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Various relevant barriers caused the change in fortune of Mothercare, a well-rated firm that originally controlled nearly half of the retail market of baby, infant, and toddler products in the world. It was in 1961 in the United Kingdom that Mothercare was established, a household name mainly known as a childcare retailer and, above all, for maternity wear. Benefiting from a long period of rapid growth, the business became a significant force to be reckoned with. However, as the retail landscape changed over time, it started to find it difficult to adapt and eventually exited the UK retail market in 2019. 
In this analysis, the SCAMPER approach assesses the reasons why Mothercare could not be as competitive and keep developing. A framework for comprehending why certain restrictions may hinder a business’ innovation capability and which areas may allow it to grow and be more competitive is made possible by using the acronym: S or Substitute C or Combine A or Adapt Modify P or Put to another use E or Eliminate R or Reverse. This work makes use of the unique analytical framework of the SCAMPER model, allowing us to understand which innovation could have helped Mothercare avoid the situation it found itself in.
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The goods sold by Mothercare included an extensive selection for pregnant women, babies, and children up to age eight (Reinartz, 2019). Among these were maternity clothing, equipment for infants, bedding, car seats, pushchairs, toys, and feed paraphernalia (Broadbridge & Morgan, 2001). Parental accessories and products included nappies and wipes, as well as skincare products; health and safety goods related to babies and children, such as baby monitors and childproofing tools were also on offer. Mothercare provided an exhaustive list of products and services related to childcare (Doherty, Ellis-Chadwick, et al., 2003).
The business enjoyed entertaining the idea that ‘the Mothercare store that is envisioned will be the parent shop of tomorrow, offering you the convenience of one-stop shopping, from conception to early babyhood (Walker, 2021). Mothercare stores wanted to give new and expectant parents an easy and comfortable shopping environment with expert advice and assistance from product-trained staff (Chaffey, 2019). The brand had an online presence as well as in-store locations. Customers can complete their shopping from home as Mothercare was ‘the first national chain superstore to set up a comprehensive e-commerce operation to sell directly to customers (Uncles et al., 2003).
Mothercare had a wide selection of products and a strongly branded chain of retail stores but, unfortunately, they couldn’t resist the competition from new retailers opening physical stores, as well as rivalry from online providers, such as Amazon (Lincoln & Thomassen, 2009). They also lost market share to budget stores and supermarkets which started offering an ever-growing selection of items for babies (Ozyaprak, 2015). Adding to the list of unfortunate events were the problems that Mothercare couldn’t find a proper response to the dramatic changes in consumer habits and behaviours, which the company simply failed to adapt to (Michalko, 2006).
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Innovation is one of the major keys to remaining competitive in the retail sector, and Mothercare saw mixed outcomes. The success (or lack of success) of Mothercare wasn't always because of the company's innovation activity, but in a lot of cases, it was.
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Expanding its online platform, was one of the first moves that Mothercare made to enhance its presence on the web. As a result of this considerable investment in its online presence, Mothercare did well in catching up with the growing shift in shopping to e-commerce, which led to an increase in its sales and attracted the more time-pressured parents who welcomed shopping opportunities that could save time (Chaffey, 2019). 
Additionally, Mothercare also pushed the boundaries in product innovation by regularly launching new products, and updating old ones, in response to changing consumer needs of both children and parents. These changes helped the company to maintain its reputation as trustworthy and reliable (Broadbridge & Morgan, 2001).
By blending digital and physical channels with features such as click-and-collect services, customer experience strategies sought to optimise sales and connect omnichannel shopping experiences. Similarly, goals for enhancing customer experience and sales were pursued by deploying digital kiosks and large interactive displays in urban settings around the world (Reinartz, 2019).
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But there was a downside too: Mothercare was slow in reacting to clear trends in the industry – the rise of value retailers and the more recent dominance of online giants – which effectively blocked growth. Mothercare’s competitors gained a costless market share because Mothercare failed to react in time (Reinartz et al., 2019). 
Moreover, despite the fact that Mothercare had invested in online channels, it did not have the technological capabilities and superior shopping experience that the best upstart competitors offered, including firms such as Amazon (Uncles et al., 2003).
The company seems to constantly be failing to control costs. Its continuing high operating costs and widespread brick-and-mortar locations are leading the company into a situation that isn’t viable, especially in an age of innovation where e-commerce sales are increasing and foot traffic is decreasing, which is straining the company budget (Mandal, 2018). 
In summary, Mothercare managed to innovate just enough, but not enough. With competitive forces that were always intense and ever-accelerating changes in retail, the company never managed adequately to adapt and iterate. Mothercare’s patchy track record of innovation is a reminder of just how important rapid responsiveness to change is when it comes to simply trying to keep up. 
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The collapse of Mothercare is a stark reminder of the necessity of being innovative and flexible, and of being able to keep up with changes in consumers’ tastes, technical improvements, and competitive pressures that are the primary forces of continuous adjustment in retail, not least in the maternity and childcare products category (Wang & Lo, 2003). At one time a well-known brand in the maternity and childcare products market, Mothercare was struggling to hold on to its market share. This failure can be attributed to many factors, primarily the fact that competition from internet and bargain retailers has been increasing, and Mothercare did not respond to this change at the early stage. There are other reasons that contribute to its demise (Feng & Fay 2020).
How might Mothercare have managed these problems better if they had been using the SCAMPER technique? The SCAMPER strategy allows us to understand seven different areas where creative thinking can be encouraged: Substitute, Combine, Adapt, Modify, Put to another use, Eliminate, and Rearrange (Michalko, 2006). This model offers a structured view of brainstorming and provides a blueprint to consider and solve problems in an orderly process. Each element of SCAMPER helps to analyse the functioning of the company, its products, and services, and identify new possibilities for development and fixes (creative solutions)  (Pinto et al., 2017).
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Substitution is the process through which additional value is generated or performance is improved by replacing a component of a good, service, or procedure. This could have involved replacing conventional products offered by Mothercare with more high-tech ones, such as wearable baby technology or smart baby monitoring. These goods capitalise on the consumer demand for modern-day parenting tools (Krasyuk et al., 2020). 
Furthermore, they could have made themselves more accessible and provided their customers with more convenience by shifting their sales strategy from focusing predominantly on physical stores to placing more emphasis on e-commerce and mobile platforms. That would have dealt with the rising trend of online shopping, which has now become one of the most significant strands of retail (Chaffey, 2019).
Other firms have adopted similar substitution strategies to improve their fortunes. When Best Buy’s revenues dwindled due to the growing popularity of online merchants’ businesses, the US consumer electronics store chain turned the business around by shifting its focus from in-store sales to dialling up its online presence and adding digital services (Gorrell, 2007).  On the flip side, Toys R Us’ failure to pivot successfully from brick-and-mortar shops to an online space may have contributed to its bankruptcy (Lee & Raziff, 2021).
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Combining means adding two or more elements, either to enhance the function of what you already sell or to develop a new product. For example, a strategy that could have worked for Mothercare involved combining its product ranges with healthcare services. This could have involved establishing clinics within their stores or selling online consultations with pediatricians. Parents would see the stores as offering a full one-stop shop with which they can solve all their problems, in effect giving value added to their purchase (Lincoln & Thomassen, 2009). 
Moreover, using AR to connect online and offline shopping experiences can attract more tech-oriented consumers. AR could enhance the shopping experience by using virtual ‘try-ons’ of maternity outfits or nursery sets, for instance (Chaffey, 2019). 
Similar combination strategies work reasonably well for other companies. For instance, Walgreens reinvented itself after success in synchronising the operations of its drugstores and health clinics to offer a full range of healthcare services in one place (Feng and Fay 2020). But it did little to help Sears, when implemented through holding company mergers with financial services (its long-time spinoff Allstate) into a purely financial company, after years of learned helplessness and fear of anything different. Trying to ride different horses or weave bows from unfamiliar animals proved too late to bring back Sears from its lethargy or save it from bankruptcy (Bienenstock, Fitzgerald, et al., 2019).
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Adaption is about altering existing practices or goods to make them fit with changing needs. This might have involved Mothercare trading down from its large stores to smaller, more manageable retail formats, including pop-up stores in congested cities and malls. As conventional retailers disappear, a strong presence in the marketplace needs to be balanced with lower overheads (Reinartz, 2019). 
However, Mothercare can also alter its product range to screen eco-friendly/sustainable components more and make it appeal to consumers caring for the environment and fit well into the happening trend named sustainable consumption (Mandal, 2018).
As such, the same strategies have helped other firms pivot in response to shifting markets. Nike, for example, built buzz (and sales) by using retail pop-ups and other temporary experiential retail assets (Roozen, et. al, 2023), while Blockbuster failed because they didn’t adapt to the digital streaming trend and stuck too long to their physical renting model (Davis and Higgins, 2013).
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Improvement by way of modification is about changing the dimensions, attributes, features, or other characteristics of a process, product, or service. While parents might not necessarily have spent £33 million on new strollers between them in 2009, introducing more features in some items, and selling premium versions alongside them with a selection of extra features -think of the multipurpose strollers with smart technology might have helped Mothercare attract new customers and boost sales (Broadbridge & Morgan, 2001). 
Similarly, self-service kiosks and interactive product displays are examples of how technology can be adapted to improve the on-site customer experience and greatly increase customer satisfaction. This approach fulfills "the ongoing expectations of the present-day consumers by making shopping more facile and enjoyable than ever before" (Chaffey, 2019).
These modification strategies have proven successful for other companies, too – for instance, Apple periodically releases more expensive, enhanced versions of various products (such as the iPhone Pro series, which offer greater capabilities) to which they keep demanding customers hooked (Mitchell, 2014). Conversely, Blackberry’s market share and valuation plummeted suddenly because of its lack of responsiveness to consumer needs in the smartphone market (Shobhit, 2024).
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Using existing goods for new purposes is called ‘using products or services for another use’. For Mothercare, one imaginative idea could have been to rent out merchandise like strollers, car seats, and baby furniture for premium prices. Customers who are affordability-sensitive or narrow on space would prefer renting rather than buying (Reinartz et al., 2019). 
Mothercare could then get permission to hold free community events, product demonstrations, and parenting workshops in its retail outlets. By developing community relationships and creating value, this strategy would transform the retail space into educational and parenting hubs (Lincoln & Thomassen, 2009). 
Similar strategies have succeeded elsewhere. The fast-fashion retailer Rent the Runway became a major player in the industry by providing designer clothing on a rental basis (Smith, 2021). Blockbuster tried to convert its locations to retail stores and DVD kiosks – to little avail, as Netflix and other streaming services usurped its traditional business (Davis and Higgins 2013).
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Features like these which are neither essential nor useful can be prevented from entering the ‘pipe’ to improve and expedite procedures or outputs. Mothercare could have been able to improve efficiency and lower inventory costs by paring its assortment (Davis, 2015), for example, by erasing less popular product lines and concentrating on the bestsellers and new products. On the one hand, this process stands a chance of elevating customers’ satisfaction by directing more of its resources towards products in higher demand and turnover
Besides, sparing underperforming retail outlets in favour of flagship stores and strengthening a company’s online distribution chain might also lower operating costs and resources (Reinartz, 2019). 
Such simple elimination strategies have successfully been adopted by other companies. For example, Ford’s revenue and profit were both improved as they reduced the number of vehicles they sold by paring out some low-selling models and focusing more on highly profitable trucks and SUVs (Meyer, 2023). Meanwhile, shoppers were perplexed, and sales continued to sink as J C Penney brutally pruned their brands and product lines but did not replace them with a clear sales focus (Krasyuk et al, 2020). 
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An example of reversing is looking at the sequence or direction of the procedures or steps in an operation, whereas rearranging involves thinking about the components and organising them in different ways to generate new solutions or ideas. A more efficient reverse logistics system for exchanges and returns might also have considerably improved Mothercare’s customer satisfaction and simplified the returns procedure, both important factors for success in online retail (Uncles et al., 2003).
However, this might also have prompted Mothercare employees to create strong marketing and product management successful customer feedback campaigns and manage consumers’ data analytics strategies to keep ahead of demand and market development, and proactive management could react effectively to unexpected or emerging trends in the sector (Wang & Lo, 2003). 
The same strategies have been successfully used by other businesses. For instance, sustaining high levels of customer happiness and loyalty has been made possible by Amazon's incredibly effective reverse logistics system for managing returns (Djatmiko, 2020). However, Kodak lost out on chances and ultimately filed for bankruptcy as a result of its inability to adjust how it responded to new developments in digital photography and customer feedback (Dhananjay, 2023).
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Mothercare has to focus on the areas from a strategic perspective to compete with other retailers in order to cope with the fierce and fast-changing business environment.
Substitute: As the demand for more modern parenting gadgets rises, Mothercare will introduce such products like wearable baby tech, and smart baby monitors, and replace low-tech commodities (Walker, 2021). To follow the buying tendency, they can also widen their consumers’ market, optimise their means of selling, and offer a greater user-friendly experience of buying as they tend to move to a higher portion of e-commerce and mobile commerce coming from their traditional substantial in shops (Chaffey, 2019).
Combine: Integrating medical services (for example, in-store clinics or online consultations with pediatricians) with product supplies, such as laying-on mattresses and other relevant accessories, are only two of many possibilities to exploit. This would increase customer value tremendously if Mothercare were to turn stores into a one-stop shop for all parenting needs, as argued by Lincoln and Thomassen (2009). Inviting tech-savvy clients and boosting the online and offline buying experience are other ways to attract new business. Here, the incorporation of augmented reality (AR) can serve as an alternative (Chaffey, 2019).
Adapt: To combat the collapse of traditional brick-and-mortar stores, businesses can lower overhead while retaining a market presence by converting to smaller, more adaptable store formats like pop-up shops in crowded urban areas or malls (Reinartz, 2019). Additionally, emphasising sustainable and eco-friendly materials in product lines might draw in customers that care about the environment and capitalise on the expanding sustainability trend (Mandal, 2018).
Modify: With the purpose of selling in the ‘right’ market segments and raising sales of their products, Mothercare could make the features of some items of stock more prominent by providing upgrades (premium versions with extra features), for instance, strollers that help with smart technology (multipurpose strollers with smart technology) (Broadbridge & Morgan, 2001). In-store shopping behaviour can be greatly improved through self-service kiosks and interactive product displays, especially the improvement of consumers’ experience with information and products. Consumers will be happier and better engaged in the process, and in-store shopping will be much more efficient than it currently is (Chaffey, 2019).
Put to Another Use: Offering high-priced products like strollers and car seats for rent can appeal to consumers with tight budgets or limited space who would rather use them temporarily rather than buy them (Krasyuk et al., 2020). Stores can become hubs for parental support and education by hosting parenting clinics, product demos, and community activities in addition to providing additional value for customers and strengthening community links (Lincoln & Thomassen, 2009).
Eliminate: Lean out inventory by focusing on best-sellers and new offerings and cutting back on less popular product lines (Davis, 2015); reducing overheads and better allocating resources by focusing on flagship stores and closing outlets that have not met performance targets (Reinartz, 2019); and improving and enhancing online presence.
Reverse (Rearrange): If the reverse logistics systems for returns and exchanges are implemented effectively, it will not only make customers more satisfied but also help them to return the products to the company, an important process of online shopping (Uncles et al., 2003). Mothercare can always stay ahead of the market by using predictive analytics beforehand to anticipate its clients’ demands and inform its product development and marketing strategy (Wang & Lo, 2003).
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The decline of Mothercare reminds us that retail is an ever-changing landscape, where the speed of digital transformation requires continuous innovation and adaptation. The exemplary SCAMPER model outlined in the previous section provides Mothercare with a rich palette of opportunities for innovation.
Overall, there are six main areas in which the company can apply the SCAMPER model to open up new opportunities for innovation and market-leading positioning.
Firstly, adding high-tech features to product offerings creates brand differentiation and is an effective way to respond to the shifting tastes and expectations of modern parents. The model also recommends discovering new ways to use products and services, discarding those parts of the business that don't add value, and reversing processes that take too much time, money, and effort – all of which would help Mothercare solve congestion issues supply and retail channels alike.
There is much that can be done to revive this great brand, and Mothercare can learn from the mistakes of other retailers while taking inspiration from the successes of numerous players in the marketplace
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