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Debenhams, a famous department store brand established in London in the 18th century, has been a benchmark of retail excellence for generations. Debenhams has been around since 1778, and in that time, it has built a reputation for selling high-quality apparel, accessories, housewares, and even gadgets(Debenhams.com, 2023). Debenhams, at its height, had over 200 stores in the UK and employed tens of thousands of people across the United Kingdom and Ireland and in other countries as well, making a significant impact on the economy through the retail sector. The corporation achieved prosperity during the 20th century; nevertheless, it encountered financial difficulties in the early 21st century as a result of various factors, including the emergence of e-commerce and the global impact of the COVID-19 epidemic. Debenhams experienced two instances of entering into administration in the years 2019 and 2020. Subsequently, by May 2021, all extant Debenhams stores inside the United Kingdom had ceased operations. The many causes of Debenhams' demise are examined in this essay (Lim, 2015). This essay analyses the company's mistakes, including an unsuccessful e-commerce strategy and a failure to adapt to changing consumer needs and fierce competition. Debenhams' creative responses to these challenges will be evaluated using the SCAMPER framework. The results of this study will shed light on the steps businesses can take to innovate in challenging environments and respond to the demands of the evolving retail industry.
Products and Services Provided by Debenhams
As a departmental store, Debenhams provide a wide range of product and services including fashion, beauty, electricals, homeware, personal shopping, click and collect, gift wrapping, and delivery. To cater to a diverse range of customer demographics, the product line of the company featured both individualized in-house labels and well-known international brands(Strachan & Nemoto, 2014).
Table 1: Product and Services Offered by Debenhams.
	Product and Services Offered by Debenhams

	Cosmetics and Beauty Products
	In its beauty section, Debenhams carries an extensive assortment of fragrances, skincare products, and makeup. Consumers might peruse and purchase from several well-known makeup brands, ranging in price from expensive to less expensive options, all in one handy spot (Gomes, 2020). Professional beauty advisors were often available to counsel customers on the best products to use and address any queries they might have.

	Clothing and Fashion
	Clothes and accessories were the most popular categories at Debenhams. The company offered a wide variety of apparel to its clientele, from pricey designer labels to more reasonably priced options that nonetheless retained their sense of style (Jones & Hayes, 2014). They had clothing in a variety of pricing points, sizes, genders, and ages. By forming unique collaborations with well-known designers, Debenhams has made high fashion more approachable for a larger range of customers.

	Home Furnishings and Electronics
	Debenhams sold more than just clothes and cosmetics; they also had a wide selection of furniture, appliances, and electronics. Furniture, bedding, home decor, kitchen appliances, and electronics may all be purchased by customers in one location. Because of this, Debenhams became a popular place for people to shop for home goods and technology (Sun & Majchrzak, 2020).

	Innovation and Challenges
	Debenhams' trajectory was heavily influenced by innovation but with uneven results. The business realized the potential of the Internet and launched an e-commerce website. However, with the advent of online marketplaces and fast fashion shops, the retail scene has seen a dramatic shift (Mankiw, 2016). Debenhams has trouble changing its business model to accommodate customers' growing preference for online shopping and expedited shipping.



The corporation also had difficulty reconciling its offline and online operations successfully. Debenhams' ability to compete successfully in the digital age was limited by the company's inability to develop a seamless omnichannel experience for customers (Khan, 2023). Debenhams provided a wide selection of goods and services to accommodate a large consumer base with varying preferences. However, problems emerged as a result of a dynamic retail environment and the company's inability to quickly innovate and adapt to it. In the following sections, the report willexamine how the SCAMPER model could have been creatively applied to handle these difficulties, providing answers to help the company weather the stormy market and avoid its untimely conclusion.

The Impact of Innovation on Debenhams, Both Positive and Negative
Debenhams' history is profoundly affected by innovation, which has both beneficial and negative results.
Table 2: Positive and Negative Influences of Innovation.
Source:(Ricciardi, 2014).
	Positive Influences of Innovation

	Online Shops and Representation
	Debenhams' success in the online market is largely attributable to the company's commitment to innovation. To take advantage of the rapidly expanding online retail sector and provide clients the ease of purchasing without leaving the comfort of their own homes, the company developed an e-commerce platform(Choi & Yoo, 2022). The company benefited as a result of this change because it could now attract buyers regardless of where they happened to be located.

	Exclusive Collaborations
	Debenhams was able to capitalize on innovation thanks to its many unique partnerships with well-known designers and companies.Such as partnership with Jeff Banks, Stella McCartney, and Evans.Customers' delight and talk about these partnerships likely prompted them to visit these businesses in person or shop online (Herrera, 2016). Unique and limited-edition collections appealed to style-conscious shoppers because of the attention they received.

	Customer Data Utilization
	Debenhams improved their marketing and sales with the use of data analytics and customer profiling. For instance, separating loyal consumers, brand-new customers, and at-risk churners using data collected from existing customers. The business benefited from this breakthrough since it enabled more targeted advertising and better product suggestions for individual customers (Lima, 2022). With the use of data analytics, Debenhams was able to increase sales by 10% by better focusing its marketing efforts and providing more tailored product recommendations to its clients.

	Negative Influences of Innovation

	E-commerce Competition
	Debenhams made some progress in online sales, but the company had trouble keeping up with the competition. Fast fashion merchants and pure-play e-commerce giants like Amazon posed a significant threat and it is home to the world's largest fashion e-tailer, capturing nearly 20% of the global market (Mann, 2018). The company was unable to maintain its market share because of issues with providing competitive pricing, speedy shipping alternatives, and a flawless online shopping experience.

	Omnichannel Integration
	It was difficult for Debenhams to provide a consistent omnichannel experience. Disjointed consumer experiences occurred frequently because of the delay in integrating brick-and-mortar stores with Internet operations (Herrera, 2016). For instance, a consumer buys something online from Debenhams and picks it up in-store. The store says the item is out of stock when they arrive. The brand's reputation took a hit when efforts to synchronize inventory, allow in-store pickups for online orders, and optimize supply chain logistics ran into implementation issues. Although 84% of customers anticipate a consistent omnichannel experience, only 20% of companies can deliver.

	Innovative Inertia
	Debenhams exhibited some innovation inertia, as seen by its slow response to shifting consumer preferences. Sustainable fashion is becoming increasingly important to consumers, but the company has trouble adapting to this idea. Its market position and relevance suffered as a result of a failure to adapt to changing customer values and preferences. Reasons for their failure to respond include lack of awareness, risk aversion, and inertia.



Debenhams' development was significantly impacted by innovation, in both positive and negative ways (Serrat, 2017). Online sales and partnerships with other businesses were early ways that the corporation expanded its reach, drew in new clients, and widened its base of support. Debenhams, however, struggled to adapt to the rising online retail competition, which ultimately cut into the company's profits and market share. As a result of the company's difficulties with omnichannel integration, customers had varying and negative experiences(Buchnea, 2023). Debenhams' innovation potential was ultimately hampered and contributed to the company's collapse because of its slow response to shifting consumer expectations and market circumstances.Innovation gave growth and diversification, but Debenhams' inability to adapt and use it for long-term sustainability doomed it. In the ever-changing retail industry, innovation must be embraced and executed strategically and adaptively.
Applying the SCAMPER Model in Debenhams
Debenhams collapsed in the early 2020s due to a perfect storm of problems. Several significant events contributed to the company's demise. Debenhams, for one, had a hard time keeping up with the pace of the digital transformation (Clegg & Birch, 2002). Due to its antiquated e-commerce platform not being up to par with what modern online buyers want, it lost a lot of ground to newer, more nimble competitors. E-commerce behemoths and quick fashion firms presented further challenges, as they also provided low prices and a wide selection of goods. Debenhams also struggled with delivering consistent customer experiences throughout its brick-and-mortar and digital channels. Additionally, there were no eco-friendly fashion initiatives to help the brand connect with the growing customer need for sustainable practices (Aljuran, 2016). Because of this decline in popularity, Debenhams will likely shut down in the early 2020s.The SCAMPER framework can be used to investigate and, perhaps, prevent further decline at Debenhams in the current retail scenario. 
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Figure 1: The SCAMPER Mode. 
Source:(Serrat, 2017).
A creative thinking method for coming up with fresh concepts for goods, services, procedures, and advertising campaigns is the SCAMPER model (Lim, 2015). It's an abbreviation for the following seven queries: Substitute- How about an alternate solution? (such as parts, supplies, personnel, and procedures), Combine - What can be mixed? (such as concepts, offerings, and techniques), Adapt- What changes are feasible? (such as ideas, products, services, or processes) to new audiences, contexts, or requirements. Modify- What can we change? (such as dimensions, forms, colors, attributes, and capabilities), Put to Another Use- What can we utilize for something else instead? (for instance, goods, services, or techniques), Eliminate- Where may waste be cut back on? Reverse- What can be undone (extraneous components, processes, or expenses)? (for instance, the sequence of operations, or the recommended method of employing a tool) (Cotton, 2015). A firm can start using the SCAMPER model by picking an existing product, service, or process to enhance or invent. The next step is to use the seven SCAMPER questions to generate as many ideas as possible, regardless of how outlandish they may seem. After compiling a list of ideas, the company can begin to assess which ones hold the greatest promise and choose from among them.The following is one way in which Debenhams can use the SCAMPER model.
Table 3: Applying the SCAMPER Model in Debenhams.
	Applying the SCAMPER Model in Debenhams

	Substitute
	Debenhams could havebenefited from upgrading to a more modern e-commerce platform with a simplified UI. Bettering the online shopping experience with cutting-edge AI algorithms for personalized product recommendations and augmented reality for virtual trial rooms could appeal to tech-savvy consumers (Kohne, 2019).

	Combine
	Collaborative Partnerships: The company's operations could have been improved by joining hands with burgeoning online marketplaces or well-known delivery providers (Mazursky &Vinitzky, 2005). Partnerships with delivery companies such as DPD or Hermes could have enabled speedier and more dependable deliveries, which would have been in keeping with the increased expectations of customers for the swift completion of online transactions.

	Adapt
	Debenhams could have launched an eco-friendly clothing brand if they had anticipated the growing demand for sustainable fashion and had the foresight to adapt their business model accordingly. The company could have been able to attract environmentally concerned customers if it had adopted ethical production practices, ethically sourced its resources, and communicated its efforts to consumers openly and honestly (Tidd & Bessant, 2022). In this way, the company could have brought its products in line with contemporary ethical norms.

	Modify
	In-Store Experience:A boost in foot traffic could have been achieved by modifying the in-store experience with cutting-edge technologies(Trott, 2021). The incorporation of interactive kiosks for product information, virtual reality for immersive shopping experiences, and the deployment of artificial intelligence chatbots for customer help could have made the physical stores more engaging, attracting people to visit and explore the establishments.

	Put to Another Use
	Debenhams could have used consumer data for predictive analytics instead of just marketing to those customers. The use of predictive analytics allowed the business to foresee changes in demand for products, stock levels, and market movements (Bratnicka, 2015). This insight could be used to guide product purchasing, lowering the likelihood of overstocking and increasing profits by keeping store shelves filled with things that sell.

	Eliminate
	Redundant Store Space: Debenhams could have cut back on unneeded store space by closing locations that were losing moneyincluding Oxford Street,Harrods,Birmingham Bullring, and Manchester Arndale Centrestores. Altering these areas into cafes, beauty parlors, or event halls would have provided a more varied shopping experience for customers(Bassett‐Jones, 2015). Debenhams could have made the most money possible with smaller, more efficient store layouts if only they had made better use of the space they had.

	Reverse
	Reverse Supply Chain Innovation: Debenhams had the opportunity to implement a forward-thinking innovation by reversing the procedures of its supply chain (Brunswicker & van de Vrande, 2014). Operations could have been expedited by using a ' traverse logistics' system to manage goods returns and exchanges. Customers appreciate return policies that do notrequire a lot of extra work on their part, and a reverse logistics system that was properly managed could have increased customer satisfaction, which might have resulted in favorable word-of-mouth marketing.



Debenhams could have taken a more strategic approach to its problems by using the SCAMPER methodology. Debenhams could have revitalized its brand by replacing antiquated methods with cutting-edge technologies, collaborating with major players in the industry, responding to shifting market demands, improving in-store experiences, repurposing data for predictive analytics, doing away with redundant spaces, and flipping supply chain processes (MobheBokoko, 2020). However, it's important to remember that innovation calls for a comprehensive strategy that considers not only products but also company culture, customer service, and market adaptability. Any innovation-driven strategy needs constant evaluation and tweaking to survive. Companies like Debenhams can succeed in today's competitive retail market by adopting the SCAMPER model and incorporating it with a proactive, customer-centric attitude.
Conclusion and Recommendation
This investigation has helped to illuminate the complex web of factors that ultimately led to the demise of the storied department store chain Debenhams. Debenhams' decline is instructive for current retailers because it highlights the perils of stagnant e-commerce strategy, a lack of commitment to sustainability, and the absence of seamless omnichannel experiences. By applying the SCAMPER framework, creative avenues the organization could have taken to overcome these obstacles have been identified. Any company that wants to make it in the modern business world must abandon antiquated practices, embrace teamwork, and change with the times.Going forward, it will be crucial for companies to emphasize flexibility and creativity. User experiences can be improved by adopting cutting-edge technologies like augmented reality apps and chatbots powered by artificial intelligence. Collaborations with technological corporations can enhance productivity. Furthermore, sustainability must now be included in all major strategic plans. To appeal to environmentally sensitive customers, Debenhamsbusinesses must make ethical sourcing decisions, implement environmentally sound procedures, and be forthright about these initiatives. Fostering an integrated omnichannel approach is also critical. Consistency across the two channels, online and offline, is achieved by integration. Improve customer happiness and loyalty by streamlining your supply chain, especially your reverse logistics. Debenhams' failure is a business lesson. Adaptability, creativity, and a deep awareness of changing consumer expectations are key to resiliency in modern business. Companies may survive and prosper even in the worst conditions by following these teachings.
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