Component 1 – In-class Assessment
Gap case study

1. Even though Gap ‘has come under enormous financial strain during the pandemic’, the retailer, among others, has ‘struggled long before the pandemic hit’. The struggle of Gap is caused by the sales that are lower each year. 
· the nature is that the sales are decreasing due to the fact that customer prefer to go to the ‘cheaper, more fashionable’ stores, instead of buying clothes from Gap or any of his labels. 
· the scope is that the entire company is affected by the decreasing number is sales, including its employees.
· the impact is that everyone working at Gap and its labels can be fired, and the company can close its doors. 
2. The strengths of Gap presented in the case study are: 
· impressive number of employees – 80000 in retail and 12000 in the offices
· a wide portfolio that includes many brands like: Gap, Old Navy, Banana Republic, Intermix, Athleta, and kidswear brand Janie and Jack. 
· a brand with a positive grow – Athleta, which saw a 23 percent compounded annual growth rate. 
The threats of Gap presented in the case study are:
· firing many employees – because they need to reduce the costs, but they are risking to lose good employees that are important for the company
· the coronavirus pandemic – which has a big economic impact
· closed stores – because that was the place with the principal source of income
· competition – because Zara and H&M are more attractive and accessible to the customers
· flat brand identity – the customers don’t want to shop from Gap or its labels even though they offer ‘deep discounts’. 
3. In my opinion, the social factor is the most important one for Gap. The reason behind that is the customer’s attitude regarding the company, and the customer’s lifestyle, because these can make a customer buy from Gap, or not. By default, a retail company can work as long as there are customer buying from them, this is why the company must make sure that it keeps the customer engaged, interested, and that is always keeping up with the customer’s lifestyle and needs. In the Gap case, there can be clearly seen that customers changed they perspectives and their needs, and they are attracted to brands that are cheaper, but more fashionable than Gap and its labels. This can be seen by looking at the fact that even though Gap offered massive discounts, the customer’s still did not want to buy from them. At the same time, there was a noticeable growth in the activewear sector, which made Gap’s label Athletica, to be the only one with increased sales. This factor should be taken into consideration by Gap, and it must adapt the brand to the needs of their customers, otherwise, they will continue to have low income. 

