
THE INNOVATOR'S
DILEMMA

W h y  i s  i t  t h a t  g o o d ,  w e l l - m a n a g e d ,  c o m p e t i t i v e ,  a s t u t e ,
c u s t o m e r - c e n t r i c ,  a g g r e s s i v e  a n d  v i s i o n a r y  c o m p a n i e s  l o s e
m a r k e t  d o m i n a n c e ?

W h a t  i s  i t  t h a t  t h e s e  c o m p a n i e s  c a n  d o  t o  s u r v i v e  d i s r u p t i o n
a n d ,  s u r m o u n t  t h e  b a r r i e r s  t h a t  m a i n s t r e a m  m a n a g e m e n t  a n d
l e a d e r s h i p  p a r a d i g m  d o e s n ’ t  s o l v e ?

W h a t  c a n  y o u  d o  t o  m a k e  s u r e  t h a t  y o u r  p e o p l e  a n d  t e a m s  a s k
t h e  r i g h t  q u e s t i o n s  a n d  w h i l e  f i n d i n g  a n s w e r s  t o  t h e s e
q u e s t i o n s ,  t u r n  y o u r  b u s i n e s s  a r o u n d ?
C l a y t o n  C h r i s t e n s e n  m a y  h a v e  s o m e  a n s w e r s  f o r  y o u  i n  
T h e  I n n o v a t o r ’ s  D i l e m m a .

C L A Y T O N  C H R I S T E N S E N

WHY DO SUCCESSFUL COMPANIES FAIL SUDDENLY?

TO ACCESS THIS & A WHOLE LOT MORE,
JOIN THE MISSION AT RISEMYINDIA.COM



A L L  W E L L - M A N A G E D  C O M P A N I E S  F A I L  I R R E S P E C T I V E  O F  T H E I R  S E C T O R

O R  I N D U S T R Y .  A T  S O M E  P O I N T ,  T H E Y  E V E N  L O S E  S I G N I F I C A N T  M A R K E T

S H A R E ,  S O  M U C H  S O  T H A T  T H E Y  M A Y  N E E D  T O  S H U T  D O W N .  

F O O D  F O R  T H O U G H T  –  W H Y ?
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D is ru pt iv e  p r od u ct s  a nd  t ec hn ol og ie s  f r o m  em e rg in g  m ar ket s  h av e the  p o te nt ia l  of

ta k in g th e ma rk et  sh a re  aw ay  fr om  the  le ad e rs,  b ec au se  m a rk et  le a de r s

u nd e re st im a te  t he  n o n- m ain st re am  m ark et s.  Th e y a re  us e d  to  l ist en ing  to  t he ir

b es t  c u st om e rs ,  t o  f oc u sin g on  im pr ov em e n t  r ath er  t ha n cr ea t in g  a  n ew  m a rk e t .  

F or  th at  th e y  ne ed  to  o bs erv e,  e xam i n e a n d  co m m er ci al i ze  a  n o n -m a in s t re a m

m ar ke t .  B y t he  t im e  m a rk et  lea d ers  ch a ng e,  it ’s  to o  l at e  alr ea dy !

D I S R U P T I V E

S U S T A I N A B L E

C L A Y T O N  C H R I S T E N S E N

T he  d i le m m a  o f  w h et he r  t o  s u sta i n o r  to  d isr up t

is  s om et hi ng  t h at  o rg an iz at ion s ne e d to  w a tch

o ut  fo r  an d  st ri ke  a  b ala n ce.  I t  i s  i mp o rt an t  to

s tr i ke  a  f i ne  b ala nc e  b et w ee n w ha t  t he  ma rk et

a lre ad y  n ee d s,  w ha t  ca n y ou  p rov id e t he m  an d  w ha t

to  c l as s i fy  as  ov er- ex po su re .  Mo re  th an  a n yt hin g

e lse ,  yo u ne e d to  k ee p a n e ye  on  th e  s i m p le ,  b et te r ,

ch e ap e r  p ro d uc ts  t ha t  em er ge  in  n on - m ai ns tr ea m

m a rke t  se g m en ts .  

 

A lm os t  u ni ve rs a l ly ,  th e  de ci s io ns  th at  lea d  to  fa i lur e  ar e  a lwa ys  m ad e  w h e n  th e
m ar ke t  le ad e rs  w er e  a lre ad y reg ard ed  as  on e  o f  t he  be st  co m p an i es  in  th e  w o rld .  
Is  t he  r ea so n ,  b a d ma n ag em en t ? S t ud y p ro ve s  it ’ s  n o t.

T he n  W hy ?   B ec au s e g oo d  m an a ge m en t  is  on ly  s i tu at io n a pp ro pr iat e.  H e nc e,  in
m ar ke ts  u n de r go in g dis ru pt ion ,  a l t er n at ive  p r i n ci p les  o f  m an ag em e n t  n e e d  t o  b e
u se d .

T he  ke y  is  N O T i n  f ig ht in g or  ign or in g,  th e  pr inc ipl e s  o f  d isr up tiv e i n no v at io n .
In s tea d ,  b u si n es se s,  n o m a tte r  h o w lar ge ,  h ow  d o m in a nt ,  n e ed  t o  co m e  t o  te rm s
w ith  h ow  th e  wo rld  w ork s  b ey o n d wh at  the ir  o bv io us  c on t ext ;  a n d  t h e n
a cc om m o da te  t he s e f orc es  in  th e ir  i n n ov at io n  ef fo rts .

THE INNOVATOR'S DILEMMA



T H E  M A R K E T  L E A D E R S  C A N  S O L V E  T H I S  D I L E M M A  B Y

F O L L O W I N G  S O M E  S I M P L E  R U L E S .

C L A Y T O N  C H R I S T E N S E N
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01
Use principles of disruptive technology to
your advantage, rather than ignoring or
fighting them.

02 Stop killing all those ideas that your
customers don’t want.

03
Don’t wait for someone to be able to
commercialize that idea and scale it to a
point where your customers start wanting
it and then you can’t provide it fast
enough!

In s tea d , fo cu s  o n di sc ov er y- ba se d
p la nn in g .  Be gi n  w ith  a  p re su m pt ion  t ha t
fo re ca s ts an d  h en c e p roj ec ts  an d
s tra te gi es  t hu s  d ev ise d,  ar e  a l l  l ik e ly  t o
b e w r on g .  Id e n t i f y  k no w le dg e g ap s  an d
d ev el op p la n s  f or  le arn in g.  T hi s
a pp ro a ch  m ay  ta ke  t im e  b u t  w i l l  be  ve ry
e ffe c t iv e in  co nf ron t in g d isru p t ive
te ch n ol og ie s  w ith  s u cc es s.
D is ru pt iv e  te ch n olo gi es  are  n ot  bo un d
to  s uc ce s s.  
E ve n w ith  th e b es t  pe op le  w o rki ng  o n
th e m ,  t he y m ay  f a i l .  O ft en ,  i t  is  be ca us e
o f  th e  c ul tu ra l  d i f f er en ce s  b et w ee n
d isr u pt iv e  org an iza t io ns  a n d
o rga n iz at io ns  w it h  le ga cy.  
P eo p le a re  ad a pt ab le ,  or ga n iza ti o nal
p ro ce ss e s  o ft e n are  n ot .
T he  c ap a bi l it y  o f  an  o rg an iz at ion ,  i n
o ne  co n te xt ,  is  th e di sa bil i ty  of  t h at
o rg an iz at io n  in  a no th e r  co n te xt .

R U L E S  F O R
S U C C E S S

S ma ll  m ar k et s  ma y n ot  s olv e y ou r
im m e d ia te  gr ow t h ne ed s,  bu t  at s o m e
p oi nt ,  t he  c ur ren t  pro du c ts wi l l
o ve rs ho ot  th e  pe rf orm a nc e t hat
m a in str ea m  m a rk e ts  de m an d.

A t  s uc h  p oi nt ,  t he  d isr up ti ve  te ch no lo gy
(t h e u n de rp e rf or me r  of  th e  c ur re n t
m a in str ea m  m a rk e t) ,  w i l l  be co m e d i re ct
co m p et it ion .  On c e tw o o r  m o re pro d uc ts
s ta rt  o f fe r i n g a de qu a te  p er for m an c e,
cu s to m er ’s  e xp e cta t i on  a nd  s ele c t io n
cr i te r i on  wi l l  c ha n ge.  Th ey  w i l l  wa n t  the
n ew  t ec h no lo gy ,  pr od uc t  o r  s erv ic e  a n d
yo u  w i l l  lo se  m a rk e t  s ha re .

S o w h at  d o yo u do ?  D o n’ t  r el y  ov e rly  o n
d at a ,  b ec au s e t he re  is  no ne  av ai l ab le  f or
d isr u pt iv e  i d ea s.  N ot  ye t .  
M ar k et s  t h at  ha v e no t  pre vi ou sl y
e xis te d ,  c a nn o t  b e  an a ly sed .
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S O ,  I S  T H E R E  A  S I N G U L A R  M E T H O D  T O  D E A L  W I T H  T H E  I N N O V A T O R ’ S
D I L E M M A ?  
O R  I S  I T  J U S T  A  M E T H O D O L O G Y  T O  S T R A T E G I Z E  O N  H O W  A N
O R G A N I Z A T I O N  C A N  D E A L  W I T H  D I S R U P T I O N ?

 

C L A Y T O N  C H R I S T E N S E N

4

02
Can you think of other disruptive technologies in other industries and figure out how or
how not, will they impact your industry directly or indirectly? For instance, electric cars
directly impact the automobile industry. However, in near or far future, they will impact
the fuel industry as well, or even the spare part industry. How? Can you similarly think
of a similar example in your business context?

01
Can you identify disruptive technologies that eventually replaced older products and
industries? Can you repeat the process for your own industry? What is it that might
replace your product / service in the next say, 50 or 10 years, or even earlier?

03
Can you think of companies that have upscaled themselves out of business? How could
that be avoided? Also, consider if there are companies that have upscaled themselves
‘into’ the market to success. Is your company or business showing some of these
patterns? How can these be avoided or encouraged strategically?

04
In your industry, which markets can you identify that are emerging today, while their
attributes, seem non-mainstream and insignificant to the mainstream markets. In such
cases, which companies may emerge as leaders and which ones threatened? Is your
company going through something similar in your industry?

05
More than anything, think how other emerging markets, economies, industries affect
your own market. Prepare yourself to manage the change in right time.

C O N S I S T E N T  B U S I N E S S  G R O W T H  T H R O U G H  D I S R U P T I O N  I S  A  F U N C T I O N

O F  E F F E C T I V E  C H A N G E  M A N A G E M E N T ,  E V E R Y  T I M E ,  W I T H O U T  F A I L .

A S K  Q U E S T I O N S  A N D  D I S R U P T ;  O R  P E R I S H .

T H A T  I S  T H E  T R U T H !

W h a t  a r e  s o m e  o t h e r  u n c o m f o r t a b l e  q u e s t i o n s  y o u  w i l l  n e e d  t o  a s k
w h e n  y o u  s e t  o u t  t o  d e a l  w i t h  d i s r u p t i o n ?
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