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Class Presentation
Questions
Why did I choose this master course and what are my future 
objectives?  

Please go on www.menti.com and enter code 1996 7216

http://www.menti.com/
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Solve this problem

Task: how to fix and light a candle on a wall (or 
a cork board) in a way so the candle wax won't 
drip onto the table below. To do so, one may 
only use the following along with the candle:

1) a book of matches
2) a box of thumbtacks
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Empty page
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Solve this problem

Solution for the he candle problem or 
candle task, also known as Duncker's 
candle problem.

The most efficient solution is to empty the 
box of thumbtacks, use the thumbtacks to 
nail the box to the wall, put the candle 
into the box, and light the candle with the 
match.

Duncker's candle problem
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Walmart case: international successes and failures
The biggest retailer in the world has found that internationalisation is considerably more challenging than expansion at home.
Walmart began its international operations 1991 and today the UK, Brazil and China are their largest markets outside the USA. Walmart International is 
the company’s fastest growing unit with sales of $141bn (£85bn, €106bn) in 2015, accounting for about 30 per cent of Walmart’s overall sales. It included 
close to 800,000 employees in over 6,200 stores and 11 e-commerce websites in 28 countries. Internationalisation results have, however, been mixed as 
Walmart has struggled to understand local buying patterns, culture, competitors and regulations, not the least in emerging markets.
Walmart first entered the Americas and has since expanded into ever more distant geographic markets. The early entry into Canada and Mexico was 
successful, but South America’s largest market, Brazil, has been considerably more challenging. After two decades they are still losing money there. Their 
challenges include regulatory problems, strong competition from the French supermarket chain Carrefour and being unable to convince shoppers about 
Walmart’s ‘everyday low prices’ model. In 2016, they restructured the Brazil operations and closed 60 outlets, accounting for 5 per cent of its sales.
European expansion results have similarly been mixed. The acquisition of the ASDA Group in the UK was relative successful while Walmart experienced 
eight years of struggle in Germany that ended in a market exit. First, they did not have enough scale economies compared to local competitors, like Aldi, 
with strong relationships with German suppliers and already catering to price-conscious consumers. Second, cultural mistakes were made as customers 
did not approve of American service practices. A third challenge was Germany’s then strict regulations on location and opening hours. German workers 
also resisted Walmart workplace customs, resulting in labour union conflicts.
Walmart’s first Asian expansion into South Korea was similar to the German story with strong local competition and failures to meet local customer needs. 
It ended in exit after eight years. China has been more of a mixed picture. On the one hand, sales have steadily increased, over 400 stores have been esta-
blished and they make a profit. On the other hand, the distance, both geographically and culturally, was considerably larger than first anticipated. An early 
discovery was that Chinese consumers prefer frequent shopping trips in contrast to Walmart’s home-based experience where customers drive to out-of-
town stores and fill their cars with large multi-packs. While they encountered a completely different international market, they also faced large regional 
variations in this vast and multi-ethnic country. They also struggled with local regulations and food safety issues and tough competition from Carrefour.
In a 2014 interview with the Wall Street Journal, Walmart International President and CEO David Cheesewright, former CEO of Walmart’s UK supermarket 
chain Asda, admits to the struggles, but explained they would still be the Walmart growth engine. He emphasised four initiatives:
‘First, create a platform for sustainable growth in China. . . . Second, turn around our operation in Brazil. . . . Third, we have to rejuvenate Mexico. . . . And,
fourth we have to drive e-commerce.’
Walmart Retail Units: Walmart U.S.: 4,616 stores; Sam's Club U.S.: 599; Walmart International: 5,294; Total Retail Units at 10/31/2023: 10,509
Sources: Dudely, R., ‘Wal-Mart’s everyday low prices fail to stir Brazilians’, Bloomberg Business, 23 April 2014; S. Banjo, ‘Wal-Mart’s strategy to jump start growth in China’, Wall Street Journal, 5 August 2014; A. 
Felsted, ‘China set to remain at head of line for grocery sales’, Financial Times, 23 August 2015; Thomson Reuters Street Events, ‘Wal Mart Stores Inc. 22nd Annual Meeting for the Investment Community’, 
edited transcript, 14 October 2015; L. Whipp, ‘Walmart to close 269 stores as it revamps online presence’, Financial Times, 15 January 2016.
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Walmart case
Questions
1. What are the internationalisation drivers Walmart International 

has struggled with?
2. What might be the dangers for a large Western retailer in staying 

out of emerging markets? 

Please go on www.menti.com and enter code 3643 1912

http://www.menti.com/
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Starbucks case

Video: https://www.youtube.com/watch?v=_FGUkxn5kZQ

https://www.youtube.com/watch?v=_FGUkxn5kZQ
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Top Countries by GDP

2019
$87.65 T

2020
$84.21 T
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Video link: https://www.youtube.com/watch?v=MVPy7Q0gEdA

World Economic Outlook, October 2023

https://www.youtube.com/watch?v=MVPy7Q0gEdA
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Where is disruption 
happening?

Any example?
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Analysis of the business environment
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Analysis of the business environment

Video: https://www.youtube.com/watch?v=rFUs1wYKtKI first 5 minutes

https://www.youtube.com/watch?v=rFUs1wYKtKI
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Source: Finanacial Times, 17Jan2024 
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Definition  
• Disruption: is the act or process of disrupting something, a break or interruption 

in the normal course or continuation of some activity, process, etc.
• Two examples of new-market disruption outlined in Disruptive Strategy are the 

emergence of personal computers and, later, smartphones. Together, they 
illustrate how disruptors become incumbents that can then be disrupted by a 
new innovation.
• Business disruption is the process in which a product becomes popular enough 

to replace a traditional or common product or service. These kinds of 
disruptions can impact entire industries and understanding them can help you 
manage or create one for your own business.

Disruption video: https://www.youtube.com/watch?v=eL7THeyYjOw

https://www.youtube.com/watch?v=eL7THeyYjOw
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Disruption is possible in many areas
Here are some categories to consider for potential disruptive events:

• Extreme Weather and Natural Disasters 

• Manmade Disaster or Disruptions 

• Human Health & Social Factors 

• Significant Economic Events 

• Disruptive Governmental or Political Changes 

• International Geo-Political Changes 

• New Technology – Technological Development 

• Industry or Market Changes or Disruptions 

• Legal & Regulatory Changes
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Disruption from technology
• Technology has long been a disruptive force, radically changing the nature 

of work and society. In the 19th century, the Industrial Revolution altered 
our world profoundly and permanently. Electrification, the automobile and 
mass production, just to name a few massive technological changes, 
reshaped the 20th century. Today, powerful digital technologies and 
ubiquitous connectivity have created a knowledge economy that promises 
to spark the greatest changes in human history.

• Each period of technology-driven disruption has seen business models go 
extinct and be replaced by ones never before considered. Some companies 
couldn’t evolve and went out of business, while others adapted, seized 
opportunities and continued to thrive by taking advantage of the new 
environment. What’s different today is that technology is advancing at a 
pace we have never experienced before in human history – and the pace of 
change will only increase.
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European Defence Agency video: https://www.youtube.com/watch?v=JU_fHqXbAq8 

https://www.youtube.com/watch?v=JU_fHqXbAq8
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Video: https://www.youtube.com/watch?v=mw9_m39fokM 

https://www.youtube.com/watch?v=mw9_m39fokM
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Disruption from technology
• Consider this: In 20 years, we’ve gone from early electronic mail, hand-coded 

HTML pages and PCs running DOS to social media, the mobile web and 
incredibly powerful smartphones, tablets and wearables, the metverse, AI,  
AR/VR. How we interact with each other, and our world, has evolved in ways 
we couldn’t have imagined a few years go. These same technologies are 
changing the nature of work as well, forcing companies and workers alike to 
rethink where, when and how work gets done.

• A vast range of ever-improving advanced technologies are driving the 
disruptive innovation that will soon change our world and define the century 
to come. “Disruptive innovation”, a term coined by Harvard professor Clayton 
Christensen in his book, describes “a process by which a product or service 
takes root initially in simple applications at the bottom of a market and then 
relentlessly moves up market, eventually displacing established competitors.”

“Disruptive Innovation,” Clayton Christensen, www.claytonchristensen.com/keyconcepts/.
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What are disruptive technologies? Use the Table of Disruptive Technologies!
Video: https://www.youtube.com/watch?v=S86mAHwiij4 created at the Imperial College London. 
You can download the table here: https://bit.ly/31FJGvk

https://www.youtube.com/watch?v=S86mAHwiij4
https://www.youtube.com/redirect?event=video_description&redir_token=QUFFLUhqa3gtbEV1cDgwZTNsTXJIUUdmTjVXWnVjSk1NZ3xBQ3Jtc0tsYms3WElFcFVOaFo1SHp5blB0U0RIUDZ4S2gzRVBDeGxiY0FOSURnSmVzbXFqOWtkNE5qWkpsdG1VNFJSWXh4VGxIUU95SEJaVFpHMEJtbE9KWmpBTmRuUGg4ejV0MjUxS0NPYkVtdHdST0x1OFZTRQ&q=https%3A%2F%2Fbit.ly%2F31FJGvk&v=S86mAHwiij4
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Disruption will hit every business
• Disruptive innovation has the potential to 

impact each and every business, no matter its 
size, sector or location. No business is immune. 

• The development and application of advanced 
technology is accelerating at such an 
exponential rate that people have difficultly 
coming to grips with the pace of change. 

• Among the key factors propelling these 
advanced technologies is the exponential 
growth in computer processing power – and 
the staggering drop in the price of computer 
chips. In 1992, you’d pay $222 for a million 
transistors; today you’d pay $0.06.
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Article: An Economic Analysis of the Low-Cost Airline Industry
https://www.investopedia.com/articles/investing/022916/economic-analysis-lowcost-airline-
industry-luvdal.asp 

Airlines

https://www.investopedia.com/articles/investing/022916/economic-analysis-lowcost-airline-industry-luvdal.asp
https://www.investopedia.com/articles/investing/022916/economic-analysis-lowcost-airline-industry-luvdal.asp
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Source: Financial Times, 17 January 2024
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To better put this in perspective, Apple sold 25 times more 
CPU transistors during the iPhone 6 launch weekend 
(September 19–21, 2014) than existed in all the PCs on 
Earth in 1995.
Advances in technology have also increased the rate of 
business growth – and business failure. Since 2003, a new 
company has reached a $1-billion valuation every three 
months in the United States.8 Yet the time it takes to reach 
that valuation has shrunk considerably: Shopify took nine 
years; Slack took one (see Figure 2).
If businesses are growing faster, they’re also exiting much 
more quickly. In 1960, the average lifespan of an S&P 500 
company was around 56 years; by 2014, it had dropped to 
nearly 15 years (see Figure 3). Some even suggest that in 
just 10 years, 40% – nearly half – of today’s Fortune 500 
companies will no longer exist. 
Snapshot on Canada: this dramatic increase in the pace of 
change has not gone unnoticed by Canadian firms. In fact, 
nearly 60% of respondents to our survey think the pace of 
change will increase over the next five to 10 years (see 
Figure 4). As it does, the likelihood of technology-driven 
disruption will grow too – and Canada’s economic well-
being will depend, more than ever, on how well our 
companies are prepared for what’s to come. However, the 
question remains: If the majority of firms admit that the 
pace of change is increasing, then why are so few doing 
anything to prepare for the new economy in which they’ll 
find themselves? 
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Disruptive Innovation Explained

Video: https://www.youtube.com/watch?v=qDrMAzCHFUU

Website: https://claytonchristensen.com/key-concepts/
Video: https://www.youtube.com/watch?v=yUAtIQDllo8

https://www.youtube.com/watch?v=qDrMAzCHFUU
https://claytonchristensen.com/key-concepts/
https://www.youtube.com/watch?v=yUAtIQDllo8
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Introducing disruption  
• The business environment feels more threatening today than it did in the past. 
• Business leaders increasingly find themselves at the mercy of disruptors that cast doubt on the 

stability of all firms, industries and economies. 
• The Kodak and Blockbuster case studies clearly exemplify what may happen. 
• Disruption seems to be amplified by the speed of technological change, the rapid adoption of 

new products and compressed product life cycles. 
• Traditional barriers to entry are low and dropping; upfront investments are being replaced by 

purchases as a service and capital for other purchases is easier to find, while social media and 
cheap shipping are slashing the cost of operating globally. 

• There’s also the risk that a firm from outside the industry might turn it upside down, as Apple 
did for smartphones, or Tesla for cars, or Airbnb for distribution of accommodation. 

• When we encounter disruption, our efforts to mitigate damage and maximise opportunity are 
hampered as we are unable to obtain key skills in time. 
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Disruption is not a new phenomenon. It is, more 
explicitly, the accelerating frequency of disruption 
that poses a new challenge for organisations

• Disruption can be viewed at various levels of abstraction. At the highest level are the long-
term shifts which are reshaping the nature of the economy. These disruptions are more 
endemic as they operate on the whole economy, rather than sectors or industries. 

• The shift from knowledge stocks to flows, which we might pithily describe as “why 
remember what you can google?” is a prime example, with one consequence that the 
balance of power has tipped from merchant to consumer. In the past, merchants had the 
upper hand as they had all the information on product availability and pricing, while 
customers knew little. Now, with the consumer Internet, modern smartphones and so on, 
the consumer has the upper hand and often knows more than the merchant. 

• The immediate effect of this disruption is the elimination of the mid-market as customers 
search the globe for the cheapest or the best (at the best price) rather than compromising 
based on what they can find from local merchants.

Source: Deloitte, Your next future
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Disruption is strongly linked to technology
• The First Industrial Revolution (1760-1840) used water and steam power to mechanize production. 
• The Second used electric power to create mass production. 
• The Third used electronics and information technology to automate production (in 1957 Olivetti 

and IBM introduced their first personal computers). 
• Now a Fourth Industrial Revolution (4IR) is building on the Third, the digital revolution that has 

been occurring since the middle of the last century. It is characterized by a fusion of technologies 
that is blurring the lines between the physical, digital, and biological spheres.

• There are three reasons why today’s transformations represent not merely a prolongation of the 
Third Industrial Revolution but rather the arrival of a Fourth and distinct one: velocity, scope, and 
systems impact. 

• The speed of current breakthroughs has no historical precedent. When compared with previous 
industrial revolutions, the Fourth is evolving at an exponential rather than a linear pace. Moreover, 
it is disrupting almost every industry in every country. And the breadth and depth of these changes 
herald the transformation of entire systems of production, management, and governance.

Source: Klaus Schwab, Founder and Executive Chairman, World Economic Forum.                            First Industrial Revolution: https://en.wikipedia.org/wiki/Industrial_Revolution 

https://en.wikipedia.org/wiki/Industrial_Revolution
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Disruption is strongly linked to technology
• The Fourth Industrial Revolution is a way of describing the blurring of boundaries between the 

physical, digital, and biological worlds. It’s a fusion of advances in artificial intelligence (AI), robotics, 
the Internet of Things (IoT), 3D printing, genetic engineering, quantum computing, and other 
technologies. 

• It’s the collective force behind many products and services that are fast becoming indispensable to 
modern life. Think GPS systems that suggest the fastest route to a destination, voice-activated 
virtual assistants such as Apple’s Siri, personalized Netflix or Amazon recommendations, and 
Facebook’s ability to recognize your face and tag you in a friend’s photo.

• As a result of this perfect storm of technologies, the Fourth Industrial Revolution is paving the way 
for transformative changes in the way we live and radically disrupting almost every business 
sector. It’s all happening at an unprecedented, whirlwind pace.

• The 4IR brings a particularly pronounced shortage of IT talent*. Bridging the skills gap is all about 
increasing capacity to solve problems by bringing in groups who previously would not have been 
able to contribute. Today the skills people require are different from the past. 
* SalesForce https://www.salesforce.com/news/stories/filling-the-skills-gap-in-the-fourth-industrial-revolution/

https://www.salesforce.com/news/stories/filling-the-skills-gap-in-the-fourth-industrial-revolution/
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Disruption challenges and opportunities
• Like the revolutions that preceded it, the Fourth Industrial Revolution has the potential to raise global 

income levels and improve the quality of life for populations around the world. 
• To date, those who have gained the most from it have been consumers able to afford and access the 

digital world at declining prices; technology has made possible new products and services that 
increase the efficiency and pleasure of our personal lives. 

• Today many activities can be done remotely by anyone with a device: ordering a cab, booking a flight, 
buying a product, making a payment, listening to music, watching a film, get delivery, or playing a game.

• In the future, technological innovation will also lead to a supply-side miracle, with long-term gains in 
efficiency and productivity. Transportation and communication costs will drop, logistics and global 
supply chains will become more effective, and the cost of trade will diminish, all of which will open 
new markets and drive economic growth.

• Major shifts on the demand side are also occurring, as growing transparency, sustainability, consumer 
engagement, and new patterns of consumer behaviour (increasingly built upon access to mobile 
networks and data) force companies to adapt the way they design, market, and deliver products and 
services.

Source: Klaus Schwab, Founder and Executive Chairman, World Economic Forum
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Disruption and impact on people
• The Fourth Industrial Revolution, finally, will change not only what people do but also who we 

are. It will affect our identity and all the issues associated with it: our sense of privacy, our 
notions of ownership, our consumption patterns, the time we devote to work and leisure, and 
how we develop our careers, cultivate our skills, meet people, and nurture relationships. It is 
already changing our health and leading to a “quantified” self, and sooner than we think it 
may lead to human augmentation*. The list is endless and it is bound only by our imagination.

• Enthusiasm about technology and the inexorable integration of technology in our lives could 
diminish some quintessential human capacities, such as compassion and cooperation. 

• People’s relationship with smartphones is a case in point. Constant connection may deprive us 
of one of life’s most important assets: the time to pause, reflect, and engage in meaningful 
conversation. This has brought to apps for smartphone use monitoring.

• Privacy is one of the greatest individual challenges posed by new information technologies.

Source: Klaus Schwab, Founder and Executive Chairman, World Economic Forum.                * mobile apps for health control; VR glasses and augmented reality
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Navigating a world of Disruption  
Global trends are creating ever-larger winners and losers.
We live in an era of disruption in which powerful global forces are changing how we live and work. 
The rise of China, India, and other emerging economies; the rapid spread of digital technologies; the 
growing challenges to globalization; and, in some countries, the splintering of long-held social 
contracts are all roiling business, the economy, and society. These and other global trends offer 
considerable new opportunities to companies, sectors, countries, and individuals that embrace them 
successfully—but the downside for those who cannot keep up has also grown disproportionately. For 
business leaders, policy makers, and individuals, figuring out how to navigate these skewed times 
may require some radical rethinking.
This briefing note for the 2019 World Economic Forum in Davos draws on recent research by the 
McKinsey Global Institute (MGI). It focuses on both the value-creating opportunities and the intense 
competitive and societal challenges we all face in this era of technological ferment:
1.The disruption is intensifying
2.The gulf between those embracing change and those falling behind is growing
3.Moving toward a more inclusive society

Source: https://www.mckinsey.com/featured-insights/innovation-and-growth/navigating-a-world-of-disruption

https://www.mckinsey.com/featured-insights/innovation-and-growth/navigating-a-world-of-disruption
https://www.mckinsey.com/featured-insights/innovation-and-growth/navigating-a-world-of-disruption
https://www.mckinsey.com/featured-insights/innovation-and-growth/navigating-a-world-of-disruption
https://www.mckinsey.com/featured-insights/innovation-and-growth/navigating-a-world-of-disruption
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Disruption case
• You own a traditional bakery.

• Your business is declining due to many reasons: growing energy costs, inflation, declining 
demand, increasing competition from grocery stores, etc.

• You even considered closing down your business.

• Is there any disruptive innovation that may provide you an opportunity to stay in business?

• Is there any technology based solution you can adopt to strengthen your business model?

• Create groups and discuss what would be a possible solution to the above situation.
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Disruption case discussion

Source: Klaus Schwab, Founder and Executive Chairman, World Economic Forum.                * mobile apps for health control; VR glasses and augmented reality
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Video Joseph Bakery https://www.youtube.com/watch?v=maKZ24qq-Ec

https://www.youtube.com/watch?v=maKZ24qq-Ec
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Innovation vs. Disruptive Innovation: 
What’s the Difference?

The concept of innovation is heavily linked to the idea of business disruption, largely because 
the origins of disruptive products and services derives from an unconventional approach to 
business and market innovation. In “true” disruptive innovation, the unconventional product 
takes root at the bottom of the market and develops a poor reputation because of it. However, 
over time, and due to a number of factors such as lower costs or higher accessibility, the 
product actually becomes more appealing than its contemporaries within the industry.
This is not the same as the traditional approach to innovation, also referred to as 
“sustaining innovation”. Traditional innovation is when new inventions and modifications are 
introduced by businesses in an attempt to stay relevant with customers, and competitive in the 
job market. That is not to say these innovations are invaluable, but they do run a higher risk of 
becoming too sophisticated, too inaccessible, or too expensive to hold any lasting power on the 
market. As a result, when sustaining innovations are deemed too frivolous, customers begin to 
look to less expensive, sometimes radical alternatives to meet their business needs, spiking the 
success of those disruptive innovations.
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Business Disruption: Examples and Key 
Takeaways

The typical defining traits of disruptive innovations are lower gross margins, smaller 
target markets from the outset, and a product or service that is usually much simpler 
than their industry contemporaries.
However, organizations need to remain on guard when it comes to labelling any sort of 
industry-challenging innovation as disruptive. If the term is used too facetiously, it 
begins to undermine what true disruption actually is. It shines a spotlight on start-ups 
that have already garnered significant attention, while true market disruptors are 
climbing the industry ladder elsewhere, unnoticed by the giant competitors they’re 
meant to replace.
In order to develop a thorough understanding of what true disruption actually is, it is 
helpful to look at real-world examples of business disruption, and recognize when the 
term was suitable, and when it was not.



43

3 Examples of what Business Disruption is
1. Netflix and Streaming Services
Netflix and all other streaming services are in the process of an ongoing disruption in the entertainment 
industry. They largely influenced the slow extinction of video rental stores and are now responsible for the 
ever-growing cancellation of cable subscriptions worldwide.
OTT options (over-the-top, in reference to devices that go over cable boxes to provide access to TV 
content) emerged seemingly out of nowhere several years ago and have since skyrocketed into the leading 
position in providing entertainment to customers. It was deemed a low-cost alternative to conventional 
subscriptions from the get-go, and once customers caught on to the rising popularity 
and innovation offered by streaming services, they began to think of their media consumption in an 
entirely different way.
2. Wikipedia
A lesser recognized form of true disruptive innovation is the international hub for easy-access research, 
Wikipedia. For centuries, it was encyclopedias that existed to provide important details on various 
subjects. That were written and published for profit, with hardcover volumes being released regularly due 
to the constant updates and changes to information that needed to be included. Wikipedia eradicated that 
necessity for expensive, unsustainable information access. It is constantly updated, available for free, and 
though it has an air of distrust surrounding the information it presents, it still was enough to drive 
Encyclopedia Britannica to publish their final volumes back in 2012, after 244 of circulation.



44

2 Examples of what Business Disruption isn’t
1. Uber
Often cited as an example of disruption, the modern tech giant Uber is not an actual example of true business 
disruption. On the surface, it does have a few of the key indicators of a disruptive innovation. It has almost 
completely replaced the taxi industry for many travellers throughout the U.S. and internationally, with an annual 
revenue coming it at 65 billion USD last year alone. It offered a traditional service at a considerably lower price point 
and tore up the rule book of the taxi industry altogether.
But, Uber still cannot be classified as disruptive, since it didn’t open up a new market or capitalize on low gross 
margins. The taxi industry was in no way suffering or seeking rapid innovation in fears of it going under. Uber simply 
took the typical, successful taxi service model, and upgraded it with tech to make it more convenient and 
comfortable, and less expensive for the consumer. While both extremely innovative, and wildly successful, Uber 
cannot be classified as a disruptor.
2. Google
Google as a branded corporation has evidently explored, and dominated, many areas of tech. While it could be 
considered a disruptor in some of those fields, its emergence as the dominant search engine is largely mislabelled as 
a business disruption. Google was one of the first online companies to prove the value and potential of online 
search, and the very first to make astronomical amounts of money from online advertising. This means it did play a 
critical role in helping to spawn an entirely new industry, if not several. However, it still cannot be classified as a 
disruptor, simply because it wasn’t the first search engine. Similar to Uber, it took an existing model and improved 
upon it in way that pushed them to the top of the industry. While an extremely impressive feat, this doesn’t qualify 
as a true disruptive innovation.
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Key takeaways
Evidently, all entrepreneurs are not likely to found corporations or products as internationally and historically successful 
as those listed above but garnering a true understanding of what innovation is involves distinguishing it amongst some 
of the top corporate performers that exist today. Some of the key takeaways from these distinctions 
about innovation include:
• Not all innovation is disruptive, and it doesn’t have to be. Disruptive innovation is only one type of innovation. In 

order to be a true gamechanger in your industry, you don’t necessarily have to be a “true” disruptor.
• True disruption is risky. Even with a good vision, there is no guarantee that a new technology or 

disruptive innovation will actually take hold in your industry. Some inventions require several phases of evolution 
before they reach their final, most effective form. That means several losses of inventions in the shuffle before you 
reach that final point, and losses from unsustainable practices, market shifts, or stagnation.

• Disruption is oftentimes stealthy. Understanding business disruption means understanding that it is far more than 
simply creating better ideas for an industry. A large part of it is staying on the defensive, keeping an eye out for new 
competition that might disrupt the industry in the future. If a start-up is labelled as disruptive, you should take 
notice, but the biggest threats are those you never see coming. Take all market threats seriously, and don’t discount 
underperforming competitors with lower profit margins and a smaller target market.

• Business disruption takes time. While there are obviously some exceptions, no truly sustainable industry disruption 
happens overnight. Wikipedia’s conception was in 2001, meaning it took them 11 years until they overthrew 
Encyclopedia Britannica. Uber was founded by two graduate school friends in 2009 and didn’t expand outside their 
base city of San Francisco until 2 years later. True business disruptors don’t change the market entirely right after 
they enter it – it can take years, and sometimes decades, for their innovative ideas to take hold.
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AND 
GOOD LUCK

IT’S BEEN A PLEASURE WORKING WITH YOU TODAY


