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C o n c l u s i o n s 
Apparel Market   Gap, Inc 

1. Global brands that appeal to a wide demographic are 
becoming difficult to grow. 
Â Discount retailers and ΨsuperstoresΩ compete on selling 

clothing basics to all ages. 
Â Apparel and Accessories accounted for 22% of TargetΩs 

revenue in 2005. 
Â Specialty apparel market is segmenting, with brands to 

serve each market niche. 
 

1. Gap, Inc is unable to grow its core brands in the US market. 
Â Market saturation and increasing competition make It 

impossible to grow Gap rapidly enough to please 
shareholders. 

2. Gap, Inc cannot change consumer perception of the clothing 
its brand sells without extensive change and substantial risk.  
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R e c o m m e n d a t i o n s 
Strategic Direction  New Initiatives  

1. Expand brand portfolio.  
Â Create niche or local brands to address market 

segmentation. 

1. Establish a new brand (Spry) to operate in the growing Fast 
Fashion market, with new styles weekly or bi-weekly. 

2. Disassociate new brand (Spry) from Gap and Old Navy brands. 
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B a c k g r o u n d   A p p a r e l  I n d u s t r y  
The apparel industry is growing at roughly 2% per year, and specialty apparel retail occupies 34%.  

Apparel Industry Growth Projection  Spending by Channel 
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B a c k g r o u n d   G a p ,  I n c  P e r f o r m a n c e  

Gap, Inc is having trouble expanding its bottom line; revenue and income are fluctuating, while sales per sq. ft fail to grow . 

Revenue and Income Performance  Store Sales and Return on Assets 

  

Sales per sq. ft. Expansion  
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B a c k g r o u n d   W h y  F a s t  F a s h i o n ?  
Fast fashion is only 1% of sales in the USA, compared with between 5% and 17% in Europe. Volume is expected to grow over the 
next five years to 6% in the USA. Additionally, fast fashion retailers have been growing stores and profit in double digit s. 

Overview  H&M 

1. The fast fashion has been a rapidly growing market segment in 
Europe, growing at 3 times the overall apparel industry. This 
growth has barely begun in the USA, with global fast fashion 
retailers having only a handful of stores divided across the 
major cities. 

2. Gap, Inc has the opportunity as a US-centric company to 
establish a fast fashion division and dominate the US fast 
fashion market. 5ƻƳ ŜǎǘƛŎ ŎƻƳ ǇŜǘƛǘƛƻƴ ŜȄƛǎǘǎΣ ōǳǘ ŘƻŜǎƴΩǘ ƘŀǾŜ 
the economies of scale, resources, or infrastructure Gap, Inc 
does. 
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President 
LeAnn Nealz

Marketing Director
Christian Bagnoud

Designer
Stella Nina 
McCarthy

Purchasing Director
Kicki Oliversjo

S p r y   B r a n d   
Spry is a new, young, edgy brand in the fast -fashion segment of the apparel industry.  

Image Corporate Structure  
1. Spry is a youthful, edgy brand full of energy. 
Â Modern, colorful clothing and store layout. 
Â A vibrant, well-illuminated store, with a touch of urgency. 

As fast fashion clothing is created in limited-run batches, 
the customer should feel that urgency is imperative. 

2. Focus on selling the goods 
Â Spry should be a destination, where teenagers compete to 

wear the latest fashions.  
Â Urgency and snap-decision making are imperative. 

 

Logo President LeAnn Nealz  
LeAnn Nealz is the Executive Vice-President and Chief Design Officer of 
American Eagle Outfitters, a specialty apparel retailer selling clothing 
to 15-25 year olds; the same demographic Spry is serving. 

Marketing Director Christian Bagnoud  
Christian Bagnoud has been the H&M Director of Marketing in Canada 
for the last 13 years. 

Designer Stella Nina McCarthy  
Stella McCarthy is a high-end fashion designer with experience 
designing for H&M, Gucci, and Addidas. 

Purchasing Director Kicki Oliversjo  
Kicki Oliversjo is currently the Director of Purchasing at Lindex; has 
worked as a fashion and textile consultant, and has 12 years 
experience at H&M as a section manager.  



December 8, 2006 [GAP STRATEGIC REVIEW] 

 

9 Gap, Inc | Anthony Ferri, Arturo Villalobos, Michael Griffiths, Pearl King, Qi Qin Tan 

 

S p r y   P o s i t i o n i n g  
Price Point  Price vs. Fashion 

Â Spry clothing will be priced at an affordable level, with core 
goods going between $10 and $40. 

 
Clothing Category Price Range 
Accessories $1.00 - $15.00 
Fleeces $15.00 - $25.00 
Jackets $40.00 - $60.00 
Jeans $15.00 - $25.00 
Shirts $8.00 - $20.00 
Skirts $12.00 - $20.00 
Sweaters $15.00 - $20.00 
Underwear $3.00 - $12.00 

 

 

Volume by Price Point  Formal vs. Age 
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