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Market Entry Strategy: A case on Gap Inc.

Domestic markets have made it impossible for existing companies to grow. As a result, modern organizations have targeted other regions outside their local operations to reach a larger market share which in turn increases its earned revenue. As a result, Gap Inc. is one of the largest clothing companies in America and a pre-known Multinational Enterprise in the retail industry. This essay will focus on its market entry strategy and the variable markets it has ventured into. 
Gap Inc. has majored its expansion strategy through targeting emerging markets, unlike developed markets where the threat of new entrants is considerably high in the international clothing industry. This is evident through its recent closure of all its stores in developing markets such as Israel and Australia in 2017 and 2018 subsequently (The Economic Times, 2014). Considerably, the company has expanded its international reach in emerging markets such as Poland, India, Lesotho, Bulgaria, Romania, Croatia, among others. Gap Inc. following the Product Red campaign in 2006, the company commenced production of a special RED T-shirt collection in Lesotho to utilize African cotton to gather donations for the awareness creation of HIV/AIDS. The tradition was further carried out in 2007 as a marketing strategy during Valentine's season (The Economic Times, 2014). Gap Inc. has used acquisitions and mergers as its prime market entry strategy in most of its international markets. This way, the cost of establishment is reduced while at the same time a reliable customer share is gained (Verbeke, et al., 2019). 
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