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“By seizing the opportunities that disruption presents and leveraging hard timesintogreater 
success through outworking / out-innovating / outthinking and outworking everyone 

around you, this just might be the richest time of your life so far.”
- Robin Sharma -
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Business model disruption is not just what will happen in a distant future or what will happenin distant markets. 

It’s happening right here, right now.

Technology is accelerating disruption as never before. 

The “shared economy” is challenging the long established business model of the hospitality industry. Disintermediation by technology is threatening the 
traditional travel business. Mobile operators are promoting cashless transactions andthreatening the banking industry. Manufacturers are short-circuiting 
retailers by promoting online sales. Social media is taking audience share from traditional media. Mass media advertising is fast loosing its ability to control its 
message, and consumers no longer trust carefully crafted commercial messages. Political messages travel faster on mobile apps than through political rallies. 
Patients challenge the prescriptions of medical practitioners. All such developments are business model innovations, which leverage emerging digital 
technology.

The session on “Business Leaders Round Table - Business Model Disruption is Here, Are you Ready?” will focus on:

• Why is disruptive innovationneeded to propel the country beyond middle-income?
• How ready is Sri Lanka’s industry to face the challenges of digitally powered business models?
• What can we learn from industries, which have transformed themselves through disruptive innovation?
• Which industries are vulnerable and which industries are ripe for disruption?
• What are the opportunities for positive disruptions in our traditional businesses and public services - primary commodities, energy, education, health,
   apparel manufacturing and hospitality?

Traditionally, Sri Lankan businesses are performance oriented. We as a culture promote achieving performance targets from the early days of our lives, star ting 
from Grade Five Scholarship exams. The willingness, courage and ambition to challenge status quo are not valued by society and not induced through 
education and professional training. Widely practiced rote learning blunts creativity.The entrepreneurial classes are less valued than professionals.

Against this backdrop, enterprises face the daunting task of encouraging, instilling and nurturing disruption-oriented cultures. 

The session on “Leadership Competencies for Disruptive Innovation” will address: 

• What are the challenges Sri Lankan enterprises face today in aligning their talent with industry and organizational transformation objectives?
• How do we encourage a disruption-oriented culture? How do we alleviate people’s fear of challenging status quo and moving beyond their comfort zones?
• What are the social and cultural inhibitors?What factors- cultural, educational, economic etc. - induce “Organizational inertia”?
• How can we make innovation everyone’s business, not just that ofthe top echelons of enterprise?
• What is the executive leadership’s challenge, and what are the challenges of rank and file?
• How do you strike the right balance between achieving today’s performance targets and getting ready for tomorrow’s challenges?
• What is the cost of not making disruption a personal priority? 

Disruptive innovation is not about slaying giants, or creating things for academic and intellectualpleasure. Disruptive innovation is about creating new value 
for stakeholders. 

In today’s competitive world, the robustness of value propositions is determined by their relevance to the customer’s needs, and ability to offer a point of 
dif ferentiation. In a fast-paced competitive world, achieving a non-replicable and sustainable point of dif ferentiation is not plausible as everything today is 
replicable in the medium to long term. Hence, the life expectancy of value propositions and corresponding business models is increasing. 

Thus, the journey of disruptive innovation should begin with the customer, because no innovation will survive in the marketplace unless it provides value to 
the customer.

The traditional organization characterized by highly structured processes, functional depth, and the isolation of the customer and consumer perspectives in a 
single function is felt to be too slow, too expensive, and too ineffective for today’s consumers and markets. In this context, enterprises need to transform 
themselves into consumer-focused enterprises. 

The session on “The Power of Customer Centric Disruptive Innovation” will focus on:

• Why is customer-centricity the best corporate philosophy against the dangers of becoming irrelevant and obsolete?
• What challenges dotraditional inward-looking enterprises face when attempting to re-orient themselves as market focused enterprises?
• How can enterprises develop“sense-making” capabilities to connect dots in the environment to gain insights and identify opportunities?
• How do you isolate “signals” from noise in the market place? 
• What are the dangers of expecting customers to ar ticulate their own latent wants? 
• How can market insights be translated into commercial realities through appropriate organizational processes?

Sri Lankan consumers are becoming increasingly wired and tech-savvy. 

They arefast embracing digital technology - cloud, mobile and social – for social interactions, entertainment, education, commerce, knowledge and information 
sharing and news. Social media is now considered to have been a decisive factor in the outcome of the last presidential election. Thus, digital offers an array 
of opportunities to enhanceand enrich social, political, cultural and economic behavior. 

Today, over 3 million Sri Lankans are regular internet users. Over 2 million are connected through Social Media. There are over 20 million mobile connections 
and the mobile broadband is universally available. Smartphone ownership is over 4 million and counting.Over the Top (OTT) applications are replacing 
traditional text and voice usage. Over 1,000 Sri Lankan properties are listed on Airbnb. 

However, the rate at which businesses are embracing digital to engage customers is much slower. Consumers are adopting peer-to-peer commercefaster than 
enterprises are building and leveraging digital infrastructure to connect with consumers. Businesses are not fully exploiting opportunities to gain greater 
understanding of customers and develop digital tools to deepen and broaden customer engagement. 

The session on “Understanding and Enhancing Customer Experience Using Digital” will focus on:

• What are the salient features of the fast evolving digital consumer landscape in Sri Lanka?
• What tools are available to understand the digital behavior of consumers and draw insights?
• How does thedevelopment of digital enterprise infrastructurefacilitate renovating business vision and models?
• How do we realign enterprise technology resources and business models to more effectively engage digital customers at every touch point in 
   the customer experience lifecycle?
• What are the examples of world-class practices in enhancing customer experience using digital?
• What is the road map to developing enhanced and enriched customer experience?

Clayton M Christensen(Kim B. Clark Professor of Business Administration at Harvard Business School)observes that companies have two basic options when 
they seek to build new-growth businesses. 

They can try to take an existing market from an entrenched competitor with sustaining innovations. Or, they can try to take on a competitor with disruptive 
innovations that either create new markets. Research overwhelmingly suggests that companies should seek out growth based on disruption. However, 
established companies have historically struggled when trying to create new markets. Success seems fleeting and unpredictable.

Vincenzo Morabito (Associate Professor of Organization and Information Systems at Bocconi University) in his landmark scholarship, Trends and Challenges 
in Digital Business Innovation, noted that the structuring of business models and their adaptability to various marketing conditions and competitiveness are 
fundamental to the search of new competitive advantages and sustaining existing competitive advantages. Innovation in business models is thus vital for the 
longevity and growth of an enterprise. 

The session on “Building Disruptive Business Models: Opportunities & Challenges” discusses how two companies,one a digital star t up and the other 
an established old business, leveraged digital technology to develop disruptive models for greater customer value and positive business results. 

The session will also focus on:

1. What is a disruptive business model?
2. What is business model innovation and how is it dif ferent to product and service innovation?
3. What are the recent trends in business innovation?
4. What are the challenges that need to be addressed when designing, developing and deploying new business models?
5. What are the opportunities for building models to enrich the lives of those at the bottom of the pyramid?

Disruption is not new to civilization. Since the dawn of civilization, 
human beings have experienced disruptions of both natural and 
anthropogenic origin. Natural history and the history of human 
civilization provide abundant examples of disruption: geological, 
ecological, social, political, and technological.

Disruptions in social, political and economic orders have helped 
civilization move forward. Agricultural, technological, and economic 
innovations have pulled nations out of the “Malthusian Trap,” and 
hundreds of millions of people out of abject poverty.

During the final quarter of 20th century the term “disruption’ began to 
dominate conversations on corporate strategy. Every other new 
start-up looked towards developing new technologies to disrupt 
existing businesses. The traditional, century-old businesses were 
told that they were sitting ducks and would soon fall victim to 
disruptive technologies developed by competitors emerging from 
unforeseen and unexpected domains. “Disrupt, or be Disrupted” 
became not just a venerated corporate slogan but a strategy for 
survival.

Disruption could often be destructive, but managed well disruption 
could be a rich source of new value in business. Today, “business 
disruption” is no longer considered to be a fleeting trend, but the 
“new normal”.

The digital technology that exploded during the last twenty years 
brought in a new era in human civilization. The advent of digital 
technology has accelerated the pace of technological disruptions 
exponentially. Termed “Digital Renaissance” by Carly Fiorina, a 
Presidential hopeful and former Chief of HP, this explosion swept the 
world, crossing physical boundaries, empowering people, and 
bringing new lease to a host of industries.

The social, political, and economic fabric of society has been altered 
dramatically in less than two decades. The technology - powered 
disruption coupled with the forces of globalization has played a 
catalytic and accelerating role in bringing unprecedented new value- 
to customers, community, and shareholders.

The power of technological disruption has been most visible and 
impactful in the economic behavior of people. The way people share 
information vital to their economic behavior and the way they buy and 
consume are fast changing. The way enterprises manage their supply 
chain and value chain, engage stakeholders and create value has 
been undergoing radical changes.

Technology has facilitated the emergence of new business models, 
which offer greater value than the existing ones. Some corporates fell 
victim to technological disruption while others thrived. Those who 
thrived were the ones who built new value propositions and business 
models to delight customers and other stakeholders.

Digitally mature companies such as Google and Amazon as well as 
recent entrants such as Airbnb and Uber, build new business on 
ubiquitous digital technologies. They leverage digital technology to 
challenge traditional industries. They brought new value to 
convenience, “enriched user experience,” and economy.

What is interesting to note is that these companies didn’t necessarily 
invent new technologies. They leveraged existing technology to build 
new business models. The undeniable reality is that at any given time 
your company is most likely either disrupting other companies or 
being disrupted by a competitor you may have never seen before.

Technology has brought new dimensions to human connectivity, 
subjected political structures to severe stress, and altered the center 
of power by decreased information asymmetry. The digital age has 
obliterated the scripted, one-way flow of information that existed 
during the past era, which had the message propagating power 
concentrated among a few.

The challenge Sri Lanka’s industry faces today is how best to protect 
itself from disruptions that could threaten its economic future, how to 
build new business models to move the whole economy up in the 
value chain, escape from the middle-income trap, and propel itself to 
the level of a high-income economy.

understanding how technology is impacting the consumer, business, 
and economy in an unprecedented manner, and how enterprises 
should embrace and also respond to technology driven, globalized 
and rapidly evolving business disruption.

1. Business Leaders Round Table- Business Model Disruption is
    Here, Are you Ready?
2. Leadership Competencies for Disruptive Innovation
3. The Power of Customer Centric Disruptive Innovation
4. Understanding and Enhancing Customer Experience Using Digital 
5. Building Disruptive Business Models: Opportunities & Challenges

As in the past, over 25 international, regional and local speakers 
from leading MNCs and local companies will take the stage.

LBR LBO Enterprise Summit, hosted by Lanka Business Online 
(LBO), is the premier conference in Sri Lanka dedicated to discussing 
new frontiers in enterprise leadership and management and 
application of enterprise scale technology. Each year some of the 
best brains in the region and country take the stage to enlighten an 
audience of over 250 corporate executives with their experience 
and expertise.

The leading local companies whose senior executives have taken 
part in LBR LBO events include: Hayleys, John Keells, Hemas, Aitken 
Spence, MAS, LOLC, Softlogic, Brandix, Hirdaramani, Dialog, SLT, 
Etisalat, Colombo Dockyard, JL Morrison, CBL, DSI, WSO2, 
Sunshine Holdings, Ceylon Brewery/ Carsons and many others.

The international organizations which are represented at the LBR 
LBO events include: 3M, Google, Microsoft, IBM, ORACLE, SAP, 
EON Hewitt, Fonterra, Unilever, MIT, AIA, Virtusa, A C Nielsen, JWT, 
LMRB, Fonterra, HSBC, IMF and Standard Chartered among others. 
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“The reason why it is so difficult for existing firms to capitalize on disruptive innovations is 
that their processes and their business model that make them good at the existing business 

actually make them bad at competing for the disruption.”
- Clayton Christensen - 


