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Introduction
Some of the top UK businesses have faced significant challenges over the past five years, and many have even come dangerously close to failure. Mothercare is one of these companies; it is a retail store that sells maternity and newborn products. Established in 1961, Mothercare has grown to become a well-known firm providing dependable and superior products for both parents and newborns. 

Mother Care has a market capitalisation of GBP 74.99 million as of July 2021. For a few years now, Mothercare has experienced financial difficulties. The company's net loss increased to GBP 93 million in 2019 from GBP 76 million in 2018. In November 2019, the company closed all its stores in the UK. Mothercare in the UK was placed under administration due to nonpayment of debts. (Mehta, A, et al, 2022).

Several factors contributed to Mothercare's misfortune include changing consumer preferences, fierce competition in the market, and the advent of internet sales (Mehta, A, et al, 2022). This paper will evaluate why Mothercare was unable to maintain a competitive edge by using parts of the SCAMPER model as a tool for creative thinking and problem solving. The SCAMPER model which stands for Substitute, Combine, Adapt, Modify, Put to another use, Eliminate, and Reverse, is helpful in determining potential areas for innovation and also sheds light on how Mothercare may have positioned itself to remain relevant. 
(Kamis, A, et al 2020).

One can identify possible gaps in innovation generation and places where Mothercare failed to succeed by examining the company's strategy and tactics through the prism of the SCAMPER framework. This analysis clarifies the events that contributed to Mothercare's downfall and offers possible lessons for any other business attempting to thrive in the difficult and unstable global retail industry. The analysis's conclusion will, therefore, highlight how important it is to make strategic modifications and adjustments to sustain corporate performance in the face of increased market competition.

Product Overview

Mothercare provided a vast selection of goods and services to mothers and their children. These included items for feeding and nursing, health and safety products, toys, games, baby furniture and accessories, and children's clothing and shoes. From newborns to school-age children, Mothercare offered both special occasion and functional apparel, such as bodysuits and pyjamas, as well as attire for christenings and school. To make expectant mothers feel comfortable and dress appropriately, there was also a nice selection of maternity clothing. 

Mothercare supplied strollers, car seats, highchairs, changing mats, cribs, and toy storage in addition to apparel, all of which were designed to provide children with comfort and safety. Additionally, there was a sizable toy department with games, books, and educational toys to encourage children’s curiosity and learning. Along with feeding supplies, they also offered highchairs, breast pumps, bottles, and weaning equipment, making mealtime enjoyable for children and stress free for parents. Safety and health-related accessories were available, such as baby monitors, safety gates, and baby proofing accessories which were designed to enhance child safety within the home.
It is evident from this that Mothercare offered more services than just selling baby goods. Some of its stores had employees who were knowledgeable and eager to offer expert advice on many facets of parenting, assisting new or expecting parents in making better selections about the things they should purchase. Moreover, convenient features like the ability to shop without leaving the house and simple website navigation were included, particularly for parents who were unable to leave children alone. Along with helping expectant parents prepare for the coming of a new baby, they also offered a baby registry where they could make a list of things they wanted to receive as gifts from friends and family.

Mothercare's principal obligation as a corporate entity was to provide its customers with superior products that adhered to safety and quality requirements. This dedication was particularly evident in the case of products where consumers would have serious safety concerns, such as car seats and cribs. Consequently, Mothercare's brand qualities of care and dependability helped the company win over customers and establish a strong reputation as a go-to resource for all things parenting. Mothercare had many well-thought-out products and services, but it struggled to adapt to the rapidly shifting consumer preferences and the market.

How Innovation Influenced Mothercare 

Mothercare's demise was caused by several shortcomings, some of which also benefited from innovation. Innovation was helpful in Mothercare's early market introduction, one of the first retailers to adopt an e-commerce strategy was Mothercare, which launched an online store in 2001. This move positioned the retailer as one of the more forward-thinking in the e-commerce space and allowed it to reach as many customers as possible while offering a very convenient service. It also tried to innovate by diversifying its product and market offerings, growing into a cohesive organisation that caters to a larger clientele, and bringing in more money by extending its reach into regions like the Middle East and Asia. 

Mothercare's approach exhibited a willingness to modify and adapt to market conditions and consumer behavior. Furthermore, Mothercare was able to differentiate itself from its rivals and build consumer brand loyalty by adopting luxury merchandise and branded items at reasonable pricing. This was carried out in compliance with cutting-edge frameworks for solving problems that gave differentiation and value addition top priority. However, as time went on, these beneficial advances became a hindrance to Mothercare's tactical management of its business plan. (Drucker, P, F, 1986). 

Mistakes were made, such as the failure to adjust to the retail landscape when Amazon and other fast-moving rivals like Primark emerged and offered a greater selection of goods and services at cheaper prices and faster delivery times. Therefore, Mothercare lost a significant portion of the market because of its inability to adapt to these developments as they happened. Additionally, the business has kept funding its physical locations, which proved to be a mistake given that e-commerce was steadily gaining traction. This obviously conflicts with what the market demands, which raises operating costs and decreases client traffic, worsening the companies’ problems.

Mothercare's attempts at innovation lacked a great deal of inspirational direction. The company tried to modernise its product line and enter new markets, but it was unable to optimise production and organisation services to make the necessary changes. Therefore, the impact of its innovation efforts was diminished by this disarray and lack of alignment between its strategies and operations (Kremer, H, Villamor, I, Aguinis, H, 2019). In fact, Mothercare found it difficult to foster a culture of creativity and adaptability among its employees, making it difficult to manage innovation within the company. The absence of fresh ideas hindered the process of developing and promptly responding to market changes, an essential component of long-term innovation sustainability (O’Reilly, C, Binns, A, J, 2019).

All things considered, Mothercare’s growth and market position were facilitated by the innovations during its early years; nevertheless, the company's downfall was largely caused by its inability to maintain creative tactics and effectively adapt to a shifting marketplace. Another issue contributing to the company's declining competitiveness was the absence of innovation integration inside the organisation, which failed to adjust to the changes in customer patterns and preferences in the more recent retail environment (Ismail, T, 2015). The Mothercare case illustrates that, although innovation as a concept is vital, it's also critical to understand how to sustain innovation and evaluate it in the face of an ever-changing business environment.

Applying the Scamper Model to Innovate Mothercare’s Strategy

Several issues exposed Mothercare's impending demise in the UK market. By using the SCAMPER approach, Mothercare may have approached these issues in a unique way. If Mothercare had followed the lead established by retailers like Primark and Amazon, it may still be in business today in the UK.

Substitute
Products and Services: Mothercare's primary line of business used to consist primarily of traditional pregnancy and newborn baby products. They were unable to effectively compete by substituting more modern, technologically advanced products for some of their outdated or traditional offerings. For instance, technology-inclined parents could prefer the new smart baby monitor that connects to a smartphone to continuously monitor the baby's health and provide notifications to the parents, replacing the traditional baby monitor.
Materials and Processes: Mothercare should have thought about using more environmentally friendly and sustainable products in place of more conventional ones. To appeal to eco-aware customers, they may have offered organic cotton baby garments and packaging made of biodegradable materials (Foss, N, J, & Saebi, T, 2015).
Sales Channels: Instead of concentrating on many costly to operate stores, Mothercare should have embraced an online approach that would have substituted a robust digital platform for a physical network. This would have reduced administrative expenses and accommodated the increasing trend of online shopping (Proctor, T, 2010) 
Combine
Products and Services: To boost customer value, Mothercare might offer products in addition to supplementary services. For example, providing strollers, car seats, and comprehensive insurance policies in one convenient bundle might have appealed more to new parents on a budget.

Retail Experience: Enhancing customer involvement may have been achieved by fusing digital aspects with the conventional retail experience. A smooth online and offline shopping experience might have been achieved with interactive in-store kiosks that give customers access to more product information, virtual fits for pregnant clothing, and a mobile app integrated with reward programmes (Brown, T, 2016). These facilities are already in place; companies like McDonald's employ them to cut down on customer wait times and free up staff members for other tasks.

Partnerships: Mothercare might have increased the range of services it offered by collaborating with fitness facilities and healthcare providers to offer prenatal and postnatal wellness programmes. By bringing in pregnant moms looking for all-encompassing care, these collaborations may have increased foot traffic and strengthened brand loyalty. (Kremer, H, Villamor, I, Aguinis, H, 2019)
Adapt
Business Model: To guarantee consistent income and client retention, they may have modified their business plan to incorporate a subscription service for necessities for infants, such as formula, wipes, and nappies. Parents with hectic schedules who seek dependable and easy-to-use products may find this model appealing (Lindström, C, W, J, et al 2023).

Market Trends: By adopting the trend of personalised shopping experiences, Mothercare might have introduced personalised product suggestions based on data analytics and client purchasing history (Xiao, B, & Benbasat, I, 2007). This would have increased customer happiness and revenue. They could have easily achieved this by researching how companies like Amazon collect data and employ AI technology to achieve their goals. 

Global Insights: Mothercare might have adjusted by absorbing prevailing worldwide trends in maternity wear and baby care, taking inspiration from successful overseas models. Product lines may have been modified to take advantage of these developments, which would have kept their offers competitive and innovative (Ismail, T, 2015.).
Modify
Product Lines: It's possible that shifting the manufacture to include more creative and adaptable products would have drawn in modern parents. Customers would have benefited more, for example, if a stroller or cot could have been converted into a toddler bed or car seat (Drucker, P, F, 1986).

Brand Identity: A shift in the brand linkage to values of sustainability and community support might have connected with today's customers. Company's standing in the market would have been enhanced by initiatives to become known for having a low carbon impact and by supporting local communities through charitable endeavours.

Customer Experience: The shopping experience may have been improved, and perhaps more consumers could have been drawn in, by changing certain components of the customer experience, such as making them more immersive by adding AI capabilities that allow parents to preview how these things look on their home or infant.
Put to Another Use
Product Applications: Mothercare may have explored alternative avenues to leverage their expertise in infant and maternity products. For instance, they may have partnered with companies like Apple or Samsung to develop a line of smart home goods for elderly or child safety, which could have generated additional income.

Retail Spaces: Unused retail spaces may have been transformed into community hubs for parenting classes, kid-friendly playgrounds, or temporary stores for regional artists. This would have turned stores into hubs of activity, drawing customers in and encouraging them to engage with the brands more regularly (Gryskiewicz, S, & Taylor, S, 2003).

Customer Data: More understanding of the requirements and preferences of customers may have been gained by using customer data in marketing and product development. Sales and consumer engagement would have increased if this data had been used for marketing campaigns and product recommendations (Dawson, P, 2017).
Eliminate
Unprofitable Segments: Mothercare could have shut down some retail locations or product lines that weren't profitable enough for the company. They may have reduced expenses and directed resources towards more lucrative products as a result.

Inefficient Practices: Practices such as business process reengineering and automating tasks to remove duplications could have resulted in increased efficacy and efficiency. Using automated inventory management systems, for instance, would have minimised losses from overstocking or stock outs and decreased the cost of maintaining inventories. 
Physical Overheads: Financial sustainability may have been enhanced and operational costs could have been decreased by substituting smaller, more strategically situated stores or even pop-up shops for larger physical retail premises. (O’Reilly, C, Binns, A, J, 2019).
Reverse
Customer Relationship: Mothercare had the opportunity to change the way it approached client interactions by going from a transactional model to a more relational one. Personalised customer care and implementing loyalty programmes that reward recurring business could have encouraged long-term loyalty and repeat business (Brown, T, 2016).

Innovation Process: Mothercare might have reversed the innovation process by promoting bottom-up ideas from staff members at all levels, as opposed to concentrating only on top-down innovation (Chowdhury, J, 2012.). This would have raised staff engagement and opened a larger pool of innovative alternatives.

Sales Strategy: Reversing the sales strategy from a product-centric to a customer-centric approach could have improved customer satisfaction. By focusing on customer needs and preferences first, rather than pushing products, Mothercare could have developed solutions that better meet market demands (Dawson, P, 2017).

Using the SCAMPER approach to Mothercare reveals a lot of innovative opportunities that might have assisted the business in overcoming obstacles in the market and staying competitive. Mothercare could have maintained its market position and revitalised its brand by replacing outdated items, adding new services, adjusting to market trends, changing product lines, finding new applications for knowledge, getting rid of inefficiencies, and going against conventional business practices. 
Conclusion 

To sum up Mothercare's journey from being one of the UK's largest retailers of baby products to going into administration demonstrates the need for ongoing innovation and change in order to maintain business success. Consequently, by applying the SCAMPER model in this study, it becomes simple to determine how the company might have been more successfully responded to the changing dynamics in the retail sector. Mothercare's early use of e-commerce is indicative of its adaptability. Its decline was ultimately caused by its inability to keep up with changing consumer trends.

Recommendations
Embrace Technological Integration: Mothercare should adopt new and enhanced technology, like artificial intelligence, to create better shopping experiences and smart baby items that appeal to parents of the current generation, to keep customers. Mothercare can enhance internal procedures and consumer satisfaction by utilising technology.

Focus on Sustainable Practices: One could argue that utilising sustainable products and procedures has the potential to sway environmentally conscious clients. Given the growing demand for sustainable items in the retail sector, Mothercare ought to think about utilising eco-friendly products and packaging materials.

Streamline Operations: Operations costs can be reduced by automating the supply chain and removing unprofitable components. This can assist Mothercare in making the best use of their resources and in considering methods to strengthen their financial position.
The Pareto Principle's 80-20 rule is the paper's final suggestion for Mothercare. There is a well-known proverb that states that 20% of all causes (or inputs) of any given occurrence account for 80% of the outcomes (or outputs). The 80-20 rule in business aims to prioritise and discover inputs that have the potential to be the most productive. (Backhaus, J, 1980). If put into practice, these recommendations might help Mothercare alter the way it presents its brand and battles for shelf space in the ever-evolving retail landscape. This strategy approach emphasises that innovation and change are the only ways to thrive in the current, dynamic business climate of today.
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