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Moderni potrošniki so tisti, ki dejansko upravljajo današnje trge. Vedno obstajajo 
dolo ene spremembe v širšem okolju, najsibodo to preference potrošnikov, tehnologije ali 
podpornih ekosistemov. To so razlogi, zakaj morajo organizacije prilagajati svoje procese in 
ravno tu se pri ne disruptivni marketing. e smo odkriti predstavlja disruptivni izziv bolj 
poslovni model, kot pa marketinški pristop. Tiste organizacije, ki skušajo uporabiti disruptivni 
marketing, bi morale spremeniti tudi svoje izdelke, komunikacijo, morda prodajno pot. 
Disruptivno marketinško strategijo bi lahko definirali kot proces, kjer se vse spremembe zgodijo 
najprej v organizaciji, šele na koncu pa je vrednostna ponudba predstavljena potrošniku. 
Spremembe vedno predstavljajo dolo eno stopnjo tveganja, obdržati obstoje e stanje pa je 
lahko še bolj tvegano. Disruptivne inovacije vsebujejo potencial za ustvarjanje mo ne rasti, 
vendar zahteva visoka stopnja neuspešnosti pazljivo na rtovanje in sprejemanje odlo itev. 
Rezultati razprave prispevajo k razumevanju podro ja z obširnim pregledom aktualne 
literature o rtujejo možne smeri nadaljnjega razvoja discipline. Poglavitna metoda je bila 
vsebinska analiza dostopne literature, z razlago dolo enih novejših terminov, kot so 
ambidexterity, managerska kognicija, sodelovalna potrošnja.
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 Modern consumers are in charge of today’s market and there is always something 
changing in the larger environment, be it consumers preferences, technology or the supportive 
ecosystem. These are the reasons why organizations have to adapt their processes and this is 
where disruptive marketing takes its cue. To be honest disruptive challenge represents more a 
business model than a marketing approach. Those organizations that attempt to employ 
disruptive marketing should change also their product, communication, maybe delivery. 
Disruptive marketing strategy could be defined as a process where all the changes take place 
inside the organization first, until finally the value proposition is presented to the consumers. 
Changes always present a certain dose of risk, but keeping status quo could be even riskier. 
Disruptive innovations have potential to generate high growth but huge failure frequency 
requires careful planning and decision-making. The study outcomes contribute to the 
understanding of the field delivering extensive literature review of the recent and rising scholar 
attention, and outlines possible directions for the future development of discipline. Content 
analysis of available literature is the main methodological approach, clarifying some upcoming 
terms like ambidexterity, managerial cognition, collaborative consumption.  
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Koncept disruptivnosti je požel veliko zanimanja med raziskovalci, precej so se 
osredoto ali na procese disrupcije [26] in na modele poslovne disrupcije [27]. Izraz 
disruptivna inovacija je bil postopno povezan z radikalno inovacijo na nivoju industrije, ko 
dolo en disruptivni dogodek prizadene celotno panogo: cela vrsta raziskav se ukvarja s 
strategijami preživetja organizacij, ki so se znašle v težavah zaradi disruptivnih tehnologij 
[28], [29]. Vendar pa je tudi avtor izraza pred kratkim zapisal, da so bili znotraj 
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