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[bookmark: _Toc170920580]INTRODUCTION
Debenhams was a British international multiproduct four-star retailer that was established 200 years on the high street. Debenhams is recognised among British shoppers for a wide range of merchandise. However, the rapid failure of the company represents a turning point in the history of retailing, catching other traditional merchants in a challenging environment (BBC, 2020). This essay will analyse Debenhams' products and services and discuss how innovation can affect the company positively and negatively. Moreover, in addition, the SCAMPER model will be applied to explore some alternatives solutions that may help Debenhams out of market constraints. Finally, there will be a section of future strategic suggestion. 
[bookmark: _Toc170920581]PRODUCTS AND SERVICES OFFERED BY DEBENHAMS
Debenhams was the one-stop shop where customer demands were satisfied through enormous catalogue of products. This department store had a great variety of products manufactured under a diverse range of brands. Product categories were segregated in the form of home, beauty, fashion, and some others according to demand (BBC, 2020).
In addition to these types of products, the company had introduced other typical services to make the purchase easier and more pleasant for the customers, such as the personal-shopping experience in store; beauty services; and purchasing products online with the possibility of click-and-collect or home delivery. Moreover, the business dedicated cafés and restaurants inside the stores, in order to give the customers, the possibility to have a break during their trips (Claridge and Hur, 2021).
The revenue of Debenhams would suffer from these factors. In 2020, it was proven the extent of the impact of COVID-19, in which a pandemic occurred. The pandemic did not allow people to travel and freely do their business, as they likely wished. The shifting of people’s spending in favour of earlier and later online shopping exacerbated the company’s unstable balance sheet, already badly hit by the rapid switch to internet shopping and the locking down of shops in 2020 and onwards. The given revenue figures reflect the harsh realities of these years, which eventually led to the administration of the company and its physical closure of its shops by the managing organisation (BBC, 2019).

As reported by Statista in October 2023, the top selling category in Debenhams in 2020 was Women’s clothes. Since the total variety of women’s clothing, Debenhams Fashion have been categorized into formal wear and casual wear, in addition to lease garments such as its own branded lingerie and nightwear (BBC, 2019).
Statistical information on the most recent situation concerns the retail business Debenhams that, before collapsing, run a nationwide chain of fashion and home stores. The company’s size can be quantified as per the below chart indicating that the company made almost £2.3 billion in sales in the fiscal year ending in 2019 (Butler, 2021).
In 2020, the last assets of Debenhams had been put into liquidation, and, in January 2021, Boohoo purchased its intellectual property and the corresponding digital platform for £55 million. After this sale took place, Debenhams lives no longer as a remaindered department store, but had been absorbed and reinvented by Boohoo, so as to arise anew and survive as an entirely digital retailer (Partridge, 2021).
[bookmark: _Toc170920582]HOW INNOVATION INFLUENCED DEBENHAMS
Implementation of innovation has led the way for the retail business, and innovation’s effect on Debenhams overall had both positive and negative bad elements in it.
POSITIVE IMPACTS
E-commerce progress could be seen in Debenhams. To modernise the company and to seize the opportunity of online shopping, Debenhams spent a great deal of money on website and mobile app revamping in order to make the interface more user-friendly and easier for customers to shop around and purchase items online. Through its digital revolution, Debenhams was able to attract customers who may not physically attend a physical location of Debenhams, but still experience Debenhams through its online platform. Debenhams took an omnichannel route, by connecting online and offline shopping experiences and making it more seamless for customers to buy items. For example, with the omnichannel logo, customers can order items online, pay for the items online and then pick up in-store. They can either return the items online or they have the option to exchange the items in-store. Furthermore, the customers can experience the same shopping platform on the website, mobile app, desktop or television platforms. By having access to in-house designers, Debenhams managed to create a number of unusual lines by collaborating with fashion designers to come up with original collections. Debenhams then sold the collections to the public. This assured customers that they will be receiving fashion items that are not just readily available from other stores in high street. Other enhancements, such as in-store events, personal shopping help and beauty consultations helped create a fun environment for customers, which also encouraged customer loyalty (Cook, 2016).
NEGATIVE IMPACTS
E-commerce growth in general has affected the business, especially severe competition from online stores such as Amazon and ASOS, which offer a wide range of products at competitive prices, with lower overhead costs. Having invested heavily in e-commerce but still being dependent on selling through physical stores, Debenhams has faced huge financial pressure. A loss of market share is evident in the company’s inability to react fast enough to changes in consumers’ shopping preferences and shift to online shopping in general, and to make large investments in technology that will make the business very competitive but take huge financial resources and leaves the company reacting rather than initiating innovation. Summing up, Debenhams’ use of e-commerce and technical muscle has not helped attract sufficient foot traffic, and the company has lost its competitive advantage (Chuwiruch, 2015).
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SCAMPER is a useful tool to help teams think creatively and develop innovative solutions to problems - Substitute, Combine, Adapt, Modify, Put to Another Use, Eliminate, Reverse. (Prasath, et. al., 2023). If the people at Debenhams had tried using this approach, the company might have been able to maintain its position in the market, and perhaps deal better with obstacles along the way. Below is an analysis of each SCAMPER technique with relation to the details of.
SUBSTITUTE
A. Replacing physical stores with digital platforms.
With less footfall and more e-commerce, Debenhams might have invested more in digital stores and less in shops. A standout move could have been the investment in a better online experience on their mobile app and e-commerce website. Tech should be easily accessible from all parts of the app and website, and more targeted – such as augmented reality to see things in home settings, virtual changing rooms, and trustworthy recommendation systems adjusted to the taste of the user, for example. (Edelman & Singer, 2015). 
B. Replacing Traditional Marketing with Digital Marketing
It is possible that, alongside traditional marketing, more aggressive digital marketing might have been used and could have improved footfall and sales. The company could have reached a wider, younger audience and targeted potential gift buyers through social media, influencers and targeted digital marketing. Some of these digital approaches would have been cheaper than traditional advertising channels and offering better engagement metrics. (Hughes, et al., 2019). 
To stay competitive and relevant in a changing digital world, hence companies must be responsive and adaptive to any sort of technological innovation that comes up. Coca-Cola and Netflix are good examples of the strategy change companies need to implement in response to the digital world. Netflix started off as a digital business replacing the old business of video rental stores. This strategic change has transformed the way people watch media and drove Netflix to become on top of the entertainment industry’s charts. Coke-Cola changed its strategy of marketing from traditional channels to digital channels by targeting the media via social media channels. They created games, online media and social media campaigns with key influencers. This has helped them in building brand awareness and bringing more Coke-Cola consumer (Venkatraman, 2017).
COMBINE 
A. Integrating In-Store and Online Experiences
 In today’s retail market, it’s crucial to have a flawless omnichannel experience. Debenhams could have smoothed the process of in-store and online with buy online, pick up in-store (BOPIS) or return in-store for online purchases. AR, to highlight an example from the tech-sphere, could have also been used to improve the buying experience by allowing the consumer to visualise items before purchasing (Grewal et al., 2017).
B. Collaboration between designers across categories.
Debenhams is example of the British retail chain that succeeded by offering clothes through the partnership with designer. Continuing this trend by partnering also in home goods, by offering exclusive scents in perfumeries or launching beauty products might have created new types of products, which would have made Debenhams's offer distinct from another larger retailer. It might have also increased sales in home goods and perfumeries, since there is popularity in restricted collections of home decorations, made famous interior designers (Hines & Bruce, 2012).
Retail is highly competitive, and businesses must change to match the demands of their customers. Walmart and IKEA are examples of businesses combining old and new methods to increase the shopping experience, customer convenience, and growth. Walmart successfully merged online and offline shopping experiences by launching services like buy online and pick up in-store (BOPIS) and food delivery, which resulted in an increase of total revenue. It boosts the shopping experience when the consumers use the same app which is used for ordering grocery online and calling for food delivery. IKEA created a unique blend of different design factors by purchasing fashion designs from various designers and artisans for creating home décor collections with limited units (Nguyen, et.al., 2022).
ADAPT
A. Making personalised shopping experiences available in digital formats.
Debenhams highlighted their personalised in-store shopping support as one of their advantages. An online experience might be modelled on this by providing a ‘virtual personal shopping’ appointment feature, as well as a more personalised AI-powered suggestion facility. As Davis (2020) notes, these can enhance customer happiness and loyalty by mirroring the personalised attention that customers get in physical stores.
B. The Subscription Service.
A subscription business model might be another intriguing option for Debenhams to provide for his clients with monthly deliveries of thoughtfully curated fashion or beauty pieces; in this way, Debenhams can ensure a stable influx of revenue, all the while keeping clients coming back for more. Pan et al (2022) note that retailers rely more and more on subscription services; consumers like the idea of receiving a regular supply of personalised goods without lifting a finger to do so.
These trends have seen the most success, both selling products and boosting brand empathy, when companies duplicate the best parts of the human experience with digital technology while maintaining tried-and-true business practices. Sephora, a beauty retailer already known for its ‘intuitive, sensory, tactile, interpersonal and in-the-moment’ experience, transitioned well online, allowing customers to receive AI-generated product recommendations and virtually try on make-up options. At the same time, googly-eyed beauty brands such as the eponymous brand Dollar Shave Club and are disrupting the grooming industry with a novel inclusive caring model and a subscription business approach (Mandler, et.al., 2021).
MODIFY
A. Improve technology in-store and redesign store layouts.
By changing the true physical store layout to give greater interactive and entertaining spaces perhaps people may be drawn in and shopping is more enjoyable. Using cutting-edge technology such as interactive displays, digital price tags and self-checkout kiosks potentially increases the enjoyment of the consumers and optimises operations (Piotrowicz and Cuthbertson, 2014).
B. Loyalty Program Enhancements
Modifying and enhancing the appreciation program by way of extending options for awards, personalized awards and rewards is likely to cause customers to return and stay on the loyalty program hence improve retention. Debenhams may enhance the appreciation program greatly and improve its success rate if it provides rewards that are tailored to the needs of consumers through data analysis (Palmatier et al., 2007). 
Turning internal processes into consumer experiences is one way that Target and Starbucks have become ‘streamlined’. In order to upgrade their companies, Target has installed self-checkouts and interactive screens in its stores. In its efforts to remain connected to consumers and improve engagement, Starbucks has refreshed its personalised incentives through their mobile loyalty programme (James, 2021).
PUT TO ANOTHER USE
A. Events and workshops in store space.
For example, with the help of actual storerooms, it might have success and earn more money offering such workshops, events and pop-up stores for customers. Besides, a possibility exists to organise some home decor workshops, beauty lessons or fashion displays in the store, so that it might bring more consumer devotion and strength the company's brand (Boustani, 2021).
B. Using data analytics to enhance operational efficiency.
Marketing is not the only area in which consumer data could be used for these purposes. There are trends forecasting, inventory management and the like. Sophisticated analytics could allow retailers to enhance their operational efficiency and save money through a better optimisation of stock levels and product display (Blanchard, 2021).
To stay ahead in this competitive e-commerce world, it is important to use innovative technology, which is best demonstrated by Amazon, they use data analytics to predict the demand, to optimise inventory and to use the best supply chain management system (Gupta, et.al., 2021). 
ELIMINATE
A. Underperforming stores should not be closed.
With the removal of expensive and unprofitable storefronts, the company would be able to reduce expenses and focus human and capital-based efforts on the online and other profitable markets in the country. Using this strategic decision to remove poor performing locations, Debenhams would have more control of its operating expenses and focus financial resources on advanced digital transformation (Eldenburg, et.al., 2016).
B. Eliminating duplicate product lines
Inventory can be cut, and storage expenses reduced by eliminating low volume or duplicate lines. Profitability can be improved as a whole by the company focusing on best sellers and high-margin goods (Ellesson and Hultin 2016).
Key strategic decisions can have a tremendous impact on business performance in the more volatile retail and consumer products industry. Two examples of companies achieving these benefits are a distributor of goods such as Macy’s, and the consumer goods and packaged foods giant Procter can significantly impact results because of the scalable nature of their business and operations (Kumar et. al, 2017).
REVERS
A. Reimagining the customer flow and shopping journey.
 Something that might also be more beneficial and effective is the turning of the traditional consumer funnel on its head, not just within the confines of the physical store, but the whole journey. For instance, a store-within-a-store based on products of a brand or by category, could help with the shopping experience and also the experience of the customer with the brand (Harris et al, 2020).
B. Redefining the Role of Sales Associates.
Greater client satisfaction and loyalty could result from transitioning sales-associates’ roles from the perceived ‘hard sell’ transaction to a more relationship-based style of advisory service, and training courses for employees in how to become style advisors and brand ambassadors. Indeed, one study showed that shopping assistant training could enhance the client’s experience (Grewal et al., 2009).
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Following the SCAMPER model, examples of how Debenhams might continue to digitally transform are: coming up with ways to encourage online purchasing; reducing reliance on physical stores; improving the customer online experience; improving the in-store experience; holding events and seminars; using an Omnichannel strategy including BOPIS (buy online, pick up in-store) and click-and-collect alternatives; utilising augmented reality in-store to enable potential buyers to visualise furniture (or some kind of goods) in their home, offering greater help when deciding to purchase; and virilisation of marketing and consumer involvement moving more and more to digital marketing and well-timed, focused campaigns using, for instance, social media and social media influencers; allowing customers to choose a personalised loyalty scheme (Grewal et al., 2009).
Other more innovative examples of income-boosting strategies would be things like extending designer partnerships (to include for example homeware and cosmetics), or subscriptions services, like clothes that can be rented, or beauty product boxes or even curated homeware contents delivery, to name but a few. All of the above ideas are designed to attract customers and offer more engagement with the brand (Kremer, et.al., 2019).
[bookmark: _Toc170920585]CONCLUSION
Debenhams’ story represents a cautionary tale for bricks-and-mortar stores in the internet era. Despite boasting a wide assortment and having experimented with several creative approaches, the company ultimately failed to keep pace with the rapid swing to online shopping. However, the SCAMPER-rooted research suggested that there were plausible futures ahead, including carving out a niche in the changing retail landscape by enhancing digital transformation, improving the in-store experience, and embracing a stronger omnichannel approach. While the physical stores are no longer with us, the brand survives online, and these ideas can serve as the blueprint for future attempts to stay alive and relevant in the world of technology (Kremer, et.al., 2019).
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