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Debenhams, a stalwart in British retail, has long been synonymous with providing a vast array of goods and services tailored to meet the diverse demands of its clientele. From its inception, the store has been a destination for fashion enthusiasts, homemakers, tech aficionados, and gift seekers alike. With a commitment to offering quality products and personalized services, Debenhams has carved a niche for itself in the competitive retail landscape.  However, Debenhams goes beyond merely outfitting individuals; it extends its offerings into the realm of home decor and furnishings. From cookware to bedding, curtains to rugs, lighting to other home decor items, the store provides everything needed to transform living spaces into havens of comfort and style. Furthermore, for the tech-savvy consumer, select Debenhams stores house departments dedicated to electronics and home appliances, offering a wide array of kitchenware, compact appliances, and personal electronics to meet every need. Moreover, to provide customers with added value, certain Debenhams stores offered financial services such as store credit cards, insurance, or extended warranties, further cementing its position as a trusted retail destination. Innovation has been a cornerstone of Debenhams' journey, driving periods of growth and evolution. However, navigating the complexities of innovation has presented both opportunities and challenges for the company. Let's explore how innovation has influenced Debenhams, shaping its trajectory in both positive and negative ways, and how the company can reimagine retail through innovative approaches using the SCAMPER model (BBC, 2021).
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Renowned British department store chain Debenhams provides a wide selection of goods and services that are catered to the demands of its clients. The store offers a large assortment of apparel for men, women, and kids, including designer labels as well as in-house brands. Items include athletics, lingerie, swimwear, casual wear, formal dress, and accessories. Debenhams has a large beauty section with cosmetics, skincare, haircare, fragrances, and beauty accessories in addition to stylish clothing. To stay current with the newest styles and products, customers can take advantage of beauty consultations and beauty events (Alamy, 2023). Debenhams also provides a wide range of options for cookware, bedding, curtains, rugs, lighting, and other home décor items in addition to furnishings. The business offers a wide range of options for customers to improve their living spaces, catering to a variety of interests and home styles. Moreover, for the tech-savvy consumer, some Debenhams stores provide departments devoted to electronics and home appliances, providing kitchenware, compact appliances, and personal electronics. The company also carries a variety of toys, games, and gift items that are appropriate for a variety of events, including novelty presents, children's toys, and seasonal things. This is especially true during the holidays. Everything needed for celebratory occasions and special occasions is available to customers. In addition, Debenhams offers a range of wedding-related goods and services, such as gifts, registries, accessories, bridesmaid gowns, groomswear, bridal wear, and consultations for wedding planning. This all-inclusive package serves couples getting ready for their wedding day. Some Debenhams stores provide customised services like in-store personal shopping, styling, and tailoring for garment modifications to guarantee a perfect fit. These services are designed to cater to specific consumer preferences and improve the overall purchasing experience. The Debenhams website offers customers the convenience of online shopping together with a range of delivery options, such as standard, expedited, and click-and-collect services. Debenhams offers discounts, exclusive access to sales events, and special incentives as part of their loyalty programmes as a way to thank devoted clients (McFadyen, 1983). These initiatives are designed to encourage repeat business and increase customer involvement. Lastly, in order to give customers more value, certain Debenhams stores might also provide financial services like store credit cards, insurance, or extended warranties (Bliss, 1979.)
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Debenhams, a name once synonymous with British retail, has had a complex relationship with innovation. Throughout its history, clever ideas have fueled periods of growth, but a hesitancy to fully embrace change has also led to stagnation. Let's explore how innovation has been a double-edged sword for Debenhams, shaping its trajectory in both positive and negative ways. On the bright side, Debenhams was an early adopter of multichannel retailing. They seamlessly integrated their physical stores with online platforms, allowing customers to shop conveniently across channels. This forward-thinking approach capitalized on the growing trend of online shopping, expanding their reach beyond traditional brick-and-mortar limitations. Debenhams also pioneered the concept of fashion partnerships and designer collaborations. By working with high-profile names, they brought fresh and trendy designs to their customers at accessible prices. This innovative strategy not only attracted new customers but also reinforced their image as a fashion-conscious retailer, boosting sales and brand recognition (McFadyen, 1983). Furthermore, Debenhams leveraged technology to personalize the shopping experience. Through data analytics, they analysed customer preferences and purchase history to offer tailored recommendations and promotions. This approach increased customer satisfaction and loyalty, fostering deeper connections and driving sales through targeted marketing campaigns. Recognizing the evolving consumer landscape, Debenhams diversified their product offerings beyond just apparel and homeware. They ventured into beauty, electronics, toys, and gifts, creating new revenue streams and attracting a broader customer base. This diversification strategy mitigated risks associated with fluctuations in specific markets, solidifying their position as a one-stop shop for various lifestyle needs. However, Debenhams' innovative spirit wasn't without its shortcomings. Despite their early success with e-commerce, they struggled to keep pace with the rapidly changing digital landscape. Upgrading their digital infrastructure and adopting new technologies proved challenging, leading to a decline in online sales and market share. This failure to adapt effectively hindered their ability to compete in the increasingly digitalized retail environment. Another hurdle was the lack of differentiation. While Debenhams initiated innovative projects, they often faced criticism for being indistinguishable from competitors. Their reliance on constant discounts and promotions eroded brand value and weakened their market positioning. Additionally, the inconsistency in delivering unique and exciting products limited their ability to attract and retain customers, contributing to stagnant growth and declining profitability. Perhaps the most critical misstep was Debenhams' reluctance to disrupt their traditional business model (Thompson, 2017). As consumer preferences shifted towards online shopping and experiential retail, they struggled to adapt. This inflexibility led to store closures and financial difficulties. Their failure to innovate beyond their core offerings and embrace emerging trends left them vulnerable to disruption from agile competitors and digital-native brands. Furthermore, Debenhams' investment in technology and infrastructure consistently fell short. Despite recognizing technology's importance for innovation and efficiency, they failed to make substantial investments. Outdated IT systems and supply chain inefficiencies hampered their ability to deliver seamless customer experiences and capitalize on new opportunities. This lack of modernization further exacerbated their competitive challenges, making it difficult to respond quickly to market changes and fulfill customer demands (BBC, 2021).
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As from above, the Debenhams' story highlights the critical role innovation plays in a company's survival. While they achieved success with some innovative ideas, their hesitancy to fully embrace change ultimately hampered their journey. In order to identify how the company could avoid those challenges for the company to innovatively navigated the challenges in the market, further has been applied the SCAMPER model. The SCAMPER model is a creativity framework used to brainstorm new ideas and improve existing products, services, or processes. It's an acronym that stands for seven different approaches to spark creative thinking. The SCAMPER stands for:
1. Substitute: What elements of the business model or product offerings can be replaced?
2. Combine: Can existing elements be merged to create something new?
3. Adapt: How can existing practices or products be modified to better suit current needs?
4. Modify: Can minor tweaks significantly improve the customer experience or operational efficiency?
5. Put to other uses: Can existing assets or products be used in entirely new ways?
6. Eliminate: What aspects can be removed to streamline operations or create a new value proposition?
7. Rearrange: Can the order or structure of things be changed to enhance the offering?
(Toraman, 2013)
Applied to Debenham has result as the following:
Substitute:
Debenhams could have reimagined its traditional department store offerings by substituting generic products with a curated selection of experience-driven items. Introducing workshops, classes, and personalized styling services would have transformed Debenhams into a destination for not just shopping, but also learning and self-expression. Moreover, partnering with local artisans or collaborating with emerging designers for limited-edition collections could have infused the store with unique and exclusive products, fostering brand differentiation and attracting discerning customers seeking something special. Additionally, embracing on-demand manufacturing or drop-shipping for certain product categories would have enabled Debenhams to react swiftly to trends, reduce inventory costs, and offer a wider assortment of products without the constraints of traditional sourcing models. Furthermore, replacing some physical stores with pop-up shops or experience centers in high-traffic locations could have created immersive environments where customers could engage with curated collections and participate in events, elevating the overall shopping experience.
Combine:
Debenhams had the opportunity to merge its online and offline presence seamlessly to create a cohesive omnichannel experience. Integrating click-and-collect options, leveraging in-store stylists to curate online recommendations, and implementing AR/VR technology for virtual try-ons would have bridged the gap between digital and physical retail, catering to customers' evolving shopping preferences. Furthermore, combining retail with entertainment by incorporating in-store cafes, pop-up art installations, or hosting local music events could have transformed Debenhams stores into vibrant community hubs, encouraging customers to linger and explore. Additionally, leveraging customer data to deliver personalized experiences, such as tiered loyalty programs, targeted promotions based on purchase history, and curated product recommendations, would have deepened customer engagement and loyalty, fostering long-term relationships with the brand.
Adapt:
Debenhams could have adapted its business model to better align with shifting consumer preferences and societal values. Introducing subscription boxes for beauty products, clothing rentals for special occasions, or curated "lifestyle" boxes tailored to specific customer segments would have offered innovative solutions to meet diverse needs while tapping into the growing demand for subscription-based services. Moreover, embracing sustainability by using recycled materials, offering repair or upcycling services, and partnering with ethical brands would have resonated with environmentally conscious consumers, demonstrating Debenhams' commitment to responsible business practices. Additionally, adapting employee training programs to focus on customer service excellence and product knowledge would have empowered staff to serve as brand ambassadors, elevating the overall customer experience and driving customer satisfaction.
Modify:
Debenhams could have modified its pricing strategy to move away from constant discounting and prioritize offering competitive prices on high-quality products. Implementing dynamic pricing algorithms and value-based pricing models would have allowed Debenhams to maintain profitability while delivering value to customers seeking quality and affordability. Furthermore, modifying store layouts to create immersive and engaging environments, such as dedicated areas for showcasing curated collections, comfortable seating areas, and interactive displays, would have enhanced the overall shopping experience and encouraged exploration. Moreover, modifying the product mix to offer a wider range of own-brand labels alongside established brands would have provided greater control over quality, pricing, and brand identity, allowing Debenhams to differentiate itself in the market and build stronger brand loyalty.
Put to Other Uses:
Debenhams could have repurposed its existing physical stores beyond traditional retail to better utilize space and generate additional revenue streams. Transforming underperforming locations into community spaces offering co-working areas, event venues, or pop-up restaurants would have revitalized the store environment and attracted a diverse range of customers. Moreover, leveraging customer data for purposes beyond targeted marketing, such as anonymizing and aggregating data to provide valuable insights into consumer trends, would have informed strategic decision-making, enabling Debenhams to better anticipate market demands and adapt its offerings accordingly.
Eliminate:
Debenhams could have eliminated unnecessary bureaucracy and streamlined decision-making processes to accelerate innovation and responsiveness to market changes. Empowering employees to take initiative and fostering a culture of experimentation and creativity would have enabled Debenhams to stay agile and adapt to evolving consumer preferences. Additionally, eliminating reliance on constant discounting and focusing on offering high-quality products at competitive prices would have helped rebuild brand value and perception. By prioritizing value-based pricing strategies and targeted promotions for specific customer segments, Debenhams could have differentiated itself in the market and positioned itself as a trusted retailer known for quality and affordability.
(Abdi, 2011) (Toraman, 2013)
By applying the SCAMPER model, Debenhams could have identified creative solutions to stay ahead of the curve. Embracing innovation, adapting to changing consumer preferences, and optimizing their business model were crucial aspects of survival that Debenhams ultimately missed.
[bookmark: _Toc161358623]Conclusion:
Debenhams' story serves as a cautionary tale for businesses hesitant to fully embrace change. While they implemented innovative strategies like multichannel retailing and designer collaborations, their reluctance to fully commit to these advancements ultimately led to stagnation. The SCAMPER model demonstrates the various avenues Debenhams could have explored to remain competitive.  Substituting generic products with experience-driven offerings and pop-up shops, combining online and offline experiences, and adapting to a more sustainable and subscription-based model were all missed opportunities. Modifying their pricing strategy, store layouts, and product mix could have further enhanced the customer experience and brand image. Repurposing underperforming stores and leveraging customer data for broader insights were additional strategies Debenhams could have utilized. Eliminating unnecessary bureaucracy and constant discounting would have streamlined operations and strengthened brand value. By embracing these innovative approaches, Debenhams could have transformed itself into a destination for not just shopping, but also for community, learning, and self-expression.  However, their hesitancy to fully commit to change ultimately led to their downfall. Debenhams' story serves as a reminder that continuous innovation is essential for survival in today's dynamic retail landscape.
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