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Waves of digital disruption
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Waves of digital disruption
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Unbundling: The 15t wave of digital disruption
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Waves of digital disruption

Unbundling
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Disintermediation: The 2"? wave of disruption
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Waves of digital disruption

1st wave: Unbundling
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The 374 wave

The customer purchase process

4 N N [ N N

::% Evaluate | ] g ] Choose | ] s ] Purchase | ] [ ] Consume #:
JRRRN J] 1L )L




Thales S. Teixeira ©

How Decoupling Works

The Decoupled customer purchase
process
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Decoupling is the breaking
of the links between
customer activities, by a
digital player, that have
traditionally been provided
together.



Examples of decoupling



Decoupling in Practice: Broadcast TV
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Decoupling in Practice: Automobiles
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Specialization in Auto Disruption
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The three types of decoupling



Case study: Radio
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@DiHeart-DIA
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The Three Types of Decoupling

Activity Example
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Decouplers of Value-creating activities

twitchviber

S900M acquisition S900M acquisition

(©) whatsapp .skypei

$19B acquisition $8.5B acquisition




Decouplers of Value-eroding activities
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DOLLAR SHAVE CLUB

S615M valuation

Sreshdi

+S480M valuation

Est. S1B valuation

RENTTHERUNUWAY

love. wear. return.

S400M valuation
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Decouplers of Value-capturing activities

M zZzynga BIRCHBOX+

$2.7B market cap $485M valuation
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$9.6B valuation in new Est. $8.3B valuation
round
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Market Value by Decoupling Type
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Regardless of the industry,
there are only three types
of decoupling and the
market seems to value
them differently.



Drivers of decoupling
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When Will Decoupling Succeed?

In the beauty
products industry:
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Integration vs. Specialization
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Cost reductions at each
stage—monetary, time and
effort— affect the
specialization forces and
dictate whether consumers
will choose to decouple.



Disrupting with decoupling
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How to Disrupt: A 5-step approach
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e 5. Anticipate competitive
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Decoupling in the Commercial Real Estate

%5 o space g% %5 produc %: ’ 9 PROLOGIS.

commercial real estate

Lower cost to sell
(display) products




Attempting to disrupt with
decoupling requires a five-
step approach that can be
used in virtually any
industry.



Responding to decoupling
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Responding to Recoupling
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Recoupling: Specialty foods

Decoupled Recoupled
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Recoupling: Specialty foods

I As of th:_‘ rst of February, this store will be charging people

a $5 fee per person for “just looking.”
|
/

i .
The $5 fee will be deducted when goods are purchased. '

yme about?

1 high volume of people who use this store as
d then purchase goods elsewhere. These
naware our prices are almost the same as the

lus we have products simply not available

h many other clothing, shoe and

¢ stores who are also facing the same issue.
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Responding to Recoupling

Value creation
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Rebalancing: Best Buy
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Rebalancing: Retail
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Incumbents can respond to
threats of being decoupled
in two ways: recoupling and
rebalancing. The latter is
more sustainable.
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c Customers disrupt
markets,
NOT startups.




G‘ he disruptive ingredient

1S business model

Innovation,
NOT technology.




6 There 1s a common
approach to digital

disruption.






