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Foreign Direct Investment: a case on Gap Inc.
Foreign investment is one of the fast-growing strategy used by most Multinational Corporations (MNCs). However, the sale in foreign markets may influence major changes in a company's product line as well as operations. It is for this reason that this essay focuses on the adaptions made by Gap Inc. in international markets as a result of cultural diversity.
One of Gap Inc.'s largest adaptations has been in its pricing strategy (Khraim, 2018). While the company has been operating four of its subsidiaries: Banana Republic, Intermix, Old Navy, and Athleta; alongside its main brand Gap, customers have resorted to purchasing lower prices branded by both Athleta and Old Navy. It is due to this reason that Gap Inc. recently announced its intention of closing nearly 200 of its international stores from both Banana Republic and Gap brands in replacement of 270 stores from its Athleta and Old Navy brands within emerging markets (BusinessWire, 2013). 
Gap's operations in the Gulf region changed its product-line into selling Islamic clothing such as hijabs, thobes, kurta vests, and shirts in addition to less insulated clothing due to the high temperatures in countries such as Qatar, the United Arab Emirates (UAE), and Saudi Arabia (BusinessWire, 2013). The Sharia laws are highly implemented and have shaped the way of living for most residents in the Gulf region. Therefore, the sale of clothes that reveal a woman's skin to the public such as swimsuits or bikinis is prohibited. 
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