitter or sending coupons to emails and text messages. Our world is very 

materialistic and internet orientated, so keeping up with trends and customers online will help 

increase our market and revenue. 

Action Plan I- Capture the Business of Millennials: 

Objective: 

We intend to expand our brand to appeal to young adults, or millennials, by expanding our 

products to fit their wants, lower prices to make our products more affordable, and engage more 

in advertising and customer service in order to raise our revenue by at least 15% by the end of 

2019. 

 

Target Market: 

 Our target market is Millennials in the United States as well as around the world. This market 

group contains people the age of around 18-26. We want to obtain this age group as our 

customers because they will be creating the next generations to come, as well as become a huge 

economic influence in what is demanded in markets. 
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Description of Action to be Taken: 

As stated before, we plan to get more engaged in advertising methods, lower prices, and create 

products that will appeal to younger generations. We plan to lower prices in all five of our 

separate brands, mainly focusing on Banana Republic, our more high end retail brand. We plan 

to become more involved on social media platforms in order to get to our target market and 

capture their attention. Through ads on social sites to promotions including coupons and sales we 

hope to obtain the attention of younger people. Last, we plan to create a line of apparel that 

keeps up with the latest trends. 

Who:  

Millennials are who we are targeting for several reasons; for one, millenials are the future and 

are a large part of the market. If we can develop brand loyalty with this target market now, we 

can keep them for life by withholding them with products that pertain to their needs now and 

also when they are adults with a different taste.  

Distribution:  

We will continue to ship from our distribution centers located in the United States as well as 

other countries. We also will always have our products available online for customers to buy 

directly. 

Promotion: 
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We plan to use our social media engagement to inform our customers on the latest releases in our 

stores, as well as send them coupons to use. With the increasing popularity of text alerts today, 

we plan to create a program specifically to engage with Millennials on their cell phones to alert 

them of deals and new items, as well as create a reward point system to influence them to buy 

more. 

 

 

Timing: 

We plan to do these changes to our brand starting Summer of 2018, and continue into the year of 

2019 to test out how our adaptations work with our target market.  

Plan Evaluation: 

We will study how our costs and profits change with these adaptations within the next year, as 

well as monitor how many Millennials we can gain throughout the process. Using a reward 

system will allow us to see how much the advertising aspect works for us. We will send out 

surveys to see what people think of our new adaptations within our brands and see how people's 

perspective changes once they are introduced to our new products. 

Contingency Plan: 

If our plan to attract millennials fails, we will try another approach to get their business such as 

keep adapting our products to their needs, or move on to our second plan of action. 
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Action Plan II: Minimize amount of brands within GAP  

Objective: 

 

If our first plan of action fails, we plan to minimize some of our brands within our brand. We 

plan to start with closing down all of our Banana Republic stores, due to the fact that they lack 

recognition and business from our target market. 

 

Target Market: 

 

Our target market is still Millennials for the same reasons stated before.  

 

Description of Action to be Taken:  
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We will close down the Banana Republic brand in order to save money from the costs of 

production, and use that money to expand our product line within GAP.  

 

Who:  

 

We intend to get the attentions of Millennials by shutting down this sub brand in order to focus 

more on GAP and Old Navy instead. Focusing more on the quality of less brands within our 

brand will allow us to pertain to the wants and needs of our entire market, as well as gain the 

support of our target market. 

 

Distribution: 

 

We will still keep our same distribution centers that we have across the globe, as well as reuse 

our old Banana Republic stores by turning them into GAP or Old Navy’s.  

 

Promotion: 

 

We plan to have huge closing out sales for our stores in order to get rid of the products, as well 

as gain profit from them before they are gone forever. We will advertise online that the stores are 

closing and that, in turn, we are expanding the apparel found in our other stores in our brand. 

 

Timing: 
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The timing of this plan is not set. We plan to do this if our first plan fails, and our first plan will 

begin currently and continue into the year of 2019.  

 

Plan evaluation: 

 

We are going to keep track of sales and inventory throughout the closing process in order to see 

how much revenue is lost or gained from the process.We predict that closing Banana Republic 

will supply us with the money and resources we will need to focus on our brand and expand 

within it.  

 

Contingency Plan: 

If this plan fails, we will try to adapt to the change and keep our efforts of gaining new customers 

through new products and promotions. 
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Evaluation, Measurement and Control  

Gap has recently released a press statement from CEO Art Peck and it pertains to the 

future projections and goals. A major exploitation of the market is the versatile mobile and 

online orders that rapidly continue to increase growth. Our system is prime in the industry and 

has recently seen double digit growth within its online shopping which is crucial in today’s 

social media filled society. Some of their key features for this would include picking up in stores, 

returning things you bought online in stores, and a new personalized customer data engine. The 

company expects $500 million dollars for expense savings over the next couple of years and 

smartly enough they plan on taking a portion of that money and reinvesting it into their new 

initiatives like and smart managerial team would do. A major key to their success is controlling 

their competitors by staying ahead on the latest fashion updates because, referring back to their 

marketing strategy, they are attempting to sell customers the newest fashion at a reasonable price 

that is less than luxury but more than cheap clothes.  
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After evaluating their management during a hard recession in 2008, we decided to switch 

up their leadership roles and hire new people to give fresh insight on their target market.  New 

management was needed as we  had many hurdles during the 2000’s. Just like any other good 

company, we started to expand to other countries and increase their presence on a global scale 

and this helped them grow significantly. Although these things help them develop into a global 

brand, their biggest contributors to their success was to change their leadership to other people 

that steered the company to new goals and objectives and they have done an excellent job in 

rethinking the direction of the company and exploited the online shopping and globalizing their 

brand.  

In our action plan, the evaluation of the market was that we must attract millennials to continue 

to buy our cheaper but quality products. They are the ones that control our fate because they are 

at a time in their lives when the perfectly fit our description of people who want things at their 

convenience online and they are just getting started in their careers and do not have money to be 

blowing of high class luxury items. We aim to increase our revenue by %15 by the end of 2019 

with the help of developing loyal millennials so we can have them for life with the help of 

advertising and customer service that we are known for.  
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Storyboard and TV Ad 

 
 
Gap Inc., 2018, “No More GAP”  

 

TV Advertisement 
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Script: The film will start with a mob of elderly people walking around the outlet mall with a 

path leading them to Gap. When they get to Gap they find that the door is locked. They begin 

getting angry and trying to open the door. Taylor Swift appears and says: “Sorry the old Gap 

can’t come to the door right now. Why? Because it’s dead.” People wearing trendy millennial 

inspired clothing then appear all around the Gap store. The camera then pans to Taylor who is 

now singing her hit song, “Look What You Made Me Do.” Everyone then breaks out in a dance 

party (End).  
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