
GAP case study

As a multinational firm, GAP Inc. has an exceptionally solid foundation. They have 4261 stores in seven countries right away. Having an enormous number of shops in a large area, contributes to their solid picture within the attire industry.
Businesses need to be mindful of this and must continually adapt their products to change desires and needs in cohesion with customers. Gap has always offered basic clothes, classics, and over the years, Gap has remained almost exactly the same as people's tastes have changed. 
The main problem of the business was expanding to the point where it started sabotaging itself. The gap between the company's two other brands, Old Navy and Banana Republic, is stuck in the middle. Customers would prefer to shop at one of those brands rather than the Gap, because the lifestyles of consumers have changed.
Nature of the problem can be identified such as the lack of adaptability with its brand, current trends, and its consumer market, Gap has lost touch.
Scope of the problem is affecting sales and the ability of the company to adapt, Gap struggled to establish their image.
The impact of the problem: the customers got confused and instead began looking to buy merchandise from other retailers, this affects all the company employees.
Analysts agree that Gap must dig deep into what once made the brand successful in order to win over consumers again, keeping in mind that times and retail tactics have changed.
Weaknesses
        - High Cost: The cost of GAP items in the showcase is higher than the common cost of comparable items. Customers may not be able to bear such high prices.
       - Non-diversification: as in the clothing industry article, Gap Inc. is concentrated, and all business comes from clothing articles.
· Their shortcoming, as any issue confronted by the article of clothing industry, will naturally influence the company specifically.
· Lack of adaptability to the lifestyle of consumers
· The marketing of the goods left a great deal to be desired. Although the product is a sales success, it does not clearly define its positioning and unique sales proposition, which can lead to attacks by competitors in this segment.




Threats
- Rising raw materials
- Intense competition: stable profitability has increased the number of players in the industry over the past two years, putting downward pressure not only on profitability, but on overall sales as well.
- New technologies developed by a competitor or market disruptor could be a serious threat to the industry.


PESTLE
Technological
Gap invested in their clothing application in the use of such technology, with augmented reality frequently cited as the future of online fashion apps. The Gap app allows customers to preview real-time clothing, which is a feature not used so far by competitors. This level of augmented reality, however, is currently limited in its execution.


