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One problem that Gap is facing that the moment.
According to the research the most disastrous problem GAP is facing the lack of innovation. GAP was popular in the 1990-2000 eras. In that time, it was a brand which dominated apparel market. Most of the high-end brands had problem in involving competition with this brand identity. That was the most successful era of this brand. After that time online marketing was getting popular and considering that fact most of the lower end brands marketed their products and services through online as it were less costly. Most of the higher end brands like ZARA and H&M were using that marketing policy and getting more market share. As there are different segments of customers searching for their choices those brands gave emphasis on innovating new products and services which can attract new customer segment. So, the competition was getting intensive and GAP has lost that battle and left beside f that competition. At present it is facing problem in business operation and they are planning to close down their shops in different territories.
Scope and impact of the problem
There are scopes from different perspectives in this case study. If GAP closes their shops in different areas, then other dominative brands can open shops in those regions and attract those lost customer segments. In case of GAP, it can concentrate on innovation and restructuring its business strategy. It can plan on creating niche customer segment rather attracting different customer segment (Larson, 2015). If this brand can get expected customer segment, then it can again concentrate on different customer segment.
The impact of this problem is significant. At present the competition in apparel business is intense. GAP can be out of this competition if it cannot cope up with this competition. It can lose more market share the brand identity can be lost.
Weaknesses
· The brand popularity of GAP is decreasing around the world.
· There is an increasing competition with its higher end brand rivals like H&M, Forever21, and Zara as they focus on more consumer centric business approach.
· There is a low variety of the product offering of GAP.
· The cost the products of GAP are higher than its rivals and competitors, so the customers are attracted to the rival’s products.
Threats
· The consumers are spending huge on apparel, but GAP is unable to achieve its expected sales and profit. So, other brands are increasing their sales and profit where the sales and profit of GAP is decreasing.
· Due to this decrease in sales and profit the physical stores of GAP is a burden.
· Fresh designs can not be brought, and the operation model of this brand is ineffective.
· There is an intense competition with both lower end and higher end apparel brands.
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