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Introduction:

This report will examine why Debenhams was unable to weather the economic downturn and why most of its high street locations have closed. It will also explain the reasons behind the company's demise, go over the goods and services it provides, and explore how innovation has impacted the business, both favourably and unfavourably. Finally, it will use the SCAMPER model to suggest how the business could have creatively overcome market obstacles. Finally, the study will concentrate on suggestions that might inspire the company to expand once more, produce something new, and create new sources of income or goods that might help the company survive.
Debenhams was established in 1778 and was one of the world's biggest and most noteworthy division store chains. William Glark shaped commerce as a single high-end draper's store at 44 Wigmore Road in London's West Conclusion. It rose to end up one of the greatest retailers within the UK with, at one point, more than 200 expansive stores all over the world and elite associations with a few of the world's – best-known architects counting Jasper Conran and Julien Macdonald (Rupert Neate, 2020). 
Discuss the product or service that the Debenhams offers:
Debenhams became one of the largest department store operators in the UK, selling a wide range of clothing, homewares, and furniture in more than 250 branches at its peak.
Debenhams Fashion, Home, and Beauty.
 Fashion for women, men, and children, as well as home and beauty items.
Debenhams introduced the 'Designers at Debenhams' brand in 1993, creators and CEOs Ben de Lisi and Spencer Hawken, the idea of ​​introducing the names and brands of designers such as Jasper Conran, John Rocha, Butterfly, Ted Baker and Frost French (Debenhams blog October 2021). Debenhams also began selling products under several of its owned brands.
 In 2010, it announced the launch of four new designer names in its fashion line, such as Jonathan Saunders, Preen, Jonathan Kelsey, and Roksanda Ilincic.
 Debenhams also has jewellery designers such as Jon Richard to complement its womenswear collection. The stores also have incentives for wholesale retailers. Brands in store include Oasis, Coast, Phase Eight, Star, St George by Duffer, Jeff Banks, and Warehouse. In June 2014, the company announced a trial of Sports Direct offers at its Harrow and Southsea stores, which if successful will be extended to other stores.
 This follows Mike Ashley, the owner of Sports Direct, buying a stake in Debenhams, in the same year the company launched a trial of Costa Coffee and Mothercare offers in stores (Wood, Zoe, October year 2014). In 2016, the company announced that it would begin to focus more on food, beauty, makeup, skincare, clothing gifts, and begin introducing new lighting departments in its stores.
 In the beauty products sector, Debenhams has launched brands such as Mac Cosmetics, Charlotte Ruff, Clinique, Benefit makeup products, Dior and Estee Lauder.
 Debenhams also sells home furnishings and kitchen appliances, from toasters to washing machines. Debenhams in December 2016 reduced its menswear and expanded its womenswear to use the Hammond & Co brand. (Armitage Jim, December 2016).
 The company operates retail websites in the UK and Ireland, as well as mobile websites. 
Websites and mobile apps that allow customers to buy online and scan product barcodes in-store.
 Debenhams offers store card and credit card services operated by NewDay.
 Insurance products are also offered under the Debenhams brand by other financial companies.
 Debenhams also operates currency exchange offices in some stores.
 Debenhams also operates a loyalty card scheme, called Debenhams Beauty Club, where customers can accumulate points when purchasing health and beauty products.
 Debenhams will launch an AL-based personalized beauty service with partner AL and AR beauty platform Revive in 2024 to provide consumers with personalized skin care, hair care, and makeup advice. Personalization on a retailer's website (Ritika Bhoora, February 2024).




Discuss how innovation has influenced the company (positively or negatively)
Debenhams innovations plans applied have positive and negative influences.
[bookmark: _Toc160797315]Positive Influences:
The speed, conversions, and revenue are increased by Debenham's progressive website application. Mobile traffic has been increasing in Debenhams, but mobile conversions have not increased at a similar rate. The team decided to improve the brand's mobile solution to take advantage of the annual peak trading season, the brands need to undergo a digital transformation, and with help from Google engineers and mobile specialists, Debenhams did just that.
Debenham's progressive web application increases speed, conversions, and revenue. Debenhams saw an increase in mobile traffic but no corresponding increase in mobile conversions. The team decided to improve the brand's mobile solution to take advantage of the annual shopping season. Brands need to undergo digital transformation, and with the help of engineers and mobile experts, Debenhams has done just that.
With mobile devices accounting for 57% of all customers, the mobile experience is crucial.
 Jim Hingston, head of digital products at Debenhams, said: “If we don't improve the conversations that engage them, our digital and overall growth will slow down".
 The strategy developed was to focus on speed and create a quick purchase journey for the buyer.  Debenhams provides online shopping services so customers can enjoy their online shopping with more choices.
 One thing about service that is not good for consumers is in-store pickup.

[bookmark: _Toc160797316]Negative influences:
Debenhams's chief financial officer, Simon Herrick, stepped down in January 2014 after facing criticism over his financial judgment. Leading an organization's innovation process requires specific skills and expertise.  In April 2017, Bucher unveiled his revamped turnaround strategy for Debenhams, which includes a radical change to the business and aims to transform Debenhams into a one-stop shop destination with improved online offerings and new retail initiatives. Investors reacted unfavorably, with shares losing 5% the day after the strategy was launched. However, Mr. Bucher, Sharp's successor, began promoting an entrepreneurial spirit from the top down. In contrast, the company's physical workforce is focused on a single energy source. Employees have no direct contact with senior management and rely primarily on level or departmental managers; However, the managers may need to be corrected. Debenhams has effectively made short-term decisions for a long-term problem. To save a brand in this way is not easy, but it is possible, as the recent example of Moncler shows clearly.

Debenhams reported poor results during the key Christmas period in January 2019.

For the six weeks ended January 5, like-for-like sales fell 3.4%, supported by a fall of 3.6% in the UK. He added that the total transaction value fell by 3.8%. The department store also revealed it has net debt of £286 million. Days later, Debenhams was plunged into crisis after chairman Sir Ian Cheshire was forced to resign following a shareholder coup, led by Ashleys Sports Direct, at the retailer's AGM. Sky News reports Debenhams' new owners could launch a CVA by the end of April 2019, including plans to close 20 stores just after Christmas. 
The store closures are among 50 announced at the end of 2018, although the CVA will accelerate the process.

[bookmark: _Toc160797317]Apply the SCAMPER model to suggest how the company could have innovatively navigated the challenges in the market.
SCAMPER MODEL:
The SCAMPER model, invented by Alexander Osborn, and then Bob Eberle, offers a structured approach (The Big Bang, 2023). SCAMPER is a creative approach to brainstorming that allows groups to take different approaches to problems, explore ideas, and find new perspectives on specific problems or opportunities. This method is a great way to spark creativity among team members, inspire smart decision-making, and unlock the potential of the entire team.
This technique acts as a tool to support the creation of new ideas and problem-solving processes through seven different types of steps. The model’s name, SCAMPER, is an acronym for the following seven steps: Replace, Combine, Adjust, Modify/Enlarge, Reuse (Purpose), Eliminate, and Reverse/Rearrange.
[bookmark: _Toc160797318]S- Substitute:
Substitute means replacing one element or component of a problem with something different.  
[bookmark: _Toc160797319]C- Combine: 
Merging different elements or ideas to create something new, by combining unrelated concepts you can generate innovative solutions.
[bookmark: _Toc160797320]A-Adapt:
This involves making modifications or adjustments to an existing idea or product to better suit a specific purpose, so you can cater to different needs and target new markets.
[bookmark: _Toc160797321]M- Modify:
The modification focuses on making changes or alterations to an existing idea or product. This step encourages individuals to think critically about how they can improve upon existing solutions. By making modifications, you can enhance functionality, aesthetics, or overall performance.
P- Put to another use:
The Put to another use component of SCAMPER challenges individuals to explore alternative applications or purposes for an existing idea or product. By thinking outside the box, you can uncover new markets or uses that may have been overlooked.
[bookmark: _Toc160797322]E- Eliminate:
The Elimination step of SCAMPER encourages individuals to identify and remove unnecessary elements or steps from a process or solution. By eliminating nonessential components, you can streamline processes, reduce costs, and improve efficiency. For example, if you develop a new software application, you could eliminate complex registration forms and opt for a simpler social media login option., also could reduce barriers to entry and increases user options.
[bookmark: _Toc160797323]R-Reverse:
The final step of SCAMPER is Reverse. This step involves flipping the perspective or approach to a problem. By considering the opposite or reverse of a conventional solution, you can challenge assumptions and uncover unique insights. The reversal allows you to tailor your messaging and marketing efforts to a specific group, increasing the likelihood of engagement and conversion.
By replacing the traditional in-store customer experience with online shopping and mobile apps, the Debenhams platform can enable customers to discover products and services from the comfort of their homes. By providing a home delivery service, this way they can save more on rent and increasing business rate.
Combined: 
Debenhams combined investment in customer mobile experience is key, they have improved conversions and their traffic continues to grow, digitally and overall to create a quick route to shoppers (Jim Hingston, 2023).  By having a mobile app, Debenhams can attract more customers and bring them into store and online.
To adapt to changing retail and shopping habits, Debenhams could have creatively redesigned store spaces into experience centers.
 By transforming the store space into an interactive space for product demonstration workshops and community events.  Debenhams unveils a new brand identity and campaign designed to strengthen brand affinity and demonstrate a new sense of trust going forward as the company seeks to turn its fortunes around amid growing challenges. wider problem on the high street (Charlotte Roger, September 2018), Debenhams could have reduced costs and improved service to customers (Smith, 2018).
 This change will enable the company to more effectively respond to customer needs and market segments, ensuring that the brands are available to every consumer, whether online or in-store, and at the right price.
Utilise Debenhams’ store spaces for other purposes, such as co-working spaces to support freelancers and remote employees, pop-up shops to promote the brand, innovation strategies (Jones, 2020), or turning the space into a coffee shop to allow customers to spend more time in the store. Utilize the space in Debenhams stores to attract new customers and drive footfall by offering new products and redesigned brands, which customers will want to buy in the future.
Debenhams got rid of the old-school check by getting rid of the cashier, and designing checkouts so that customers can shop without having to worry about the queue and how much time will be wasted. Debenhams could have been innovative with mobile payment options, which could have been a game-changer for the company. Getting rid of the long queues, which is known as click and collect, or buying online and picking up in store, could be innovative for the company to improve more consumers and reduce the time wasted waiting in the queues and doing manual transactions. Click and collect or buying online and delivering to your door and safe with no damage or replacement if your parcel is damaged, can be an innovative way for debenhams to succeed in the retail market by reducing barriers for users, and increasing the speed of service for customers.
Debenhams’ innovative strategy could be to replace global sourcing practices with local, sustainable suppliers. Debenhams would be free of CO2 if it could find ways to recycle its product and find environmentally friendly materials. Reverse and recycle or find friendly products could attract more consumers, build good trust with them, and could be a new door in the global market and be a place for customers to find environmentally friendly products. This could be a game-changer for Debenhams as it faces the competitive retail market on a global scale.
[bookmark: _Toc160797324]Conclusion: 
The study of Debenhams company discusses which products and services are offered, and how innovation has influenced negatively or positively. Which impacts the company both ways. Debenhams failed to create a stable surface because of the cost and pandemics, and how to keep their customers. While the SCAMPER model offers structures for innovation. Its effectiveness is a chance to address underlying the company's strategic and cultural barriers which lead to the failures of the company and survives in the retail market.
Debenhams operated under a physical store model which is famed for being extremely expensive to run due to rising rents, expensive business rates, and high maintenance costs are large reasons for Debenhams to collapse. Debenhams failed to create stable online shopping store by not offering delivery options and mobile app. The company targeted just a group of customers, so not everyone will be interested in shopping there.

[bookmark: _Toc160797325]Recommendations: 
Trading conditions remain extremely challenging, and the business has a tightrope to walk between cutting costs and investing in improvements. Debenhams needs to find new investments so the company can focus on how to build trust relationships with the customers, opening doors to other brands to invest in the company, so they can reach more shoppers, looking for long rent leases, and increase the shareholders' stake in the business.  Involve the customer to choose their design in the co-working areas suggested and try to be zero carbon dioxide by recycling the materials or by choosing environmentally friendly materials to stop pollution or reduce it. Speed up the web software and mobile app so customers can shop online and decrease the price so more customers will be attracted.
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