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What is happening here? 

60+ million 

155+ million 

30+ million 

Apple took two years to sell 1 million iPods 



Digital Disruption is happening here 

They become digital disruptors 

“When companies adopt technology, they 

do old things in new ways; 

when companies internalize technology, 

they find disruptive new things to do.” 

adopt 

internalize 



Digital disruptors do this 

› They will build Better product experiences 

› That create Stronger  customer 

relationships 

› Bringing it all to market Faster 

 

 

You have to do this, too 

Faster 

Better 

Stronger 



Old disruption Digital disruption 

10x 
the inn o v a t ors 

1/10th 
the c ost 

100X 
the p o w er 

Digital disruption is better, stronger, 
faster 

Source: October 27, 2011, “The Disruptor’s Handbook” Forrester report 
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Digital disruption is a good thing: Your 
customer wants more 

› More of your products 

› More joy in the experience of searching for them 

› More satisfaction in the ownership of them 

 
If luxury products and services embody an 

aspiration, then people will always want 

more – not just at purchase, but before, 

during and after purchase 

Digital tools help you give your customer more 



My Beauty Bag builds a digital relationship 
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But there are disruptors wanting to do the 
same 
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Even high-end services can succumb to 
relationship-based digital disruption 

What should you build first? 
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Find out what your customer needs next by 
putting them at the center of your world 
INNOVATING THE ADJACENT POSSIBLE 

? 

Don’t build the future; build the next thing 

people really need and let the future find you. 



Digital experiences are not just another 

channel or customer touchpoint 

Marketing Store Web Apps 

Company/products 

Customer 

Then deliver that next thing through a digital 
relationship 



Go far enough down the digital path 

and you get new products, 

experiences 

Shoes Fuel Band Apps Xbox 

Nike 

Customer 

Fuel 



Digital disruption yet to come: the Magic Mirror 

Image source: Thinkstock 

Eyes Hair 

Lips Skin 



Digital disruption yet to come: the Magic Mirror 

Image source: Thinkstock 

Eyes Hair 

Lips Skin 

Call 

Kerry 



Digital disruption yet to come: the Magic Mirror 

Image source: Thinkstock 

Eyes Hair 

Lips Skin 

Call 

Kerry 



Which companies would want to own the 
Magic Mirror relationship? 

› Media companies have the content 

› Retailers sell the products 

› Manufacturers want the customer loyalty 
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L’Oreal is testing a digital 
relationship to the 
consumer 



Which companies would want to own the 
Magic Mirror relationship? 

› Media companies have the content 

› Retailers sell the products 

› Manufacturers want the customer loyalty 

› Platforms want to enable all of it 

 

 

 

Who will exploit digital technology 

quickly enough to build this 

relationship with the customer? 
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P 

S 

E 

We help companies answer this 
fundamental question: Can I do this? 
YOU MUST HAVE A DISRUPTOR’S: 

nergy 

kills 

olicies 

We conducted a global survey of executives  

to see if they are ready. 
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People see it coming but aren’t ready 
for it 

PERCENT THAT AGREE WITH EACH STATEMENT (TOP-2 BOX) 

89% 

65% 

38% 

32% 

There is significant opportunity for digital
tools and experiences to change the

industry we serve

People in our company are excited about
the changes that digital will bring to our

company

People in our company have the skills
needed to adapt to the changes that digital

will bring to our company

Our company has policies and business
practices that will enable us to adapt to the

changes that digital will bring to our
company

Source: June 2012 Digital Readiness Assessment  

Detailed analysis in new report,  Assess Your Digital Disruption Readiness Now, March 2013 

P 

S 

E 

49% 

24% 
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Use digital disruption to give your 
customer more 

› More of your products 

› More joy in the experience of searching for them 

› More satisfaction in the ownership of them 

 

Unleash the disruptor within 



Thank you 

#digitaldisruption 

To learn more about digital 

disruption and assess your 

digital readiness, visit 

forrester.com/disruption 
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