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[bookmark: _Toc658437672]Introduction

In light of the growing competition among businesses, irrespective of the sector to which they belong, innovation is utmost necessary to ensure the running of a firm. A culture of creativity not only boosts the chances of a specific firm's survival but also ensures that the firm is flexible to fit the changing patterns in the industry. It also ensures the consumers are utmost satisfied, which in turn aids the firm in getting the best out of the opportunities in the market. However, there should be a notable plan to engage with innovation to ensure the benefits are maximized, and therefore the company should consider taking the input of the customers and developing strategies accordingly. Debenhams, which is known to be a chain of stores in the UK, was forced to put a stop to their operations due to financial hardships they faced. Thus, this assignment would look into the offerings of the firm and delve into the impact of creativity on the downfall of Debenhams. Additionally, the assignment will lay out creative approaches using the relevant model to help the firm navigate the hardships and recommend notable measures that could have been undertaken (Donnelly et. al., 2020). 
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Debenhams was a renowned British department store chain that had a rich history tracing back to its establishment in 1778. For centuries, the organization offered many products and services, catering to the different requirements and preferences of its customers. At its core, Debenhams gave a thorough selection of clothing, homeware, beauty products, and accessories. 
The company's product offerings were portrayed by their quality, variety, and affordability, making it a favourite shopping destination for a broad demographic of consumers. One of the essential aspects of Debenhams' product range was its broad collection of fashion apparel (Claridge and Hur, 2021). The company supplied clothing for men, women, and children, crossing different styles, sizes, and price tags. From high-end designer brands to affordable everyday wear, Debenhams is expected to cater to the fashion needs of everybody. This inclusivity made it a go-to destination for people searching for the latest trends, exemplary closet staples, or extraordinary event outfits. 
Complementing its clothing selection, Debenhams also offered a complete range of beauty and cosmetics products. The beauty department included beauty care products from driving brands, skincare items, fragrances, and haircare items. Furthermore, the in-house beauty specialists gave consultations and beauty services, improving the shopping experience and assisting clients with tracking down the ideal products to suit their necessities. Beyond fashion and beauty, Debenhams was known for its different homeware department. The customers can find everything from kitchen basics to furniture, bedding, and home decor items in Debenhams (Parker-Strak et. al., 2022). The store's homeware offerings permitted customers to invigorate their living spaces, whether they were searching for modern, traditional, or eclectic design elements. 
With many products, Debenhams is expected to rouse inventiveness and assist customers with changing their homes into stylish and comfortable environments. Moreover, Debenhams gave a host of additional services to improve the overall shopping experience. The company's loyalty program, known as the Debenhams Beauty Club, compensated customers with points for their buys, offering exclusive discounts and benefits. Additionally, the Debenhams website and mobile application facilitated online shopping, empowering customers to peruse and buy items from the solace of their homes. Debenhams also operated restaurants and cafes inside its stores, offering customers a spot to unwind and re-energize while partaking in a variety of dining options. 
This approach made shopping more helpful as well as made a welcoming and pleasant environment for guests. Throughout the long term, Debenhams persistently advanced its product and service offerings to adjust to changing shopper inclinations. It collaborated with eminent celebrities and designers to launch selective collections, attracting fashion enthusiasts and trendsetters. Also, the company extended its sustainability endeavours, presenting eco-friendly products and practices to speak to environmentally conscious customers. 
Tragically, despite its long-standing presence and efforts to stay cutthroat, Debenhams confronted various difficulties in the retail market (Donnelly et. al., 2020). These included expanded rivalry from online retailers, changing consumer shopping habits, and financial difficulties exacerbated by economic downturns, at last prompting its administration and the closure of its physical stores in 2020.
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Innovation has played a significant role in forming the direction of Debenhams, both positively and negatively, throughout the long term.
On the positive side, the company embraced creative strategies and technologies to upgrade the customer experience, extend its product offerings, and remain competitive in the retail market. However, on the negative side, Debenhams battled to stay aware of the quick speed of innovation in the digital retail space, adding to its possible decay and conclusion. Positively, Debenhams utilised innovation to upgrade the customer experience. One remarkable innovation was the introduction of the Debenhams Beauty Club loyalty program (Boardman et. al., 2020). This program rewarded clients for their buys and connected with them through customized offers, early admittance to sales, and exclusive events. It cultivated customer loyalty as well as gave significant information on customer inclinations, empowering the company to tailor its product offerings more effectively. Debenhams also ventured into collaborations with famous designers and celebrities, launching exclusive collections. 
These partnerships carried new and imaginative designs to the stores, attracting fashion-forward consumers and setting Debenhams apart from its competitors. The capacity to adjust to changing fashion trends through such collaborations was a demonstration of the company's obligation to attract fashion-forward consumers. 
Moreover, Debenhams gained strides in sustainability by introducing eco-friendly product lines. As customer consciousness of environmental issues developed, Debenhams answered by integrating sustainable materials and practices into its product selection (Malenkov et. al., 2021). This innovation spoke to environmentally cognizant clients as well as exhibited the company's obligation to capable retailing. In the realm of technology, Debenhams embraced e-commerce and introduced its online shopping platform.
While late to the online retail game contrasted with certain competitors, this move permitted the company to take advantage of a developing digital customer base. It offered the comfort of shopping from home and the capacity to get to Debenhams' broad product range, denoting a positive forward-moving step. 
However, it is on the negative side that the effect of innovation on Debenhams turns out to be more clear. One of the key challenges the company confronted was the fast ascent of online retail goliaths like Amazon and ASOS. These e-commerce giants utilised cutting-edge technologies, for example, refined recommendation algorithms and proficient supply chain management systems, to furnish customers with consistent shopping encounters. Debenhams battled to stay aware of the digital innovation curve, prompting a loss of market share. 
Furthermore, the changing shopping habits of customers impacted by digital innovation represented a challenge to the traditional brick-and-mortar model. Shoppers progressively looked for the comfort of online shopping, adding to a decrease in people walking through physical Debenhams stores. The company needed to wrestle with the negative repercussions of its failure to adapt to these changing buyer behaviours (Mostaghel et. al., 2022). In addition, Debenhams confronted financial hardships that were exacerbated by its powerlessness to contend in the digital marketplace. The company needed to fight rising operational costs, including keeping up with its huge physical store network, which turned out to be less sustainable notwithstanding declining incomes. These financial challenges at last prompted Debenhams to enter administration and the possible closure of its physical stores.
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Given the various challenges faced by the company Debenhams, which ultimately led to their closure in the year 2020, the firm could have used innovation as their leading strategy to move out of the difficulties it faced. This section will use the model of SCAMPER to outline a few key sections where the firm could have utilized creativity and ensured their survival.
Given the reliance of Debenhams on concrete outlets as main points to engage customers, the firm could have backed on substitute ways. The dependence on concrete outlets not only failed to match the changing patterns of consumers related to places for buying but also burdened the firm with covering huge sums of charges to upkeep the concrete outlets, which in turn reduced their competency to operate effectively (Bryson, 2021). The notable alternate the firm could have backed upon in this situation is the use of websites to offer their products to a vast section of consumers. The approach would have not only ensured that Debenhams met the changing circumstances in the market but would have also been able to ease their reach to a wider section of people. The firm could have reduced the number of concrete outlets in its possession, which would have allowed them to enjoy a greater amount of rewards, which could have been diverted to building digital podiums to engage consumers. At the same time, Debenhams could have used the excess rewards to offer trending outfits by changing their suppliers, which would have also worked as an effective alternative to keep consumers engaged with the brand (Perussi et. al., 2019).
The view point held by the larger crowd towards the brand is seemingly that of a destination that meets the clothing demands of the individuals, ranging from cheap to expensive choices. However, the needs fulfilled by the firm could have expanded to accommodate a wider section of the crowd. This could have been done by offering a variety of products through their concrete outlets. Debenhams could have stressed building strategic partnerships with other brands and holding their products in their outlets for customers to offer (Galera‐Zarco et. al., 2020). This would not the expenses. Events related to the introduction of new brands or products could be useful to increase the knowledge of consumers regarding the variety of options available with the firm, which would in turn improve their engagement (Elg and Welinder, 2022).
The modern age requires firms to be flexible to help them meet the constant changes that occur in the perspectives of individuals. In this context, the main adaptation the firm could have backed is the use of digital tools in operating. There are software programs available that ease the activities as well as enhance their output. Debenhams could have made use of such software to tackle challenges with respect to their stock. The software available at present keeps track of the outflow of the products and maintains the products left in hand after this examination (Caro and Sadr, 2019). This could have drastically reduced the charges of the firm in terms of holding stock of clothing and other products, as well as ensured that the products available are sufficient to cover the demands. Another element this software has to cover is identifying trends. The software related to handling inventory could be used to closely monitor the demand in the market, which could have helped Debenhams stay prepared and make use of the opportunities. Likewise, the firm could make use of CRM to engage with consumers and uplift their experience. The CRM tools would have allowed Debenhams to work with the relationships of consumers and improve their loyalty towards the firm, which could have been massive in dealing with the hardships in the market (Diem et. al., 2021). In the context of modification, Debenhams could have tapped into eco-friendly strategies to deal with the hardships. The pandemic has led consumers to stress the wellbeing of the surrounding environment, which is a key section the firm could make use of. This could have been approached by shifting their suppliers, who can provide them with products that do not negatively impact their surroundings (Amoako et. al., 2020). Similarly, to outline the firm's contrivance towards up keeping the environment, strategies related to promotion could have been modified and made use of various podiums available to reach the masses.
In this context of putting to another use, Debenhams could have made use of their various properties. Their reliance on concrete outlets saw them sell their properties and lease them back for use, which had a massive charge on their rewards. The firm could have offered the excess stores for rental purposes, which would have opened gates for additional revenue to cover the charges. Likewise, the outlets could have also been used for warehouses to stock up on products offered on the digital platform. The main cause for their downfall is the excessive charges burdened on them due to the vast number of concrete centres available with them. Thus, Debenhams could have made notable eliminations in the underperforming outlets and offered them for rent. Another section that could have been eliminated is the excessive amount of products held by the firm, which in turn led to offering discounts for the purpose of clearing out (Chen et. al., 2020). Effective stock handling could have ensured a reduction in the number of products available. In terms of reversing, the approach that Debenhams could have relied on for reversing their operations is the use of feedback from consumers. The use of websites or emails could have provided the firm with valuable insight into the wants of its customers, which would have allowed the firm to prepare themselves as per their needs (Qalati et. al., 2021). This would have been a massive change that wouldn’t have damaged their survival. The firm could also offer a return facility to the consumers, which would not only enhance their satisfaction but also reduce their waste.

[bookmark: _Toc243855841]Recommendation and Conclusion

In respect of the challenges faced by the firm, which eventually put an end to their running, Debenhams should have stressed reducing the number of concrete outlets in their possession. The firm was burdened with excessive charges due to the massive number of outlets. Thus, the firm could have rented out the poorly performing stores, which could have given them additional revenue. The firm could also stress using websites to offer their products to a wider section of consumers and make use of CRM to interact with consumers, which could have provided insight regarding their needs. Additional stress must be diverted to managing stock, which would not reduce the charges of the firm but would put an end to the firm's strategy of offering massive discounts to get the products off their hands.
In conclusion, creativity is effective at tackling hardships that can damage the progress of a firm. For centuries, Debenhams has offered many products and services, catering to the different requirements and preferences of its customers. At its core, Debenhams offers a thorough selection of clothing, home wares, beauty products, and accessories. However, on the negative side, Debenhams battled to stay aware of the quick speed of innovation in the digital retail space, adding to its possible decay and conclusion. The dependence on concrete outlets not only failed to match the changing patterns of consumers related to places for buying but also burdened the firm with covering huge sums of charges to upkeep the concrete outlets. Thus, the firm could have eliminated the excessive number of stores in hand to reduce expenses and used them for other purposes, such as bringing in extra rewards.
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