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Introduction

The retail sector has experienced notable changes in the past few years, primarily due to the swift progress of technology, changing consumer preferences, and increased competition. For retailers around the world, these changes have brought about both opportunities and challenges. The well-known British retail chain Wilko, which was established in 1930, is a moving example of a business that has had difficulty adjusting to these changing market conditions. Wilko was once praised for its extensive selection of reasonably priced home furnishings, gardening supplies, do-it-yourself kits, health and beauty products, and seasonal goods (Wallace, 2023).
Wilko has a strong brand reputation and has been around for a long time, but it has experienced financial difficulties. As a result, it entered administration in August 2023. With a focus on how innovation - or lack thereof - has been a key factor in Wilko's recent struggles, this report aims to investigate the complex nature of the company's product and service offerings and offer suggestions for how Wilko could have used innovative tactics to overcome obstacles, improve competitiveness, and maintain growth by utilising the SCAMPER model. 





















Products and services offered by Wilko

Founded in 1930, Wilko has grown to become a well-known brand in the UK retail industry, known for its wide selection of reasonably priced goods catered to different consumer demands. Offerings from the company covered several important areas, all of which considerably boosted its market presence and competitiveness. With an emphasis on accessibility, affordability, and practicality, Wilko's wide range of products catered to a wide range of consumers (Wallace, 2023).
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Figure 1. Wilko Logo

Homeware
A key component of Wilko's operations was its extensive line of home goods. Kitchenware, dining necessities, home furnishings, storage options, and cleaning supplies were all included in this category. Wilko made sure that their products were both useful and aesthetically beautiful by attempting to combine style with functionality. Consumers on a tight budget could discover everything from chic tableware and creative storage ideas to brand-new pots and pans. 

Garden and outdoor
Another essential aspect of Wilko's operations was its garden and outdoor division. The selection included plants, seeds, compost, garden tools, outdoor furniture, and decorative items, making it suitable for all skill levels of gardeners. With its reputation as the premier destination for gardeners, Wilko made gardening affordable for a wide range of people by offering high-quality products at affordable costs. Seasonal marketing, particularly in the spring and summer, increased sales and strengthened Wilko's position in the gardening industry.

DIY and decorating
Wilko provided a large selection of tools, hardware, paints, and decorating supplies in the do-it-yourself market. This episode focused on homeowners who were remodelling their homes. Wilko provided consumers with the tools they needed to tackle anything from small repairs to large renovations, ranging from basic hand tools to sophisticated power tools. The wide range of paints and wallpapers made it possible to create unique home décor, which encouraged creativity and a sense of accomplishment. 

Health and beauty
Cosmetics, skincare products, and wellness items were among the everyday personal care necessities that Wilko's health and beauty department catered to. Wilko made it possible for customers to continue their beauty and health regimens without breaking the bank by providing these products at reasonable costs. Wilko's private label products were enhanced by the presence of popular brands, which offered options for a range of budgets and preferences, thereby increasing its appeal in the health and beauty market.

Seasonal goods
One of Wilko's most popular product categories was seasonal goods, which included merchandise for Christmas, Easter, and Halloween. This included ornaments, presents, and merchandise with a theme that drew in clients who were celebrating important events. Since Wilko could adjust its inventory to the holiday schedule, it was able to stay competitive and relevant all year long, bringing in a lot of foot traffic during busy times.

Pet care and household essentials
Wilko recognised the significance of pets in many homes, which is why they carried food, accessories, grooming supplies, and medical supplies in their pet care section. Pet owners could find everything they needed under one roof thanks to this extensive range. Everyday operations also depended on household necessities like cleaning supplies, laundry products, and maintenance items. 

Market position and sales volume
Wilko capitalised on its reputation for affordability and convenience to become a market leader in several product categories at the height of its popularity. In certain fiscal years, the company's revenues exceeded £1.5 billion, indicating strong yearly sales. Wilko encountered difficulties adjusting to shifting market dynamics, technology breakthroughs, and shifting consumer behaviours despite having a wide range of products and a dominant market position (Silva, 2017).
A wide range of consumer needs, from gardening and home renovation to personal care and seasonal celebrations, were taken into consideration when designing Wilko's product and service offerings. Its competitiveness in the retail industry was greatly enhanced by its strong brand reputation, extensive product offerings, and reasonable prices. The breadth and depth of Wilko's product offerings make it clear how crucial innovation and flexibility are to staying competitive in the retail sector (Mennens, 2018).

The impact of innovation on Wilko

In the retail sector, innovation is essential to how businesses respond to shifts in the market, improve customer experiences, and hold onto their competitive advantages. Innovation has had a complex impact on Wilko, having both positive and negative effects that have altered the company's course (Herrera, 2016).

Positive influences

Product diversification and private labels
Wilko's market presence was positively impacted by its capacity for innovation, which included diversifying its product line and creating private label brands. Wilko met a variety of consumer demands by offering a wide selection of goods in categories like home goods, gardening, do-it-yourself, health and beauty, and seasonal goods. The development of private label brands that provided reasonable costs and respectable quality enabled Wilko to stand out from rivals and win over customers (Mennens, 2018).

E-commerce integration
Wilko took action to create an online shopping platform after realising the growing popularity of this kind of shopping. With this shift to digital, Wilko was able to reach more people than just those who visited its physical locations, which made it more convenient for customers who favoured online shopping. The online platform supported the modern consumer's demand for accessibility and ease of purchase by providing a comprehensive catalogue of Wilko's products (Montanari, 2021).

Technological upgrades in stores
Wilko made technological investments in better inventory management tools and self-checkout systems to improve the in-store shopping experience. The goals of these innovations were to increase customer satisfaction overall, shorten wait times, and streamline operations. Wilko aimed to modernise its stores and maintain competitiveness with other retailers who were also embracing digital transformation by implementing these technologies (Muff, 2021).

Negative influences

Slow digital transformation
When it came to embracing digital transformation, Wilko lagged its rivals, even with its early attempts to create an online presence. In terms of functionality, user experience, and mobile optimisation, the e-commerce platform was lacking, despite its advantages. As a result, Wilko found it difficult to gain a sizable portion of the online market - a crucial component as consumer purchasing habits increasingly turned to digital platforms, particularly in the wake of the COVID-19 pandemic (Saeed, 2022).

Inadequate supply chain innovation
When it came to supply chain management innovation, Wilko faced difficulties. Customer satisfaction and operational costs were directly impacted by stock shortages and overstocking issues caused by inefficiencies in inventory control and distribution. Without a strong, technologically advanced supply chain plan, Wilko was unable to efficiently manage its logistics or react quickly to shifts in customer demand (Herrera, 2016).

Lack of experiential retail
Despite the shift in consumer preferences towards more personalised and engaging shopping experiences, Wilko's physical stores were unable to keep up. Because Wilko lacked experiential retail features like interactive displays, individualised shopping assistance, and immersive environments, it lagged rivals who made significant investments in developing engaging in-store experiences (Moradi, 2021).

Resistance to change.
Innovation may be seriously hampered by organisational resistance to change. In Wilko's case, implementing cutting-edge technology and procedures presented internal obstacles. The necessary innovations that could have improved customer satisfaction and operational efficiency were slowed down by this resistance. Wilko found it challenging to change course and react proactively to changes in the market in the absence of a strong innovation and adaptability culture (Saeed, 2022).

Wilko has been greatly impacted by innovation, which has shaped both its achievements and difficulties. The company struggled with the deeper and more comprehensive application of digital transformation, supply chain innovation, and experiential retail, even though it achieved notable progress in private labelling, product diversification, and some aspects of technological integration. These flaws made it more difficult for Wilko to adjust to a changing and fiercely competitive retail environment, especially when combined with internal resistance to change. If Wilko had continued to innovate and address these issues more effectively, its trajectory might have been different, and it would have been able to continue growing and competing (Dawson, 2021).

Applying the SCAMPER model to Wilko's innovation challenges

The SCAMPER model is a powerful tool for brainstorming and problem-solving, allowing businesses to explore different aspects of innovation through seven lenses: Substitute, Combine, Adapt, Modify, Put to another use, Eliminate, and Reverse. By critically applying the SCAMPER model to Wilko, I can evaluate why the business failed to innovate effectively and suggest ways it could have navigated the market challenges more successfully (Alkaab, 2024).
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Figure 2. Scamper Model

Substitute
Evaluation: Wilko found it difficult to replace antiquated technology and business procedures with more contemporary ones. For instance, it lagged rivals who used online platforms to reach a wider audience and improve customer engagement because of its unwillingness to fully embrace e-commerce and digital marketing strategies.
Suggestion: Wilko had the option to replace conventional retail strategies with more modern ones. For instance, the company might have been able to more successfully reach tech-savvy consumers if it had switched out its physical marketing campaigns with digital ones. In addition, addressing the shift towards digital retail, investing in cutting-edge e-commerce solutions and incorporating AI-driven customer service tools (like chatbots) could have improved online shopping experiences (Silva, 2017).

Combine
Evaluation: Wilko was unable to successfully integrate its different product lines into shopping experiences that were both cohesive and themed and could draw in and keep customers. The lack of cohesiveness among various product categories diminished the allure of shopping.
Suggestion: Wilko had the opportunity to provide distinctive value propositions by combining creatively different products and services. For example, putting DIY supplies and home goods together into "home improvement kits" would have given consumers everything they needed for projects all in one package. Furthermore, a seamless customer journey could have been offered by integrating online and offline shopping experiences through an omnichannel strategy. Customers could have ordered online and picked it up in-store, or they could have received customised in-store recommendations based on their online shopping history.

Adapt
Evaluation: Particularly when it came to supply chain optimisation and digital transformation, Wilko was sluggish to adjust to the quickly shifting market conditions and consumer preferences. Missed opportunities and inefficiencies resulted from this lack of flexibility.
Suggestion: Wilko could have adopted more adaptable business strategies, like putting in place a supply chain management system that is flexible and quick to adjust to changes in demand. Wilko could have developed interactive store displays or do-it-yourself workshops that engage customers and improve their shopping experience by adjusting to trends in experiential retail. Wilko could have also introduced eco-friendly product lines and sustainable business practices to appeal to environmentally conscious consumers in response to the growing importance of sustainability (Muff, 2021).

Modify
Evaluation: To remain competitive in the market, Wilko did not make any major changes to its core business model or range of products. Its downfall was exacerbated by a lack of innovation in consumer engagement strategies, product design, and store layout.
Suggestion: It might have drawn in more customers if store layouts had been changed to make shopping easier and more pleasurable. It would have improved customer satisfaction to introduce modular product designs that let customers personalise items to their preferences. Adding individualised rewards based on shopping habits to the loyalty programme might have improved repeat business and strengthened ties with customers (Gryskiewicz, 2003).

Put to Another Use
Evaluation: Wilko made insufficient use of its large store area and assortment of goods. Repurposing current assets to generate new revenue streams or increase customer value lacked creativity.
Suggestion: By holding DIY classes, gardening workshops, and community events, Wilko could have repurposed its retail spaces and made its stores into hubs for the community that encourage participation and loyalty. Additionally, it might have generated additional revenue by using its private label brands in business alliances or B2B transactions. It would have been most efficient to use the information at hand if customer data had been used for customised shopping experiences and targeted marketing campaigns (Boonpracha, 2023).

Eliminate
Evaluation: Wilko's competitiveness was hampered by its inability to get rid of obsolete procedures and inefficiencies. Operational challenges were partly caused by the continuation of redundant product lines and inefficient supply chain processes.
Suggestion: Profitability may have been increased by removing unprofitable product lines and concentrating on high-demand, high-margin items. Just-in-time inventory techniques and the elimination of pointless processes would have simplified supply chain operations, lowered costs and increasing efficiency. The adoption of digital solutions in place of paper-based processes could have further improved operational efficiency and decreased environmental impact (Muff, 2021).

Reverse
Evaluation: Wilko failed to adequately change ineffective tactics or procedures that no longer aided in achieving its goals. Its growth was hampered by its incapacity to move away from declining segments and investigate new ones.
Suggestion: Wilko might have kept up with modern retail trends by taking a different tack from traditional retailers and putting an emphasis on online sales while using physical stores as showrooms and fulfilment centres. The product lineup would have remained interesting and fresh if the static product strategy had been reversed and frequent limited-time deals and seasonal collections had been introduced. Reversing the traditional top-down management style to foster employee bottom-up innovation may have produced insightful suggestions for engagement and improvement (Boonpracha, 2023).

Applying the SCAMPER model to Wilko reveals several areas where the company could have innovated to address market challenges and remain competitive. Wilko could have navigated the retail landscape more skilfully if it had replaced antiquated procedures with contemporary technologies, combined product lines for increased value, adjusted to market trends, changed business models, repurposed assets, eliminated inefficiencies, and reversed ineffective strategies (Alkaab, 2024).

Recommendations

To address these challenges and secure a sustainable competitive advantage, I propose the following recommendations:

Digital transformation:
E-commerce enhancement: invest in a powerful e-commerce platform that offers cutting-edge functionalities like mobile optimisation, tailored recommendations, and a smooth user interface.
Omnichannel strategy: integrate online and offline shopping experiences to provide a cohesive customer journey (Saeed, 2022).

Product and service innovation:
New product combinations: create modular designs and product bundles to meet the varying needs and preferences of the customers.
Sustainability focus: introduce eco-friendly product lines and sustainable business practices to appeal to environmentally conscious consumers (Silva, 2017).

Experiential retail:
Interactive store displays: create engaging in-store experiences through interactive displays and DIY workshops.
Community engagement: to strengthen the relationships with customers, use retail spaces for educational workshops and community events (Sun, 2022).

Supply chain optimization:
Advanced technologies: implement technology-driven solutions for inventory management and supply chain efficiency.
Just-in-time inventory: adopt practices that minimize costs and enhance responsiveness to market demands (Saeed, 2022).

Employee engagement:
Innovation culture: encourage a culture of innovation by involving employees in decision-making and idea generation.
Skill development: provide continuous training and development to equip staff with the skills needed for digital transformation.
By following these suggestions, Wilko could have used innovation to meet evolving customer needs, get over obstacles, and maintain a competitive edge in the retail sector (Silva, 2017).





























Conclusion

The journey of Wilko demonstrates the vital role that innovation plays in maintaining competitiveness in the quickly changing retail environment. Despite having a long history and a wide range of products, Wilko found it difficult to adjust to the rapidly evolving market, the advancement of technology, and the changing needs of its customers. The SCAMPER model helped me pinpoint several crucial areas where creative solutions could have improved Wilko's capacity to successfully navigate the cutthroat market.
Significant contributors to Wilko's demise included its incomplete adoption of digital transformation, ineffective supply chain management, and dearth of experiential retail initiatives. The company's problems were made worse by its reluctance to innovate in response to changing market trends and consumer demands. But the SCAMPER model offers a thorough framework for locating and putting into practice creative fixes that might have changed Wilko's course.
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