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This project plan will discuss the company Victoria’s Secret and how it went from being a successful name in the industry to discussing what caused their downfall. This will be completed by going in depth and researching the origins of the company as well as the products and services they offered. The good and bad decisions made by those in charge will be analysed along with their ability to handle the constant environment of change, as that is a must for businesses as trends along with the public’s perception will continue to change with time. After which the SCAMPER model will be used on the business to see if a different approach could have been taken. Finally, recommendations on how the company can improve based on all the data gathered will be provided before concluding on this topic.
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When Roy Raymond visited a retail shop in the 1970s to purchase lingerie for his wife, he was dissatisfied with the bland, boring, and homogenised assortments of goods that were on display. He frequently felt uneasy when he went near the lingerie department, and that is when he realised there was a chance to completely transform the lingerie market. Raymond launched his debut Victoria's Secret store in California in 1977 with a $80,000 loan. The name was Victoria's Secret, it was derived from the Victorian era and Queen Victoria. Victoria's Secret made enough money in its first year of business earning $500,000 to open four more stores by 1982. For a million dollars, Raymond sold his company in 1982 to Leslie Wexner, the CEO of Columbus-based Limited Stores Inc. Wexner decided to revamp the company's strategic core, shifting its attention from a male directed marketing approach to one that prioritises women as its main customer base. This change allowed women to be the focus of how they want to look and created more demand for the products. Victoria's Secret was mostly based in the US until the beginning of the 2000s, at which point it began to progressively expand abroad. As of right now, it has about 1,600 physical locations globally in addition to its e-commerce site (Subiñas, 2019).
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The most famous lingerie store globally, Victoria's Secret offers a broad range of contemporary and successful luxury perfumes as well as skincare items. Along with their trademark lingerie, panties, bras, nightwear, and activewear. They also have another brand called PINK whilst Victoria’s Secret have a much more mature target audience PINK have a younger demographic. They have items, ranging from leisure clothing, bras, underwear, knitwear, sportswear, cosmetics, and accessories (Victoria's Secret & Co., 2022).
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Victoria’s Secret had implemented a successful marketing strategy which allowed them to be relevant and helped with the growth of their brand. One of the reasons Victoria’s Secret were incredibly well known was due to their annual Victoria’s Secret fashion shows. Victoria’s Secret models along with their runway shows were the focal point of their brand, becoming one of their models may as well guarantee their future career into stardom. Victoria's Secret had built an established brand reputation throughout the past several years thanks to its alluring line of goods. This reputation had been further strengthened by carefully constructed promotional efforts with large-scale promotions most notable being the company's yearly runway events. This included the most well-known supermodels walking the runway in their lingerie. They also marketed to consumers through catalogues, made advancements in internet shopping, Victoria's Secret were also offering first-rate client experience which would generate word of mouth, and they were quick to keep up with the latest styles in fashion (Ponomarenko, 2016). By having a great marketing approach such as their good customer service, it allowed them to gain traction for their products and made consumers want to buy them even more. During their fashion show which not only showcases the models and their clothing but also provides live music. This is another marketing tactic they do to get the audience excited but not just the audience in the seats at the show but the ones at home too. As the runway show is televised everyone is able to tune in. The celebrities who perform on the runway have their fans also tuning in to the show which provides the company plenty of potential customers. The runway presentations are meant to lure customers into their stores and judging by the company's $1.2 billion earnings in 2015 and subsequent growth in 2016, it is evident that this strategy is working (Team, 2017).
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Due to Victoria’s Secret lack of inclusivity which was shown by only hiring a specific body type that of which is just tall and skinny women it negatively impacted those who did not meet those standards. Objectifying women contributes to the thoughts that often lead to a number of psychiatric problems, including eating disorders, depression, low self-esteem, and poor self-image related to their bodies. According to Victoria's Secret's commercials, being flawless requires having a similar look to their models such as having a slender and thin models' appearance, which is not typical for the average woman. Having an ideal body was Victoria’s Secrets main selling point and their slogan also portrayed that by being about achieving “the perfect body” women became highly responsive and insecure about their own bodies. The harmful language used in the ads when the term "perfect body" was included made their audiences think their bodies were not good enough. The concept of the "perfect physique" dehumanises people and limits them to that idea whilst also making them judge others for not meeting those standards. It also promotes a mentality in which women are treated as nothing more than objects of lust (Gabriela and Choudhury, 2020). Ed Razek, the chief marketing officer for Victoria's Secret, infamously told Vogue that the brand will refrain from using plus sized or transgender models for their runway. Several individuals expressed their disapproval towards the company, claiming it was outdated and solely promoted rigid standards of looks (Hansraj College University of Delhi, 2023). Mismanagement from the higher ups in Victoria’s Secret was revealed when the close relation between Epstein and Wexner was publicised. In July 2018, Jeffrey Epstein was accused of crimes related to sex trafficking, the youngest being 14 throughout 2002 - 2005. The businessman was closely associated with CEO Wexner despite the fact he had not previously held a role with the lingerie company. It was previously speculated that Epstein leveraged his relationship with Victoria's Secret to advance his accused crimes. After this was brought to light many models began to come out with their own stories of sexual abuse whilst working for Victoria’s Secret. Multiple models stated that the photographer Timur Emek had sexually assaulted them, and 2 other women came forward about Greg Kadel another photographer and his unwanted advances. The CMO announced his retirement around this time and soon after in a letter to the company, the Models Alliance demanded that the lingerie brand take particular action to protect models from sexual abuse. In February 2020, the company was sold to Sycamore Partners for $525 million, with L Brands retaining a 45% minority stake. Wexner departed from his role with the company as a result of the acquisition ultimately failing. In June 2020, an investor filed a lawsuit against Victoria's Secret alleging that the company neglected to act upon complaints of harassment, discrimination, and retaliation (Hansraj College University of Delhi, 2023). Due to Victoria’s Secret failing to stay at the top of their game their competition in the fashion industry were able to catch up. Sales as a whole at Victoria's Secret fell by 46% in the initial quarter, while sales digitally fell by 15%. Although there were plenty of retailers whose stores were shut down due to Covid none were hit as hard as Victoria’s Secret due to the number of physical stores they had, with 250 having to shut down. Their sales had reduced by 3% in their online sales and 9% of their store sales, their return assets were -3.6% and their losses were at $366 million in 2019. Their competition although had faced losses too but due to them having a much more online presence they did not suffer as much as Victoria’s Secret as they were mainly focused on being an in-store retailer (Kohan, 2020). During Covid the loss in sales for Victoria’s Secret resulted in them also struggling to make rent. As they had failed to make enough profit L Brands lost their contract with Sycamore due to not being able to fulfil the contract requirements. (Subramanian and Petrucci, 2021).
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The SCAMPER approach was developed by Eberle in 1971 as a means of helping people recall the key elements and procedures that go into all parts of creation. The terms ‘substitute, combine, adapt, modify, put to another use, eliminate, and reverse’ are represented by the characters S.C.A.M.P.E.R. This method is a quick route to promoting change without sacrificing the potency of innovative thinking (Gladding and Henderson, 2000). Substitute - The replacement approach concentrates on the components of the service, goods, or idea that are interchangeable. Throughout this portion of the conversation, participants in the conference concentrate on choosing which steps to replace with alternative steps. Combine - Combining two concepts, products, and phases of an endeavour into just one, improved result is typically examined using the combination method. A fresh item or technology that gains traction in the marketplace can occasionally be created by fusing two creative concepts. Adapt – This describes a session where ideas are thrown around intended to modify an item or service to provide an improved outcome. Modification can take the form of small adjustments or significant overhauls of the entire work. Modify – The term "modify" describes altering the procedure to release greater creative potential or find solutions to issues. It concentrates on the entire procedure; this modification goes beyond simple correction. Put to another use – This strategy focuses on finding new uses for established products or processes, as well as finding ways to use them to address issues. Eliminate – This method seeks to determine which steps in the procedure can be skipped with the objective of enhancing the outcome. Investigating the task's excessive components additionally proves beneficial. Reverse - The rearrangement or reversal method seeks to investigate the inventive possibilities while rearranging the manufacturing processing sequence. The procedure of partially or fully reversing can aid in resolving issues or yield more creative results (Sirbiladze, 2017).

Substitute – Wexner the CEO of Victoria’s Secret brought a significant amount of bad publicity to the company as his name was being associated with Epstein due to their close relationship with Wexner allowing Epstein access to his funds and how Epstein had used his name to commit crimes. Replacing Wexner to show solidarity with the victims would have brought good publicity to the company and showed the consumers that their voices are being heard.

Combine – Allowing the celebrities who were performing at the live annual runway show to wear a new design would have had fans excited to purchase a design that had been worn by someone they are a fan of. The item could have been a limited edition, and these limited editions would have been introduced each year with a new design, theme, and celebrity. Combining the entertainment with the live annual runway show adds another element for the audiences to look forward to. This would stop the brand from becoming boring and repetitive.

Adapt – Victoria’s Secret were facing plenty of backlash due to their comments about bodies and how they should look. This was shown with their slogan being “the perfect body” this allowed those viewing their ads to believe if they did not look like the models then they were not perfect. The CMO of Victoria’s Secret also stated they would not hire transgender or plus sized women for their runways shows, due to times having changed this was not something that people approved of, and many people were unhappy with the way things were being handled. This led to people refusing to spend their money there as nowadays if a company does not promote beliefs that consumers also believe in then the consumers will decide to shop elsewhere to not give any profits to the company. If the company had realised that times were changing, and people wanted diversity they could have stopped the plummet of their sales by hiring diverse models.

Modify – Victoria’s Secret did not cater to those with larger bodies, so they were losing money due to not creating larger sizes for their clothing. By not doing so they were allowing people to view them in a negative light as they were showing their true colours and proving they were only creating lingerie for skinny people. If the company had created more sizes, then the CMO’s view of plus sized models may not have been taken as the company’s views too.

Put to another use – The lingerie’s could also double as swimwear for days where customers might not have enough space in their luggage. The lingerie sold by Victoria’s Secret could be considered too expensive compared to their competition so giving it two uses instead of one could make the price seem more reasonable.

Eliminate – Eliminating the slogan “perfect body” and adding one that makes all customers feel like the target audience will make the company seem modern and up to date with trends and customer values. This will also allow them to gain more customers if they do not target just one body type.
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Based on the research conducted companies need to pay attention to what is trending and not just in terms of products but also in terms of the thoughts of their customers. Being late to modernise could affect how individuals view the company and it may become outdated. Companies also need to react to the backlash they receive sooner as that backlash could eventually become too big to ignore to the point where people may hear about the problems with the company rather than the company itself. Instead of not responding to very serious allegations companies need to be clear where they stand by speaking out publicly but also by showing it with their actions. By not only vocalising where they stand but also proving it with their actions their audiences may appreciate how effectively they handled any issues that had been raised. Companies can remain innovative by remaining on top of trends in fashion and social media but also choosing them selectively as not all trends are relevant to each brand and what they promote.
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This project plan set out to discuss why Victoria’s Secret were unable to innovate and remain competitive, how they went from being the most successful in their industry to failing. Based on the research carried out some of the key issues with Victoria’s Secret was their inability to change and modernise along with their consumers this was proven by their refusal to hire diverse models and add more sizes to their range. They also refused to speak up about serious issues until it garnered them too much bad publicity and this led to people deciding to not support them any longer. Finally, their values were also questioned when people noticed their slogan which implied that only skinny people had “perfect bodies”, this made many women feel uncomfortable with their own bodies as it made them feel less than. This reinforces the idea that Victoria’s Secret need to work on their marketing strategy as having better marketing would allow them to be favoured by customers.
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