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Week 3 Discussion 1: Disruptive Innovation Techniques and Clayton Christensen’s Theory of Disruption
Clayton Christensen came up with the theory of Disruptive Innovation, which he defined as the process through which a product or service takes root initially in simple applications at the bottom of a market after which it consistently moves “upmarket”, ultimately displacing established incumbents (Zentner, 2012). To understand disruptive innovation, one has to recognize the fact that not all innovation is disruptive and that disruptive innovation is a continuous process in itself and not a product or service (Larson, 2016). Also, it is imperative to grasp the fact that disruptive innovation can take advantage of the lower end of the market that incumbents avoid due to fewer profit margins or create an entirely new market through products or services not provided by incumbents (Larson, 2016). Therefore, this understanding of disruptive innovation due to Christensen’s work supports a culture of innovation by explaining the options available for innovative products or services to be successful, which are by exploiting gaps in the existing markets, or, by creating new markets. Also, it points out the need for adaptability among incumbents due to new market entrants, which is an essential component of an innovative culture.
Disruptive innovation is based on the ability to determine possible market demands and create new products and services to obtain a new market (Zentner, 2012). As such, disruptive innovation may enhance an organization’s ability to meet market demand by providing a product targeting an undefined market or one that is not desired by the incumbents. In this sense, a new product can dominate the market by meeting the customer demands that were previously not addressed by incumbent products. Nonetheless, attempting disruptive innovation may impede the success of small unknown organizations that are trying to meet the market demands if their new product does not have the brand recognition that bigger organizations may have, or when the new product is seen as inferior among the incumbent products. Also, market dominance by new products due to disruptive innovation by new entrants in the market may prevent the incumbent organizations from effectively competing, which may hurt their ability to meet their market demands. Therefore, market disruptions necessitate organizational agility and flexibility not only among incumbents to appropriately respond to innovative disruption but also among new entrants who need to constantly improve their new product to remain relevant enough to meet the market demands.
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