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[bookmark: _Toc170730457]INTRODUCTION
Debenhams, a long-established British worldwide business, has been on the high street for two centuries. Debenhams is well-known among British shoppers for its diverse product offerings. The company's sudden failure, however, marks a watershed moment in the retail business, highlighting the challenges that traditional merchants confront in a changing environment. This essay will review Debenhams' products and services, assess the positive and bad consequences of innovation on the company, and utilise the SCAMPER model to propose innovative alternatives that might have helped Debenhams overcome market constraints. The final phase will be the presentation of future strategic suggestions. (BBC, 2020).
[bookmark: _Toc170730458]PRODUCTS AND SERVICES OFFERED BY DEBENHAMS
Debenhams was a department store with a large selection of products to meet a variety of customer demands. The company carried a variety of products in its inventory, such as furniture, home goods, cosmetics, and fashion. Debenhams was a prominent fashion destination that sold goods for men, women, and children through a combination of in-house brands and designer partnerships. Its beauty section offered a wide selection of high-end and reasonably priced skincare, fragrance, and cosmetics products. The homeware section sold a wide range of items, including kitchen equipment, cookware, bedding, and home décor. The furniture part featured classic to modern styles, while the seasonal and speciality products section accommodated holidays and unique events. Debenhams was a well-liked shopping location because of its emphasis on exclusivity and diversity (BBC, 2020).
Debenhams offered a range of services in addition to these product categories to improve convenience and customer pleasure. These services included personal shopping in-store, beauty services, and online purchases with choices for click-and-collect or home delivery. The business offered customers a place to relax and refresh during their shopping excursions by running cafés and restaurants inside its stores (Claridge and Hur, 2021).
Debenhams' revenues were severely affected by the COVID-19 pandemic in 2020, which made the company's already unstable financial situation worse. Revenues were further reduced by the rapid move to internet shopping and store closures during lockdowns. As a result, the company's sales numbers for 2020 and beyond reflected these harsh conditions, which contributed to its ultimate administration and physical shop closure (BBC, 2019).
Based on Statista (2023) Debenhams' top-selling category in 2020 has regularly been women's clothes. This trend demonstrates the high level of consumer interest in their varied line of women's fashion, which includes items for a variety of events, styles, and sizes. The success of Debenhams' womenswear line demonstrates the retailer's attraction to a wide range of customers looking for stylish, high-quality apparel that fits well throughout the year.
According to the most recent accessible data, Debenhams reported significant revenues before its final downfall. Debenhams made almost £2.3 billion in sales in the fiscal year that ended in 2019. However, several issues, such as growing competition from internet retailers, dwindling foot traffic in physical shops, and growing operating expenses, had been contributing to the company`s deteriorating sales trend (Butler, 2021).
Debenhams' surviving businesses were liquidated by the end of 2020, and in January 2021, the online retailer Boohoo paid £55 million for the brand and website. After this purchase, Debenhams ceased to exist as a physical store and was taken over by Boohoo to operate exclusively online (Partridge, 2021). 
[bookmark: _Toc170730459]HOW INNOVATION INFLUENCED DEBENHAMS
Innovation has played an important role in the retail business, and its influence on Debenhams was multidimensional, embracing both positive and bad elements. 
POSITIVE IMPACTS
Debenhams made considerable progress in e-commerce. Recognising the increasing importance of online shopping, the company invested in its website and mobile app, making it easier for clients to explore and buy things online. Through its digital revolution, Debenhams was able to expand its customer base outside its physical locations. Debenhams established an omnichannel approach, combining online and offline shopping experiences to provide a seamless purchasing experience. Customers were able to order online, pick up in-store, return products, and have a consistent shopping experience across several platforms thanks to this method. By collaborating with designers to create unique collections, Debenhams set itself apart from other high street stores. Furthermore, customer service enhancements including in-store events, personalised shopping help, and beauty consultations produced a fun shopping atmosphere that encouraged customer loyalty (Cook, 2016). 
NEGATIVE IMPACTS
Debenhams was negatively impacted by e-commerce growth, especially severe rivalry from online stores such as Amazon and ASOS, which provided competitive prices and decreased overhead expenses. Despite expanding in e-commerce, Debenhams continued to rely significantly on physical shops, which caused substantial financial challenges. The business lost market share because of its inability to adapt to consumers' quickly shifting preferences and the move to online shopping. To maintain competitiveness, the company also needed to make large technical investments, but these costs put a strain on its financial resources and forced it to take a reactive approach to innovation. Overall, Debenhams' reliance on e-commerce and technical developments resulted to a decrease in foot traffic and weakened its competitive advantage (Chuwiruch, 2015).
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A useful framework for encouraging creativity and finding original solutions to issues is the SCAMPER model. It stands for Substitute, Combine, Adapt, Modify, Put to Another Use, Eliminate, and Reverse. By using this technique, Debenhams could have been able to maintain its market position and handle obstacles in the market more skilfully. An in-depth analysis of each SCAMPER component applied to Debenhams' circumstances is provided below (Prasath, et. al., 2023).
SUBSTITUTE
A. Replacing physical stores with digital platforms.
Debenhams may have focused more on digital platforms instead of physical shops given the decrease in foot traffic and the growth of e-commerce. Debenhams could have improved the online purchasing experience by making significant investments in its mobile app and e-commerce website, making it more effective and user-friendly (Edelman & Singer, 2015). This would incorporate functions like augmented reality to see things in homes, virtual changing rooms, and a strong recommendation system tailored to the tastes of the user.
B. Replacing Traditional Marketing with Digital Marketing
While traditional marketing approaches remain effective, they may have been augmented or even replaced by more aggressive digital marketing strategies. Debenhams might have reached a larger, younger audience by leveraging social media channels, influencer partnerships, and targeted online marketing (Hughes, et al., 2019). Compared to traditional advertising channels, these digital techniques are typically more affordable and provide superior engagement metrics.
To remain competitive and relevant in the ever changing digital world of today, organisations need to keep up with technological innovations. Coca-Cola and Netflix are two prominent examples of this strategy change, having both effectively shifted from traditional to digital channels. Netflix has successfully replaced physical rental businesses with a digital platform. This strategic decision transformed the way consumers consume media, propelling Netflix to the top of the entertainment industry's rankings. Similarly, Coca-Cola transitioned from traditional to digital marketing, using social media channels to engage with younger consumers through interactive campaigns and influencer relationships. This strategy increased their brand awareness and consumer engagement (Venkatraman, 2017).
COMBINE 
A. Integrating In-Store and Online Experiences
In contemporary retail, establishing a smooth omnichannel experience is essential. With alternatives like buy online, pick up in-store (BOPIS) and return in-store for online purchases, Debenhams could have brought together the in-store and online shopping experiences. Furthermore, incorporating technology such as augmented reality (AR) to allow customers to visualise things before purchasing might have improved the buying experience (Grewal et al., 2017).
B. Collaboration between designers across categories.
Debenhams found success in the fashion industry by collaborating with designers. Expanding these partnerships to include home goods and cosmetics may have produced distinctive products that set Debenhams apart from other stores. Sales in these areas may increase because of limited edition home decor lines developed by prominent interior designers (Hines & Bruce, 2012).
Retailers must adapt to changing customer needs in the face of fierce competition. It is evident from Walmart and IKEA that businesses can successfully combine old and new techniques to improve the customer experience and generate growth. Walmart effectively combined the online and offline shopping experiences by providing services such as buy online, pick up in-store (BOPIS) and food delivery. This omnichannel approach enhanced total revenues and boosted consumer convenience. IKEA blended distinct design aspects by collaborating with different designers and artisans to produce unique and limited-edition home décor collections. By using this tactic, IKEA was able to stand out from the competition and draw in a wide range of clients (Nguyen, et.al., 2022).
ADAPT
A. Making personalised shopping experiences available in digital formats.
The individualised in-store shopping help offered by Debenhams was one of its advantages. This experience might be adapted to an online version by offering virtual personal shopping appointments and AI-powered personalised suggestions. Based on Davis (2020), these services have the potential to improve customer happiness and loyalty by imitating the customised treatment that customers receive in physical businesses.
B. The Subscription Service.
Consider switching to a subscription business model to provide clients with monthly delivery of carefully chosen fashion or beauty items. This business approach generates a consistent flow of income while also encouraging client loyalty. According to Pan et al. (2022), subscription services are becoming increasingly common in retail since they provide consumers with convenience and customised experiences.
Businesses that successfully navigate the digital age are those that leverage new internet forms to enhance client loyalty and happiness while incorporating classic business strategies. Companies such as Sephora and Dollar Shave Club have effectively migrated from in-store shopping experiences to digital platforms, providing AI-driven product suggestions and virtual try-ons while also revolutionising the grooming sector with a subscription business model (Mandler, et.al., 2021).
MODIFY
A. Improve technology in-store and redesign store layouts.
Changing the actual store design to provide more dynamic and engaging areas may draw people and improve the shopping experience. The integration of technologically advanced features like as interactive displays, digital price tags, and self-checkout kiosks has the potential to enhance customer happiness and optimise operations (Piotrowicz & Cuthbertson, 2014).
B. Loyalty Program Enhancements
Modifying and improving the loyalty programme to include more personalised awards and unique rewards, both online and in-store, might encourage repeat purchases and boost customer retention. Debenhams might increase the success of their loyalty programme by tailoring rewards to consumer preferences using data analytics (Palmatier, et al., 2007).
To enhance consumer experiences and increase engagement, Target and Starbucks have transformed their processes effectively. As part of the company's upgrades, Target added self-checkout kiosks and interactive displays in its stores. In addition to offering personalised incentives, Starbucks has updated their loyalty program by combining it with their mobile app. In addition to offering personalised incentives, Starbucks has updated their loyalty program by combining it with their mobile app (James, 2021).
PUT TO ANOTHER USE
A. Events and workshops in store space.
It could be possible to attract customers and generate extra income by using actual storerooms for workshops, events, and pop-up stores. Organising home décor workshops, beauty lessons, or fashion displays might creatively use the store space, increasing consumer loyalty and brand engagement (Boustani, 2021).
B. Using data analytics to enhance operational efficiency.
Personalised shopping experiences, trend forecasting, inventory management, and more may all benefit from using consumer data for purposes beyond marketing. It is possible to increase operational effectiveness and cut expenses by optimising stock levels and product positioning with the use of sophisticated analytics (Blanchard, 2021).
It is vital to maintain a competitive advantage in the fast-paced world of e-commerce by embracing innovative technology. This strategy is best demonstrated by Amazon, which uses data analytics to estimate demand, enhance inventory control, and optimise its supply chain (Gupta, et.al., 20210.
ELIMINATE
A. Underperforming stores should not be closed.
Reducing expenses and concentrating efforts on online and more profitable locations might be possible with the elimination of failing storefronts for the organisation. By making this calculated strategic decision, Debenhams would be able to better control its operating costs and increase its investment in digital transformation (Eldenburg, et.al., 2016).
B. Eliminating duplicate product lines
Inventory might be streamlined, and storage expenses could be decreased by discontinuing low-selling or duplicate product lines. This would enhance overall profitability by enabling the business to concentrate on best-sellers and high-margin goods (Ellesson, & Hultin, 2016).
Business performance in the dynamic retail and consumer products industry is influenced by strategic decision-making. Macy's and Procter & Gamble (P&G) are powerful examples of companies that have successfully employed targeted strategies to improve their market positions and simplify operations (Kumar, et.al., 2017).
REVERS
A. Reimagining the customer flow and shopping journey.
It could be more pleasurable and effective to reorient the conventional consumer flow both within stores and across the entire buying experience. Implementing a store-within-a-store idea, with specialised sections for distinct brands or categories, might improve the shopping experience and consumer engagement (Harris et al., 2020).
B. Redefining the Role of Sales Associates.
Enhancing client happiness and loyalty may require redefining the typical function of sales associates to encompass more personalised and advisory services as opposed to only transactional interactions. Employee training to become style advisors and brand ambassadors might improve the client experience (Grewal et al., 2009).
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According to the SCAMPER model, Debenhams should prioritise digital transformation by focusing on online purchasing, minimising dependency on physical stores, providing personalised online experiences, improving in-store experiences, and conducting events and seminars. They should also deploy an omnichannel approach, including BOPIS (buy online, pick up in-store) and click-and-collect alternatives, as well as augmented reality in-store to let customers visualise furniture or items in their own homes. Marketing and consumer involvement should be transferred to digital marketing, with focused campaigns leveraging social media and influencers. Customers should be able to choose from a personalised loyalty programme. Debenhams could extend designer partnerships, including homeware and cosmetics, and pursue subscription services such as clothes rentals, beauty product boxes, or curated homeware deliveries, to innovate and increase income. These suggestions are meant to draw in customers and provide a more comprehensive brand experience (Kremer, et.al., 2019).
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Debenhams' journey is a warning tale for conventional stores in the internet era. Despite having a large product selection and adopting several innovative techniques, the company eventually found it difficult to keep up with the quick transition to online shopping. However, the research using the SCAMPER model reveals that there were plausible ways ahead. Debenhams could have carved themselves a position in the changing retail world by prioritising digital transformation, improving the in-store experience, and implementing a robust omnichannel strategy. While the physical stores are no longer in operation, the brand lives on online, and these ideas can help guide future efforts to ensure the company's continuing success in the world of technology (Kremer, et.al., 2019).
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