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Executive Summary 

• The purpose of this report is to explore digital disruption and to investigate 
traditional- and digital marketing theories. 

 

• The potential problem of digital disruption is inspected, and digital transformation 
strategies are appraised as solutions. The repercussions of the COVID-19 
pandemic on digital marketing and the acceleration of digital disruption are also 
addressed. 

 

• Traditional marketing theories are reviewed with focus on the traditional 
marketing process and particular traditional marketing advantages and 
disadvantages. 

 

• Digital marketing theory, strategy, funnels, and techniques are explored. Focus is 
put on the usefulness of digital marketing in the context of digital disruption, and 
on the differences and synergies to traditional marketing regarding the major 
benefits and their environments. 

 

• Other contemporary approaches and discussions regarding digital marketing are 
then briefly delved into such as ZMOT and Industry 4.0. 

 

• Accordingly, marketing recommendations are presented suggesting that 
incumbent companies should implement digital transformation strategies, 
proposing digital marketing (with benefits such as personalisation, two-way 
communication, result tracking and a quicker buying process) as a suitable 
method to technologically transform, and implying the importance of the 
traditional- and digital marketing coexistence along the customer journey.  
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1. Introduction 

The world has been in a state of change the past decades due to the rapid development 

of digital technologies (Vassileva, 2017). This is shaping the traditional marketing ways 

in which consumers and businesses interact with each other (Lipiäinen, 2014), changing 

the way consumers relate to products and markets (Wind & Mahajan, 2002), and 

significantly changing consumer behaviour (Dwivedi, et al., 2021). Companies and 

brands are trying to exploit this by applying digital marketing channels to provide 

services for customers to improve satisfaction (Ghotbifar, et al., 2017). These adoptions 

of digital technologies promise to dwarf all change that has come before it (Ryan & 

Jones, 2009). 

 

2. Digital Disruption (DD) and Digital Transformation (DT) 

The concept of digital disruption (DD) is framed as a type of environmental turbulence 

induced by digital innovation leading to the erosion of boundaries and approaches that 

have previously been used as standard foundations for capturing customer value (Skog, 

et al., 2018). These technological changes impact marketing in the contemporary 

society by reshaping communication and access to information (Stephenson, 2020). 

The cause more quickly and sustainable economic development (Narkus, 2012). Thus 

more businesses focus marketing efforts on the digital landscape and some even 

become digital brands challenging traditional marketing models (Amazon, Airbnb, 

Netflix, Uber and Deliveroo) (Fiona, 2017). In the sport context, e-sports, gaming 

systems that have been designed as commercial models by profit-making companies, is 
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an example of disruptive ming technology (Karhulahti, 2017). (Clarke, 2019) further 

explains that the disruptive impact of new digital technologies upon the transformation 

of companies and industries extends to a disruption of innovation itself (see the waves 

of innovation in the figure below). 

 

 

 

 

 

 

 

 

 

 

 

 

“Most technological change consists of progressive modifications of existing 

technologies, but radical technological transformation brings discontinuous change” 

(Clarke, 2019). Whether these radical disruptions represent a marketing opportunity, or 

a threat, depends on your perspective (Ryan, 2017). The innovation process suggests 

that new entrants pioneer radical technologies while incumbents decline (Hill & 

Rothaermel, 2003). This incumbent decline can be a result of their disincentives for 

investing in radical technology in marketing (Ryan, 2017).  

Figure 1 Waves of innovation (Clarke, 2019) 
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Figure 2 relation between digital transformation strategy and other corporate strategies (Matt, et al., 2015) 

Digital transformation as a response to digital disruption 
 

DD is unavoidable and companies that do not react are likely to take a hit on profits 

(Bughin, 2017). Therefore, incumbents need to become more resilient to technological 

change to survive the radically changing market. (Vial, 2019) states that “organisations 

must devise ways to remain competitive as digital technologies provide both 

opportunities for and existential threats”. (Earley, 2014) confirms: “if the competition 

takes advantage of a shift in technology use faster than you, it puts your market share 

at risk”. To exploit technological shifts an organisation and its marketing strategy may 

need to digitally transform. Digital transformation (DT) is defined by (Vial, 2019) as the 

use of technology to radically improve performance or reach of enterprises. Using 

technologies like social media, mobile, analytics or embedded devices to enable major 

business improvements such as enhancing the customer experience, this is critical to 

improve value creation. (Earley, 2014) adds that the main challenge is to apply 

technology to your existing business model. (Matt, et al., 2015) confirms that a DT-

strategy implementation has far-reaching consequences because it must be aligned 

with other existing operational and functional strategies (see figure below). 
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(Vial, 2019) suggests a DT-framework (see Figure 3) claiming that digital marketing 

technologies create disruptions which trigger digital marketing response from 

organisations to alter the value creation paths that were previously relied upon. 

Consequently, structural changes must be implemented, and organisational resistance 

overcome. These changes have positive (e.g. performance) and negative impacts (e.g. 

security). Organisations that focus on these four dimensions are able to assess their 

current abilities and formulate a DT-strategy (see Appendix M for an example of DT by 

PSV Eindhoven), 

 

 

 

 

 

 

 

 

 

 

 

(Bughin, 2017) concluded three different marketing responses to DD: (1) concentrating 

on new customer segments instead of existing customers; (2) introducing new business 

models to disrupt legacy strategies; and (3) redefining the value chain and focusing on 

other markets. The abovementioned DT-process seems to link with these solutions 

Figure 3 DT-framework (Vial, 2019)  
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since new segmentation changes value creation and new business models are 

structural changes. 

 

Advantages of a DT-strategy are that it enhances the ability to innovate, big data and 

analytics can speed up the decision-making process, and online communities can 

increase a sense of user belonging and motivate purchasing (Vial, 2019). In contrast, 

the dependency on technological standards in a less experienced field is a risk (Matt, et 

al., 2015), and algorithmic decision-making carry risk for the company individuals and 

society in terms of security, privacy and safety (Vial, 2019). Nevertheless, (Cooper, 

2021) claims that a company’s vision must include DT as response to disrupting 

business ecosystems regardless of security being a top priority. 

 

COVID-19 and digital disruption 
 
The repercussions and pace of technological disruption in organisations are increasing 

and have been accelerated by COVID-19 (Almeida, et al., 2020). (Hylland, 2021) 

declares, “the pandemic triggered a temporary digital disruption”. Even the sectors that 

were reluctant to digitise have been forced to adapt their service delivery (Fitzgibbon, 

2021), this insinuates a more prominent cross-sector role for digital marketing. 

Engaging new digital customers develops new business opportunities to build trust and 

relevance (Alshaketheep, et al., 2020). For example, the interruption of sport seasons 

provides sporting brands a unique opportunity to find and create new strategies to 

effectively engage with individuals (Mastromartino, et al., 2020). Given the stay-at-home 

regime, this happened digitally. 
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3. Traditional- and Digital Marketing 

Marketing comprises of traditional- and modern digital marketing (Salehi, et al., 2012). 

 

Traditional marketing (TM) 
 
Traditional marketing includes advertising, selling, delivering products to consumers or 

other businesses (Twin, et al., 2020). It is a process of engaging customers, building 

customer relationships, and creating customer value in order to capture value from 

customers in return (Kotler, et al., 2020). In contrast, (Taherdoost & Jalaliyoon, 2014) 

base their definition on the supply-demand characteristic of marketing: “marketing is a 

communal progression which recognizes consumer’s desires, concentrating on 

merchandise or service to realise those needs”. Both building relationships and realising 

the customers’ needs seem key concepts in TM. 

 

As the marketing process figure by (Kotler, et al., 2020) below shows. It firstly is 

important to understand the marketplace needs and design a customer-driven 

marketing strategy. Then, the marketing mix (or four Ps) – product, price, place and 

promotion – must be applied to deliver the intended value to customers. “The four Ps 

are the essential factors involved in marketing a good or service” (Twin & Anderson, 

2021). Furthermore, customer relationship management (CRM) must be applied to 

increase customer-perceived value and satisfaction. Ultimately, value from customers 

must be captured (loyalty, retention, sales, or market share). 
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Figure 4 The marketing process (Kotler, et al., 2020, p. 6) 

 

 

 

 

 

 

 

(Wang, et al., 2004) claims CRM is particularly crucial because customer value can be 

used to attract and retain customers, a CRM and customer value framework is 

suggested outlining the key dimensions of customer value (see appendix B). 

 

Most TM methods are push (or outbound), sending adverts to potential clients (e.g. TV-, 

radio- and print advertisements) (Bezhovski, 2015). Strengths of TM are raising 

awareness, it is harder to ignore than digital marketing (DM), controlling brand and 

message offline is safer, and easy-to-execute activities without additional costs 

(Georgas-Tellefsen, 2019). However, disadvantages of TM are that only small numbers 

of observants may be eager to use the advertised product, it is difficult to measure the 

results and intermingle with viewers, and purchasing adverts can be expensive 

(Taherdoost & Jalaliyoon, 2014). TM is also is not able to target sub-segments like DM 

and gradually losing its audience (Georgas-Tellefsen, 2019).  
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Essentially, TM is used to attract customers (Salehi, et al., 2012), and this can be done 

in any way except with the use of digital tools (Taherdoost & Jalaliyoon, 2014). 

Indicating the ineffectiveness of TM in a DT strategy. 

 

Digital marketing (DM) 
 

DM can be described as an adaptive, technology-enabled process in which firms 

collaborate with customers and partners to jointly create, communicate, deliver, and 

sustain value for all stakeholders (Kannan & Hongshuang, 2016). It encompasses all 

marketing efforts that use an electronic device or internet (Desai, 2019, p. 196). Thus, to 

avoid damage due to digital disruption, DT of marketing can be realised by applying 

DM-strategies. 

 

DM brings together customisation and mass distribution to accomplish marketing goals 

(Machado & Davim, 2016). (Machado & Davim, 2016, p. 39) claim that the development 

of DM strategies offers much potential for brands and organisations. A strategy can be 

described as a detailed plan for achieving success in situations such as business or 

sport (Cambridge Dictionary, 2021). (Smith & Chaffey, 2017) designed the SOSTAC® 

framework that is used by professionals to produce all kinds of plans, including DM 

strategies. “SOSTAC® is essentially a logical step process to the creation of a 

marketing plan” (Stephenson, 2020). SOSTAC® stands for Situation analysis, 

Objectives, Strategy, Tactics, Actions and Control” (Smith & Chaffey, 2017). Figure 5 

below visualises this. Weaknesses of SOSTAC® is the absence of specific DM 
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Figure 5 SOSTAC® planning for Digital Marketing (Smith & Chaffey, 2017) 

activities, and the distinction between strategy and tactics is not clearly defined 

(Chaffey, 2020). 

 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

In each SOSTAC® stage, additional tools or models are recommended. Regarding the 

Tactics stage, for example, the RACE (Reach-Act-Convert-Engage) planning framework 

can be applied to evaluate important marketing funnels (Appendix N expands on this) 

(Swan, 2021). Funnels are frameworks used generate and nurture website until 

converted into customers, standard funnels have four stages (Awareness-Discovery-

Consideration-Conversion) (see Appendix C) (Chris, 2021). However, contemporary 

marketing specialists appear in disagreement about the number and name of funnel 

stages (Appendix D and E add details to this). In any case, funnels enhance the 
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customer service (Wangechi, 2014), and empathetic interaction can mean the 

difference between losing or retaining a customer (Grant & Drury, 2020). Amazon 

seems to be the current leader in customer service and experience providing innovative 

delivery and return methods, Prime memberships, and a great product experience 

through searchability (Hunersen, 2019).  

 

Internet marketing is the most common way of DM. It is the act of promoting goods and 

services through Internet. Examples are search engine marketing, social media 

marketing, email marketing, and display advertising (Atshaya & Sristy, 2016). (Smith & 

Chaffey, 2017, p. 346; Edgecomb, 2017; Cade, 2018) suggest that particularly social 

media marketing and other interactions with customers on platforms like the website 

develop two-way communication. That contributes to understanding the demand of 

market participants but in contrast negatively means managers cannot control what 

other say about a firm (Cade, 2018). DM, unlike TM, offers push- (e.g. unsolicited e-

mails) and pull techniques (SEO, content marketing and permission marketing) 

(definitions in Appendix A). Pull marketing generates demand for a product or service, 

its use is increasing since it is effective and brings results to practitioners (Bezhovski, 

2015). Pros of DM are access to vast audiences, specific targeting, superior tracking, 

growing digital exposure, A/B testing, personalisation, and DM includes social media 

which creates online communities and dialogue (Georgas-Tellefsen, 2020). Particularly 

personalisation and segmentation are critical factors in successful mobile advertising 

(Kim & Jun, 2008). Personalisation is segmented communication sending different 

messages tailored recipients’ individual preferences. This is crucial, only personalised 
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items continue to attract the interest of customers (Postma & Brokke, 2001). Sending 

customised emails and web content to each individual is an example (Chaffey & Ellis-

Chadwick, 2019). Conversely, trust in online marketing by some consumers is a 

disadvantage, an individual or small group of people can harm the image of an 

established brand (Desai, 2019). (Georgas-Tellefsen, 2020) adds that content overload 

and poor reviews can also be damaging. 

 

Speed is another difference between DM and TM. DM serves customers as quickly as 

possible and expects guidance from customers instead of changing their perception like 

TM (Durmaz & Efendioglu, 2016). The purchasing process happens quicker online than 

offline, it thus takes less time to capture the attention and make the sale (Lecinski, 

2011). Presumably, DM realises more sales via the quicker buying process in less time. 

This partly explains the growth in online retail sales (Statista, 2021). Dissimilarly, 

(Chaffey & Ellis-Chadwick, 2019) suggest that the differences between TM and DM 

mainly consist of digital media benefits, namely interactivity, intelligence, integration, 

industry restructuring, and independence of location. See Appendix F for specifics. 

Regarding the TM and DM environments, differences appear in the macro-

environments whereas the micro-environments seem to comprise of similar components 

(see Appendix G).  

 

Another synergy between digital and traditional marketing is that the traditional 

marketing mix, Product, Price, Promotion and Place can be applied for DM as well 

(Appendix L) (Ryan & Jones, 2009). However, DM presents a number of advantages 
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over TM that make it indispensable in the future (Baltes, 2016). However, DM and TM 

should coexist with interchanging roles across the customer path (Kotler, et al., 2017). 

TM playing a major role in awareness, DM being more important when engagement and 

closer relationships become relevant (figure 6 illustrates this). 

 

 

 

 

 

 

 

 

 

 
 
 
 

Contemporary academic discussion 
 
One area of discussion regarding DM revolves around Industry 4.0. Industry 4.0 

portrays different, mainly IT driven, changes in manufacturing systems. These 

developments will have technological and organisational implications (Kemper, et al., 

2014). This related to the increasing digital elements in marketing theory. Industry 4.0 

harnesses the inter-connectivity of machines, processes and products (Melanson, 

2018). Appendix H expands on the technologies and illustrates an example. Given the 

technological nature of DM, Industry 4.0 will likely affect all marketing practices. (Kotler, 

et al., 2017) claims that the concept of Marketing 4.0 aims to drive customers from 

Figure 6 Interchanging roles of traditional and digital marketing (Kotler, et al., 2017) 
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awareness to advocacy via a new customer path defined by five A’s (refer to Appendix J 

for further details). A novel DM approach by (Lecinski, 2011) about first customer 

contact is called the Zero Moment of Truth (ZMOT) (see Appendix K for details). ZMOT 

partly suggest the ideal moment for SEO to pull customer in. (Dwivedi, et al., 2021) 

collected expert perspectives on the current debates within digital and social media 

marketing literature. These included: artificial intelligence, augmented reality marketing, 

digital content management, mobile marketing, B2B marketing, eWOM, and the ethics 

and dark side of digital marketing. 

 

4. Recommendations 
 
Firstly, companies should implement digital transformation strategies to become more 

resilient to technological change and innovation. Major components related to the 

transformation are supposedly changes in using digital technology, altering value 

creation paths, and overcoming resistance.  

 

Secondly, organisations should adjust their TM to DM marketing strategies which are 

applicable to address digital disruptions and change customer value paths. Doing so 

with the SOSTAC® framework and marketing funnels is recommended. 

Thirdly, DM should primarily be used to realise two-way communication, 

personalisation, result tracking, pull marketing, and a quick buying process. This can be 

realised through social media marketing and various other digital techniques. TM should 

mainly be considered to raise awareness. 
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Finally, digital- and traditional marketing should coincide along the customer journey so 

that both can play their role in advancing customers from awareness to advocates. 

 

5. Conclusion 

In conclusion, with the use of theoretical model and literature, this report considers the 

digital disruption of marketing. The pros, cons, differences and synergies of DM and TM 

theories, techniques and environments are also addressed. COVID-19 has impacted 

and disrupted marketing practices and digital transformation must take place for 

incumbent companies to survive digital disruption. The evidence suggests that in the 

context of digital disruption, DM techniques should be prioritised over TM because it 

offers resilience against radical innovations and other advantages. However, regardless 

of the risks their carry, both TM and DM should remain in coexistence along the 

customer path.  
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Appendices 

Appendix A: Definitions 

 

Social media: “the term social media refers to a computer-based technology that 

facilitates the sharing of ideas, thoughts, and information through virtual networks and 

communities. Social media is internet-based and gives users quick electronic 

communication of content, such as personal information, documents, videos, and 

photos” (Dollarhide & Drury, 2021). 

 

Search engine: “a computer program that finds information on the internet by looking 

for words that you have typed in” (Cambridge Dictionary, 2021). 

 

SEO (search engine optimalisation): “the aim of SEO is to increase the number of 

visitors that come from search engines by improving on-page and off-page ranking 

factors of a website” (Bezhovski, 2015). 

 

Content marketing: “content marketing is a marketing and business process for 

creating and distributing relevant and valuable content to attract, acquire and engage a 

clearly defined an understood target audience – with the objective of driving profitable 

customer action” (Bezhovski, 2015). 

 

Permission (email) marketing: “permission marketing is based on consumers giving 

their consent to receive marketing information. Permission marketing offers consumers 
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and opportunity to volunteer to be marketed to and it is therefore anticipated, personal 

and relevant” (Rettie, 2002). Email inbound marketing is using opt-in emails, where 

users sign up in advance for certain information, content or a product is just one 

example of permission marketing (Bezhovski, 2015). 

 

CRM: “CRM is the building of a customer-oriented culture by which a strategy is created 

for acquiring enhancing the profitability of, and retaining customers, that is enabled by 

an IT application; for achieving mutual benefits for both the organisation and the 

customers” (Rababah, et al., 2010). 

 

Changes in value creation: the impact of digital transformation strategies on firms’ 

value chains, for example, how far the new digital activities deviate from the classical 

core business. Deviations offer opportunities to expand and enrich the current product 

and services portfolio but also require need for different technological competences and 

accompanied by higher risks owing to less experience in the new field (Matt, et al., 

2015). 

Structural changes: structural changes refer to variations in a firm’s organisational 

setup, especially concerning the placement of new digital activities within the corporate 

structure. It is important to know whether it is only products and services, or also skills 

that are affected by these changes. If changes are limited, it is reasonable to integrate 

new operations in the existing structure, for more substantial change, it is better to 

create a separate subsidiary within the firm (Matt, et al., 2015). 
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Financial aspects: firm’s urgency to act owing to a diminishing core business and its 

ability to finance a digital transformation endeavour (Matt, et al., 2015). 

 

Use of technologies: the company’s attitude towards new technologies as well as its 

ability to exploit these technologies. Contains the strategic role of IT for a company and 

its future technological ambition (Matt, et al., 2015). 
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Appendix B: CRM and customer value model 

 

 

 

 

 

 

 

 

 

 

 

Appendix C: 4-stage Digital Marketing Sales Funnel 

 

 

 

 

 

 

 

 

 

 

Figure 7 Integrated framework for customer value and CRM performance 

Figure 8 Digital Marketing Funnel (Chris, 2021) 
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Appendix D: 6-stage Digital Marketing Funnel 

 

(Banner, Matt & Hausman, Angela, 2016, 2020) argue for the application of a 6-stage 

funnel comprising of the following stages: Exposure, Discovery, Consideration, 

Conversion, Customer Relationship, and Retention.  

  

Figure 9 6-stage digital marketing funnel 
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Appendix E: See-Think-Do and See-Think-Do-Care framework 

(Kaushik, 2013) developed the See-Think-Do framework. This is also known as the 

See-Think-Do-Care (STDC) framework. The STDC-framework is used to analyse the 

customer journey, introducing a problem your business solves in the ‘See’ stage, 

persuading customers to buy in the ‘Think’ and ‘Do’ stages. And gaining loyalty in the 

‘Care’ stage (Billington, 2021).   

Figure 11 See-Think-Do framework (Kaushik, 2013) Figure 10 See-Think-Do-Care framework (Billington, 2021) 
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Appendix F: Difference between traditional and digital marketing 

 

The two figures below present differences between traditional and digital marketing (or 

new marketing) communication. Main benefits of digital media are interactivity 

(customer initiates contact, seeks information and individual needs can better be 

addressed by marketers); intelligence (technology allows for low-cost marketing 

research collecting data about product perceptions); individualisation (traditional media 

provide the same message for each customer whereas digital media can provide 

tailored and personalised content based on database information that is relevant and 

differs per customer); integration (internet can further integrate digital media in 

marketing communications); industry restructuring; and independence of location (since 

selling can take place online)  

Figure 12 communication models for (a) traditional and (b) digital marketing (Chaffey & 
Ellis-Chadwick, 2019) 
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Figure 13 individualisation for (a) traditional and (b) digital marketing 
(Chaffey & Ellis-Chadwick, 2019) 
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Appendix G: Marketing environment and digital marketing environment 

 

As opposed to the traditional marketing macro-environment factors (demographic, 

economic, natural, technological, political and cultural) (Kotler, et al., 2005), the digital 

macro-environment consists of other factors, namely: technology, international, society 

and country specific (Chaffey & Ellis-Chadwick, 2019). The micro-environment factors 

for TM and DM remain similar (suppliers, competitors, intermediaries, the public, and 

consumers). See relevant figures below. 

 

The figure below visualises the main actors in the micro-environment, these are 

suppliers, competitors, intermediaries, the public, and consumers (Kotler, et al., 2005). 

 

 

 

 

 

 

 

 

 

 

 

Figure 14 Actors in the micro-environment (Kotler, et al., 2005) 



 34 

The image below presents the more global macro-environment forces that marketing 

should be considerate. These factors are: demographic, economic, natural, 

technological, political and cultural (Kotler, et al., 2005). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 15 Marketing macro-environment (Kotler, et al., 2005) 
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The image below visualises the digital marketing environment by (Chaffey & Ellis-

Chadwick, 2019). Both differences and similarities can be found between the traditional 

marketing environments (Kotler, et al., 2005) and this digital marketing one. The macro-

environment factors changed to technology, international, society and country specific.  

 

The actors in the micro-environment have stayed the same except for the publics, 

  

Figure 16 digital marketing environment (Chaffey & Ellis-Chadwick, 2019) 
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Appendix H: Industry 4.0 and example of components 

 

 

 

 

 

 

 

 

 

  

Figure 18 Consequences of integration of different components into the supply chain of Industry 4.0 
(Kemper, et al., 2014) 

Figure 17 Industry 4.0: Nine technologies that are transforming industrial 
production (Melanson, 2018) 
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Appendix J: Mapping the five A’s of Marketing 4.0 

 

  

Figure 19 Mapping of 5 A's Marketing 4.0 (Kotler, et al., 2017) 
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Appendix K: Zero Moment of Truth (ZMOT) 

 

(Lecinski, 2011) describes the ZMOT as an online moment where a customer realises a 

need to satisfy. And that this is the moment digital marketer should try to capture the 

customer’s attention or engage with them. For each company this is another moment, 

so Lecinski recommends to (1) put someone in charge, (2) find the ZMOT, (3) answer 

questions people are asking, and (4) optimize ZMOT. Explaining that speed and video-

content are of importance.  

 

An example of this would be to put a marketing manager in charge, finding the search 

words that people use to find the product you sell, look at Google trends for your 

product, and optimise your search words (SEO).  

 

 

 

 

 

 

 

 

 

 

 

Figure 20 ZMOT new mental model (Lecinski, 2011)  
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Appendix L: Traditional marketing mix applied for digital marketing 
 

A synergy between digital and traditional marketing is that the marketing mix, Product, 

Price, Promotion and Place can be applied for both traditional and digital marketing 

(Ryan & Jones, 2009). Ryan and Jones provide the following examples: Place – the 

internet, accessed through various devices; Price – pricing is transparent and 

competitive, your value proposition to the customer must be compelling; Product – your 

unique value proposition; Promotion – online promotion such as your website, search 

engine optimization (SEO), e-mail marketing, social networking, customer relationship 

management (CRM) etc. 
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Appendix M: PSV Experience Box example of digital transformation 
 
An example of digital transformation in football is the Brainport Experience Box. “The 

Brainport Experience Box is part of the Philips Stadium (home base of PSV) where 

companies will test new technologies to create the ultimate match experience” (High 

Tech Campus, 2021). Fans in the Brainport Experience Box have access to their own 

high-tech desk including adapters, access to 5G, and iPad’s providing them with live 

match data and instant replay techniques. Also, an in-stadium VR experience is part of 

the package. The video below presents and advertises the Brainport Experience Box:  

https://www.youtube.com/watch?v=RY6voEbxB5c&t=5s 

 

The Brainport Experience Box links to the DT-framework by (Vial, 2019) in that PSV 

uses digital technologies to make structural changes in the organisational culture 

(watching football with data) overcoming resistance against football data changing the 

value creation paths with as positive impact that fans can be provided with more insight 

and the club positions itself more as innovative, which is one of the core values. 

 

 

 

 

 

 

 

 

Figure 21 Brainport Experience Box 

https://www.youtube.com/watch?v=RY6voEbxB5c&t=5s
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PSV is not just transforming the fan experience; social media platforms are also used to 

disseminate the message which resulted in over 5000 views and 179 interactions. The 

club uses digital marketing to promote the digitization of the in-stadium fan experience.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

Figure 23 Translated LinkedIn post message Brainport Experience 
Box 

Figure 22 Interaction figures on the post 
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Appendix N: RACE (Reach-Act-Convert-Engage) planning framework  
 
The RACE planning framework helps to create actionable plans that improve 
commercial results using integrated digital communications based on marketing place 
insight and analytics. The infographic below recommends activities and KPIs to use for 
each part of the customer lifecycle (Chaffey & Bosomworth, 2013). 

Figure 24 RACE planning framework 
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