
114

Book Review

Jean-Marie Dru
The Ways to New – 15 Paths to Disruptive Innovation
New Jersey: John Wiley & Sons, 2015
ISBN-10: 1119167973

Market rules and the fiercer marketing com-
petition constantly require constantly adapting 
and innovating strategies, ideas and campaigns 
in order for any successful brand to evolve, 
grow and even survive. Highly innovative digi-
tal technologies make the job of marketing, ad-
vertising and branding specialists no easier, as 
the brand communication must be permanently 
up to the rapidly changing requirements of digi-
tal environment, online market and consumer 
behavior and infinitely enlarged global competi-
tion unleashed by unlimited connectivity.

One of the most important marketing and 
advertising specialists worldwide, Jean-Marie 
Dru strongly supports, through his latest book, 
The Ways to New – 15 Paths to Disruptive Innova-
tion, the idea that disruption can and must be seen as one of the most important 
and successful solutions for innovation in marketing, despite its primary negative 
meaning. 

With The Ways to New – 15 Paths to Disruptive Innovation, the originator of the 
Disruption methodology (1991) offers a blueprint for innovation, helping organi-
zations out of the quicksand and get on the fast track to growth. The approach of 
the author sees too many companies being too slow with innovation, thus miss-
ing any kind of organic growth by sticking to conservativeness, and focusing on 
innovation only in terms of products, when there is a whole communication and 
marketing world waiting to be disrupted. 
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The Ways to New – 15 Paths to Disruptive Innovation thoroughly presents and 
analyses 15 paths to disruption each illustrated with case studies from globally top 
companies that can lead to continued innovation, creation, growth and success. 
“My (…) point is about simplicity. Some people feel that Disruption is complicated. It is 
not. It is about starting out thinking deeply and then coming up with something simple. 
We have enriched the method with a range of tools and exercises. We need that common 
ground, a base to start from. It may look mildly prescriptive. But it is not. Rigid thinking is 
to be shunned. Disruption is not a system. It is a source of inspiration” (Dru, 2015, 158).

In order to keep it simple and clear, the author presents his proposed steps to 
disruption in separate chapters, starting though with a very clear definition and 
presentation of disruption as idea and methodology. Clearly and completely sepa-
rating disruption from destruction, the author considers that “Disruption is a spe-
cific, three-step method: Convention, Vision, and Disruption. Invariably, we start out by 
challenging existing conventions, ways of thinking and doing, based on preconceived ideas 
and deep-rooted habits. From there, we try to come up with a vision, a new way for a brand 
or company to define its future. And only then do we have Disruption, ‘the idea that will 
accelerate our journey from challenging convention on the one hand to renewed vision on 
the other’” (Dru, 2015, 5).

Thus, disruption is perceived as the opportunity and also the challenge at the 
same time to think differently, to think in an innovative way, to dig for out-of-the-
box solutions and implement original, creative and sometimes adventurous strate-
gies, to innovate against the competition or tough circumstances, for the organiza-
tion, the consumer and the market, with partners. This is disruptive innovation 
and the basic path to success and growth according to Jean-Marie Dru’s theory. 

After having briefly presented and explained basic concepts and theories of 
disruption, disruptive innovation, The Ways to New – 15 Paths to Disruptive Inno-
vation extensively presents in its second part the 15 specific paths to disruptive 
innovation that its author consider to be most relevant for designing and imple-
menting really successful marketing and branding strategies and for getting to the 
best desired outcomes.

According to the author himself, any company, whatever its size, whatever the 
field, can use any of them to renew the way it innovates (Dru, 2015). The reader is 
presented theories related to open disruption, structural disruption, asset-based 
disruption, reverse disruption, sustainability-driven disruption, revival-based 
disruption, data-driven disruption, usage-based disruption, price-led disrup-
tion, added-service disruption, partnership-led disruption, brand-led disruption, 
insight-driven disruption, business model disruption and anticipation-driven dis-
ruption.

Each one of the specific paths identified by Jean-Marie Dru is highly illustrated 
with empirical examples, with real-life study cases linked to major actors on the 
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brand market. We are talking about brands such as Phillips, Lego, L’Oreal, Mc-
Donald’s, Airbnb, Disney, Apple, BMW, Amazon, Netflix, Procter&Gamble, Spo-
tify and many more.

The final part of the book is all about marketing, communication and branding 
and it reconsiders Disruption as process and shows how Disruptive Brand Build-
ing can play a major role in the future. Over the last years the value of intangible 
assets exceeded that ov tangible assets, which means that “marketing is not just 
about selling products. It is also about creating added value in a company’s most valuable 
asset. This is why it is essential to make sure that each brand vision is clearly defined and 
expressed in an ambitious way” (Dru, 2015, 140). And for this particular ambitious 
vision, the author considers disruption strategy to be the most powerful and suc-
cessful as it is based on breaking conventions that surround brands and building 
powerful visions

According to Jean-Marie Dru’s approach, the internet, while representing a ma-
jor change, sometimes overwhelming, confusing and for sure disruptive, brings 
along a huge opportunity to be creative and interactive. “In a world where markets 
and competitors are changing so fast, the role of Disruption has pivoted. It has become 
vital that companies and brands create a rallying point, a focal point and this despite the 
increasingly unsettled nature of the market—or rather because of it. We need to create 
a reference point to compare with constantly, whatever unexpected direction the market 
takes us in”, reveals Dru’s theory (Dru, 2015, 142).

Apart from offering an infinite choice do develop and create, digitalization, 
digital communication and connectivity also bring along sensitive issues that are 
too revealed by Jean-Marie Dru’s The Ways to New – 15 Paths to Disruptive Innova-
tion, according to which “the more a brand digitizes its communication, the more oppor-
tunities are created to enter into conversations with specific audiences at any moment. But 
at the same time, digital communication fragments the messages. They become volatile. 
They leave a trace that is more diffused and less clearly defined. This is one of the major 
challenges every brand must now face: articulating a multitude of messages, sent out to a 
highly fragmented audience, around a central, shared purpose and meaning. That central, 
shared purpose and meaning is what we mean by Vision” (Dru, 2015, 144).

Besides the very actual and realistic analysis of the present context, the last 
part of the book also comes with possible directions to respond to the new market 
requirements among which the live pressure and real time are among the most 
important. According to the disruption theory of Jean-Marie Dru, open briefs for 
instant reaction to changing brand circumstances, along with a real-time vision for 
engagement and live spreading of relevant information can be the solution to the 
new requirement and is considered the future of disruptive marketing.

The value of the book is considerably increased by the fact that it also provides 
relevant case studies featuring major brands, each of them followed by a very spe-



117

cific set of “what if” questions related to the example presented but always trans-
ferable to any brand/company/client or situation. To sum up, The Ways to New – 15 
Paths to Disruptive Innovation by Jean-Marie Dru offers a very interesting reading 
and a useful reference not only for students and scholars in the field of public rela-
tions and marketing, but also for practitioners. It provides important basis for fu-
ture research, but offers a valuable perspective challenging the reader to meditate 
on marketing systems, techniques and principles with theories coming from one 
of the most successful global advertising specialists of the moment, laying out a 
roadmap to innovation, and the tools to make it successful.
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