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This paper tries to shed light on the complex dynamics of the retail sector and the elements that can decide the success or failure of even the most established enterprises via a review of its history, product offers, and problems. As a result, it delivers essential insights for both students and practitioners in business and economics, as well as everyone interested in the ever-changing world of retail.

According to Chulvi Ramos (2011), businesses must respond faster to change by increasing productivity and developing permanent processes involved in generating innovative products and services in light of market dynamics and the socio-economic environment. Therefore, businesses have emphasized creative product and service design practices.
An impossible challenges and failure ultimately brought down Debenhams, a once-prominent British department store chain. Among the key aspects examined in this report are the company’s products and services, the influence of innovation on its path, and how the SCAMPER model could have been applied to better navigate the turbulent market landscape. Each element of the model will be employed to suggest innovative approaches and strategies. Growth and competitiveness can be driven by innovative strategies and technologies, while stagnation and decline can result from a failure to adapt and innovate. Understanding of the dynamic relationship between retail and technological advancement can be improved by taking a closer look at Debenhams's impact on innovation. 
[bookmark: _Toc148384619]Overview of Debenhams

With a history dating back to 1778, Debenhams was one of the UK’s oldest department stores (Hughes, 2021).  Retailers in the company's network sold a wide range of merchandise, including: 
Fashion clothes: Men's, women's, and children's apparel and accessories were all available (Debenhams, 2023). This comprised a diverse variety of brands and styles, ranging from inexpensive everyday wear to high-end luxury couture.
Beauty products: The company has a specialised beauty section that sells cosmetics, skincare, perfumes, and grooming goods from various brands. In addition to offering personalised cosmetics and skincare advice, Debenhams locations also offered beauty counters.
Home goods: Home goods were available from Debenhams, including furniture, bedding, kitchenware, and home décor (Debenhams, 2023). A wide variety of home decor items and appliances were available for customers to choose from.
Electronics: Electronics and electrical appliances were available at some stores, including televisions, kitchen appliances, and audio equipment. The availability of this category varied by location and was not as prominent as other categories.
Toys and children’s products: In addition to toys and games, Debenhams offered children's clothing and accessories as well. Shopping for their children was a frequent hobby there.
Gifts and Seasonal Merchandise: Special occasion and holiday gift items were available in the store. Customers could find appropriate gifts and decorations for Christmas, Valentine's Day, and other celebrations.
Footwear: Debenhams offered a diverse selection of shoes for men, women, and children. Casual and formal footwear, sports shoes and specialist products such as boots and sandals were all featured.
Wedding and Formal Attire: The store featured a wedding department where brides, grooms, and wedding guests could shop. It provided bridal gowns, bridesmaid dresses, tuxedos, and formalwear for various events (Debenhams, 2023).
Furthermore, the company provided click-and-collect, customised shopping, and reward programs on its website (BBC News, 2020). Customers are spending 20% more at Debenhams when they collect items in-store following the changes to its click and collect services (Catherine, 2019).

Debenhams experienced various barriers in its final years, despite its historical significance. High operational expenses, financial difficulties associated with debt, Covid-19 and leadership concerns were some of the obstacles. These include changes in customer purchasing patterns and increased competition from online and fast - fashion stores. The British retailer's problems have been analysed by market experts. Debenhams has been a fixture on the high street for more than 240 years, however Boohoo's acquisition of the brand brings an end to an era. The company will become an online-only brand under new management, eliminating more than 120 stores and causing 12,000 jobs lost  (Gonzalez-Rodriguez 2021)
[bookmark: _Toc148384620]Discussion of how innovation has influenced Debenhams 

Innovation is the business's adaptation mechanism in a changing environment. A large idea or change that results from a collection of connected knowledge crossing from input, process, and output is referred to as innovation. This understanding leads to the conclusion that innovation requires effort to create something of value and to make modifications in order to adapt to current competition. In terms of marketing success, one of the tactics used by organisations to boost marketing performance is innovation. The innovations are predicted to have a major influence on earnings development, market expansion, and sales volume increase (Hardilawati et al., 2019). The history of Debenhams, one of the most famous British department stores, has been significantly shaped by innovation. Innovations have had a profound effect on the company both positively and negatively over the years.  Below will be discuss influences of innovations over the organisation.
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1. Multichannel retailing: A seamless shopping experience across multiple channels is provided by Debenhams' multichannel retailing system that integrates its brick-and-mortar store with its online platform. Customer loyalty was increased by letting them order online, pick up in-store, or return online purchases in physical stores (Jones and Livingstone,2015).
2. E-commerce and online retailing: Debenhams recognized the growing importance of e-commerce in the retail industry. The company invested in its online presence, enabling customers to shop online, browse products, and make purchases through its website. This strategic move aligned with the changing consumer preferences, as more people turned to online shopping for convenience and variety (Lavraˇc et al., 2004).
3. Personalization and Customer Engagement: The company implemented data-driven strategies to personalize the shopping experience. Through customer data analysis and targeted marketing efforts, Debenhams aimed to engage customers with tailored product recommendations and promotions, enhancing customer retention and loyalty.
4. Private Label Brands: Debenhams successfully introduced private label brands, offering a range of products from clothing to home goods. These private labels often provided affordable and value-for-money options for customers, demonstrating innovation in product development and pricing strategies (Retail Week, 2022).
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1. Increased Competition: While Debenhams embraced e-commerce, it faced intense competition from online retail giants like Amazon and fashion-focused e-commerce platforms. The digital transformation of retail led to a crowded marketplace, making it challenging for traditional department stores like Debenhams to maintain market share (Grant et al., 2021).
2. Failure to Keep Pace and Financial Struggles: Innovation in the form of technological advancements and digital transformation was a double-edged sword for Debenhams. The company struggled to keep pace with evolving customer expectations and digital trends. This failure to adapt to changing consumer behaviour and technology negatively impacted its competitiveness (Whalley & Curwen, 2023). Debenhams faced financial difficulties and debt issues, partly attributed to these investments.
3. Supply Chain Challenges: Innovations in supply chain management, such as fast-fashion models, put pressure on traditional retailers like Debenhams to adapt quickly. The need for efficient supply chain practices and inventory management became paramount to remain competitive (Fletcher & Griffiths, 2020).
Overall, innovation at Debenhams has been mixed. While it helped the company adapt to changing consumer preferences and improve the customer experience, it also brought challenges related to increased competition, financial difficulties, and supply chain management.
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As customers' behaviours change rapidly, brands and businesses must identify new opportunities to serve them, integrate new offerings to meet their unique needs, and find new approaches to remain competitive (Anggrianto, 2022). Developed by Eberle in 1971, the SCAMPER technic aims to generate innovative ideas by asking specific questions about a product, service, or situation (Mulder, 2023). SCAMPER model will be applied to suggest how Debenhams might have innovated in order to meet the challenges in the retail market.
Substitute:  Digital Transformation: Debenhams could have substituted its traditional retail model with a more robust and agile digital strategy. An effective way to cater to online shoppers would be to develop a dedicated digital brand or platform.  The Spanish fast fashion retailer Zara, broke away from the paradigm of planned seasonal product and started creating smaller collections more frequently, resulting in 20 "seasons" a year. As part of this strategy, a super-reliable supply chain, known as Rapid-Fire Fulfilment, has been developed that can compress the product design-production-delivery cycle lead time to 15 days. In addition to reloading items quickly, Zara rotates its product assortment in stores frequently (Aftab et al., 2018).
Combine:  Omnichannel Integration: Debenhams could have combined its online and offline channels more seamlessly. For instance, they had to pay close attention to the customers option to order online and pick up or return items in physical stores, enhancing convenience and customer value (Saghiri et al., 2017). Companies like Apple and Nike have successfully combined physical stores with immersive and experiential elements. Their in-store engagement strategies could have been used by Debenhams.
[bookmark: _Hlk147961125]Adapt:  Consumer behaviour: During Covid-19, consumers preference accelerate the online shopping. The company could value more the online presence and embrace e-commerce strategy. Increasing rent expenses, costly business rates, and significant maintenance costs represent substantial fixed expenditures that hindered Debenhams' capacity to compete with online rivals like Amazon. In contrast, online retailers do not grapple with these financial obligations and, as a result, can deliver products that offer superior cost-effectiveness (Law Business Research, 2021). Moreover, Debenhams could adapt to the latest fashion trends and access new markets, which will make the company very competitive like Boohoo and Asos (Law Business Research, 2021).
Modify:  Revamped loyalty program: For Debenhams, a revamped loyalty program could have been a means of countering the competition from online retailers like Amazon by offering something they often lack: personalized, in-store experiences and exclusive incentives for loyal customers. It's a strategy that focuses on creating a strong, ongoing relationship with the customers, rather than just one-off transactions. Value-Based loyalty program for example could be very good decision. Every member of the system is entitled to benefits and rewards regardless of how much they spend. Creating an emotional connection with a brand will encourage customers to spend more and return more frequently (Masternak, 2022). 
Put to other use:  Flexible Use of Space: Debenhams could have transformed parts of their large retail spaces into versatile areas that could be leased to other businesses. This could include sections of their stores that were not seeing high foot traffic or areas that were no longer profitable for traditional retail purposes.
Pop-Up Shops: Many brands, especially emerging ones, often find value in setting up temporary pop-up shops to introduce their products to a new audience or create buzz around a particular launch. Debenhams could have provided these brands with a turnkey solution, including space, infrastructure, and foot traffic (Cleo, 2021). . Having multiple businesses within the same space could attract a diverse range of customers, potentially benefiting all parties involved. Customers visiting one brand's pop-up shop might be more likely to explore the rest of the store.
Experiential Marketing: Experiential marketing is a powerful tool for engaging customers. Debenhams could have offered spaces for brands to create unique, immersive experiences that go beyond traditional retail, drawing in potential customers and leaving a lasting impression.
Revenue Generation: By renting out store space, Debenhams could generate additional revenue, helping to offset some of the costs associated with maintaining large retail locations, such as rent, utilities, and staffing.
Eliminate: Underperforming Product Categories: By focusing on high-margin items, Debenhams could have conducted a thorough analysis of their product categories to identify items with higher profit margins. By allocating more resources and marketing efforts to these high-margin products, they could potentially increase their profitability. Another critical aspect is catering to customer demand. Identifying and promoting popular product lines can help attract and retain customers. Debenhams should take an example from competitors like Next and Zara (Mollard, 2021), and regularly review sales data, market trends, and customer feedback to adjust their inventory and marketing strategies accordingly.
Redundant Operational Costs: Streamlining the supply chain can result in significant cost savings. Debenhams could have examined their supply chain processes to identify areas of inefficiency. This might include optimizing inventory management, negotiating better deals with suppliers, or implementing more efficient distribution methods. Furthermore, evaluating their real estate portfolio and considering options like downsizing or renegotiating leases in prime locations could help reduce costs (BBC News, 2020). As mentioned earlier, Debenhams might have also considered adopting a more significant online presence, which would have allowed them to reduce the need for physical store space while expanding their reach.
Moreover, eliminating underperforming product categories and operational costs, along with reversing its approach to fashion consumption and localized merchandising, could have further revitalized Debenhams. While these are hypothetical suggestions, they illustrate the potential for innovation to help traditional retailers adapt and thrive in a rapidly changing retail landscape, as some of Debenhams' competitors have successfully done.
Reverse:  Localized Merchandising, instead of offering the same product range across all stores, Debenhams could have reversed its strategy by tailoring merchandise to the local preferences and demographics of each store's location. This could have enhanced customer relevance and satisfaction (Vishwanath & Rigby, 2014).
These strategies are part of a broader approach to business optimization and cost reduction. It's essential to note that implementing such changes often involves careful planning, potential short-term investments, and a phased approach to avoid disrupting the business too much. Additionally, a customer-centric approach and staying updated with market trends are critical in retail, as customer preferences can change rapidly.
Overall, the SCAMPER technic provides a structured framework for generating innovative solutions to address the challenges faced by Debenhams in the market. By applying this model, the company could have explored alternative strategies, embracing digital transformation, improving the omnichannel experience, personalizing shopping, and adapting to sustainability trends. Additionally, modifying loyalty programs, optimizing inventory management, and exploring alternative uses of physical spaces could have enhanced the company's competitiveness.
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As discussed above, the move towards online shopping has been steadily increasing in recent years, and the COVID-19 pandemic further accelerated this shift. Many consumers have become accustomed to the convenience and variety offered by online retailers, leading to a decline in foot traffic to brick-and-mortar stores. By becoming an online-only brand, Debenhams can adapt to these changing consumer preferences and potentially reinvent itself as a digital marketplace. However, the transformation from a department store chain to an online-only brand is not without challenges. Debenhams will have to invest in enhancing its website, logistics, and customer experience to compete effectively in the crowded online retail space. It will also need to differentiate itself from other established online retailers and find ways to attract and retain customers in an increasingly competitive market (Retail, 2021). Overall, the acquisition of Debenhams by Boohoo represents a significant shift in the retail landscape and marks the end of an era for the department store chain. While this transition may save the brand from complete closure and offer an opportunity for growth in the online market, it also comes with the loss of jobs and the closure of longstanding stores, which will undoubtedly have a lasting impact on communities and employees.
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