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]l The Evolution of Markets and the

Dynamics of Competition
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1.10

In Consumer Packaged Goods, Distribution
Concentration Has Increased Greatly

The Number of Competitors Has Been Reduced,

but the Number of Brands Has Strongly Increased
Product Life Cycles Have Been Dramatically Shortened
[t Is Cheaper to Replace than to Repair

Digital Technology Has Provoked a Revolution

in Many Markets

The Number of Trademarks and Patents Is Increasing
The Number of Varieties of a Given Product Has
Increased Radically

Markets Are Hyperfragmented

Advertising Saturation Is Reaching Its Highest Levels,
and the Fragmentation of Media Is Complicating

the Launch of New Products

The Capacity of Obtaining Space in the Mind of

the Consumer Has Been Reduced

Conclusion: Markets Are Much More Competitive
Summary

2 Strengths and Weaknesses of Traditional
Marketing Thinking

2.1
252

Needs Identification as the Starting Point

Market Definition

2.2.1 Selecting a Market

2.2.2  Adoption of a Market Category and
Subcategory by Marketers
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Summary

s Competitive Smteg‘ﬁi

for Generating

3 Innovations Originated from Inside a Given Market:
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3.1 Innovations Based on Modulation
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Summary
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An Alternative Way to Create Innovation
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Summary




More A rlate
5.6 Resp(mslbmtyufa

Summary

Defining the Lateral

6.1  Lateral Marketing Def
6.1.1 - Objectives of I

6.2 Logic of Creativity

6.3 Similarities between Htm(

6.4 Importance of Understandi

6.5 The Three Steps of Latera
6.5.1  Choosing a Product
6.5.2  Step 1: Choosing a Fox

Marketing Process

6.5.3  Step 2: Generating
6.5.4  Step 3: Making Cor
Final Outputs of the Lateral N
Examples from Chapter 4 under
Marketing Framework

7.1 Change of Dimension as
7.2 Dimensions to Be Chan
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