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Introduction 
Along with Carter’s, H&M, and Nordstrom, Children's Place is considered one of the organizations in the fashion industry (Ashnai et al. 2016). Its range of products includes footwear, accessories, and wear of women. It provides items under different classifications that include ready-to-wear for women; soft accessories; shoes; small leather products; and leather accessories, such as bags.  It generates profits by concentrating on minimizing its costs. The company struggles because of imperfect and fierce competition to turn profits in the sector. The new environmental regulations, increasing the level of pay, liability regulations in various, new technologies developed by the market disruptors or contestants, intense competitions, skilled labor force shortage, changing consumer purchasing behaviors, cybercrimes, and imitations are some of the threats faced by Children's Place. Free cash flows of Children's Place listed in the current year and prior year are $ 1, 900, and $ 2,000 million, respectively. The company shows reducing trends in cash flows but increasing trends in profitability offered by operations. If the firm wanted to depend on the investment required to build its ability to finance expansion change, then it must raise its free cash flows. Operating cash flow may be viewed as the most organic sources of cash and is earned from normal operating activities of the company. Children's Place may also sell assets or investments for money (Barnes et al. 2015). However, the investing activities are outside the primary operations of the company, and the resulting cash flows do not measure its capacity to generate continuous cash flows to support business acquisitions or capital expenditures. 
DuPont Formula analysis 
	
	Carter’s
	H & M
	Nordstrom
	Children's Place 

	Return on equity 
	-0.0027
	0.2484
	0.0568
	0.2288              

	Profitability 
	-.0.0006
	0.0960
	0.0705
	0.1046

	Efficiency 
	1.816
	1.956
	0.7437
	1.2476

	Leverage 
	2.522
	1.3223
	1.0829
	1.7530

	Fixed asset turnovers 
	3.033
	5.971
	1.6611
	1.8561


DuPont formula analysis shows that the profitability of Children's Place is the highest among all the brands due to the facts of brand disorientation because of the fast-fashion promise (Ashnai et al. 2016). Children's Place realizes high profits due to record sales brought on by the growing online business brand.  In the financial year, Children's Place exported $ 8.15 billion sales growth that represents 21%, which placed it just ahead of H&M that realized 7.87 billion in sales in the same financial year. In the fiscal year, Children's Place opened more than five hundred new shops while H&M only launched about two-hundred new stores. Although H&M shows greater operational efficiencies than Children's Place, it is beaten by the fact that outsourced productions increased the time for its products to markets and its lead time (Barnes et al. 2015). Owning forty percent of production in-house, Children's Place uses superior fixed assets; hence, its return on equity is motivated by the lower inventories that hold a business model that enhances the efficiencies of the company and cuts the current assets.
Children's Place and H & M may have high debts but still perform and operate if they have utilized borrowings to purchase assets such as other firms or machinery and even meet the operations of their daily activities. The management of the companies can calculate debts to asset ratios. The debt ratios reveal to the control the amount of debt the companies are using to sustain their values (Ashnai et al. 2016). The business entities have the long-run capabilities of paying all their debts and survive all their problems if the debts-to-asset ratios are less than one. In 2015, 2016, and 2017, the debt ratios of the two companies were less than one. The debt ratio, which is less than one means the equity is higher than the debts.  
Activity ratios analyze the way Children's Place efficiently, effectively, and reliably control and monitor their business activities. The asset turnover measures how effectively Children's Place uses its assets to meet its performances and operations. The analyses of inventory turnover show how efficiently Children's Place manages its stock (Barnes et al. 2015). The inventory turnover ratio of Children's Place has been relatively high. The ratios have been 39.4, 41.39, 29.05, 61.62 and 59.63 in 2019, 2018, 2017, 2016, and 2015 respectively. High stock turnover ratios mean better performances of the companies. The operating expense ratios indicate the way the two firms efficiently and effectively minimize their costs. Lower ratios mean the corporations are using their current assets, such as cash more effectively.
Income Statement 
	Project Performance 
	2014
	2015
	2016
	2017
	2018

	Sales 
	$ 2,000,000
	$ 2,100,000
	$ 2,150,000
	$ 2,200,000
	$ 2,300,000

	Gross margin 
	$ 1,000,000
	$ 1,100,000
	$ 1,150,000
	$ 1,200,000
	$ 1,250,000

	Gross margin %
	50.00%
	52.38%
	53.48%
	54.55%
	54.35%

	Operating expenses 
	$ 600,000
	$650,000
	$ 725,000
	$ 750,000
	$ 800,000

	Inventory turnover 
	3.33
	3.23
	2.87
	2.93
	2.875


Comparing Children's Place to a major rival company in the industry
	Children's Place
	H&M

	Vertical integrations that cause the short lead time
	Outsourced production that causes the long lead time

	Massive numbers of designers that make new designs increasing speed to markets 
	Importantly, fewer numbers of designers hired

	Only a single distribution center leading to lower costs and better management of inventory 
	Multiple distribution centers increasing the costs 

	The high-speed strategy of expansion
	The prolonged strategy of expansion.


Children's Place, therefore, gains a competitive edge over H & M by creating new designs quicker and ensuring that they access faster. Also, lower inventory management costs are a significant competitive advantage.  Children's Place uses insourcing for its business initiative, task, or project. Control is one of the considerable strengths of insourcing (Ashnai et al. 2016). The company and its employees have complete control over production in the house if it keeps it. This works best because the benefits outweigh extra overhead costs or the company already has the capacity or ability to do what it needs internally. Children's Place safeguards its secret and supports the existing employees to climb the career ladder.  
Conclusion 
[bookmark: _GoBack]By evaluating this profitability growth, Children's Place can establish significant success factors and develop a viable strategy for marketing and investment. With this information in mind, Children's Place will be on a mission to continuously innovate to enhance the customers' experiences better than the competitors in the same industry and dedicated to establishing methods of accelerating the corporation growth.  In this context, the companies will be pursuing the following priorities: advance significant growth initiatives, reduce waste throughout the business and develop greater efficiencies, and build on its multi-channel capabilities and strong industry position to move the existing corporation forward. Children's Place will be committed to reinvigorating and rejuvenating customer experiences and outdoing the competitors by offering the best services and products in the industry. Children's Place will attract and motivate employees and managers, work with supplier partners to drive and create value, to continue their leadership role in the industry by positively influencing the world.
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