
 Core Concept Of Marketing

The core concept of marketing revolves around creating value for customers and building 

strong customer relationships to capture value from customers in return. This is achieved 

through a process that includes understanding customer needs, creating a market o�ering 

that satisfies those needs, and communicating and delivering this o�ering to the target 

market. The following key elements are fundamental to the core concept of marketing:

1. Needs, Wants, and Demands

2. Market O�erings

Market o�erings are products, services, information, or experiences o�ered to a market to 

satisfy needs or wants. This encompasses a wide range of entities, including goods, services, 

persons, places, organizations, and ideas.

3. Value and Satisfaction
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Needs: Basic human requirements such as food, water, shelter, and safety.
Wants: The form that human needs take as they are shaped by culture and individual 
personality.
Demands: When wants are backed by purchasing power, they become demands.



4. Exchange and Transactions

Marketing occurs when people decide to satisfy their needs and wants through exchange. 

Exchange is the act of obtaining a desired object from someone by o�ering something in 

return. A transaction is a trade between two parties involving at least two things of value, 

agreed-upon conditions, a time of agreement, and a place of agreement.

5. Markets

A market is the set of all actual and potential buyers of a product or service. These buyers 

share a particular need or want that can be satisfied through exchange relationships.

6. Marketing Management

Marketing management is the art and science of choosing target markets and building 

profitable relationships with them. It involves market segmentation (dividing the market into 

distinct groups of buyers), target marketing (selecting which segments to enter), and 

positioning (arranging for a product to occupy a clear, distinctive, and desirable place relative 

to competing products in the minds of target consumers).

7. The Marketing Mix (4 Ps)

The marketing mix refers to the set of tactical marketing tools that a firm uses to produce the 

response it wants in the target market. These are often summarized as the 4 Ps:

8. Customer Relationship Management (CRM)

CRM is about building and maintaining profitable customer relationships by delivering 

superior customer value and satisfaction. It involves managing detailed information about 

individual customers and carefully managing customer touchpoints to maximize customer 

loyalty.

9. Creating and Capturing Customer Value

Value: The customer's perception of the benefits of a product or service against the cost 
of acquiring it.
Satisfaction: The extent to which a product's perceived performance matches a buyer's 
expectations.

Product: The goods and services combination the company o�ers to the target market.
Price: The amount of money customers must pay to obtain the product.
Place: The company activities that make the product available to target consumers.
Promotion: The activities that communicate the merits of the product and persuade 
target customers to buy it.



The ultimate goal of marketing is to create value for customers and build customer 

relationships. By delivering high value, companies capture value from customers in the form 

of sales, profits, and long-term customer equity.

10. Societal Marketing Concept

This concept holds that a company should make good marketing decisions by considering 

consumers' wants, the company’s requirements, consumers' long-term interests, and 

society’s long-term interests. It emphasizes social responsibility and sustainable marketing.

Understanding these core concepts is crucial for any organization aiming to e�ectively 

market its products and services, satisfy customer needs, and achieve business success.

CONCEPTS OF GREEN MARKETING

Green marketing, also known as environmental or sustainable marketing, refers to the 

practice of developing and promoting products and services based on their environmental 

benefits. Green marketing is all about promoting products and services based on their 

environmental benefits .

The core concepts of green marketing are:

Firstly, eco-friendly products. These are products designed with minimal environmental 

impact, considering their entire lifecycle—from production to disposal. Companies are 

increasingly focusing on creating goods that are kind to our planet.

Take, for instance, Tesla's electric vehicles. They are engineered to reduce carbon emissions 

and reliance on fossil fuels, o�ering a greener alternative to traditional cars.

Next, we have sustainable practices. This involves integrating sustainability into every aspect 

of business operations, such as using renewable energy, reducing waste, and conserving 
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precious resources. It's about making the entire business process greener.

For example, Patagonia, the outdoor clothing brand, uses recycled materials in its products 

and operates on renewable energy. Their commitment to sustainability is evident in every 

facet of their business.

A core concept is highlighting the environmental benefits of products and services. This 

means clearly communicating how a product reduces carbon footprints, is recyclable, or 

o�ers energy e�ciency. It’s about showing customers the green value of what they’re buying.

For example:- energy-e�cient appliances like those with the Energy Star label. These 

products are promoted for their ability to reduce energy consumption, helping consumers 

save money and protect the environment.

Consumer awareness and education are crucial. Educating customers about environmental 

issues and the benefits of green products helps them make more sustainable choices. An 

informed customer is a powerful ally in promoting green initiatives.

IKEA, for example, educates its customers on sustainable living through in-store displays and 

online content. They o�er tips on reducing energy use at home and promote their range of 

sustainable products.

An important aspect of green marketing is Corporate Social Responsibility (CSR). Companies 

demonstrate their commitment to social and environmental responsibility through clear 

policies, meaningful initiatives, and transparent reporting.

Companies like Unilever demonstrate their commitment to environmental and social causes 

through initiatives like reducing plastic waste and improving the livelihoods of farmers in 

their supply chain.

Green certifications and labels play a significant role. Certifications like Energy Star, USDA 

Organic, or LEED give credibility to environmental claims and help consumers trust that they 

are making eco-friendly choices.

For instance, the LEED certification is often highlighted in marketing materials for green 

buildings.(LEED, which stands for Leadership in Energy and Environmental Design, is a 

globally recognized certification system for green building. Developed by the U.S. Green 

Building Council (USGBC), LEED provides a framework for healthy, highly e�cient, and cost-

saving green buildings. It is a mark of quality and achievement in green building.)

Conducting a lifecycle assessment is essential. This means analyzing the environmental 

impact of a product from its creation to its disposal, identifying areas for improvement, and 

communicating these e�orts to consumers.

Apple, for example, conducts detailed assessments of the environmental impact of their 

products from production to disposal. This helps them identify areas for improvement, such 



as using recycled materials in their devices.

Engaging with consumers through green campaigns and eco-friendly packaging fosters a 

connection based on shared values. Involving customers in sustainability-focused 

community initiatives also strengthens this bond.

Coca-Cola's "World Without Waste" campaign aims to collect and recycle every bottle they 

sell by 2030. They also use plant-based materials for some of their bottles, reducing plastic 

use.

Investing in innovation in green technology is another key concept. Developing new 

technologies and processes that reduce environmental impact propels businesses into a 

more sustainable future.

Companies like Beyond Meat are developing plant-based meat alternatives that require fewer 

resources to produce than traditional meat, o�ering a sustainable option for consumers.

Transparency and authenticity are paramount. Businesses must be honest about their 

environmental impact and avoid greenwashing—making misleading claims about their 

environmental e�orts.

Brands like Seventh Generation are transparent about their ingredients and the 

environmental impact of their products, building trust with their consumers.

Compliance with environmental regulations ensures that a company’s practices align with 

the legal standards, maintaining credibility and avoiding legal issues.

Toyota, for example, complies with global environmental standards and has invested heavily 

in hybrid and hydrogen fuel cell technology.

Partnerships and collaborations with organizations, NGOs, and governmental bodies amplify 

sustainability e�orts and promote broader environmental impact.

Starbucks, for instance, has partnered with environmental organizations to reduce waste and 

promote sustainable co�ee farming practices.

Lastly, adopting a long-term perspective on profitability and growth is crucial. Sustainable 

development means meeting the needs of the present without compromising the ability of 

future generations to meet their own needs.

Companies like Nestlé are focusing on sustainable development, aiming to achieve zero 

environmental impact in their operations by 2030. This long-term vision helps ensure their 

business practices do not compromise future generations.

In conclusion, green marketing isn't just a trend—it's a responsible and necessary approach to 

doing business in today's world. By embracing these concepts, companies can build a better 

future for our planet and generations to come.




