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[bookmark: _Toc170636234][bookmark: _Hlk170642779]Introduction
In today’s world, innovation holds huge importance when it comes to the continuing success of any business (Tohidi and Jabbari, 2011). It can be defined as a method or process of changing an existing product or service which is developed then presented as a new innovation (Tohidi and Jabbari, 2011).
[bookmark: _Hlk168420195]With the rapid changing world, innovation has become crucial for organizations in order to stay competitive in the business world and for many other reasons such as boosting economic growth by experimenting with new industries, to adapt easily to change and capture new opportunities (Mircevska, 2015). Innovation also improves quality of life by creating ease in our daily lives and with climate change it has become even more important that businesses are creating innovations that support sustainability (Mircevska, 2015).
This report will look into the fall of Mothercare, a specialist retailer for mums-to-be and newborn baby clothes and accessories. The report will critically discuss and evaluate the failed business using the SCAMPER model and how it could have remained in the market through competitive advantage and adapting to change.

[bookmark: _Toc170636235]Mothercare
Mothercare was a UK retailer established in 1961 in Surrey, UK. They specialised in pushchairs, cots, baby furniture and baby clothing and maternity. Through its journey the company had merged with other brands to expand within the UK as well as internationally through franchise partnerships in selected countries. However, in the year 2000, the company had become a sole brand known as Mothercare plc, the parent company of MGB (Mothercare global brand) (Mothercare plc, online). Mothercare has been known as the most reputable mother-to-be store and acknowledged for its quality and durable products. The company had managed around 341 stores in the UK alone along with a global expansion across 33 countries with 160 franchises (Mothercare plc, online).The company had won The best clothes for children and babies for a number of years during the early 90’s decade.
 Mothercare’s focus has been on creating products in key areas of maternity  wear, babies, nursery furniture, travel systems like pushchairs, prams, strollers and car seats, bedding, feeding essentials and play toys. The company emphasis on meeting high quality standards and their own specifications to deliver the best in durable easy-care fabrics and products that meet high safety standards. The business had remained dominant in the maternity market for its experience and service that they offered. The stores would offer beautiful warm welcomed services in nurseries that would give customers a face-to face physical experience of what their products would look like in their homes along with consultations and advice from experienced midwives in store (Mothercare plc, online).

[bookmark: _Toc170636236]The impact of innovation on Mothercare
With the constant evolving consumer expectations, and the growing market, in order to remain competitive, innovation has become critical to every business strategy (Vasiliu and Cercel,  2015). Companies today must be mindful of consumer demands that change every so often, this is because, people today are more connected to the internet which is continuously keeping people well informed about global trends, product quality and change in the markets. However, due to the ongoing economic crisis people have become more lower price oriented and less loyal to brands and so this has become the major reason as to why companies must keep up to date with innovation and use this to create a positive customer experience that will impact positively on consumer purchase decisions (Vasiliu and Cercel, 2015). 
Mothercare had kept its standards of being a brick-and-mortar retail for many years. The store focused mainly on its physical stores and to be able to provide customers with a comprehensive physical experience. But however, regardless of the efforts of the company to remain competitive, it eventually failed, and the company collapsed falling into administration (Clark, 2019). Mothercare was facing high competition in the market not only with growing giant retailers such as John Lewis, Mamas and Papas, Marks and Spencer’s, online retailer Amazon but also with online companies such as Chicco, Swap.com and even local supermarket retailers who were continuously expanding from food to home essentials at lower costs and convenience. Mothercare had failed to adapt to modern marketing strategies that allowed customers a range of goods and products that meet their needs and that was changing along with customers purchasing habits (Clark, 2019).
[bookmark: _Toc170636237]Another major reason for its downfall was the lack of investment on its online digital operations. Mothercare was impacted negatively as the rise of e-commerce provided greater convenience and ranges with lower price margins and not keeping in mind the new generation of parents who work and shop from home that has now reduced foot traffic and sales for physical stores (Clark, 2019).
[bookmark: _Toc170636238]whilst other companies were successfully transitioning to e-commerce trends, websites, mobile apps, and promoting through social media, Mothercare was investing further into physical store formats and in store services such as parent yoga sessions, baby massage and dance and music classes for toddlers (Mothercare plc annual reports, 2013). 
[bookmark: _Toc170636239]Butler (2019) reported, many hundreds of Mothercare stores was just becoming a burden with rising costs in staff, rent and utility bills causing further sustainable issues. Furthermore, the company was hit hard by increasing pressures in cost  and changing consumer spending habits and that the retailer was unable to keep its competitive advantage as competitor’s were delivering better service, convenience and wider range in products and importantly lower prices (Butler, 2019).
[bookmark: _Toc170636240]SCAMPER model
Creative thinking and problem solving  is a crucial factor in the process of generating ideas for innovation. One basic and effective model used in this process has been the SCAMPER model designed by Bob Eberle (Sirbiladze, 2017). The model introduces seven areas to be approached by asking questions based on an existing product during a brainstorm that will explore new possibilities and generate new ideas for innovation (Sirbiladze, 2017).
[image: A Complete Guide of SCAMPER | EdrawMind]Figure . Scamper model (Google images)

The Scamper model has been used in this report to suggest some advice on what could have been done and changed within the Mothercare company that could have saved the company to close its stores in the UK and how they could have remained competitive in the market.

[bookmark: _Toc170636241]Substitute- Brick and mortar with digital platforms
Mothercare, the 60-year-old established brand focuses on their brick-and-mortar stores. The company’s unique selling point has been to give customers a physical in store feel and experience and thus the company was opening up further stores across the UK and increasing its face-to face services. Eventually, the increasing pressure of costs to maintain these stores led to business failure. This could have been avoided by the company if the capital for physical stores was substituted by investing into digital platforms. Their digital infrastructure had been very weak and was causing issues for customers who were trying to shop online leading to online shopping failures and challenges (Jordan, 2019).
Mothercare’s business model is made up of an established brand reputation emphasising on high quality and specialized services and products for mothers and babies, however, this could have been another reason for its failure. Ruggieri et al (2018) noted the importance of innovation and upgrade of the company’s business model with the acceleration of digital platforms and to be reviewed and revised along with changing time so that the business can gain maximum advantage in the competitive market (Ruggieri et al., 2018). Today innovation plays a big role in economic growth by creating industries and enhancing the existing ones. Digital platforms facilitate interactions and can easily collect data that can be used to understand consumer purchasing habits to help support new ideas, productivity and efficiency (Mircevska, 2015).
Furthermore, what Mothercare lacked was a strong online presence. The company invested in traditional marketing such as tv ads, radio, leaflets, and catalogues but these were the type of promotions that go unnoticed. Today, social media platforms hold the highest power when it comes to reaching out to potential buyers and connecting to the target market through personal experiences and reviews. Aswell as being effective, social media is also the least expensive method of digital marketing (Henderson, 2020.) Company’s today have diverted to digital marketing through social media contents on Facebook pages, Instagram and Twitter. With a consistent upgrade of interesting pictures, contents, stories and reviews from customers about your products and services, it’s enough to keep buyers intrigued and attracted (Henderson, 2020). Being in partnership with YouTube and social media influencers would have been a great way to promote products as customers today are highly influenced by their favourite influencers and tend to follow fashion and brands that they use. Networking groups are also a brilliant way to reach out to your targeted audience. Emma’s diary, Mummy’s net and Mummy social are just a few online networking groups where many topics are discussed about parenting, newborn babies and mums-to-be. Platforms like this can be used to promote Mothercare products and services with reviews and feedback through word of mouth that not only moves rapidly but also increases knowledge about the brand and its loyalty (Henderson, 2020). 
[bookmark: _Toc170636243]Combine- product and service bundles
Customers like to shop with convenience, and probably this is what Mothercare could not offer to its customers. With the existing in-store consultations, Mothercare could combine this service with a virtual service through video call that would help support new parents to-be with selecting the right products and who for many reasons cannot attend the store physically.
Many stores today like John Lewis and Mamas n Papas provide set-up services that come free with a set amount of spending on nursery furniture. Mothercare could have taken advantage of this and combined product and service bundles that take of the extra burden of a new mum-to-be when it comes to setting up a new 1st time nursery.
Combining their in-store expertise consultations with online networking groups with new mums to-be can easily reach out to potential buyers. Also, many stores today have taken the opportunity to increase customer loyalty through loyalty, points and rewards membership cards. Offering exclusive deals such as access to priority sales, free consultations, and discounts are a great way to keep customers loyal to your brand.
[bookmark: _Toc170636244]Adapt- adapting to new trends and demands
Keeping up to date with the changing market has become crucial to any business. With changing demographics and customer needs, it is important that the business is aware of what is trending in the market and customer demands. Therefore, for Mothercare, innovation and upgrading of products and services is utmost important as competition is always soaring in the business world and with local supermarkets expanding their baby products range from clothes to accessories at affordable prices, it has become even more critical that Mothercare adapt to the change that society is moving with, for example, the cost-of-living crisis is just a reason more why customers are switching to local stores.  Adaptation to change in the swiftly moving environment is crucial as innovation creates both, challenges and opportunities for businesses to thrive on and aspire (Henry and Mayle, 2002).
[bookmark: _Toc170636245]Modify- pricing strategy
For Mothercare, its pricing strategy could have been modified to create a more affordable experience. For example, other retailers’ stock exclusive brands such as Chicco, oyster and Baby Lo etc but alongside this they also offer their own brand at an affordable price. But however, Mothercare’s brand prices matched alongside exclusive brands making them as expensive as others. Creating their own affordable product under their brand name can increase sales as customers will be happy to buy knowing it’s a well reputed brand known for its durable and high-quality standards at a better lower price.
[bookmark: _Toc170636246]Put to another use-  utilise some stores as a gym
With so many stores opened across the UK and further capital being invested into further new stores, it could have been a good marketing strategy for Mothercare to put some of these stores into another use such as a Gym that specialised in workouts for mums to-be or new mums who want to come back into shape after birth. The stores can hold classes that offer yoga and meditation as well as after-birth care, therapy and exercise. These gyms can also provide a Creche service for mothers who can bring along their newborn and toddlers allowing them with flexibility and convenience.
[bookmark: _Toc170636247]Eliminate unnecessary costs 
 Mothercare could have eliminated its sourcing of high-quality fabrics and materials and changed to the average quality that is selling today in affordable prices in local supermarkets and other retailers. Babies grow very quickly during the first few months and so a reason more for mothers to keep shopping. Customers like to buy brands, but they also want to pay less. Mothercare being an existing reputable brand would have naturally attracted customers to buy their products at the same affordable price over local supermarket choices.
[bookmark: _Toc170636248]Reverse- marketing strategies
Usually, the business waits for its customers, but why not reverse that by going to your customers. Mothercare could have invested into pop up stores in places where the target audience can be reached. Promoting their products in places like Mum2mum markets is a great way to reach pregnant women and young families. Pop up stores in hospitals could have also proven to be beneficial for the company as this would have been first point of contact for pregnant women within the hospital sight.






[bookmark: _Toc170636249]Conclusion/ Recommendations
It can be gathered from this report that Mothercare had many options available to adapt and change in order to fit in the existing market but however they chose not to and remained loyal to their traditional method of business which was very outdated for today’s swiftly moving world. This report also highlights the critical importance of digital platforms and how continuous innovation can support business production and efficiency. The delay in Mothercare’s approach to adapt to modern and digital platforms has proven to be detrimental as this could have been crucial in reaching out to new buyers and retaining existing customers.  Therefore, it can be further suggested to that the company must remain strengthening their online presence and expanding further into the world of social media by collaborating with social media influencers and popular followers. They can also collab with popular baby product companies as well as introducing their own branded products in local retail giants like ASDA, Tesco and Morrisons, where foot traffic for the targeted market is very high. Instead of reopening individual stores again, collaborating with these supermarkets can allow Mothercare to open small pop stores within the supermarket to attract customers to come in and have a feel of their products and know about their services. Its crucial that Mothercare understand the importance of customer needs and the changing market and the significance of innovation that is continuing to evolve and to keep moving with this change.
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