[bookmark: _GoBack]Gap Case Study


The main problem
The main problem that Gap Inc. Is facing nowadays, is that its namesake brand was for decades linked to shopping malls around the country, but most of them, J. Crew, Neiman Marcus and J. C. Penney are preparing to file for bankruptcy, forcing Gap to close many stores located in those. That affected the employees (losing their jobs) price, the sales, the business overall, as their price was higher because of the “mall comfort” and fancy amenities.
Another problem that Gap Inc.: Gap, Old Navy, Banana Republic came across, is competition, with cheaper and more fashionable alternatives like Zara and H&M trying to compete those with deep discounts, forcing the business to lose profit, customers, affecting the entire business.

Strengths
•Gap Inc. Is a multinational company with stores open around the world. 
•Large Portfolio of strong brands like: Old Navy, Athleta, Gap, Banana Republic targeting a wide range of customers segments.
•The business is growing in sales as Old Navy brings $7.3 billion and Banana Republic $2.7 billion, respectively $2.1 billion.
•Big partnership with IMG associating Gap Inc. Label with new products like furniture and home decor.
•5% sales growth on activewear (Lululemon) helping Gap Inc. to rely on a healthy channel.


Threats
•12000 jobs lost, affecting important members of the design and concept and in the same time Gap Inc. Portfolio.
•During the pandemic Gap Inc. the brand closed 3300 stores and furloughed 80.000 retail employees.
•Cheaper competition from retailers like H&M and Zara.
•The lack of money the brand was facing ,end up in $2.3 billion debts.
•The big brand also struggled with cash flow, cancelled its summer and fall orders, affecting the suppliers, losing profit and customers.



PESTEL
Economical
•Coronavirus pandemic has a huge impact on economy and business, Gap Inc. came under enormous financial strain, closing 3300 stores and borrowing $2.3 billion.
•Cheaper competition from Zara and H&M also called as more fashionable and affordable alternatives, placed the big brand in a bad position, so the company must offer deep discounts to gain more customers and to remain on the market. 
•The big brand is laying off at least 10% of its corporate employees, will shake the industry and U.S. economy as many people will be with no jobs.
•Gap Inc. has a bright spot and a healthy channel to rely, Athleta (Lululemon) with sales growth of 23% between 2012 and 2018 helping the economy and the big brand to remain on the market.







