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The many emerging technologies have brought wonderful changes to the lives of many human beings. Several companies and great minds have been at the forefront of enabling these changes, thus making the world a better place by making life easier and more enjoyable. It is a journey that has also seen many companies being rendered irrelevant in the business market, and thus, they opt out of business. The failure by these great companies that many assumed were invisible or somehow couldn't be affected by changes in the market left everyone perturbed. As Clayton Christensen called it, disruption innovation was what attributed these changes (Nagy et al., 2016). In his theory, Clayton pointed out that advancement in technology had been the main contributor. The world was moving forward, and innovation was the driver of the structural change, and economic growth and those who were not in bandwagon had themselves to blame. The disruptive innovation and change are continuing in today's world; some companies are reaping big, while others are facing their worst nightmares as far as low market sales are concerned. Based on this, the paper will seek to establish how innovation, disruption, and change relate.
It has always been said that necessity is the mother of invention and looking at how things have changed in the world today, without a doubt that innovation has been helpful. Today's world is very different from the 19th or 20th world, at least from a developmental perspective. We have cars on the road, planes in the sky, access to information is easier, and communication is instant regardless of distance. All these innovations have revolutionized the world and created many business opportunities.  In as much as the opportunities have been there, many big companies have not tapped them well, as explained in diffusion of innovation. Diffusion of innovation is a process whereby new products are adopted or not by their intended audiences. It further examines why some inferior products or businesses are successful compared to superior products or companies. The diffusion of innovation incorporates various steps that are targeted on the adopter (Stepanov et al., 2019). Knowledge is the first step that involves exposing adopters to the innovation to make them inspired. At this stage, the marketers will look to increase awareness of their product. The next step involves persuasion whereby the adopter is opened to the idea of purchase, after which he or she can decide to purchase based on the significance of the product to his or her life. The confirmation stage affirms the adopter's reaction to the product; will he keep using the product or abandon it. The measures at which the product has been adopted in the market bring out the aspect of diffusion that implies that there is a strong relationship between the product and the users.
The use of computer programs such as social media by pharmaceutical companies to promote prescription drugs to doctors provides a good example of the diffusion of innovation. Interpersonal communication within a social group is useful in the adoption of new things, so many marketers use it. It spurs the adoption of innovations. So if a doctor hears about the effectiveness of a new drug from his or her colleague, he might be more likely to prescribe to its patients (Lubloy et al., 2018). The colleague's experience is very much trustworthy compared to what they hear the advertisement and the pharmaceutical representatives. The patient may also market the drug to his colleagues based on its effectiveness. Thus, social connections amplify the company's promotional efforts, thereby creating a diffusion of innovation of the new product.
Once the diffusion of innovation of a product has a firm grip on the market, a company usually enjoys the market as far as making the profit. The enjoyment often supersedes the need for them to be innovative and maintain their grip in the market. In many instances, these companies' focus shifts typically from low-end consumers to high-end consumers, which creates an opportunity for disruptive innovation. Disruptive innovation is usually clouded with companies, services, and products that rise out of nowhere and completely change their respective industries. Disruptive innovation is an innovation that entirely transforms a product or provides a solution that historically was very much complicated that only a few people that have money and exceptional skills had access to it. The innovation is often much simple, affordable, and accessible to a larger population, which usually serves as its marketer. In as much as diffusion may take quite some time, the ultimate result is usually the upturning of established industries and the overthrowing of the market leaders.  
The likes of Uber and Tesla are great innovations, but they are not disruptive (Clayton & Rory, 2015). One true example of disruptive innovations among the many that exist is the market disruption that happened in the steel industry. The steel industry that was dominated by great integrated steel companies of the 20th was tight and monopolized, barring many entries. These companies were manufacturing a vast range of steel qualities. For instance, they made low margins on cheap rebar, but this was being reciprocated by the sheet steel and thicker structural steel used in cars and equipment that were sold at a much higher margin. The dramatic disruption by the mini-mills was one that caught the big players unawares.  The small companies invented a way to collect scrap metal written off cars and manufacturing waste recycle them through melting them down. Their milling method was 20% cheaper as compared to what the integrated mills spent (Vertakova et al., 2016). The production cost was more affordable, but the product was of poor quality and was only suited for rebar and not cars. The rebar was a low margin product to the integrated mills, and thus, they had little concern for it. They left the rebar product line for the mini-mills to compete with one another. The mini-mills took advantage, and soon, they drove out the integrated mills out of the rebar market by managing to cut the price by 20%.  The purge didn't end there; these companies again focused on another product that the integrated mills paid little attention to, and in turn, they made it viable for their benefit, and soon they were able to control its production. The purge continued until suddenly the industry was taken over by the mini-mills. 
Disruption is dependent on innovation that eventually makes way for change as a result of the disruption. A market takeover is not something that happens overnight. Several change processes are initiated to ensure the smoothness of the acquisition (Zentner, 2012). Innovation is usually the first stage in all these; a new product is introduced in the market, and it is given the much-needed support for it to gain grip. The Mini mills capitalized on offering low priced rebar, and as such, they gradually warmed the hearts of many customers. Their innovation again saw them introduce another product that was way much cheaper than that of their competitor, and it was also of high quality. These little advances that lasted for approximately 40 years quickly grew to impact a considerable number of customers. Thus with such a base, the mini-mills were in a better position to stir a disruption in the steel industry. As such, the steel industry had new leaders, and it has been so since then. Nucor, one of the mini-mills, is today the largest steel company in the western hemisphere (Nucor, 2018). When the change came, it was inevitable; the mini-mills already had a customer base that had gradually superseded that of the integrated companies.    
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