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Business Disruption: Winners, Losers & Core Lessons for UK 
Dentistry 
 
Introduction 
 
All major business disruptions, whatever their provenance or duration, tend to give birth to 
radically altered ‘post disruption’ business models. It is only in hindsight that all the frenetic 
change it caused becomes so intuitively logical, that few would ever go back to how it was. 
  
For the clear winners, and their delighted shareholders, the cycle of disruption has been a 
wonderful ‘once in a lifetime’ experience. For the losers it has been a catastrophe without 
precedence. 
  
Frequently the biggest post-mortem question is, what fundamentally separated the winners 
from the losers? The broadest answer is that the winners were those that reimagined earliest. 
Specifically, they understood exactly the shape that their business would need to be post 
cycle and adapted it accordingly. 
  
Adapting a business to this degree involves more than just peering into the future. Success is 
a function of rigorous process and a central part of that is actively scanning for the key lessons 
from previous disruptive events. Only then comes the hard task of mapping these insights to 
their current business and sector dynamics. It is always far easier to understand the immediate 
threats than pinpoint the longer-range opportunities. Nevertheless, the sole aim of every 
‘reimagine’ exercise is to isolate, in the clearest of business terms possible, the scale of the 
opportunity and what specifically is required to convert the ‘new destination’ into reality.  The 
journey will encompass different operating principles, new structures, clear funding 
allocations, end to end processes / systems re-engineering, cultural change and better use 
of technology and critical data. 
 
None of the companies that lost out in previous disruption cycles ever ‘reimagined’ their 
business models. They were not just stuck in their ways. They showed indifference or, at best, 
a low degree of curiosity about the emerging ‘New Normal’. They tended to hold tightly 
cherished, but extremely flawed, assumptions about their future and ultimately treated the 
disruption as a passing inconvenience, not as a seminal systemic threat surrounded by an even 
greater opportunity. In other words, it was competitive actions that destroyed their businesses 
and they were very much complicit in the eventual outcome. 
 
It is worth stressing that managing a business through a disruption cycle is far from obvious or 
logical. It is a visceral, scary, stress inducing and a confidence-sapping experience. There is a 
natural and urgent need to focus on the day-to-day fighting to save the business. But by the 
same token, no business can expect greatness as a result of cutting costs alone. Business 
owners and leaders must also concurrently force themselves and their teams to revaluate 
there current versus future state business growth model. 
   
This challenging demand requires tremendous mental fortitude, a disciplined approach and 
leadership if a business is to devise and execute a future state plan in the middle of a disruption 
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cycle. It is this mindset, more than anything else, that separates the winners from the losers 
and the following case studies will illustrate.  
  
The Mindset Factor  
 
A common mindset during a disruption cycle is not to see it for what it is. Worse still is to 
recognise it in part and proceed to treat it as a business change exercise. All business 
disruption cycles are metaphorically akin to the start of a tsunami. Suddenly, and without 
warning, normality is suspended. The revenue tide suddenly goes out, uncovering in its wake 
the hard-wired fixed costs that lie beneath. People become confused and uncertain about its 
implication. A form of mental freeze is followed by a scramble for quick low-cost solutions. In 
other words, survival mode dominates. 
  
But tsunamis, like disrupted markets and economies, eventually return and do so with 
tremendous force. The successful businesses seek not just to survive but have metaphorically 
moved their business models to higher ground in order to be better sighted on the 
opportunities carried in as flotsam.  
 
To this end, all disruptions are a seminal test of leadership, the business’ degree of resilience, 
how aligned is the internal culture to delivering the business’ new objectives and 
understanding the value that can be derived from partnerships. Typical examples of the big 
questions are;  
 

1. Do I have enough capital to survive and transform my business? (Balance Sheet).  
2. Who do I need to be my future clients, and do I know how they will want to buy from 

me? (P&L).  
3. How can I make material levels of recurring savings, rebuild revenues and still deliver 

my customers / clients / patients an exceptional experience? (Overheads & Operating 
Model).  

4. How much frictional economics is already in my business? (Indirect costs & 
partnerships).  

5. How can I manage performance better to increase capacity of my installed base at a 
no / low additional marginal cost? (Technology & Automation). 

6. Can I do all this myself or can partnerships fill the gaps. (Tech & Service Partners).  
7. Are my peers / competitors seeing an opportunity or are they blindsided? (Go-To-

Market plan).  
8. What do I need to do to assure myself that I have internally the right leadership team, 

the right structures, processes and reporting to transform this disruption into business 
growth opportunity? (Structures, roles, talent acquisition & incentives).  

 
Business disruption cycles propel ambitious owners and executives to confront these 
questions as they ‘reimagine’ the shape that their business needs to be in to succeed in the 
future. A quick natural consequence of doing so is that anything and everything that is not 
aligned with new direction outcome will be challenged, scrutinised and quite often jettisoned 
overboard. 
  
What is manifest, a disruption of the scale of Covid-19, is the clearest of mandates to examine 
the ‘sacred cows’ that every organisation nurtures during the good times. Non-core lines of 
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business, cultural misalignment, white spaces in performance, lack of the actionable 
Management Information, poor integration of core systems and fixed over heads that could be 
re-casted as variable costs. Basically, they are the things you can and must do now but were 
unconscionable or too awkward pre-disruption.   
 
The goal of every ‘reimagine’ exercise is to determine the best ‘business design criteria’ for the 
anticipated ‘New Normal’ in order that the right resources are committed / contracted to 
execute the plan. Every business shareholder / investor wants their businesses to transition 
through a cycle of disruption more than just intact. In other words, having strengthened the 
fundamental value drivers that dictate whether the enterprise value (EV) commands a 
premium multiple on its EBITDA. 
   

1. Higher than average Y-o-Y organic growth rates, high cash conversion, greater forward 
earnings and larger market share.  

2. Lower operating costs as a percentage of revenues but without impinging on the 
service or the operational resilience.  

3. The ability to attract and retain the best leadership and staff.   
4. A more robust balance sheet that can support term debt should it be required in the 

future.  
 
Despite its size of circa £10 billion, two large links in the UK dental value chain, namely practices 
and laboratories, are remarkably fragmented. This means that their ability to respond to a 
disruption cycle is also fragmented and this itself can be diluted further if vital clinical guidance 
is late, lacking in detail or confusing, which is the current case for many other sectors. 
  
If Covid-19 was exclusively a clinical matter, then the case to ‘reimagine’ a dental practice or 
lab business would be hard to justify. But the Covid-19 tide revealed the reality behind a 
previously untested assumption; that private practices do not enjoy the same ‘business’ safety 
net as NHS dental practices. Private dentistry is another category of business, a retail business 
at that. It being a kernel part of the wider healthcare system does not equate to special 
treatment of financial support. 
   
Therefore, for these practices, Covid-19 is far from solely being a clinical challenge. It 
endangers the viability of a swathe of private dental practices and concurrently almost the 
entirety of the UK dental laboratory sector.  It is that stark reality that prompted this research 
and analysis. 
  
This paper is designed to surface and summarise the core dynamics and lessons learned from 
a few formidable past disruptions. It extracts the ‘less obvious at the time’ causation factors 
and why they produced a wholesale disruption for the key players in each sector. But to be 
clear, Covid-19 is an order of magnitude many times greater than any comparable event in 
business history. To that end, the implications may be significantly more acute in a post Covid-
19 world. 
 
All the chosen case studies contain notable, highly successful and very cash rich companies 
that were disrupted out of business in a shockingly short period of time. Others by contrast, a 
smaller cohort of disruptors and new thinkers, thoroughly excelled thanks to the disruption 
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that they either instigated or propelled along having correctly anticipated the shape of things 
to come.  
  
Those that lost out shared common blind spots. They systematically confused the opportunity 
with the risk of change. This rooted mindset invariably conditioned their approach, which in 
turn imbued a terminal lack of urgency. Consequently, the losers remained; (a) risk adverse; (b) 
less agile; (c) severely less innovative; (d) never took partnerships seriously; and (e) for a vital 
period remained convinced that their sheer size, brand, past track record and customer loyalty 
would ultimately protect them. They were all wrong.  
  
Disruption Maxims & Theories  
  
The first maxim is that ‘Business Change’ is, in the main, internally focused, and entails 
programmable exercises that are under one’s direct control. Disruption by contrast is 
aggressive, follows its own exponential curve, is wholly driven by external factors and most 
importantly not under one’s direct control. Meaning quick decisions are required in the full 
knowledge that none are risk free.  Speed is more important than timing and this is one of the 
key attributes that separates the eventual winners from the losers.  
  
The next maxim of disruption is inevitable in every sector. Some sectors are naturally better 
geared to handle vast and continuous levels of change and the occasional cycles of disruption, 
such as IT, software, telecoms, Insurance. Other sectors, of which healthcare is one, are more 
accustomed to a more pedestrian pace of change. In any event, disruptions simultaneously 
create new business models and also introduce obsolescence into even the most established 
and powerful incumbents.  
  
The final maxim is that every disruption cycle reshapes business cultures and practises. 
Specific notable areas in this respect encompass the redefinition of services; greater transfer 
of knowledge & expertise between partners; and the adoption and expert use of technology 
(Artificial Intelligence and Business Process Automation). All designed to remove frictional 
costs, increase productivity from the installed base and result in a more compelling 
commercial ‘Go-To-Market’ strategy. This means that new skillsets and professions have to be 
mapped into the business, either through direct hiring or via strategic partnerships.  
 
The Concept of Abundance  
 
To fully grasp the case studies of business disruption cycles it is important that I introduce in 
advance of the case studies, a specific concept called ‘Abundance’ and its implications.  
 
Whether it was the impact of the Spinning Jenny on weaving in the Victorian era or Netflix 
today, their respective disruptions were enabled by the advent of a specific abundance factor. 
Not only that, neither had any real involvement in the creation of the abundance factor(s) that 
ultimately changed their entire sector.  
 
The Spinning Jenny obviously revolutionised weaving. But without advances in the power to 
weight ratio of steam engines, coupled with a reduced cost per horsepower, there was no 
viable way to replace manpower with machine power.  
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The weaving industry had very little to do with the initial creation or advancement of this 
technology. But once the gains in productivity were understood, steam powered industrialised 
mills replaced the traditional cottage weavers in a very short period. The key point is, 
innovation in engineering from the mining, maritime and locomotive industries created an 
abundance of cheap and reliable power that once adopted in an adjacent sector produced an 
irreversible paradigm shift, it did not originate from within.   
 
A contemporary example of an abundance factor springing up from elsewhere is the story of 
how Netflix went from a start-up to one of the world’s largest media companies. It was 
launched to compete with Blockbuster, the global behemoth in home video stores. Netflix’s 
model was deliberately simple. Send movie DVD’s direct to consumers using an abundantly 
available and cheap logistics provider, namely the postal services. They focused on 
convenience, a wider choice and more flexible returns. Their model was diametrically opposite 
to Blockbuster, who charged swingeing and irritating late fees, offered a narrower choice and 
of course required customers to visit their stores. Netflix basically turned Blockbusters’ model 
into its primary weakness just by weaponizing two things already in abundance, internet 
access and the US mail service.   
 
Netflix had a fraction of Blockbuster’s overheads; no retail properties and a fraction of the staff 
to deliver essentially the same movies at a lower price to the very same consumers that used 
to rent from Blockbuster. When the opportunity to acquire a controlling stake was offered to 
Blockbuster it decided to turn it down and instead replicate the model. They made two 
mistakes in doing so. They overestimated their ability to ‘reimagine’ and build a new business 
model and underestimated the emerging abundance factors that were around the corner. It 
was a fatal oversight.  
 
Over the horizon along came another host of converging abundance factors. Cheap, high 
speed broadband, WIFI, 4G / 5G coupled with smart TV’s, iPads and smart phones. Suddenly 
Netflix had an even leaner, much more scalable (i.e. no physical DVD required) and best of all 
on-demand distribution channel where they also got paid on-demand.  
 
Streaming grew exponentially, not just in the US but also as a globally dynamic. The 
abundance of data streaming and smart devices in consumers’ hands capable of playing 
movies made Blockbuster totally obsolete. Netflix understood their future clients would 
continue to want movies, would subscribe to buy more if they could have it on demand for 
minimal effort.  Blockbuster saw itself as a retailer and renter of DVDs.  
 
Blockbuster went out of business, not just because of Netflix, but because it never grasped 
that a host of abundance factors had converged to make their brand irrelevant and their store 
network a millstone. Some cherished assumptions and blind spots put paid to Blockbuster.  
As you read the following case studies, ask yourself the following questions, ‘what are the 
abundance factors today and emerging that will reshape the dental market?’; ‘are there also 
factors that are converging that will augment the opportunity?’; ‘Will digital technology 
transform my patients into consumers and how will that reshape how people consume dental 
services in the future?’.  
 
I have taken three distinct sectors across three decades: Personal Computing of the 1990’s; 
the smart phone of the 2000s; the electric car of the 2010’s.   
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The 1990’s & the PC Sector  
 
Despite what Apple fans might attest, it was IBM that took the PC mainstream in the early 
1980’s. Still by the early 1990’s PC’s were still expensive and hobbled by a far too complicated 
choice of software packages that were all deliberately designed NOT to work with one 
another. Hardware and software companies wanted to lock in the PC users for as long as 
possible by restricting choice. Bill Gates’ vision was to put a PC on every desk on the planet 
and Microsoft inside every single machine.  
 
Then two critical ‘abundance factors’ emerged. Microsoft launched Windows 95, a universal 
productivity software suite, where everything was designed to work seamlessly together. The 
second factor was the market entry of a host of ‘low cost’ disruptor brands like Dell, Gateway, 
Amstrad in the UK, which were called the ‘clone’ PC makers. These all sprung up to compete 
on price against the big players.   
 
Microsoft recognised that there was an abundance of user frustration directly related to the 
unintegrated software options and associated steep learning curves that this foisted onto the 
end user. People were paying a premium for software and they only used a fraction of its 
capability.  
 
They also spotted that the clone PC makers needed to preinstall a personal software suite if 
they stood any chance of attracting consumers away from the big brands. Consumers loved 
the marrying of software simplicity with a much cheaper PC. These two convergent 
abundance factors broke all the PC businesses of IBM, Compaq, Siemens, Hewlett Packard, 
DEC and many others by 2000.  
 
But it got even worse even for the clone PC makers. Competition drove PC prices down, 
making the global PC ‘pie’ many times larger than anyone thought possible. Microsoft knew 
that once the consumers got used to Windows, they would have a greater loyalty to their 
software than the brand on the front of their PC. Early mover advantage resulted in it becoming 
the de facto global standard in software productivity applications.  
 
What the PC case study illustrates is that not all abundance factors are tangible or indeed 
obvious. Some are rooted in consumer frustration and that can be caused by the lack of 
simplicity or transparency or trust. Latent end user frustration in the PC world proved to be an 
extremely powerful factor in such abundance that Microsoft became the unassailable global 
standard. In doing so the PC became a commodity. In our super connected world, where 
everyone is digital by default, the lesson is that there is no enduring protection against a well-
constructed and compelling alternative that taps directly into end-user frustrations.   
 
By way of illustrating a similar gap that pervades the UK dental sector are the market leading 
Practice Management Systems (PMS) and Lab Management Systems (LMS), as well as the 
CAD or CAM software packages. Each have high licence and annual maintenance costs for 
systems that are designed not to integrate with the other. This frustrates any efforts to 
introduce Business Process Automation, data analytics and adoption of digital consumer 
channels. These integration gaps are a significant source of user frustration, produce steep 
learning curves, promote manual entry work arounds and facilitate errors and omissions. All 
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impinge on the productivity of the Dental Practice and Lab. The core message is that ‘simplicity’ 
is compellingly attractive to frustrated end users.   
 
For completeness, Microsoft not only disrupted the PC world, but Lotus 123, Word Perfect, 
Word Star, Harvard Graphics and many more global leaders in personal software all also 
disappeared as a direct result.  
 
The 2000’s and the Smart Phone  
 
The Smart Phone was born on the 9th of January 2007 with the official unveiling of the Apple 
iPhone by Steve Jobs. Absolutely everything changed overnight for the global mobile phone 
makers.  
 
So, what really changed! Was it not just another mobile phone? Something that Nokia, 
Blackberry and many others were masters at making, launching and selling globally. Apple’s 
competitors ridiculed the iPhone as expensive (which it was), with drawbacks in processing 
power, memory, battery life and data speeds. In the end, none of these factual objections 
mattered to the consumer. Jobs had them all wanting one when he ‘swiped right’ to open the 
iPhone. They all wanted that experience promised and what came next quite literally blew 
their minds. They voted with their feet in their millions and all the big players found themselves 
metaphorically ‘naked on stage’.   
 
That day, Apple simultaneously ripped up the collective strategies of all the major mobile 
phone brands and permanently made mobile calls a commodity. The future was data. That 
was Jobs’ clear intention. But he also knew that once he revealed the iPhone and all that sat 
behind it (App Store, iTunes, Apple TV, etc)  every single competitor would mobilise their PR 
engines to conduct a media hatchet to stymie iPhone sales, buying them time to unashamedly 
replicate it and find their alternative to the Apple on-line stores. They knew that they were 
miles behind in January 2007.   
 
But Apple anticipated this and had in place a plan and team that could and would move much 
faster, widening the gap even more. It leveraged speed through partnerships and exploiting a 
blind spot that all the big brands shared. They still saw the iPhone as a mobile phone. Steve 
Jobs assumed correctly they would go down the engineering route of adding more features 
to the phone. Rather than reimagining their consumers of the future. In contrast, Apple 
recognised that all mobile users had a large, unarticulated demand for apps, streamed music, 
games, movies films and surfing the web while on the movie. Basically, what a laptop does on 
a lot more convenient ,not to mention lighter, device.  
 
Only a smart phone could get it to them and to that end, Apple deliberately set out to become 
a global digital media & software distributor and the iPhone was a beautifully designed access 
device. Apple did not set out to be a mobile phone maker because it was not looking for mobile 
phone customers. Nokia, Sony-Ericson, Siemens, Motorola, Blackberry saw the mobile phone 
market as mainly people needing phones to make calls and send texts. A massive blind spot. 
Within a very few years, all these firms either collapsed, retreated from the mobile handset 
business or were acquired for a very small fraction of the value that they held on the 8th of 
January 2007.  
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Another very tangible and large abundance factor was that all the global media owners and 
app developers needed a new on-demand route to market other than via a PC. Until the 
advent of the iPhone, no such channel of scale existed.  
 
The key lesson from the iPhone is that abundance is not always articulated by the consumer 
and they may not be frustrated even in the slightest. They simply do not know what they want 
until they are presented with it. But significant latent demand exists in every sector and it will 
eventually be addressed by someone. All the losers failed to ‘reimagine’ what business they 
were in as opposed to where their consumers of the future were heading. Apple did and its 
speed of execution was vital to its success.  
 
Apple added untold extra speed through collaborations and aligned partnerships across a 
wide spectrum of app developers, media rights owners, hardware manufacturers and logistics 
companies. This was their ‘secret sauce’ behind the scenes. The immense horsepower that 
Apple orchestrated into place before the launch gave it at least a three-year head start. It 
transformed its share price (e.g. EV) opening enormous access to growth capital.  
 
The lessons from the iPhone are  
 

1. Never underestimate latent consumer demand, instead aim to seek it out.   
2. Never overestimate your customers loyalty when someone taps into point 1.  
3. You cannot do it all by yourself and expect speed at the same time. Aligned 

partnerships are a force multiplier and you want them fully committed and ‘in your 
tent’, not in that of your competitor’s.  

  
The 2010’s and the Electric Car  
 
The argument whether electric cars will dominate global car manufacturing has already been 
won. This is an incredible statement, given that the Tesla Model S celebrates only it’s 8th 
birthday in 2020.  No other company in the history of business can claim to have changed an 
entire industry that dates back over 100 years in so little time. Today there are exactly zero 
internal combustion engine (ICE) plants being planned or constructed world-wide.  
  
The bitter after taste for all car owners in the wake of the VW emissions scandal helped amplify 
the change in consumer and government attitudes. VW was caught cheating at something 
that consumers undoubtedly suspect has been a widespread issue across the global car 
industry dating back many years. Trust in some traditional brands was lost and others were 
tarnished to such an extent that the days of the ICE (Internal Combustion Engines) powered 
car are numbered.   
 
This points to an abundance factor of consumer frustration actively looking for an alternative. 
Only that this time there is nothing latent about it. Like the iPhone once the future consumer 
saw a better, more transparent and trustworthy alternative they voted with their feet. Others 
will do the same as soon as the price of a pure EV vehicle falls within their budgets. In the 
transition period, second-hand ICE powered cars will boom, albeit temporarily, but new ICE 
cars sales will stagnate and fall into a long run off curve. Dealerships in their current form will 
become redundant. This new normal is now accepted industry-wide and it took just one 
company and less than a decade to cause that level of disruption.   
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The latest Tesla range can travel 300+ miles on a single charge. This is expected to surpass 
500 miles with the next generation of batteries. They outperform all direct competitors, have 
a better driving experience, better technology, lower running costs and are as ‘green a 
cabbage’ for consumers.  
 
Tesla went from being ignored, then derided by the industry, then ferociously attacked, to 
being copied by the industry. Tesla, from the outset, deliberately built its own abundance 
factor, in the form of a network of 14,000+ Superchargers to counter ‘driver range anxiety’. This 
was the weakness that all its competitors and media detractors featured extensively. Their 
message was, it would fail as a company and therefore no one should buy a Tesla. While at 
the very same time they were seeking to stymie Tesla’s revenues, they were working as fast 
as possible to replicate its business model.   
 
Today, Tesla’s market capitalisation is circa US$180 billion. That’s larger than Toyota and 
Volkswagen combined, even though it has yet to make a meaningful profit or manufacture 
cars in anything close to their combined volumes.  
 
The lesson is simple; transparency and simplicity are, yet again, the most important factors to 
people. Assume all your future consumers will do their own research on the things that are 
important to them (i.e. a new car or a new smile). They will compare, contrast and place great 
importance on reviews and advocacy. So assuming that they will not, when they are already 
digital by default, is a flawed assumption.  
 
All future consumers want to feel well informed, educated and ideally see the result before 
they commit themselves. Tesla ticked every single one of these points and tapped into the 
consumer mindset with a radically different offering. Tesla spends zero on marketing, has no 
salespeople, no dealerships and 100% of purchases are initiated and completed online.  
It is important to note that the supercharger network was created long before Tesla had 
produced enough cars to justify it. This network today now acts as a very deep moat around 
Tesla’s business model. It engenders customer loyalty and respect.   
 
Its biggest competitors must now catch up on three fronts. Design a new range of EV vehicles, 
gain access to widespread charging network (they have no access to Tesla’s) and write an 
awful lot of advanced software.  Because Tesla has such a big head start on all fronts, the other 
car companies will be forced to collaborate in order to close these gaps quickly. They will also 
have to jettison large parts of their business models, namely dealerships, parts manufacturing 
and ICE car tech support and repair.  
  
The Lessons Learned  
  

1. Consumers are already ‘digital by default’ across a vast majority of their major 
purchasing decisions. Self-service apps and automated business processes are their 
preferred way to access information and to engage with companies. It is not a new 
normal, it is already the norm. 
 

2. Only integrated systems produce the convenience and simplicity prized by 
consumers. This trend is only going to get bigger and become the new normal 
everywhere.  
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3. The digital brand experience needs to be reliable and intuitive if consumption, loyalty 
and advocacy are to occur.  Those that will excel will need to be ‘digital by default’ in 
their response to this abundant consumer mindset. 
 

4. A vital, future-shaping ‘Abundance Factor’ can occur outside of your sector. Ignorance 
of how technology changes and conditions consumerism, resets expectations and 
enables decision-making is a significant risk. Especially when self-reinforcing factors 
converge (i.e. the PC and smart phones examples) the risk can be augmented further.  
For dentistry, this is the patient treatment versus consumer journey conundrum. 
 

5. Partnerships can be a vital force multiplier. But partnerships work only when taken 
seriously and built into the future state business model. This requires shared, aligned 
goals that benefit all stakeholders. This is a significant business culture challenge as it 
replaces the traditional transactional relationship with a much stronger one of 
interdependency. 
 

6. You should already know and expect that, in the future, buyers will change how they 
consume your products or services. The Nokia versus Apple dilemma. Consumers 
ceased to be mobile users and became avid consumers of a much wider range of 
products and services via their smart phone. Dentistry sees people as patients, which 
they invariably are when they have a clinical issue. But if they want a new smile and 
have zero clinical issues, are they still patients or are they consumers? 
 

7. Being ‘lean’ means jettisoning everything that is not essential to the business’s core 
value drivers. Weavers were experts in making quality cloth, but unable to produce the 
volumes to meet an abundant demand for cheaper quality cloth. Car makers will 
jettison their dealer networks and their engine plants. Not because they want to, but 
because Tesla has forced to them to. 

 
8. All the winners’ business models were by comparison (a) simple for the consumer to 

understand, navigate and engage; (b) they mapped perfectly to the underlying latent 
consumer demands, tapping into their  frustrations and they used extensively 
technologies that were already in great abundance, and; (c) the disruptors moved at 
speed, attaining a very valuable head start, enabled in a significant way by  
partnerships.  

 
9. The losers neglected to redefine their future consumers. They regarded the disruption 

cycle as a ‘temporary inconvenience’ and were either blind or ignorant to the impact 
of abundance factors that were outside of their control.   

  
Finally, if all the above seems rather amorphous to be of any real concern to those in the UK 
dental sector, the following snippet from the Wall Street Journal in late 2019 should illustrate 
that disruption was already underway before the onset of Covid-19…    
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