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Digital Disruptors:
An Introduction

Marketers are entering a period of unprecedented
disruption in their use of digital, data, and technology.
We estimate some $2tn of revenue is at risk over the
next five years, if they fail to take action
Our industry talks at length about ‘disruption’ – namely from the advent of
new tech, or changes in consumer behaviour resulting from ‘digital’ devices.
Whilst many trends do warrant a shift to a brand’s approach to marketing,
their organisation and technology structure, many end up becoming little
more than trade press headlines.
In this first article in our series around ‘digital disruptors’, we will address:
•

What is a digital disruptor?

•

What are the driving factors behind digital disruptors?

•

How can you better identify and prepare for future digital disruptors?

By using our Digital Disruptor Framework (above), we have identified ten
disruptors marketers should be aware of – why they’ve been highlighted, their
potential impact, and the level of urgency needed to act on them.
In the next piece, we will explore these disruptors through an industry specific
lens, and look at how best to approach disruption at global and local levels.
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1.1

What is Digital
Disruption, and why
does it occur?
Digital disruption is the change that occurs when new digital technologies and
business models affect the value proposition of existing goods and services. Some
notable examples of digital disruption include developments in cloud computing,
the global growth of smartphones and ‘big data’ analytics capabilities.
These new technologies allow companies to do old things in new ways or, more
importantly, to do entirely new things. The effect of digital disruption depends on
how you respond to it but can fundamentally change the expectations and
behaviours in a culture, market, industry or process.
Digital disruption is driven by many factors, but typically falls into two categories:
•

Technological
Advancement
The growth of new technologies used by
businesses and the wider Populus

•

•

•

Consumer &
Societal Change
Factors driven by external forces, often
beyond the control of businesses

•
•
•

Owned Technology – Product
development, purchase process and
supply and fulfilment.
Customer Engagement Platforms –
Marketing, customer service, research,
purchase and brand experience
Impact of 3rd Party Technology - Ripple
effects of external parties (e.g., Amazon
launching a digital grocery business that
fulfils orders in under 24 hours).

Laws and Legislation – e.g. the growing
impact of privacy laws
Cultural and Political – The impact of the
political leanings of certain companies
and/or leadership.
Industry – Changes in processes, supply
chain, industry innovation
Economic Factors– e.g. inflation, recession,
conflict, Acts of God

These two categories are not always of independent of each other.
For example, Apple’s decision to implement privacy controls in iOS 14.5 is both a
reflection of technological advancement (a tech company making internal
changes to its software) and societal change (Apple reacting to changing
consumer perception and needs around privacy and local laws).

As much as we try to control and drive change, there are many elements beyond
our control that force change. It is our anticipation of and response to these
forced changes, combined with our planning and preparation that enable
businesses to either thrive or die.
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Brands need to monitor the driving factors of disruption,
particularly those that result from external societal
forces beyond their control.
From there, we get a better understanding of the timing
and/or urgency, and the potential impact on the
business based on the scale and adaptation of the
technological change.
The disruptive impact to business will typically vary by
business category (B2B, B2C), geographic location
and/or industry - or it may impact all parties.
For example, a global conflict will likely impact all
global markets, but a law passed in a particular country
is likely only going to impact business in that country,
though it could be an early indicator of what could
happen elsewhere.

1 . 2

How Can
Brands
Prepare for
Disruption?

There could be ripple effects of disruptors, for example,
changes in consumer’s view of control and privacy
related to their data and online habits is behind many
legal and technological changes (disruptors) that
impact businesses, particularly ours (advertising).
So, whilst disruptors are numerous and ever shifting, we
can begin to visualize and map disruptors based on the
factors that drive them and project their impact and
need for urgency based on scale and adoption.
One thing remains constant: there will always be
disruption, and brands need to have an action plan to
be able to better identify disruptors, their urgency and
potential impact.
Our Digital Disruptor Framework (page follows) helps
you to better prioritise and plan to mitigate risk, take
advantage of new opportunities or, indeed, both.
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2 . 0

Identifying &
Preparing for
Digital
Disruption

2 . 1
The Blink Consulting Digital Disruptor Framework

Our framework uses the two drivers of digital disruption –
technological advancement and consumer and societal
change – to help brands better identify and plan for future
disruption. The more progressed a ‘disruptor’ is against either
axis, the higher priority that disruptor should be for brands.

Above: The Blink Consulting Digital Disruptor Framework

PRIORITISE: A matter of urgency. This disruptor is likely already
impacting your business or is about to in the very near future.
Competitors are likely already either taking advantage of this
disruptor or have a plan in place to mitigate.
PLAN: Wider society has identified a need for change, but
the ‘technology’ that manifests that change, or the impact
on current technology, isn’t always clear. Scenario plan
around future states.
PREPARE: New technology has emerged that has the
potential to disrupt an industry, it has not yet scaled (price
point, consumer awareness etc.). Prepare future uses cases
for the technology around business needs.
POSTPONE: The technology has yet to scale and is not
addressing a consumer need or the general populous either
doesn’t see a (current) use case (currently). May be popular
with early adopters, but is generally a curio.
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Identifying &
Preparing for
Digital
Disruption

2 . 2
The Digital Disruptors

We have worked with our global and local capability
specialists to identify what we see as areas of greatest digital
disruption affecting brands; now, next and future.
This list has been created based on client needs, challenges
in specific client verticals and observed breakout trends.
1. Retail to eCommerce growth
2. Consumer First Privacy Driven Marketing
3. Digital First B2B
4. Sustainable & Scalable MAD Tech Architecture Solutions
5. Changing Work/Life Balance
6. The Trusted Brand
7. Actionable/Shoppable Video Ads
8. Virtual Influencers
9. Connected Metaverse & Web 3.0
10. New Value Currency Exchange Models

We can map them against our framework, using the diameter
of each circle to represent the projected impact of each
disruptor. More information on each disruptor follows.
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2 . 2 . 1

Retail to eCommerce Growth
What is it?: Digital commerce has transitioned from being a
tactical or niche sales channel to a critical business function
and strategic growth channel. Online sales now account for a
third of all sales, and lagging verticals such as grocery have
grown 42% since the start of the pandemic1.
Digital commerce is not just about the changing point of
transaction, it represents changes in marketing, data
application, the supply chain and everything in between. The
growth in digital commerce is forcing organizations to rethink
marketing structures, budgets and supporting technology.
What’s driving it?: Changing consumer behaviour,
accelerated by the business effects of the pandemic.
Customers demand seamless self service and assisted digital
experience options at all stages of the purchase journey.

Above: Growth of eCommerce as a % of overall sales in the UK (ONS Jan 22)

What’s the impact? HIGH. By 2023, organisations that have
operated enterprise marketplaces for more than one year
should expect to see a 10% increase in digital revenue2. The
negative impact of digital commerce will be much higher for
businesses heavily reliant on brick-and-mortar operations,
impulsive purchase products or have siloed operations.
What’s the urgency?: PRIORITISE. The shift to digital commerce
from ‘physical’ commerce has been slowly evolving over the
past two decades, and but has accelerated during the
pandemic. For most industries, digital channels are a key
component, or increasingly the sole component, of the
customer purchase journey. Consumer behaviours and
expectations have already changed, so it is imperative that
businesses adjust their approaches to compensate for this
new behaviour and purchase opportunity.
1. Insider Intelligence, Apr. 22, “Digital grocery will be a $243 billion market in the US by 2025”
https://www.insiderintelligence.com/insights/digital-grocery-industry/
2. Gartner for Marketers, 2022 “Gartner Marketing Predictions: Forging New Connections”
https://www.gartner.co.uk/en/marketing/research/gartner-marketing-predictions-trends
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Consumer First Privacy Driven Marketing
What is it?: Google’s Chrome, which has 2/3rds of global
market share, will be deprecating the use of 3rd party
cookies, which are used to track consumer behaviour and
personalise both messaging and landing page experiences.
Simultaneously, Apple has been pushing a privacy first
agenda by asking iOS users if they wish to opt-in to in-app
tracking, and has seen user uptakes of only around 40%. Other
technology platforms such as Meta are limiting their ability to
track based on location and sensitive personal information .

Above: ATT Opt-in Rates (when prompted). AppsFlyer: Mar to Nov 21

What’s driving it?: On-going consumer privacy concerns and
related data tracking/sharing legislation. Technology
companies are arguably using this as an opportunity to build
commercial advantage, either by way of selling owned
products which mitigate, or hamper their competitor’s ability
to deliver personalised advertising or tracking.
What’s the impact? HIGH. Impact will vary based on the
advertiser’s reliance on 3rd party cookies in personalisation
and measurement. Personalisation remains important as
research shows that it can reduce acquisition costs by as
much as 50%, and increase marketing efficiency by 10-30%1.
What’s the urgency?: PRIORITISE. The ‘cookieless world’ was
first discussed three years ago, and in the past two years we
have seen multiple announcements from Google and Apple
starting they plan to phase out tracking in its current form,
often with a proposed product solution as an alternative (e.g.
cohorts, ID graphs, predictive modelling).
Apple has already implemented these changes, but Google
has publicly stated that they will deprecate the use of 3rd
party cookies by 2023. Brands must act now.
1. Arkier, Heller, Diaz, “How marketers can personalize at scale” https://hbr.org/2015/11/how-marketers-canpersonalize-at-scale
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Digital First B2B
What is it?: Leading B2B sales organizations are moving away
from the long-standing model of sales representatives as their
primary commercial channel. By 2025, 80% of B2B transactions
between suppliers and buyers are expected to be conducted
solely through digital channels, and 60% of suppliers will merge
their data and sales platforms to create a more data driven
approach to B2B marketing1.

Above: B2B seller interactions have been ‘digitised’ during the pandemic,
and becomes more digital as the relationship strengthens1.

What’s driving it?: Technological. opportunity, as well as an
increased demand for greater efficiencies in companies’
sales departments. Greater data access will allow businesses
to make faster and smarter decisions about what product to
ship, where, when and at what price.
What’s the impact? HIGH. The shift to digital opens greater
opportunity for larger originations to optimise their sales and
supply chains. Larger brands will force this transition to occur,
and thus all brands to need to adopt a digital first approach.
This transition is paying dividends. One global technology
company’s shift to a digital first commercial model increased
lead volume by 50% and acceptance rate by 35%2.
What’s the urgency?: PRIORITISE. Radical shifts in both
commercial model and needs to deploy complex technology
at scale requires a complete overhaul in operations and the
supply chain. Most solutions in this space will take some time
to implement, test and scale, often with third parties.
1. McKinsey & Company, Oct. 2020 “These eight charts show how COVID-19 has changed B2B sales forever”
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/these-eight-charts-show-how-covid-19-haschanged-b2b-sales-forever,
2. Adamson, B. Feb 2022, “Traditional B2B Sales and Marketing Are Becoming Obsolete” https://hbr.org/2022/02/traditionalb2b-sales-and-marketing-are-becoming-obsolete
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Sustainable & Scalable MAD Tech
Architecture Solutions
What is it?: Sustainability within a marketing context has been a
discussion in brand communications in recent years, and but is
now beginning to affect conversations around marketing and
advertising technology regarding the selection of partners
based on business use case, long term usability and impact to
the environment (e.g., energy use, tech wastage).
The Continuous Architecture (CA) approach (below) offers a
compromise between larger upfront designs and emergent
architectures, and a path to achieve software architecture
sustainability in the age of agile, dev-ops and cloud.

Above: The InfoQ Continuous Architecture Approach. More information
available here: https://www.infoq.com/articles/architecture-trends-2021

What’s driving it?: A need for more agile business solutions, as
well as wider societal asks for greater sustainability and
environmental awareness.
What’s the impact? HIGH. Marketing technology architecture is
the backbone of all marketing initiatives – not just digital ones.
Marketing technology is a $122 billion industry that’s growing by
22% year over year. A recent report from the Consortium of IT
Software Quality estimates that poor quality software
investment at has led to $2.84 trillion worth of value being lost
by way of lost investment and impact on sales1.
Businesses should look at technology decisions through the
architectural lens of sustainability and scalability with a nod to
improving efficiency in the short term, and business profitability
in the long term.
What’s the urgency?: PREPARE. Sustainability in tech
architecture should be considered by businesses part of their
next technology review. The sooner they can plan for this, the
better positioned they will be to making the right decisions
when it comes to technology and future operations.
1. Mela C & Cooper B, Aug. 21 “Don’t Buy the Wrong Marketing Tech” https://hbr.org/2021/07/dont-buy-the-wrong-marketingtech
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Changing Work/Life Balance
What is it?: More people are working either remotely or in a
hybrid fashion post-pandemic and this is impacting both media
consumption channels and habits. For example, due to more
people staying at home during the day, the volume of TV and
Streaming impressions available to advertisers during the 9-5
hours is expected to rise by 60%1. GroupM and Finecast
forecast that CTV +advertising spend will represent 16% of
global TV spend by 2025 – a $27.6bn market.

$27.6 bn
$22.6 bn
$16.2 bn
$11.0 bn

2019

2021

2023

2025

Above: Global CTV+ Ad Spend Projections (GroupM / Finecast 2022)

What’s driving it?: Consumer behaviour resulting from the
pandemic, and a growth in new technology-based TV
opportunities (e.g., streaming, CTV).
What’s the impact? HIGH. Any shift towards ‘digital’ channels
impacts the ability to reach current and future customers, as
well as the likely path to purchase and point of transaction
(e.g., ‘digital’ viewers are more likely to buy online vs a store
due to the viewing / reaction experience).
Consumption by time of day, and the placements and
channels that were once primetime are changing, thus
changing the dynamics of marketing models.
What’s the urgency?: PREPARE. Much of this disruption can be
addressed through changes in media strategy and planning.
However, brands need to be aware of the impact this change
in media consumption may have on the purchase journey and
point of purchase.

This is a great opportunity for brands to exploit these new
channels, both from a trading perspective and by tapping into
opportunity around viewer / shopper data for greater
messaging relevancy. We are already seeing Direct to
Consumer (D2C) brands take advantage.
1. Gartner for Marketers, 2022 “Gartner Marketing Predictions: Forging New Connections”
https://www.gartner.co.uk/en/marketing/research/gartner-marketing-predictions-trends
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The Trusted Brand
What is it?: With the increasing volume of publicly available
reviews and feedback being shared online, a brand’s
reputation as a trusted supplier and provider is critical to keep
consumers returning.
Additionally, brand employees are increasingly becoming
more vocal in digital channels (social media), and they can
either become your best spokesperson, or your worst enemy,
depending on how they’re treated.

Above: The IAB has highlighted best in class examples brands using employee
ambassadors. You can find more in the IAB’s Report on the Evolving
Consumer Ecosystem. https://www.iab.com/news/brand-disruption-2022-theiab-annual-report-on-the-evolving-consumer-ecosystem/

What’s driving it?: Changes in digital media landscape (e.g.,
Google Reviews, Next Door), but also new ‘digitised’
opportunities around brand loyalty and employee advocacy
programmes. New technology such as blockchain and NFTs
opens up opportunities for brands to innovate in the space,
and potentially kickstart new revenue channels.
What’s the impact? HIGH. The damage caused to a brand from
a poor review or employee actions can be high - 94% of
customers avoid a company with bad reviews1. Transparency is
not just a conversation to be had around data storage and
blockchain, but also between people and brands. Whether
they are consumers or employees of the brand, it is important
to establish a trust and transparency that will encourage loyalty
and advocacy.
What’s the urgency?: PRIORITISE/PLAN. Today’s competitive
business environment, coupled with consumers’ marketing
savvy means brands must improve their levels of transparency
with the public. To better manage brand image, they need to
better manage their employee’s social presences, as well as
see as a potential engagement opportunity with the public
through these channels.
1. Otar, C, 2018 “How Review Sites Can Affect Your Business (And What You Can Do About It)”
https://www.forbes.com/sites/forbesfinancecouncil/2018/10/05/how-review-sites-can-affect-your-business-and-whatyou-can-do-about-it
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Actionable/Shoppable Video Ads
What is it?: Shoppable ads are new video ad formats that allow
viewers to” “buy now,” or “shop now” or, in the case of
Amazon, “add to Alexa shopping list” directly from the ad itself.
This reduces friction in the shopping experience and allows for
greater connection between marketing and shopper budgets.
What’s driving it?: Technology and consumer behaviour. There
is a decreasing distance between product awareness and
transaction in the purchase journey, and brands have the
opportunity capitalize by engaging the consumer at all stages
of the shopper ‘marketing funnel’.
Social media platforms started this shift three years ago, adding
shopping features and integrating with major commerce
players. Amazon and large eCommerce platforms like T-Mall
and Alibaba in China have been recent pioneers through
better connection of audience and purchase data to page
and product messaging in order to drive greater conversion.

Above: Examples of Live Shopping and Shoppable Video from Chinese
shopping marketplace TaoBao

What’s the impact? MEDIUM. Shoppable video opportunities
have variable impact to business bottom line depending on a
brand’s commerce strategy. A lower price point product’s
ROAS may be negatively affected due to the cost of
production and data associated with technology, whereas a
higher price point product with a difficult to navigate purchase
journey to may see an uplift in conversion rate of up to 12%1
What’s the urgency?: PLAN.. This disruptor is less of a threat, and
more of an opportunity for select brands. Integrations with third
party retailers is also reasonably limited unless native to the
commerce platform. Brands should look at the use case and
decide whether worth testing the technology.

1. Clinch, Dec 20, “Video commerce takes a step forward as shoppable video launched”
https://internetretailing.net/mobile-theme/mobile-theme/video-commerce-takes-a-step-forward-as-shoppable-videolaunched-22427

Confidential| MediaCom | Blink Consulting

13

2 . 2 . 8

Virtual Influencers
What is it?: Fictional characters, often crafted with input from
agencies and animators, that have been designed and used
across industries from fashion and fast food, to consumerpackaged goods and cars. Currently more popular in Asia,
virtual influencers are quickly gaining traction worldwide
against a growing influencer market that is expected to reach
$84.89b by 2028 - a CAGR of 30.3% over the next five years1.

What’s driving it?: Technology opportunity and business needs.
Virtual influencers allow brands to have greater control over
their messaging and at lower costs versus larger influencers or
celebrities. Since virtual influencers can’t be involved in brand
scandals, or work with other brands, they pose less risk for
brands both from a financial and a brand image perspective.

Above: Examples of Virtual influencers promoting brands such as Starbucks.
From: The Drum, “Virtual Influencer Trends: An Overview of the Industry”

What’s the impact? LOW. Although the development virtual
influencers could help brands improve cost efficiencies and
mitigate elements, their long-term ROI when in comparison to
real-world influencers, as well as effect on brand perception is
still relatively unknown.
What’s the urgency?: POSTPONE. Although some brands have
launched virtual influencers, particularly in Asia, they are still
relatively nascent in use and long-term customer sentiment still
needs to be monitored (see disruptor listing 2.2.6 Trusted
Brands).

1. Research and Markets, Sept 21 “Global Influencer Marketing Platform Market to 2028: Growing Deployment of
Computer-Generated Imagery (CGI)-Based Virtual Influencers has Offered New Growth Prospects”
https://www.businesswire.com/news/home/20210914005847/en/Global-Influencer-Marketing-Platform-Market-to-2028Growing-Deployment-of-Computer-Generated-Imagery-CGI--Based-Virtual-Influencers-has-Offered-New-GrowthProspects---ResearchAndMarkets.com
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Connected Metaverse & Web 3.0
What is it?: The Metaverse is a digital space that merges
physically persistent virtual spaces with virtual, augmented
physical reality. Many of the more important attributes of the
Metaverse lie in infrastructure (Web 3.0), which represents a
shift towards a more decentralised web, and placing
ownership and governance in the hands of the individual
versus the creator or tech platform
What’s driving it?: Technology advancement, but also large
amounts of venture capital and investment from ‘big tech’.
Early adopter noise around the space is currently very high
but has yet to penetrate the mainstream. .

Above: Example of a Blink Consulting Platform Trends Report for an FMCG
client which heavily featured the Metaverse & Creator Economy .

What’s the impact? LOW. With consumer digital screen time
remaining high post pandemic, the virtual world of the
Metaverse offers brands the opportunity of new ad
placements and formats, access to hard-to-reach audiences,
and innovation in digital experiences.
However, the interoperability promised by the metaverse has
yet to take shape . Most virtual worlds operate on private
platforms, and aside from a few leaders like Roblox and
Fortnite, lack any real scale.
What’s the urgency?: POSTPONE. Although there has been a
great deal of ‘buzz’ around the Metaverse & Web 3.0, the
actual scale of ‘eyeballs’ is small. For Meta’s Horizon World’s
has less than 400k global monthly users, and less than onequarter of US and UK adults expressed interest in spending
time to explore the Metaverse in its current guise1. The price
of entry for brands is also still a relatively high investment,
particularly when factoring in audience scale.
1. Gartner, 2022 “A quarter of consumers will use the metaverse daily by
2026” https://www.businesswire.com/news/home/20220207005085/en
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New Value Currency Exchange Models
What is it?: New commerce models based on data and/or
pay to play between advertiser and publishers in exchange
for audience eyeballs are being explored between agencies
and publishers as an alternative for CPM models. These new
models tend to have higher quality audience reach and
address current privacy issues.

Above: The New York Times has recently added a several specialist newsletters
that are only available to subscribers. https://www.nytimes.com/newsletters

What’s driving it?: Consumer and social trends (i.e., privacy
and ad-blocking). Premium publishers are doubling down on
their subscription models, such as the New York Times(above)
adding subscriber-only newsletters and Prime-like perks to
convert readers intro subscribers, with long-tail publishers are
left scraping revenue from low-quality advertisers amid rising
consumer ad-blocking. This shift coupled with a focus on data
driven marketing strategies, is driving agile buying models.
What’s the impact? LOW. Until alternative pricing models can
be tested for efficiency, it is difficult to predict what the
impact of these models will be on audience reach and
trading. Today, 42.7% of internet users worldwide report using
an ad blocker1, so there is some urgency in terms of reaching
an audience that brands may be missing out on.
What’s the urgency?: PREPARE/POSTPONE. This digital disruptor
has been a persistent trend for over five years, but up until
now, publishers and platforms have typically been
uninterested in engaging in alternative pricing models. This will
be a slow change but should be pursued in conversation with
larger trading partners as options to seek in addition to CPM
based paid media opportunities.
1. Hootsuite 2021 “Ad Blocker Usage and Demographic Statistics in 2022”
https://www.hootsuite.com/resources/digital-trends
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Conclusion

There will always be digital disruptors – and they can be a positive or
negative force depending on the approach you take.
Disruption drives transformation, which can be seen as an opportunity to
optimise for better business outcomes: better operations, increased
profitability and happier (returning) customers.
By using our Digital Disruptor Framework, brands can better identify and
stay ahead of future disruption by mapping the urgency and impact of
new disruptors and plan appropriate approach for the future.
There are far more disruptors than those we have listed in this document,
and indeed, they may differ by brand vertical and change over time.
Transformation is not a one-off exercise.
The next part of our series, we will explore the higher priority disruptors
through a lens of business strategy, geography and industry, look at hoe
brands should be approaching.

About Blink Consulting
Blink Consulting is a digital transformation consultancy from MediaCom
We provide clients with strategic advisory services across their marketing
organisation, with core competencies in Transformation Strategy, Online
Commerce, Marketing & Advertising Technology, Applied Innovation and
In-Housing.
Over the past year alone we’ve worked with over 25 MediaCom clients
such as adidas, Mars, The Coca-Cola Company, Dell Technologies and
Sky unlock new value opportunities in their marketing organisations.
Blink Consulting currently operates in 20 MediaCom markets, with Centres
of Excellence based in MediaCom’s London and New York Global Hubs

For more information on Blink Consulting, please contact us at
BlinkGlobal@mediacom.com
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