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[bookmark: _Toc160364704]1. Introduction
Due to the recent economic storm, Debenhams and other British businesses have had to take measured chances and dive into new areas. Debenhams has a past that has been shaped by the wind. The store's history includes "seam" art and views of the Taiwan Strait from the mainland. Bringing this idea up the report aim to look into a lot of different aspects of Debenhams's goods, how insight shapes its path, and the role of SCAMPER in seeking out possible new ways of thinking creatively, since ideas are like dust that falls to the ground all the time. 
[bookmark: _Toc160364705]2.  Product or Service Offered by Debenhams
Debenhams, a store company that used to be very popular, has done well in competing with other stores by offering a wide range of goods that meet different customer needs. A wide range of goods, like home and fashion things, were at the heart of its business plan. The shop had fashion options at reasonable prices because it worked with well-known designers and had well-chosen in-house lines. Debenhams was a haven for beauty junkies because it had a carefully picked selection of skin care and makeup from both well-known and new brands (Thompson and McLarney, 2017).  There was more to Debenhams than just shopping. It was a big store that had everything that could be needed. Customers could get extra services like beauty training and help with their personal style. Two big factors in the company's rise to fame in the UK were its well-known image as a reliable store and its large physical presence across the country (Bryson, 2021). But problems came up as customers' tastes changed and their interest in the ease of shopping online grew. Digitalization changed the way many businesses worked, and customers started to value online shopping more and more (Shevtsov and Mariia, 2017). As soon as Debenhams tried to go online, they had to deal with tough competition from smart online stores. Along with the economic slump, new habits were also a major threat to the status quo.  
[image: Debenhams – and why it's still around in Pakistan]
Debenhams lost market share because it took too long to respond to changes in the business world. It was hard to please tech-savvy customers who wanted things to be easy because the digital and real worlds were not connected enough (Claridge and Hur¸2021). Debenhem were very important in the market, but they lost a lot of that importance when they could not adapt to new trends, even though the report carefully chose a wide range of goods and offered excellent extra services. To sum up, modern and latest services used to be the best in the retail business and gave customers completely different experiences in each area (Jones and Livingstone 2018). However, problems came when they tried to adapt to changes in technology, which led to a gradual loss of market place (Wheeler, 2021). Looking at how innovation changes the course of events and what creative strategies can be used could help to figure out how to get things going again in a world that is always changing. 
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Debenhams grew their business by using new technologies and online markets. This shows that they were one of the first stores in the retail industry to adopt new ideas. When the company decided to sell its products online, it was a big deal because it gave it access to the growing number of people who buy things online (Kar and Kar, 2015). When Debenhams went online, they wanted to give their customers the freedom to shop whenever and wherever they wanted. Changes were made to this policy because customer tastes were changing and because of the revolutionary power of technology to change the business world (Claridge and Hur¸2021). Since Debenhams started using e-commerce, they have seen more people and more money coming in. Online markets had a lot of different goods for sale and offered special deals that could only be found online. Customers care more about ease of use and convenience as they buy more online, giving them more time to look at things at their own pace.
However, Debenhams also tried to be innovative so that customers could have more engaging, tech-enhanced shopping experiences in its stores. mix the real and virtual worlds of shopping with digital booths, interactive displays, and augmented reality apps. These technology advances were meant to get more people involved, give people more information to help them make better choices, and improve the in-person experience as a whole (Jones and Livingstone 2018). Debenhams carefully added technology to their traditional brick-and-mortar store in order to stay up-to-date and meet the changing needs of modern customers.
But using creative methods only helped for a short time because outside forces completely changed the retail sector. With the rise of online-only shops, Debenhams and other well-known brands now have a new, tough competitor (Kar and Kar, 2015). As digital natives, the company's rivals were able to adopt new trends faster than the company could. This was especially true in data analytics, focused marketing, and quick market reactions.
The rise of fast fashion and manufacturer-to-customer business models also caused long-lasting changes in how people behave. Today's retail world is characterised by instant product access and the need for unique and limited things (Byson, 2021). Debenhams had a hard time keeping up with these changing needs because it usually only has holiday items in stock and takes a long time to get them. As Debenhams dealt with these changes in the market, it became clear that they hadn't changed their business strategy to be more flexible and quick (Wheeler, 2021). The good effects of earlier progress were hidden because the company couldn't keep up with the fast-paced competition and constantly changing buyer tastes.
Debenhams tried new things at first to change to the digital age and make the shopping experience better for customers, but the company's eventual failure showed how important it is to keep changing with the retail business (Thompson and McLarney, 2017). In the next part, the study evaluates the SCAMPER model, which gives a structured way to think about how Debenhams may have strategically used innovation to deal with problems and maybe even change its course in a very competitive market.
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The British company Debenhams, a department store with a long history of ups and downs dating back to the 1800s on the other hand, was drowning in various problems caused by the rapidly changing retail ecosystem. In other words, as the market became highly competitive Debenhams was encountering reduced footfalls in its stores, increasing competition from the e-tailers, consumers shifting into the newer trends and shaky economy. Confronted with these hardships, Debenhams brand can relied on the SCAMPER model to stimulate creative ideas, as well as to target strategic ways out.
The SCAMPER model is a creative thinking technique used to generate innovative solutions by prompting individuals to examine existing products, processes, or concepts through seven different lenses: Replace, Bring into a state of coexistence, Alter, Adjust, Use for different purposes, Delete, and Reverse. Every letter functions as a query or action that purposes for brainstorming and exploration of the multiple alternatives (Suh 2019). Furthermore, 'Substitute' put forward the explanations of replacing elements of a product or process, while 'Combine' encouraged the search for new ideas or components. SCAMPER model is a powerful tool in developing innovativeness by proposing a systematic process of challenging usual procedures, burst of mental blocks, and exploring new horizons SCAMPER method guides a person in exploring things which they are already familiar with in an unconventional way. As a result, it stimulates creativity, helps in thinking out of the box and finally, enables an individual to come up with an innovation that can have a wide range of applications (Talebi et al., 2020).
Substitute: One of the possibilities for innovation would be to substitute traditional retail habit with the advanced ones. Instead of the old way of retailing that came with only physical stores, Debenhams can focused on the expanding trend of online shopping. Through building strong online portals can able to reach the customers who are on an internet more easily, especially millennials. By introducing enhancements into their online shopping experience, like virtual try-ons, personalized recommendations, simpler checkout processes and others, retailers are able to gain reputation and improve competitiveness in the market (Ozyaprak 2016).
Combine: There can as well have been some services they have integrated into their stores, such as cafes and restaurants, to create a multi-faceted shopping experience. For example, Debenhams might have teamed up with other firms, like cafes, beauty salons, or fitness gyms, to regain customers into their stores as joint lifestyle centers. Through having different kinds of services like under one roof, Debenhams is most likely to attract more customers and kept them as long as they wanted leading to greater amount of sales and making a society among consumers to feel like they were part of a family (Talebi et al., 2020).
Adapt: Consumers expectations are in a state of constant flux, with new trends as well as preferences being revealed everyday. Hence, in retail industry, adjusting to consumer dynamics and market fluctuations is crucial to remain updated and relevant. If Debenhams had anticipated that and shifted their product offering to be in line with rising trends, such as sustainability and ethical consumption, this might have led them to be more successfull. An alternative instance would be having eco-friendly collections curated, ethical suppliers supported for sourcing, and allowing consumers to see transparent supply chains. This way, Debenhams will appealed to the growing group of conscious consumers on the lookout for socially responsible brands. This modification in the store layout is not only the way to differentiate Debenham among its competitors but also the way to value both environment and society.
Modify: Adapting the usual department store's appearance and design might have made some miracles in making the Debenhams' malls look different. An extreme adoption of innovative technologies as AR and interactive displays will be helpful in attratcing customers and getting them more involved in the shopping event, making the experience all-inclusive and more engaging. Demonstrate the product in AR-fitted display rooms and virtual fitting areas where you can try clothes and interactive displays enriched with product information and styling recommendations. Debenhams was even more gaspingly far behind competitors if it had decided to move with the times and make its store ambiance more unique than others by incorporating additional experiential elements (Kamis et al., 2020).
Put to other uses: Instead, Debenhams can also considered renting out the spaces, such as adding in a cafe or entertainment area, to look for new sources of income. For example, they can redesign unused areas of their stores as co-working spaces during none-peak hours. The freelancers and remote workers will like the area with access to internet facilities and refreshments. Debenhams can also turned their physical stores into event venues that they can rent out for weddings, corporate functions, or pop-up shops. They will take advantage of the current boom in experiential retail and event hosting services.
Eliminate: Efficiency and effective resource management through streamlining processes and eliminating any inefficiencies is central to optimization of the operations and the reduction of the costs. Debenhams can have a complete analysis of their inventory and operations to determine and cancel the redundant processes or slow downsales of a product line. Getting rid of their old stock and concentrating on the top selling goods margins, Debenhams probably would have obtained the best turnover rates and profitability. Moreover, simplifying the bureaucracy and the number of passages can be associated with the flexibility and decision making within the organization because it responds faster to the market dynamics (Hassan, 2023).
Reverse: Debanhams can also changed its customer engagement strategy to focus on personal experience and stronger links with their prospective customers. Using customer data-driven approaches like targeted marketing campaigns, personalized recommendations, and setting up loyalty programs would lead to deepen customer interactions and boost brand loyalty. Through data-based approach to forecast the needs and unique preferences of customers, Debenhams would have been able to accommodate their offerings and the communication to these shoppers much more specifically, which ultimately would have resulted in increased repeat purchases and long-term loyalty.
Through the use of SCAMPER model, Debenhams is most likely to exposed to myriads of opportunities to evade the hurdles that were found in retails. The company can possibly done just about everything - from replacing typical practices with innovative alternatives, such as launching its products online, to providing added-value services as the trend changes, to changing the store layout, to identifying alternative revenue sources, to cutting inefficiencies, to going back to the way it used to interact with customers - in short, Debenhams had more than enough possibilities to reinvent its brand and regain its Hindsight, however, always offers clarity, and the creative thinking frameworks, like SCAMPER, can be well used by businesses to find and go for early exploiting the opportunities for innovation in dynamic and competitive markets.
[bookmark: _Toc160364708]5. Recommendations and Conclusion 
With the above discussion it is concluded that Debenhams, a long-established British department store, faced a range of threats due to economic patterns, fluctuating buyer’s behaviors and the swift transformation of retail environment. Debenham was successful in adapting to the digital era by moving into online shops and use innovative technologies to develop physical stores. But unfortunately, the fashion retailer was unable to handle the consistent changes in the behavior of the consumers and market dynamics SCAMPER method disclosed numerous avenues Debenhams might have potentially exploited in its brand revival program as well as in the retail sector.
By looking at tactics like the implementation of the online channel instead of a brick and mortar store as an main channel, the hybridization of the services, the adaption to the trend of sustainability, the innovation of the layout with modern technologies, the repurposing of the inactive spaces, the elimination of the in-efficiencies, and implementing the direct client engagement strategies, Debenhams could have potentially overcame its Retrospection filtered by approaches such as SCAMPER inspires a lot of ideas which businesses can utilize to produce uniqueness when the markets are dynamic and competitive. Debenhams' situation implies the wiser option in the sense of the unfailing need for adjustment to the trends and consumers' altered inclinations.
Due to the competition in the dynamic retail market, Debenham’s should apply various strategic options to keep them relevant. These recommendations are aimed at achieving sustainable growth. A strong and a responsive online presence is very critical. Adding the top-promoting technology to the e-commerce platform like, virtual try-on, personalized recommendations, and hassle free checkout can bring tech savvy audience and also reach to the growing online market. Leveraging digital innovation within physical stores like augmented reality displays and interactive colums could enable an exceptional and entertaining in-person shopping experience, creating the connection between the physical and digital realms.
Moreover, Debenhams should capitalize on opportunities to form relevant business partnerships with development of cafes, beauty salons, or fitness centers that will diversify the customers’ experience within their stores. Such cooperative undertaking may therefore lure greater numbers of people, hold customers at the spot longer, and make it easier for people to feel as though they are a part of a community, in turn, bring about increased sales.
Changing consumer taste is the other critical area to be considered as well. With trendy and socially friendly product offerings such as eco-friendly products and ethical consumption, Debenhams have the chance to attract the expanding eco-conscious consumers market. Streamlining the enterprise`s operations, getting rid of inefficient procedures and perfecting inventory management is pivotal for cost reduction and operational efficiency to grow.
Furthermore, customers-based strategies, which are informed by the data-driven approaches as targeted marketing campaigns, and loyalty programs can increase opportunity for engagement of customers and brand loyalty. To conclude, Debenhams has to incorporate a comprehensive strategy that brings together various elements of digitalization, diversification, adaptability, and customer-oriented approaches in order to successfully steer the retail segments under its command in the modern landscape.
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