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[bookmark: _Toc159764933]Introduction 
In the contemporary business environment, innovation has played a significant role in fostering the successful growth of many business organisations. It has helped the company in developing new products and services, implementing new business models and more which is increasing its sustainable growth in the market. However, bringing innovation is not as simple as it is defined as in recent times many organisations have collapsed due to the improper management of their creativity. The following report is going to discover the key area of innovation. It will provide information on the impact of innovation on the company by focusing on both beneficial and negative sides. The report will also include the application of the model known as “SCAMPER” for analysing the solution to improve the innovation performance of the business organisation. The selected organisation in this report includes “Victoria’s Secret”. 
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The product or service that Victoria’s Secret offers
Victoria’s Secret was founded by the Raymon couple Roy Raymond and Gaye Raymond in 1977 as a women's intimate apparel brand. Initially started as a lingerie brand, it has been able to establish itself as a global luxury brand. Victoria’s Secret is the largest lingerie brand in the United States and is among the top 5 lingerie brands globally. The company provides intimate wear solutions to women that contribute to the majority of its total sales. The intimate solutions range includes women's lingerie, innerwear and nightwear. The three categories the company sells its products under are “Victoria's Secret Lingerie”, “PINK” and “Victoria's Secret Beauty”.  In the UK, the first Victoria’s Secret store was opened in 2012 and the company has been able to expand its store counts. In 2020, the company had a total of 26 stores across the UK (Sabanoglu, 2021). The company initially started as an intimate apparel brand for women and is recognised as the first company to make attempts to popularise women’s lingerie as a luxury thing. It was the first company to help women let go of inhibition and accept lingerie as a fashionable good. The company took a different marketing approach to promote its products. The “Victoria’s Secret Angels” strategy was well appreciated by the marketing geniuses. The company chose lesser-known models instead of popular models and celebrities that other brands did and termed them as Victoria’s Angels. The Angels walked the ramp for its annual fashion shows held each year which helped it popularise the designer lingerie line it introduced. In fact, the company was able to make people and celebrities anticipate the new lines. The company has been able to make its luxury products recognisable by the designs and colour. The company charges a premium for the designer intimate products it sells. This has been the success story of the company as it has been able to earn a high margin over the products it sells. The company has its own iconic ranges such as Icon, Bombshell and so on. The Bombshell range of perfumes is the most popular and most-sold perfume of Victoria’s Secret. 










However, the brand has been able to move into other categories as an expansion plan. The brand has expanded into other businesses and has introduced new luxury products in its portfolio which are also witnessing strong growth. Currently, the brand has expanded into other categories and introduced a wide range of other luxury products such as Luxury Fragrances, Luxury Bags, Luxury Accessories, Luxury Clothing, Nightwear and so on. The company pays details to the quality of its products and has a unique marketing strategy to sell the products it manufactures. The clothing range that it has introduced includes sweaters, sportswear, joggers and all the other clothing products. The other products that are sold under the brand name are body lotions, gift sets for partners, body mists, hair oil and hair serums, lip care and lip care solutions The products which are sold by the company are very popular among celebrities Victoria’s Secret has also expanded its business to online stores and has an appealing official website where all the products are listed (Victorias Secret, 2024). As of 2020, the company had reported a total revenue of 5.4 billion pounds which had dropped to 4.91 billion in 2023. The company expects to include other products in its product line that can increase its sales. 
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Influence of innovation at Victoria’s Secret
Innovation is the main driver that can influence a company’s success or failure. Innovation in business refers to finding an existing problem in society and offering acceptable solutions to that problem. Victoria’s Secret has been able to introduce a series of innovations that have contributed to the popularity and success of the company. The founders of the luxury brand Victoria’s Secret were able to recognise that lingerie was not considered a fashionable good in the late 1970s. The  couple understood that women in the late 1970s were not comfortable buying innerwear from stores. Even men felt uncomfortable purchasing innerwear from stores for their family members. The couple was able to recognise that there was a need to normalise lingerie shopping and identified a huge potential in the segment. They were also able to identify a solid opportunity as there was no other company focusing on selling innerwear as a luxury item. Victoria’s Secret popularise lingerie as a “romantic and sensual but tasteful” thing. This was the first innovation which the company brought. Initially, the company had trouble getting the attention of its target market. However, it was quickly well accepted by the women and received a great response. The company saw mammoth growth and expanded to over 100 stores during the 1980s. The company has several innovations within the innerwear industry itself as it launched “Miracle Bra” in 1993 which was designed to help women feel comfortable and retain shape. The fabric which was used was made out of a high quality and this gave the feeling of regular apparel. Within the first year, it was able to achieve over a million in sales. 
The most important innovation for the company was the introduction of its angels. The company chose mostly unpopular actresses and models to walk the ramp for the company. The term “angle” worked well and was a success as many women were able to shop without inhibitions. The angels still walk the ramp for the company however, more popular showstoppers are chosen now. The next innovation came when it decided to enter the luxury cosmetics market in the late 1990s. The company launched the BombShell line of perfumes. 










The company introduced its cosmetic products as luxury goods. This was an innovative idea as the brand image and popularity among the celebrities helped the company achieve a great number of sales. The celebrities and film stars were using the luxury cosmetics launched by the company. 
The other innovation that happened at Victoria’s Secret was its commitment to eliminate animal skin in its products. Other luxury brands such as Louis Vuitton, Lacoste, and Gucci use animal skin to produce their fashionable goods. Victoria’s Secret uses organic cotton and recycled polyester to produce the luxury lingerie it sells. It also uses little chemicals in its cosmetic products such as body lotions and perfumes. This is a great innovation in the luxury fashion goods segment that ensures the company is future-ready. However, the company failed to identify one major innovation which was online sales. The company mainly focused on selling its products via physical stores as it believed online stores did not represent luxury. The late entry to the online market enabled other major brands to reach wider audiences which decreased their sales. 
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The SCAMPER model was introduced by Bob Eberle in 1971 to give structure to the innovation and product development of a company (Boonpracha, 2023). Using the SCAMPER model, it can be described how Victoria’s Secret can bring innovation to avoid the challenges it faces that led to its downfall in popularity. 

Substitute: Victoria’s Secret can consider closing a significant number of stores and focus more on online selling. Online selling has the opportunity to reach a wider audience supported by the high internet penetration rate. Hence, focusing more on the substitute channel of selling goods which is online can boost the sales of the company (Achille and Zipser, 2020). The company can also introduce a new line of luxury clothing that will be selling women’s clothing. The new line should be using sustainable cotton and recycled polyester. Hence, the company will put more focus on a completely different target market.

Combine: Victoria’s Secret can start marketing other intimate apparel such as nightwear and sleepwear together with lingerie. One single clothing range should be introduced where all the apparel will be listed. Combining every fashion good under one single line will provide the opportunity for more visibility for the company. The designers of all the fashion goods should also be included in this program so that they can coordinate with each other. The idea here should be that one product should be complimenting the other. For example, a lingerie that matches the colour of the topwear. This will increase the chances of sales as a customer who orders a topwear will also like to order a matching lingerie. 

Adapt: The company can start marketing its newly planned product range via the use of digital marketing. The products should be listed on the online website under one single clothing line. There are already many brands that sell luxury clothing such as Tommy Hilfiger, Versace and many more. Victoria’s Secret can gather information regarding the luxury fashion line from the sales of such companies. Louis Vuitton the French luxury brand which has shown exceptional growth in sales can support the company’s plans to enter this segment. The company must adapt to the business models of these companies to replicate the success they had.


Modify: The majority of the sales of luxury clothing derive from physical stores as the target audience likes to enjoy the shopping experience. The other reason why people love to shop from physical stores is to prevent buying replicas and duplicate products (Willersdorf et al., 2020). The company can start to popularise online luxury shopping by making it a luxury experience. Victoria’s Secret can provide many benefits such as faster delivery similar to Amazon and other online retail stores. The other facility it can provide is that it can let customers scan the QR code while receiving the order to check its originality. This will enhance the shopping experience. 

Put to another use: Selling luxury fashion goods via online mode can also attract a market that is occupied and busy. For example, working women or teenage students who hardly get time to visit a physical store. It can also open the market that is looking to purchase luxury clothing at a cheaper price. This way the company can reach a larger and different audience than aimed. Online luxury goods selling will also solve another major problem existing. It will allow teenage girls and adult women to purchase luxury clothing at affordable price. This will contribute to a higher sales of the company. 

Eliminate: As the company is planning to sell luxury goods via an online website, it can consider closing its physical stores. This will move the company towards a completely new direction and help it establish itself as an online luxury company targeting different audiences. This will save the company from spending an excessive amount on expenses such as electricity bills and rent. This will also help Victoria’s Secret to save physical space and take advantage of online space (Basu and Sondhi, 2021). Initially, it will be considered as a big and historic move and may attract negative influence. However, it will help the company move towards the right direction to cope with the current demand in the industry. 

Reverse: Reverse is the step where it is discussed what outcomes would arise should things be done in an opposite way. For the idea and solution provided above, mean all the possible ways Victoria’s Secret can execute the plans. For example, what is expected if the company wishes to close online sales and focus totally on physical stores. In that scenario, the company would be required to do more extensive marketing and introduce new marketing campaigns. The would also be required to partner with celebrities to further establish itself as a luxury brand. In that case, the company would fail to establish itself as a preferred brand as most of the customers are now enjoying online shopping. The above SCAMPER model presented how Victoria’s Secret can increase its portfolio in luxury fashion goods and use online mode to sell the products.
[bookmark: _Toc159764937]Recommendations 
Some of the key recommendations which can be implemented in Victoria’s Secret for bringing successful innovation in the market include the following:
Innovation culture: Victoria’s Secret can foster a culture of innovation by promoting the participation of its employees. The leader of this organisation can allow its employees to share their ideas and suggestions for bringing development in the products and services of the company. The participation of the workforce will help the organisation in gathering new and creative ideas which can be implemented to bring successful innovation to the company. 
Team collaboration: Another main remedy includes the development of team collaboration. The company can increase the collaboration between the manager, department and team by embracing openness, and cross-functional teamwork and by fostering digital collaboration. This will benefit the organisation in gaining an increased team engagement which will help it to increase its innovative performance level.
Embrace uncertainty: Bringing innovation is bounded by uncertainty and failure. To support the organisation during such a situation the leader of Victoria’s Secret can focus on embracing uncertainty as the opportunity of bringing new changes. This will facilitate the company to develop a working environment which is open to experimentation, invention and exploration. The development of such a workplace will help the organisation to gain a higher chance of achieving successful innovation. 





[bookmark: _Toc159764938]Conclusion
In the context of the above information, it can be concluded that innovation is the creation of new ideas which result in the development of unique products and services as well as the business model. Bringing innovation helps the business organisation gain a competitive advantage which helps it to grow in the long run. By taking the example of Victoria’s Secret, the company has been successful in introducing many innovations in the market. Some of the innovative products of this company include “Angels, fashionable lingerie, and so on. This has helped the company gain a competitive edge and the brand name as the provider of the most luxurious and quality products in the goal field.  Hence innovation is also related to various failures. The selected organisation has failed to embrace its online sales which is also the main factor that can limit the organisation in gaining the competitive advantage.  To overcome such a situation, the organisation should focus on developing effective strategies for fostering successful innovation. 
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