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Assessment Element 1:
 Question and Answer

Time Allowance: 1 hour

Please read the below questions carefully and answer on Microsoft Word Document. You will have one hour to complete ALL questions. You are required to write 500 (+/- 10%) words. 
Please note that you will be required to upload your answers to Turnitin within 15 minutes of the 1 hour allowance.

Question One:

Identify what you perceive to be the main problem (aside from Covid-19) at Gap based on the case study and describe the Nature, Scope and Impact of this Problem. 
The nature of the problem is that GAP inc. Is losing its brand identity. It says in the article that Gap was suffering before the coronavirus pandemic had hit. Gap was a great brand that stood for casual wear and great commercials. However, a lot of ‘cheap’ brands joined the business-like Zara and H&M and stole share of the market. They became the biggest rivals of GAP because they were more affordable. We can see that GAP inc.’s biggest brands like Gap, Old Navy and Banana Republic, had a negative comparable sales growth. Gap even tried to give a lot of discount but unfortunately it did not help.
The problem was that Gap was getting more competitors and this was caused by business rivals like Zara and H&M who were more affordable than GAP.
The scope of this problem is quite big. It reaches to all the GAP stores companywide/worldwide. Just like GAP has its stores worldwide, so does Zara and H&M. GAP brands are mainly affected by the lower budget and much more cheaper brands. They are losing their brand identity because there are more affordable options available for customer.
The impact on GAP is that the brand is losing customers. The cheaper brands are taking their share in the market for its basics business. Therefore the higher brand chain of GAP cannot make profit competed to the more affordable and more fashionable brands.


Question Two:

Outline key Strengths and Threats of Gap.
Key strengths of Gap are that it's got a partnership with IMG to license Gap brands. Gap is offering products that are not only in the current apparel category. IMG will be using the Gap brand for products not only for kids wear or any normal clothes brand but also products such as furniture and home décor. This means that the brand can get more profit because of the partnership with IMG and it also has more variety of products in the market for customers to notice. Gap will renew its brand identity.
Another strength is that Gap has its own rival brand named ‘Athleta’ who accomplished having a sales growth of 5% in 2019. This is the only Gap label which saw a positive growth in sales last year. Because there was an increase of interest in the market for active wear and boutique fitness, it had an increase of 23 percent compounded annual growth rate between 2012 and 2018.
The threat for Gap is that brands such as GAP and Banana Republic are the higher brand chain which is losing its brand identity because of competitors like H&M and Zara which are more fashionable and affordable. 
Another threat is that within the Gap brand a lot of members who were designing, and members of the concept team were fired. This means that Gap will be struggling to revitalise its brand

Question Three:

Choose one PESTLE factor and apply this to Gap.
The factor that I have chosen is Social. When looking at health consciousness, a lot of people are nowadays getting aware about health and fitness. A lot of people want to have a healthy lifestyle. Gap’s brand ‘Athleta’ is an active wear company. The article has mentioned that to the rise of boutique fitness and its accompanying fitness apparel that there has been an annual growth. This brand of Gap could open new doors to the label. When looking at buying trends we can also look at the diversity GAP has got after having a partnership with IMG. It will have a wider range of products to sell to its community.


