


           According to Matt Haig (2011), the average life expectancy of a 
           multinational corporation - Fortune 500 or its equivalent - is between 
        40 and 50 years. In his book ‘Brand Failures’, he emphasises the 
 importance of companies adapting themselves to more dynamic and 
competitive daily environment. Companies tend to suffer when the 
      environment changes, and digital may well be the most disruptive 
      change for businesses in the last decade. What digital means and       change for businesses in the last decade. What digital means and 
    how the concept has been embraced by companies is currently a hot
  topic in some of the most respectable sites and forums on the net such 
     as Mashable, Marketing Week or Brand Republic.

          In order to further this debate we can review the evolution of digital 
   by definition, and explore commonalities and challenges such as fear, 
customers, marketing messages and organisational structure.

It is important to acknowledge the different interpretations of digital that are It is important to acknowledge the different interpretations of digital that are 
manifest today. There is a traditional, technical definition: “digital at its heart 
means a binary world, a world controlled by logic gates and integrated 
circuits which, by definition have to work digitally, they are not analogue.” 
(Chris van der Kuyl, CEO, Brightsolid).

However, there is a feeling that this is no longer relevant to modern usage. 
The interpretation has shifted from the Oxford Dictionary definitionof digital 
‘involving or relating to the use of computer technology’, and the word is ‘involving or relating to the use of computer technology’, and the word is 
now far more comprehensive. It is used to encompass many aspects of 
communication ranging from social media to outdoor marketing, TV, print 
and radio. “Digital becomes more ubiquitous to everything that everybody
 does...I’d liken it to electricity in that in the future digital will be a layer that 
sits over every interaction in the physical world.” (Neil Collard, MD E3)

 
No longer should campaigns be defined by 
channels; rather by consumer insight. Businesses
should be thinking of the message they want to 
provide to their customer and then utilise the 
appropriate channels more effectively. “It should start
with the idea and how it meets the customer's with the idea and how it meets the customer's 
needs, then in what marketing channel it best 
manifests itself. Not just about the need to do a TV 
ad or do a digital campaign." (Laura Bell, Digital 
Marketing Lead, JD Sports Fashion Plc).

“There used to be a distinction but now it is different” 
(Jasper Martens, Simply Business). Many of our 
industindustry leaders expressed the notion that boundaries
 between non-digital and digital marketing are 
disappearing or becoming less prominent. For 
instance, Marcos Guerrero (Marketing and Media 
Sales Director, Thomas Cook) believes  “companies 
currently operate in a blended world with carry-on 
devices that help connect offline and online elements
together”.  together”.  

However businesses face challenges here, e.g. just 
how to change the internal structures, break out of 
traditional ways of working and upskill their employees
“I think too many businesses nowadays are still 
separating online and offline; you have a very siloed 
approach to what marketing should be” (Kai Kurihara, 
Multi-channel International Marketing Lead, JD Sports Multi-channel International Marketing Lead, JD Sports 
Fashion Plc).

To reconsider the statement, ’there’s no such thing 
as digital’, we are open to a controversial and exciting
debate. Digital is becoming increasingly hard to 
distinguish, and the pace of change can create a 
sense of fear. This question has become much 
more a discussion of common themes than more a discussion of common themes than 
producing a clear answer as to whether digital exists. 
This may be partly due to the wide nature of the 
statement, or the changing way the word digital is 
used. 

Rather than debating the exact nature of the 
phenomenon, the very real and imposing challenge 
is for companies to adapt to the rapidly evolving is for companies to adapt to the rapidly evolving 
nature of digital and cope with the new challenges: 
keeping the customer and their message at the heart 
of everything. 

“       There is no such 

thing as digital”







“If other companies collaborated as much as we do 
they’d probably be arrested for being a cartel” 
(Ciaran Devane, Chief Executive, Macmillan Cancer Support)

A recent Harvard Business Review commented that ‘collaboration is 
the new competition’*. With the accelerated pace of technology in the 
industry many leaders are recognising that even their best individual 
efforts can't match up. Perhaps if businesses could put aside self efforts can't match up. Perhaps if businesses could put aside self 
interests and collaborate more effectively, a collective impact would
 actually drive the industry forward and benefit both the consumer and 
the business. Many businesses talk about how valuable collaboration 
with their competitors would be, but not many follow their own 
suggestions. Companies need to be braver and bolder to put their 
words into actions.

TTo some, the idea of collaborating with a competitor is futile. 
Transparency, trust, and shared ownership are all elements that result 
in a successful collaboration. Often, businesses find it difficult to make 
sure that both sides are balanced. They are worried about how much 
they give away and so they miss out on potential business opportunities. 

Despite the apparent problems, many people believe collaboration is key
to industry development. “Collaboration will bring our customer experience 
to the next level” (Johan Lundgren, Deputy CEO at TUI to the next level” (Johan Lundgren, Deputy CEO at TUI Travel PLC). 
 Collaboration between businesses provides a valuable network to stay 
ahead of the game. It also helps to minimise the threat of newer or smaller 
businesses taking control of the market.   

Many industry leaders, including Chris van der Kuyl (CEO, Brightsolid) 
acknowledged “we know there are piranhas everywhere and they are going
 to come in and eat both our lunches.” Is sharing a conversion rate or traffic 
numbers really going to put your business at risk? Is this actually going numbers really going to put your business at risk? Is this actually going 
to affect your performance? We collaborate internally with other 
teams and also with our agencies, but why don’t we 
collaborate with our competitors? Can we really 
all work together to achieve a shared objective 
without impacting healthy competition? 

Collaboration isn’t a one size fits all approach for each sector 
within our industry. Richard Thurston (Digital Marketing Manager, 
Macmillan Cancer Support) supports this in saying “the 
boundary for us is that unlike other commercial sectors no one 
wants to see the demise for the other because that means no 
one would get help for cancer.” In contrast, commercial 
businesses are massively concerned about protecting internal businesses are massively concerned about protecting internal 
information when “the reality is that most businesses have far 
fewer trade secrets than they would want you to believe” (Mark 
Fox, Managing Director Pizza Hut Delivery). 

Businesses and consumers are looking for better, innovative, 
and sustainable alternatives to business as usual. Michel Koch 
(Head of International Multi-channel Trading, M&S) believes “we 
are when we get together rather than when we keep to are when we get together rather than when we keep to 
ourselves”,and this notion is becoming widely accepted. We’re 
starting to see non-traditional partners collaborating to benefit 
their customers; just think of Usain Bolt and Virgin Media, 
Orange and Pizza Express, even Diet Coke and Marc Jacobs. 

Not only do collaborations benefit customers, but they also 
provide a revenue stream for businesses. The reality is that 
in these economically challenging times, many businesses 
don’t have the budget or resources to achieve what they 
need to on their own. “Alone we can do so little, but 
together we can do so much” (Helen Keller). Companies 
are having to adopt a more positive attitude and a are having to adopt a more positive attitude and a 
willingness to embrace new ways of working together to 
really benefit and provide value to the customer.

This idea of value is often an illusion, as companies are 
worried about giving too much away. The age old question 
is: are customers really getting what they want? 

Businesses often get carried away with buzzwords and the
potential income that collaboration can bring. But far too potential income that collaboration can bring. But far too 
often it becomes death by meetings and the original focus 
is abandoned with employees working on projects that are 
of trivial value to the customer. If the purpose of 
“collaboration benefits the customer then it’s the right thing 
to do, however, if it just benefits the industry/business it’s the 
wrong thing to do” (John Hereward Shaw, Head of Future 
Propositions and Innovation, Direct Line Group).Propositions and Innovation, Direct Line Group).

The challenge for the future is to explore how to drive 
collaboration in the industry. There are no rules in 
collaboration. In order to drive change, businesses need to 
clearly define what can be shared, be open minded and
                                    support the backbone for future 
                                          growth within the industry.

Whe re  a re  t he  bounda r i es  be tween  

   co l l abo ra t i on  and  compe t i t i on ?







Special thanks to our 26 

participating businesses:

#nodigital

As you have read this report, maybe it has provoked your own thoughts and intrigued you to 
find the solutions for your own businesses. These questions have led to many intriguing 
insights and helped us to see the business challenges, digital or otherwise, we are all facing 
as an industry. For us, above all, we are hopeful that these conversations will continue. 
Even better that they trigger actions, perhaps a [r]evolution. We’d love to hear your thoughts, 
so start an exchange with us or post a comment on squaredreport2013.wordpress.com. 

Join the conversation and become part of the industJoin the conversation and become part of the industry [r]evolution. 
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