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A.
The driving forces of the business environment have been the key reasons for many businesses around the world to become successful or not. The main factors or the forces that led to the change in the fashion industry at the time mentioned in the case are the information revolution that offered new markets on the internet and the ease of access of information that was not available before the internet of things. The information revolution changed the traditional way of doing business in the fashion industry.  There were more options to choose the raw materials from and the labor could be found to be cheaper in certain areas or geographic regions where it was not available before. The fashion industry not had increased number of market entrants that led to higher competition there were new trends in fashion itself that made the industry more volatile than before. 
Further, the second driving force was considered to be the change or the updating of the technology that was being used in the fashion industry like stitching equipment and clothing styles. The advanced technology helped the businesses to become more efficient in their operations and the overall cost of business was reduced in the industry. The use of new technology allowed the underrated businesses to challenge the bigger players in the market. This is where GAP was hurt the most as new businesses had to pay less to achieve more and the industry was forcing out the lower market share entities. Thirdly, the globalization aspect is considered as the most effective driving force that led to the change in the fashion industry as new option arise for the customers to buy from.. GAP was also affected by the globalization factor as new businesses from around the world offered better products at lesser rates that attracted the loyal customers of GAP in the passage of time (Gubik & Karajz, 2014). 
[bookmark: _GoBack]The overall effect of the three driving forces implicated the changes in the industry that was due to the change in the consumer behavior that now had more options to choose from. The implications of these driving forces, allowed the industry to change their operational capacity as well. GAP was not able to adapt to these new changes and held on to the traditional business settings that gave room to the competitors to have the competitive edge in the market. The business had to become more adaptive to change in the markets, the reduction of cost of business allowed the companies to become more efficient as lesser physical assets were required due to the online shopping phenomenon. 
 


B.     
Gap is still relying on the traditional business environment that made the overall business capacity of the brand outdated. The competitive edge of the business was lost as the new entrants in the market were better equipped to manage the change in the business environment of the time. Gap was not able to adapt to the new market needs with time. Further, the cost of business of the Gap was more than the competitors as it was still relying on expensive labor and the raw materials cost was raised within the timeframe. Still, the brand could have been able to adapt in the market but the products they were selling were not up to the consumer requirements as the fashion trends changed with the access of new information networks. The trends that were followed by the brand were not considered and outdated pop culture promotion which was not appreciated by the loyal customers of the brand. 
In this context, the market share that was already captured by Gap was considered to be vulnerable as the new brands were more active in terms of developing and providing the new fashion requirements. The cash cow products of the Gap were the khakis and the cotton-based apparel that was semi-formal had challenges as the new brands were covering this requirement in other formats. This is where the international brands were quick to action and they captured the market of Gap quite easily for they had the competitive edge of providing similar apparels in lesser prices this was the blow to the Gap that made the senior management more reluctant to adapt in the new market trends.  
In order to be simpler in these terms, the Gap was losing its ground and was still relying on the traditional business models where the overall consumer behavior was ignored if not followed. Gap did not switch their products to be trendy and rather tried to raise the operational capacity that only raised the cost of the business. Gap was not able to make their online presence on time and even lost the market share they had previously captured by their more successful products. Gap was still relying on the costly labor and expensive raw materials which again made the cost of business higher than their competition. Gap was not able to adapt the changes in their internal business capacity to become a world-class organization as the globalization aspects were ignored and they tried to cater to the smaller markets where they lost to the new entrants.  


C.     
CEO Murphy was facing multiple challenges at that time, and his response to cater to these difficulties was neglecting the business procedure s which would be taking time to consider the market requirements and sent the products to the shops without any strategic planning. This was considered important at the time because the international competition was already displaying their products in various outlets that attracted customers and the unavailability of the stock of Gap would force them to buy from the competition. In order to speed up, the business operational capacity had to increase the production at higher costs. This was perhaps the most important aspect of the speed that was demanded by the CEO. The steps taken by the CEO not only made the company vulnerable to higher business costs but the fact they ill prepared gave room for the competition to use this as the competitive edge in their business strategy (Coulter, 2013). 
In simpler terms, the speedy availability of the products of Gap into stores had required more work to be done in less time. This had raised the cost of the business including the risk associated with the organizational operational capacity and even in the returns on the investment. The CEO was not seemed to be interested in reanalyzing the market requirements and had enforced the traditionally styled products to be produced on expensive labor and even more expensive raw materials. This forced the company to sell the products at a higher price. The collaboration of all these speed eccentric tactics had been the motivational factor to force the customers to choose from other brands that were cheaper in price and had more options to choose from as they were more equipped to cater to the latest fashion trends that Gap was missing clearly. In addition, the CEO was not able to embrace the change and did not rely on the innovation that could be achieved through the use of modern information and technology advancement. 
 


D.    
In terms of the industrial organization view, the case shows the lack of understanding the competitiveness in the market, as there was no strategic planning done by Gap and just relied upon the traditional business tactics. Further, there were no changes in the organizational business capacity as there should have been because of the industry characteristics had been changed due to the driving forces of the business environment. The CEO did not attend to the need for change in the business capacity and there were fewer chances that the business would succeed by maintaining the outdated business process that was increasing the cost of business and therefore the rise in the prices of the products was evident. The consumer behavior of the time was not followed if not completely ignored. In terms of the industrial organization, the most important aspects are the behaviors of the consumers that would lead the business in the competitive markets (Balakrishnan & Chakravarty, 2009). 
In the perspective of the guerrilla view, the case had similar findings, as there were no radical changes in the business proceedings of the Gap. They did not revolutionize their manufacturing or any aspect of the business proceedings. In fact, the business relied on the traditional business operations that could not help them in the new competitive market. In the guerilla view Gap should have revolutionized the whole business process by introducing new technology in the production department and could have given a new look to the brand to be more receptive in the competitive market. The fact that Gap had been enjoying a market share prior to the market shift they were at a position to enjoy the competitive more than their competition had.
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