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In this essay, there will be a study of how the company Victoria’s Secret utilises innovation to operate in the UK’s market. Innovation can be defined as the methods used by a company to upgrade or alter its products and services to suit the changing needs of the market (He and Tian, 2020). The company Victoria’s Secret belongs to the retail industry and they have their headquarters in Columbus, Ohio (Victoria’s Secret, 2024). The company was founded in the year 1977 and it is a beauty, lingerie and clothing retailer and used to have more than 1400 stores all over the world. 
[bookmark: _Toc159854374]Discussion
For this essay, the selected organisation is Victoria’s Secret. This is an American retailer and was founded in 1977 and the organisation is known for being one of the world’s biggest retailer. The organisation had 1400 stores around the world (Victoria’s Secret, 2024). The organisation offers various products including Sleepwear, Swimwear, Lingerie, Fragrances and many more. Victoria’s Secret also follows its strict ethical labour and environmental standards. The organisation is mainly based on their ability to meet the safety and quality standards. There are various products and services which are provided by the organisation. The lingerie section is renowned for its extreme variety of lingerie. They offer various styles, and sizes of products that are suitable for every body size, this means that the organisation is body-positive and inclusive. 
In the sleepwear section of the organisation, it offers various types of collective sleepwear that are comfortable including pyjama sets, robes and nightgowns. In the swimwear section of the brand, it offers one-piece swimsuits, cover-ups and many more. They change their swimwear collection every season (Victoria's Secret, 2024). Beauty Products are another type of product that is offered by Victoria's Secret in addition to clothing and lingerie. The products offered by the brand in the beauty section are fragrances, body mist, and body lotion along with skin care as well. 
 The Brand offers a variety of products such as handbags, wallets, sunglasses, cosmetic cases and many more. This brand also features their iconic branding and designs on many runways. The brand also has a sub-brand named Victoria's Secret Pink this brand targets the younger customers of society and offers them a range of casual wear, loungewear and accessories. The brand offers its products in a playful design and maintains the brand name using pink branding (Victoria’s Secret, 2024). The Store service was another service provided by the organisation in this service various stores of Victoria's Secret provide many additional services. In this service, the brand helped people to find their perfect fit for lingerie. The in-store service of the brand also provided personal shopping assistance. 
This personalised service was provided by the brand while shopping these associates could have helped the customers find their specific items also gave them styling advice and suggested products that are based on their needs and meet their expectations. Another service that was provided by the brand is beauty consultations. A few stores Victoria's Secret helped their customers with beauty consultations in this service customers could have received beauty consultations and product recommendations from their knowledgeable and skilled employees. Also, with the help of this service, customers could have learned about various fragrances, skin care products and products available in Victoria's Secret Store. Victoria's Secret often hosted various special events and promotions in-store these events include lingerie fashion show, product launches and VIP shopping events (Victoria's Secret, 2024). These events and promotions provided information regarding their sales discounts and any new launches. This service helps customers to have a beautiful experience with the product of the brand.
The tools which can be used by the company to ensure that they can release innovative products will be discussed. The company Victoria’s Secret has multiple outlets all over the world which have been operating successfully. The company grew to a market share of about 74.5 billion USD in the year 2021 (Statista, 2023). Since the year 1977, the company has changed their processes with the way the market changed. The company specialises in sophisticated products that are functional and affordable. This is characterised by their unique designs which are attractive and gain the attention of the target market easily with the help of effective marketing. The company follows the ‘concept-to-market’ method of product development, whereby they gain insights into what their customers want and then turn it into reality. The theory of innovation lifecycle states that there are four states in the process of innovation- ideation, project selection, product development and commercialisation (Szczepańska-Woszczyna, 2020). This means that innovation goes through a process of research, the decision to invest, the development of products, and finally, the introduction of the products in the market.
During the year 1990s, the company became one of the most popular customer's choices and they have played a big role in history in determining what attractive for a woman is (Washington Post, 2020). However, customers claim that the ideal beauty standards set by the company are unrealistic as time progresses and this has resulted in the products losing relevance. They also claim that the quality of the products is not high any longer as the days pass. The CEO’s connection to Jeffrey Epstein has also informed how customers affect the company. The company has been known to notoriously not focus on what women want in comfort. They have a history of creating unrealistic beauty standards for women and causing them to not accept themselves however, they are and struggle to fit into the confines of the way patriarchy sees beauty. 
Recently, however, to combat the fall in sales, the company has been incorporating inclusive designs, focusing on comfort. They have been moving away from their original business model of appealing to the male audience with the buying power to focus on women who will use their products. This has resulted in them developing products which focus on comfort and functionality instead of focusing on whatever is good to look at (CNBC, 2022). The company has been incorporating AI technology through the application of tools such as Google Vision to identify the trends in the market and modify its products accordingly (PRNewsWire, 2024). They have also been able to ensure that the products of the company are suitable for all women and this has played a big role in helping them expand their market. 
This tool provides the company with sustainable solutions for growth and ensures that they can have a good way of attracting their customers. This has ensured that the company can have good control over their sales and does not lose their market share to their competitors. The innovations adopted by the company have played an important role in ensuring that the customers do not have old issues. However, they have a long way to go before they get fully accepted by the customers of 2024. 
In 2020, Victoria’s Secret, like many other retailers, was impacted by COVID pandemic, which resulted in reducing the number of active shops, so the customers could not experience the world famous in store shopping experience.
The application of the SCAMPER model will be done to study how Victoria's Secret can be altered. The SCAMPER model can be used by companies to identify ways in which they can innovate and alter their products to align with the changes in the market. This model is typically applied to ensure that the sales of the company are not affected and that the services, situations or products of the same are looked at from different lenses. 
There are seven elements in this model- substituting, combining, adapting, modifying, putting to another use, eliminating and rearranging (Kumthonkittikul, 2020). The seven elements are analysed systematically and then the questions of benefits, values, touchpoints, market, pricing and so on are asked. After the answers are found, the question is asked about if the solutions can be realistically applied or not. The biggest challenge faced by the company is not being able to connect with their customers and this has led to declines in their revenue and the numbers of their stores. The brand value of the company has also been lowered due to their image in the media and its cases of body shaming. 
As per substituting, the products of the company get strong competition from brands like Calvin Klein, Wacoal, and Skims and so on (B Strategy Hub, 2024). This is because the company's lack of functionality and scandals cause customers to not be able to trust the brand and they look for alternatives. This can be rectified by the company by ensuring that the people they associate with have a good moral background and that the materials are comfortable to wear. This means that they will also have to ensure that the quality of the products is not compromised when they go on for sale. 
Based on combining, the materials used by the company are viscose, rayon modal and lyocell (Victoria’s Secret, 2024). They have been adopting more sustainable solutions for development since the government of the UK has developed laws to make sure that companies do not harm the environment during the process of production. The employees of the company are well-trained to be able to handle the changes in the market and they are consistently trained to support their customers (LinkedIn, 2024). Building on sustainable processes is a good way for the company to ensure that it can grow in a manner which will be able to lower the costs of production and bring in a better return on investments. 
Through adapting, the company can ensure that the products do not stereotype women to be something they are not. The products of the company cannot be easily worn by anyone who warns to use them and this makes them not inclusive. This will need the company to study the needs of the women and then design their products accordingly, instead of following their old business model. The target audience of the company is now women, not their male partners and this means that they will have to make sure that their products and the way they are advertised do not offend them. They can look for inspiration from companies like Newai, Calvin Klein and Skims to be able to get ideas of how they can adapt their products (Verma et al., 2023). 
By modifying, the company can grow its target market by not focusing on any specific kind of customer and being able to ensure that they can grow their sales. They should stop selling products of only one style. This can be achieved by remodelling their products and making them in shapes and sizes which can be used regularly and will be stronger and of higher quality. They can also add extra value to their products if the company are compatible and can be adjusted easily and have a longer shelf life. They should also move away from shaming women for their natural stature and focus on supporting and growing with them (Verma et al., 2023).
Through putting to another use, the Company’s inclusive policy should not only extend to young women but also older ones, children and people with disabilities. Their products cannot be easily utilised and this is an issue they have (Trust Pilot, 2024). This means that the company will have to develop products which parents will be able to comfortably buy for their children. People with disabilities should also have no issues using them and older people should not feel disturbed while subscribing to these products. These products can also be sold to the original target market and the products will simply have to be made more sturdy and comfortable. They should be able to reuse their investments for a long time as well.  
By eliminating, the products of the company should not be hard to use and to ensure this the company not only sells products which will be pretty, but also things which women can use daily without the fear of wear and tear. This means that they can eliminate some of their elaborate designs and come up with designs that are more comfortable. This will require a significant level of creativity from the brand, as they will have to ensure that they do not lose their appeal to their customers. These pretty designs will have to be incorporated into appealing products to retain their target customers (Verma et al., 2023).
After rearranging, the physical stores of the company should be made into a place which families can visit easily with their children. The stores are not family-friendly because of their inner layout. This should also be a place can be visited by older women and disabled people and they must not have issues with the unavailability of stock or customer service. The customers have known to have issues with the quality of the services and this is having a serious negative impact on the reputation of the brand (Trust Pilot, 2024). They will have to ensure that the products are well-stocked and of good quality and the process of production must be optimised and be sustainable. This is something that the company will have to rearrange as they move on with development. The products and services of the company in the UK will have to be redefined. The stores should be places where people can easily visit and they should feel comfortable while doing the same. 
There are certain recommendations which can be made to the company. They should be able to ensure that the process of packaging the products does not affect the environment. This is essential to ensure that the company does not have to lose their reputation to non-satisfied customers (Trust Pilot, 2024).  The customer service of the company should respond effectively and be able to solve the issues which come up. The offices of the company should be more professional and focus on the goals of the company (Trust Pilot, 2024).  The company should be able to refund their customers effectively if they do not like their products. They should be more considerate and productive in their jobs, but not changing anything in their relationship with their customers will result in losing their reputations to their customers even more (Maymone et al., 2020).
The company should make sure that the products are more inclusive and they can sell to a wide range of people. This will play an important role in encouraging more customers to look for the products of the company (Maymone et al., 2020). They will have to make sure that they have products which can also be comfortably used by children and that they can grow the line safely and sustainably. This will result in them being able to ensure that the company can have another steady stream of revenue (Deepthi Gabriela and Choudhury, 2020). The company should make sure that they can retain the customers they have attracted and to do this they should ensure that the company’s employees are well-trained to be able to help the company grow (Deepthi Gabriela and Choudhury, 2020). They should be able to promote the growth of the company, and not lose more customers. 

[bookmark: _Toc159854375]Conclusion
In this essay, there has been a study of the reasons why Victoria’s Secret has gone near collapse and the ways the company Victoria's Secret can incorporate innovation to grow its revenue and attract more customers. The products and services have been identified and the issues they have been facing with the same have been discussed as well. The SCAMPER model has also been applied to be able to ensure that the company can find ways to remodel its products and have effective services. Recommendations have been made which can help the company grow and adopt new ways of improving its brand value in the market and simultaneously, its competitive advantage. 
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