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[bookmark: _Toc29140]Executive Summary
The purpose of this report is to create a marketing plan for Gap Inc. after analysing the internal and external environment where the company has been operating. The marketing plan has included situational analysis comprising of internal environment analysis and macro and micro environmental analysis. The analysis has shown that Gap lacks market expertise and its pricing strategy needs further consideration in order to compete in the highly competitive market. The analysis has also indicated that there is a large number of millennial in the USA and these customers have been engaged in utilizing trendy, fashionable and yet low to medium priced clothes. Hence, the marketing plan has included marketing objectives based on the business environment that further led towards the marketing strategy for the company. The marketing strategy has included segmentation and target market strategy as well as positioning strategy. The plan has also included value proposition of the company that will allow it to achieve significant competitive advantage. W ith the help of marketing mix, the report has included a number of marketing tactics as well as implementation and control and evaluation. Lastly, issues and limitations have also been provided in order to comprehend the discrepancies in the marketing plan for the company. 
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[bookmark: _Toc30553]1.0 Introduction
	Marketing is considered as the major process of managing how the firm should anticipate, satisfy and identify the needs of the customer in order to reach to significant level of profitability and revenue margins (McDonalds and Wilson, 2016). Especially in today ‘s competitive landscape of business, the brands have been engaged in incorporating efficient strategies and tactics of marketing for achieving competitive advantage (Baker, 2014). 
	The purpose of this report is to create a marketing plan for Gap Inc. in order for the company to sustain its position in the market and generate higher customer preference. Hence, the report is divided into sections and subsections including problems faced by the firm, situational analysis, marketing objectives and a detailed marketing plan followed by marketing tactics. Alongside, implementations of marketing plan, control and evaluation and issues and limitations in the marketing plan have also been identified in the report. 
[bookmark: _Toc14767]2.0 Company Background
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	Gap Inc. is a renowned American company of clothing and accessories that was founded in 1969 by Donald Fisher and Doris Fisher (Gap Inc., 2017). The company has been regarded as the famous and largest speciality retailer in the n region of the US and the one that has brought the culture of button-down Khaki pants in 1980s. However, the past two years have shown a significant drop in company’s sales in the stores that the brand has currently inaugurated. It has further been resulted in the closure of 175 stores which further led the company towards the declining revenues (Gap Inc., 2017). 
[bookmark: _Toc1903]3.0 Problem encountered by Gap Inc.  
	Gap Inc. has encountered various issues in the market that are interconnected and these have led the company to face lack of consumer preferences and loss of brand identity in the market. For instance, one major issue is the pricing strategy of the firm; the initial prices of the company’s products have remained high which further had created issue for the customers that are price sensitive (NASDAQ, 2016). However, some of the brands of Gap Inc. are heavily discounted but the quality of the products is low (NASDAQ, 2016). Moreover, there has been a rising competition from various brands such as Outfitters, Zara and H&M where these brands have been offering products with high quality and significantly low prices. Hence, Gap Inc. needs to incorporate efficient and highly influential promotional activities for achieving competitive edge over the other brands.
	The problems of Gap are also linked with the changing demands of the customers along with their changing behaviour and trends because customers do not want to spend hefty amount on clothing (Fortune, 2016). In addition, the fashion sense of the company along with its designing has failed to attract customers because the brand has made a shift from uber-trendy clothes to basic and tedious form of fashion. Hence, the company has lost its identity through creating the confusion in the minds of customers by using inconvenient advertisement. For ‘instance, Shan Li (2016) has identified that with the tagline of ‘Dress Normal’, the company has shifted abruptly to norm-related trend and started offering turtlenecks, mom jeans and plain Birkenstock while only targeting a limited segment. Hence, Gap needs to focus on effective marketing strategies in order to ensure preserve its competitive edge, customer preferences, customer retention and brand identity. 

[bookmark: _Toc30616]4.0 Mission and Purpose
	The key purpose of the marketing is to offer significant insights into how Gap Inc. can achieve its competitive edge through offering products and services according to the customer preferences. Hence, the mission statement for the company is set as,
“To offer high-quality and trendy fashion apparel to the customers with effective prices for achieving customer preferences, customer retention and competitive advantage in the market” (Gap Inc., 2017)
[bookmark: _Toc499220516][bookmark: _Toc5071]5.0 Situational Analysis
	Situational analysis is regarded as an important part of marketing plan as it offers significant dimensions related with market environment including external and internal environment (Peppers and Rogers, 2016). Below are the situational analyses provided for Gap Inc.:
[bookmark: _Toc499220517][bookmark: _Toc20032]5.1 Internal Environmental Analysis
[bookmark: _Toc499220518][bookmark: _Toc12828]Five Ms
	This framework is comprised of 5Ms indicating internal dimensions of any organisation such as material, markets, men, machinery and money (Rogers and Davidson, 2015). The framework has been applied for Gap Inc. below:
The application of a framework on Gap Inc. is given below:
	5Ms
	Description

	


Men
	This is the first dimension which is linked with human resources of the firm. With regard to Gap, there are 135,000 employees recorded in the year 2017 including both part time and full time workers (Statista, 2019). The firm is involved in retaining its employees and developing their skills but there have been a rising number of retirees in the firm which has made it problematic to retain professionals and experienced employees (Joslin et al., 2010)

	

Money
	The operating expenses of the company have been recorded as $253 million (Market Screener, 2020). It has been because of the charge of goodwill impairment and cost of restructuring. Nevertheless, the marketing expense of the company has seen a significant drop whereas its strategic actions have been recorded as $98 million (Gap Inc., 2016). 

	
Material
	Gap has been engaged in using good quality of material in its production of apparel especially for its signature Khaki (Taylor, 2019). However, recently, the prices of the products have become high with the low quality of apparel offered to the customers. 

	
Markets
	The main markets of Gap have been divided in its five main divisions based in the USA. However, the company has prominence in other parts of the world as well (Gap Inc., 2016). 

	
Machinery
	In its stores, the brand has made an investment of $16 million as one of the parts of its strategic action (Gap Inc., 2016). For its merchandise inventory, the company has increased$52 million because of the volume and timings of the receipts (Gap Inc., 2016).



[bookmark: _Toc499220519][bookmark: _Toc19369]SWOT
	SWOT is a strategic framework that is used for identifying the strengths and weaknesses of the firm in relation to the threats and opportunities pertaining in the market (Baker, 2014). The application of this framework for Gap Inc. given overleaf:
[image: ]
Figure 1: SWOT Analysis
Source: Author (2020)
[bookmark: _Toc499220520][bookmark: _Toc29587]5.2 Micro Environment
	The main factors of microenvironment influence the strategic actions of the firm directly because it involves stakeholders, suppliers and customers (Hill, Jones and Schilling, 2014). Hence, the microenvironment of the company has been analysed by using Value Chain analysis and Porter’s Five Forces analysis:
[bookmark: _Toc499220521][bookmark: _Toc4695]Porter’s Five Forces Model
	Porter’s five forces is a tactical model which provides the description of competitive landscapes of the market which further influence the competitive position of the company (Hair Jr. and Lukas, 2014). 
	Porter’s Five Forces
	Description

	
Buyers’ Power (High)
	Buyer’s power in the market is high due to the higher brand switching amid customers. The availability of other various brands is also another reason behind significant buyers’ power. Customers often switch to those brands that are offering low prices and good quality products.  

	

Supplier’s Power
	Similar to Gap Inc., various firms in the fashion domain are not engaged in manufacturing their own goods or apparel. Rather, these firms acquire apparel from several suppliers and provide them with instructions concerning design and style. However, a large number of apparel manufacturers are available in the market due to which the bargaining power of suppliers is high. 

	
Threat of New Entrants
	In the fashion industry, there are various barriers to entry because of which the threat of new entrants is low. However, the existing brands are required to obtain high brand perception because of the low switching costs for customers. Nevertheless, with higher loyalty with the existing brands, it is difficult for new entrants to enter into the market. 

	

Threat of Substitutes
	Within the fashion industry, there are various alternatives for obtaining designer clothes. Due to this, the influence of the substitutes is very low due to the availability of fashion products. Hence, the threat from the substitutes is low in the industry. 

	
Competitive Rivalry
	The competition in the industry is significantly high. It is because the rivalry from the brands including H&M, Outfitters, Fast Retailing  firm and TJX Company is high as these brands are offering products with low prices and significant quality. 


	
[bookmark: _Toc499220523][bookmark: _Toc22005]5.3 Macro Environment
	The external or macro environment of the firm is considered as the method of assessing the factors that cannot be controlled by the firm rather the firm has to mould its strategies as per the external environment (Armstrong et al., 2015). The external environment in which Gap Inc. has been operating is analysed below with the help of PESTLE framework:
[bookmark: _Toc16653]PESTLE Analysis 
	PESTLE is regarded as a strategic framework that can help in analysing the external factors that can affect the overall strategy of the form. These factors are also important while creating a marketing strategy. The PESTLE analysis for Gap Inc. is given below:
	PESTLE Analysis
	Description

	Political factors
	The democratic government of the USA has provided the freedom to the various associations to undertake their business conducts as per consumer demands (CED, 2017). For this purpose, the government has also deregulated a number of companies in order control the monopolistic landscape of the market (Cooper, 2014). This can be considered as an opportunity for Gap to undertake business activities with the companies operating outside the US and consider them as the source of major raw material, supplier relations and labour. 

	Economic factors
	The sales growth of retail has strengthened the labour market conditions leading towards higher consumer confidence (Focus Economics, 2020). However, Mutikani (2019) found that due to high inflation rate the consumer spending in the US has become low. Due to this, consumers have been more prone to make purchases from the low-priced products. 

	Social factors
	The rising number of millennials in the USA has different preferences as compared to the customers from generation Y (Vogels, 2019). Due to this, the firms have to alter the ways of offering services and designing their products for attracting customers in the market (Cohn and Caumont, 2016). Young customers are demanding more trendy and fashionable clothes but in lower prices due to their low incomes and spending (Bhardwaj and Fairhurst, 2010). Hence, firms in the industry must have to offer products and services as per customer demand and customer demographics. 

	

Technological factors
	Mobile technologies and social media have been fuelling the rising use of street-style phenomenon in which customers adopt the styles from viral videos and photos of influencers (Maloney, 2019). Due to this, businesses are prone to using artificial intelligence and virtual reality in order to efficiently streamline their processes (Kochar, 2019).

	Legal factors
	The most significant legal boundaries are antitrust law, occupational law, health and safety regulations and discrimination law (CED, 2017). The company has to ensure that the corporate compliance is being adopted efficiently and the business is being operated in a responsible manner.  

	Environmental factors
	There are various environmental elements such as the region’s climate which further influence the customer purchases. For instance, in some regions of the USA, the cold climate requires more heavy clothing (Fritz, 2018). Moreover, customers are becoming more aware regarding environmental influence of their purchases.



[bookmark: _Toc499220524][bookmark: _Toc23773]6.0 Marketing Objectives
	Marketing objectives can be formulated with the help of SMART framework that provides specific, measurable, accurate, and real and time bound objectives for the marketers (Hartley and Claycomb, 2013). The marketing objectives for Gap Inc. are provided below:
· To obtain market growth through addressing the clothing and apparel demands of the customers
· To gain 5% of the total market share through improving brand positioning in the industry because the company currently needs to position itself by focusing on price as well as quality of its products
· In the first year of marketing plan implementation, gain profit margin by approximately 10%
· To increase number of customers in the foremost year of implementing marketing plan and through adopting effective and customer-focused pricing as well as product strategies 
· To obtain the $15,000 of net profit in the second year and $25,000 profit in the third year of marketing plan implementation
· To enhance brand identity as well as brand awareness amongst customers through implementing the effective promotional and advertisement strategies  
[bookmark: _Toc499220525][bookmark: _Toc13654]7.0 Marketing Strategy
	Marketing strategy is considered as the various magnitudes concerned by the firm for the purpose of attaining marketing objectives (Armstrong et al., 2015). In accordance with the internal and external analysis conducted in the prior sections, it is found that the firm is facing the issues such as lack of customer preferences and brand identity. Hence, an effective STP strategy is required being chosen by the company. The marketing strategy for Gap Inc. is provided below:
[image: ]
Figure 2: STP Strategy
Source: Baker (2014)
[bookmark: _Toc499220526][bookmark: _Toc7837]7.1 Segmentation and Target Market Strategy
	Market segmentation is regarded as the procedure where the marketing managers divide the customers into smaller groups or segments sharing similar characteristics (Boone and Kurtz, 2013).
[image: ]
Figure 3: Types of Segmentation
Source: Boone and Kurtz (2013)
With the help of analysis, it has been found that initially Gap has segmented its customers by using psychographic segmentation by using the element of comfort in its apparel. However, the market evaluation also suggested that millennial in the market are inclined towards low prices, quality and style. Hence, it is suggested that Gap needs to incorporated psychographic segments and offer products as per their demands and lifestyle. This will also allow focusing on demographic segments where millennial will be targeted by using latest styles and trends in its products. 
With regard to behavioural segment, the company needs to focus on prices of the products. It is due to the fact that Gap has been using high prices for its apparel but the customers have low spending and millennial in the USA have low incomes. This segment is more inclined towards low price and quality. Hence, for this segment the market strategy should be more focused on market niche which can also be considered a narrowed-down approach. Because Gap has been engaged in targeting the customers who aged above 30 by using mom jeans and out-dates designs, the company should now focus on the customers who aged between 16 and 30. These customers should be targeted by using latest deigns and styles but should also be offered the products through both online and offline channels. This segment will also be reached through using social media campaigns and online marketing and promotional channels.
[bookmark: _Toc499220527][bookmark: _Toc26474]7.2 Positioning strategy
	Positioning is considered as a market strategy in which the firm positions it amongst the other market giants for the purpose of achieving competitive edge (McDonalds and Wilson, 2016). Gap Inc. needs to assess the demands of the consumers and should differentiate its products and services from that of the competitors (Cohn and Caumont, 2016). In this way, brand positioning can be undertaken by using two main methods such a product-user approach and price-quality approach (Khan, 2013). The analysis has found that pricing strategy of Gap has been fluctuating because some of its products are of low quality and offered with high prices where other are heavily discounted. Therefore, the company will be employing price-quality strategy for positioning its products in the market (Okoth, 2015).  With this strategy, the company will improve its quality and match the price with the quality of its apparel. Moreover, the demand of stylish and trendy clothes and high fashion within the industry is rising due to which the company must also have to use product-user strategy where the clothes will be available with high quality in the market and new trends and style will be used for luring the customers. 
[bookmark: _Toc499220528][bookmark: _Toc10509]7.3 Branding on External and Internal Level
	Branding is considered as the use the factors that can help the company in enhancing its brand image and for increasing brand awareness (Baker, 2014). Gap Inc. can also incorporate external as well as internal branding strategies for the purpose of ensuring brand credibility in the market and for increasing brand identity in the market. For internal branding, Gap can introduce the process of employee association with its brand because of the large number of retirees in the company. Hence, different training sessions for employees can be incorporated where retirees should be appointed to give training to the newly hired employees.
	By using strategic branding, the new employees can be able to learn as well as understand through the professional experience and in retrospect the retirees will be valued and appreciated. This will further lead in the direction of positive brand image amongst customers. The external branding for the brand can be undertaken through using exciting and unique brand message which can also target the customer segment and target market as well (Hill, Jones and Schilling, 2014). Hence, as a part of external branding, Gap Inc. will be using efficient marketing and promotional strategies. Moreover, customer relationship management will be improved where effective services through online channels will be provided to the customers in different markets. 
[bookmark: _Toc499220529][bookmark: _Toc21042]7.4 Value Proposition
	Value proposition is defined as a way of creating value amongst other brands in the market (Armstrong et al., 2015). For Gap Inc. the primary source for creating value proposition will be its customer-focused approach where the products as well as services will be designed and created as per customer demand. Therefore, if the customers demand for low to medium prices as well as high quality of products, the company will offer them value through its product development strategy and pricing strategy. 
[bookmark: _Toc499220530][bookmark: _Toc1541]8.0 Marketing Tactics
The implementation of marketing strategy is known as marketing tactics (Armstrong et al., 2015). For Gap, the marketing tactics will include marketing mix strategy given below:
[bookmark: _Toc499220531][bookmark: _Toc12408]8.1 Marketing Mix
	The marketing mix is the process of choosing the right product, with the right price, on a right place and with the effective promotional strategy (Perreault Jr, Cannon and McCarthy, 2013). Marketing mix for Gap Inc. is provided below:
[bookmark: _Toc499220532][bookmark: _Toc9290]Product
	Gap needs to focus on bringing key modification in the range of its products. It will be done by understanding the demands of the customer. 
[image: ]
Figure 4: Product Augmentation
Source: Armstrong et al. (2015)
Product modification is comprehended by assessing the benefits and features of the products or apparel that are highly demanded by the customers. Hence, newly styled apparel will be offered to the customers with the core benefit of customer satisfaction. The actual benefit will be the quality of the products which will significantly be improved. Moreover, designs and new trendy features will be used in the apparel along with the various size variations for the customers. 
[bookmark: _Toc499220533][bookmark: _Toc24708]Price
	The clothing industry is found to be a fragmented zone where a significant number of brands are competing. The pricing strategy for Gap will be penetration strategy which will be based on the demands of the consumers. Hence, in contrast to its main competitors, the brand will offer discounted apparel at the points of sale. However, the customers can avail this discount if they make purchase of two of the products from the brand. Hence, in the implementation stage, one pricing strategy will be adopted at all the stores (primary units) of the brand. 
[bookmark: _Toc499220534][bookmark: _Toc20789]Place
	The company will be offering its retailing services to the customers within different parts of the USA. Its newly styles and trendy apparel will be offered at the existing stores so that its large customer base and target market can be offered its products and firm can be able to achieve higher revenue margin. 
[bookmark: _Toc499220535][bookmark: _Toc2486]Promotion
	Gap will incorporate a promotional strategy as known as pull strategy where customers or buyers will be pulled by offering an efficient and unique brand message on multiple channels. Hence, Gap will use television, social media and print media for communicating its brand message. Initially existing markets of the brand in the USA will be the main focus where pictures of the apparel in magazines such as Marie Claire, In-style and Vogue will be published. Additionally, an advert of 45 seconds will be played each morning and evening but initially only 20 seconds advert will be played for creating customer curiosity. A social media campaign will be used where in three phases the brand will launch its newly styled products for engaging customers available on different social media channels. 
[bookmark: _Toc499220537][bookmark: _Toc4201]9.0 Implementation
	The implementation of marketing plan will be based on the structure of the company which, in Gap Inc., is found to be horizontal. Hence, the decision making is relied on the management of Glenn Murphy.
	The application/implementation of the marketing plan will be based on the strategic process. The company first undertake an extensive market research covering both external as well as internal environment. After conducting the environmental scanning, the brand will first formulate and then implement strategy leading in the direction of control and evaluation of its marketing activities. 
[image: ]
Figure 5: Strategic Process
Source: Author (2020)

	The resource management of the brand will incorporate training programs which will be led by the retirees who will share their professional experiences and teach the hired employees regarding the workplace environment and culture of the firm. With reference to service and product management, the brand will be incorporating new styles and designs and will invest in the plant development in order to make sure that significant quality of products is offered to the customers. Moreover, the process of price management will include the include prices of the apparel as per the customer demand i.e. low to medium prices. Lastly, the brand management of the firm will incorporate the brand message which will be portrayed on different channels of media both online and offline. Within its third year, the company will be assessing its overall performance after marketing plan will be implemented. 
[bookmark: _Toc499220538][bookmark: _Toc15325]10.0 Control and Evaluation
	The process of control and evaluation will be on the basis of following balance scorecard:
[image: ]
Figure 7: Balance Scorecard
Source: Author (2020)
[bookmark: _Toc19017]11.0 Issues and Limitations
The key issues and limitations of the marketing plan are provided below:
· The budget is one of the major problems that the firm will face while implementing a marketing plan. It is due to the fact that currently, the sales of the company are not significantly high and for an effective marketing plan a hefty amount of capital is required
· Gap Inc. has a horizontal structure which means that the final decision making power will be in the hands of the upper management. This can become an issue for the other managers including marketing and HR who are being responsible for implementation of the marketing plan
· Currently, the number of retirees is high in the company which means that the firm will have to hire more young employees in order to bring change in its marketing strategies as well as product development strategies
· Another major limitation can be the available resources of the company. The company will not only require capital resources but also human resources. For instance, the company will require hiring new and young designers as well as marketing experts having expertise of the latest market trends.
[bookmark: _Toc15964]12.0 Conclusion
	Conclusively, the key purpose of the marketing is to offer significant insights into how Gap Inc. can achieve its competitive edge through offering products and services according to the customer preferences. The marketing plan has encompassed situational analysis consist of internal environment analysis and macro and micro environmental analysis. The analysis has shown that Gap lacks market proficiency and its pricing strategy necessities additional consideration in order to participate in the highly competitive market. Marketing plan has encompassed marketing objectives grounded on the business environment that further led in the direction of the marketing strategy for the company. The marketing strategy has included segmentation and target market strategy as well as positioning strategy.  Hence, effective planning as well as the allocation of resources is required in order to make sure that the brand has achieved its competitive edge in the market along with the customer loyalty and customer retention.
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