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Introduction
Developing innovation and creativity refers to the process of fostering an environment that inspires new ideas, solutions and approaches (Distanont and Khongmalai, 2020). When companies foster these type environment, it helps them to invent better products and service. It results great business advantage because better products and services makes businesses different that their competitors. The author of this report is asked to make a report on a company that gone into administration or near to collapse. Debenhams will be the chosen company. It has gone into administration. In this report, the SCAMPER model will be critically applied to evaluate why the business failed to innovate and remain competitive. 
[bookmark: _Toc160111830]The product or service of Debenhams
Debenhams plc known as Debenhams was British department chain that operated in the United Kingdom, Republic of Ireland and Denmark. It also opened some franchises in the Middle East. The company was established in 1778 by William Clark (The Guardian, 2020). Debenhams started its journey with a single store and successfully expanded to 200 large stores across 18 countries (The Guardian, 2020). Debenhams served about 19 million customers till 2018 (Way Back Machine, 2018). It made a revenue of 2,277 million in 2018 (Statista, 2021). The company went into administration twice in 2019 and 2020 (The Guardian, 2020). In 2021, the fast fashion brand Boohoo acquired Debenhams brand (FashionUnited, 2024). Debenhams sells homeware, furniture, and mid to luxury range clothing for both men and women. The details of the products are stated below:
Beauty products:
Debenhams offers a wide range of beauty products. The have available popular skincare for any type of skin such as: combination, dry dull or mature skin (DEBENHAMS, 2024a). Cleanser, toner, serums etc. are included in their skin care product range. They claim that these skin products are skincare saviours can people can achieve complexion perfection with these products (DEBENHAMS, 2024a). Debenhams also offers makeup and fragrance brands in their beauty stores. Customers can find everything from luxury perfumes to everyday skincare necessities in the stores. It provides both high-end and affordable options for its customers. Debenhams aims to provide services to diverse tastes and budgets and it inspire them to keep beauty products from all ranges.
Fashion: In its fashion section, it has bags, jewellery and clothing collections for men, women, and children. Debenhams have classy jewellery and bags collection for women and girls. It provide women outfits for various occasions such as: casual wear (tops, jeans, trousers etc., office attire (coats, jackets etc.), and weeding collection (DEBENHAMS, 2024b). It works together with designers to offer exclusive lines and make fashionable pieces more accessible. The clothing range is famous for its inclusivity. Debenhams clothing offers sizes that makes the company able to serve a broad audience.
Household items: 
Debenhams was known for its extensive collection of household items. It sells furniture like kids furniture, coffee and side table etc. (DEBENHAMS, 2024c). Customers can find Debenhams products to decorate every room in their home. It has combined functionality with style for its decorative items. Debenhams offers contemporary designs with more traditional options from cookware sets to luxurious duvet covers. It provides a wide range of choices for both homemakers and decorators.
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E-commerce and digital presence:
People love to shop through e-commerce because it saves their time and energy that they needed to visit markets. In 2018, Britons have spent about £70billion to shop through e-commerce which refers to the importance of being digitally present toward customers (The Guardian, 2020). The online shopping experience Debenhams offered was lacking in terms of ease of use, design, and functionality. Whilst, websites and apps of successful competitors provided smoother experience with faster load times, and more engaging content. It made the digital offerings of Debenhams less attractive to consumers who were familiar with high-quality online experiences. As a result, the brand lost a great amount of market share to competitors who provided better e-commerce platforms.
Personalization and Customer Experience:
Personalization and customer experience means modifying the shopping journey to meet individual customer preference (Lambillotte et al., 2022). Debenhams struggled to deliver personalization and enhance customer experience in an era where customers expect retailers to understand their preferences and needs. The inability of Debenhams to offer highly personalized experiences resulted in a disconnection with consumers. Other retailers used data analytics to tailor product offerings and communications but Debenhams could not leverage customer data efficiently to create personalized interactions. This lack made it harder for Debenhams to build strong customer loyalty. As a result, it failed to differentiate itself in a crowded market which contributed to its decline.


Supply Chain and Inventory Management:
It refers the management of the flow of goods from suppliers to customers that ensures products are available at the right time and place in the correct quantities (Anantadjaya et al., 2021. Debenhams faced challenges to modernize its supply chain and inventory management systems. Most of the retail moved towards more agile and responsive models but Debenhams followed traditional approaches. It became a liability. Inefficient inventory management resulted excess stock or stock outs. Competitors was capable to adapt quickly to the changing consumer demands and trends for the updated approaches they adopted. It minimized costs and maximized availability of their products. The slower response of Debenhams to these operational requirements meant less flexibility to respond to market changes. It contributed to financial struggles.
Omni channel Retailing:
Omni channel retailing is a strategy that integrates different shopping channels-online, in-store, mobile, and any other customer touchpoints to deliver a seamless customer experience (Mishra, Singh and Koles, 2021). Debenhams was slow to adopt Omni channel retailing practices. It negatively influenced the ability of the brand to meet modern consumer expectations. Customers wanted a seamless shopping experience that bridges gap between online and physical stores and Debenhams failed to provide that shopping experience. The competitors who effectively implemented Omni channel strategies were better positioned. They became able to offer the convenience of online shopping with the concrete benefits of physical retail such as the option for click-and-collect. Debenhams could not offer that shopping experience and it failed to utilize the opportunities to enhance customer engagement across multiple channels.
Sustainability and Ethical Practices:
Sustainability and ethical practices in retail refers to the commitment to operate environmentally friendly operations, ethical sourcing, and responsible corporate behaviour (Nyholm et al., 2018). The efforts Debenhams put in sustainability and ethical practices did not resound as strongly as the competitors made it. Many shoppers prefer to support brands that prove a genuine commitment to positive environmental and social impact (Forbes, 2023). The lack of visibility and communication in the sustainability initiatives of Debenhams resulted in missed opportunities to connect with a growing segment of the market. This failure reduced its appeal to environmentally and socially conscious consumers.
[bookmark: _Toc160111832]Apply the SCAMPER model to suggest how Debenhams could have innovatively navigated the challenges in the market
SCAMPER model is a creative thinking technique that helps to generate ideas for improving products, services, marketing strategies etc. (Serrat and Serrat, 2017). The seven elements of the model will be applied on Debenhams to analyse how the brand could innovatively navigated the challenges for which it had to go into administration.
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Figure 1: SCAMPER model
(Ticon, 2024)
Substitute:
Debenhams failed to substitute out-of-date elements of its business model and customer engagement strategies. It did not adapt innovative solutions that could support developing market trends and consumer behaviours (BBC, 2020). The dependence on traditional retail methods without adaptation to digital commerce, contributed to the decline of Debenhams. Consumer preferences moved towards online shopping, but Debenhams was slow to substitute its physical-first approach with a digital-first strategy. This delay in establishing e-commerce and digital marketing made the brand weak to competitors who were quicker to adapt to the digital setting.
Debenhams could substitute its dependence on physical stores with an emphasis on a strong online presence (BBC, 2020). It could invest in an advanced e-commerce platform to offer a wider range of products online. Debenhams could add virtual try-ons or online personal shopping consultations with the online service. If it could replace its traditional marketing with digital marketing campaigns by using social media, and influencer partnerships. Therefore, the brand could have attracted a broad younger audience.
Combine:
The company missed opportunities to combine its physical and digital retail operations into a consistent Omni channel experience (Mishra, Singh and Koles, 2021). This lack of combination meant customers did not get a flawless shopping experience between online and in-store. The competitors offered this experience efficiently. Debenhams did not combine data collected from online shopping behaviours with in-store customer service. The failure to combine online insights with physical retail strategies resulted in a disorganised customer journey. It diminished the appeal of shopping with Debenhams.
Debenhams could innovatively navigate market challenges by combining its online and offline channels to create a seamless Omni channel experience. The company could implement features like click-and-collect. Customers would be satisfied to purchase online, pick up in-store, and check in-store product availability online. This experience could bridge the gap between the two shopping modes (Gerea, Gonzalez-Lopez and Herskovic, 2021). Combining customer data from both channels to offer personalised deals and recommendations would enhance customer loyalty and satisfaction. By fully integrating these channels, Debenhams could provide a more convenient and tailored shopping experience. It would encourage repeat business and attract new customers.
Adapt: 
Debenhams failed to appropriately adapt elements from successful online retailers and technology-driven service models. The retail landscape changed with a shift towards digital and data-driven strategies (Pollice et al., 2021). Debenhams did not adapt to these changes. Other retailers were quick to adapt emerging technologies such as AI for personalised shopping experiences or blockchain for supply chain transparency (Guo and Yu, 2022). The slow response of Debenhams to adapt such innovations resulted its failure to enhance customer engagement and operational efficiency.
Debenhams could adopt digital-first strategies from successful e-commerce platforms. For example, Amazon uses AI-driven personalisation to recommend products to customers on the basis of their shopping history and preferences (Warrier et al., 2021). Similarly, Debenhams could implement this strategy to improve the online shopping experience. This type of adaptations would modernised the shopping experience that Debenhams provides. It could made the company capable to retain existing customers and attract new ones.
Modify: 
Debenhams did not modify its product offerings and retail environment to meet changing consumer preferences (The Guardian, 2020). The retail trends shifted towards more sustainable and ethically produced goods but Debenhams continued with its traditional product lines without required modification (Forbes, 2023). Even, the company did not emphasize to modify its in-store experience where experiential retailing became a concern for consumers. This resistance to modify traditional approach and offerings resulted its inability to stay relevant and competitive.
Debenhams could respond to growing consumer demand for environmentally friendly and socially responsible products. It would modify the store layout to create more experiential spaces such as in-store cafes, interactive product demonstrations, and digital fitting rooms. These could transform Debenhams stores a place that customers love to visit to buy products. These modifications would make Debenhams more attractive to a broader demographic and revitalise its brand image as customer-centric.
Put to another use: 
Debenhams failed to explore opportunities to repurpose its products, services, and its stores. The retail sector shifted towards experiences and digital platforms but the company continued to operate under a traditional department store model. This lack of innovation in repurposing its assets resulted in missed opportunities to attract new customer segments. Therefore, its failure to adapt to changing market demands reduced its revenue streams. 
Debenhams would put its physical store spaces to another use. Hosting pop-up shops for online brands, create experiential showrooms for high-tech products, or offer community spaces for workshops and events could help to satisfy customers (Lim et al., 2022). This approach could engage a wider audience, provide additional value to customers, and create buzz around the Debenhams brand (Lim et al., 2022). Moreover, leveraging its website for more than just e-commerce, such as offering virtual styling services or online workshops, could have attracted customers looking for a more interactive shopping experience.
Eliminate:
Debenhams failed to critically evaluate and eliminate outdated processes and underperform product lines that contributed to its downfall (BBC, 2020). It maintained a broad product range and stuck to traditional retailing methods without restructuring processes. It resulted in unnecessary complexity and costs. This lack of focus on eliminating inefficiencies made it difficult for Debenhams to respond quickly to market changes and consumer trends.
To navigate market challenges more effectively, Debenhams could have focused on eliminating redundant product lines and simplifying its operations. Streamlining its product offerings to focus on high-demand, high-margin items could have improved inventory management and financial performance. Eliminating outdated and cumbersome processes in favour of more agile, technology-driven solutions, like automating stock management and integrating online and offline sales channels, could have significantly reduced costs and improved customer satisfaction. By focusing on efficiency and responsiveness, Debenhams could have positioned itself as a more adaptable and competitive player in the retail market.
Reverse: 
Debenhams failed to effectively utilise the strategy of reversing or rearranging its operations and approaches to adjust to the changing retail landscape (The Guardian, 2020). Sticking to a traditional retail model, where the primary focus was on in-store sales with online as an afterthought, Debenhams missed the opportunity to lead with digital-first strategies in a market increasingly dominated by online shopping. This traditional approach limited its ability to meet evolving consumer expectations for convenience, variety, and immediacy, which are better addressed by a digital-led model.
Debenhams could have reversed its approach by prioritising its online presence and digital engagement over its physical stores. Debenhams could have transformed its business model to be more in line with current consumer behaviours. For example, it could have used its stores as showrooms for online products, places for immediate online order pickups, or hubs for community events that drive online brand engagement. This reversal in strategy could have positioned Debenhams as a forward-thinking retailer better equipped to navigate the challenges of the digital market.
[bookmark: _Toc160111833]Conclusion
The application of the SCAMPER model to Debenhams revealed opportunities that the brand missed for innovation and adaptation in a fast-growing retail sector. The failure of the brand to substitute outdated practices, combine digital and physical retail and adapt to new technologies. It also failed to modify product offerings, put assets to new uses, eliminate inefficiencies, and reverse traditional approaches, which contributed to its decline. The suggestions for overcoming these challenges reveal the potential for transformation through embracing digital-first strategies, streamlining operations, and fostering customer engagement. The analysis emphasises the importance of continuous innovation, agility, and customer focus to sustain competitive advantage in the retail sector.
[bookmark: _Toc160111834]Recommendation
Firstly, Debenhams should embrace a digital-first approach. Though, consumer shopping shifted to online, a robust e-commerce platform will enhance its reach and competitiveness (Gerea, Gonzalez-Lopez and Herskovic, 2021). This transition will help to address the growing demand for convenience and personalized shopping experiences.
Secondly, the brand should streamline its product lines. By focusing on high demand, Debenhams will be able to boost profitability. It will be more agile to respond to market trends and consumer preferences. Therefore, the operational complexities of the company will be reduced.
Lastly, it needs to leverage Omni channel Strategies. By integrating online and offline channels, it will be able to offer a seamless customer experience (Mishra, Singh and Koles, 2021). This strategy will make the brand stronger in both digital and physical retail sector. As a result, Debenhams will be able to meet the expectations of their consumers for flexibility and convenience. As a result, it will maximise engagement and loyalty which will ensure profitability.
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