
CORE MARKETING CONCEPTS 

The Market = Actual Buyers + Potential Buyers 

Share a common need that can be satisfied by a specific product, who have the resources, willingness and 

authority to make an exchange. A market requires: 

● A buyer 

● A seller 

● An exchange 

● Information and knowledge 

● Something (a “product”) which is exchanged 

● Potential for mutual benefit 

 

Industry is the opposite of market 

 

The marketplace is any medium or location used to conduct an exchange. 

 

Human needs  - the most basic concept underlying marketing, inherent to human makeup 

● The recognition of a difference between the consumer’s actual state and an ideal/desired state (e.g. to be 

hungry); states of recognised deprivation 

● Include basic physical needs (hunger), social needs (belonging and affection), individual needs (knowledge 

and self-expression) 

● When a need is not satisfied, a person will either try to reduce the need, or look for an object that will 

satisfy it 

● Marketers stimulate needs rather than create them 

 

Human wants  are the form taken by human needs shaped by culture and individual circumstance (personality, 

context) 

● The desire to satisfy a need in ways that are culturally and socially influenced 

● Described in terms of objects that will fulfil needs 

● If a human need is hunger, two people from two different countries will want different things to satisfy 

the need because each will think of different products to do so 

 

Demands  are human wants supported by purchasing power 

● Customer view products as benefits, and will choose the product that provides the best value for money 

● Satisfying human needs + wants = utility 

● Demand = new customers + repeat customers 

● Marketers must understand demand patterns 

 

A market offering is a product that is some combination of goods, services and experiences, that can be offered to 

a market. In the broadest sense, this can include: 

● Goods 

● Services and experiences 

● Persons 

● Places 

● Organisation 

● Information 

● Ideas 



Benefits > attributes 

A product is anything  that can be offered to a market for attention, acquisition, use of consumption that might 

satisfy a need or want. The importance of a product lies with the benefit it provides.  

 

A product satisfies a need 

E.g. You are tired → sleep, coffee, exercise, caffeine pills, energy drink 

 

An exchange is the act of obtaining a desired object from another party by offering something in return 

● Instrumental (value) exchange 

 

A transaction  is a trade between two parties involving at least two things of value, agreed upon conditions, and a 

time and place agreement. Different from an exchange because it involves a unit of value. 
 

Relationship marketing is the process of creating, maintaining and enhancing strong value-laden relationships with 

customers and stakeholders. Marketing is concerned with the market, and should therefore involve learning as 

much about consumers and their buying habits as possible 

 

Value proposition  (USP - unique selling point) is the set of benefits or values a product promises to deliver to 

customers to satisfy their needs. It should differentiate brands and position  them in the marketplace. 

● E.g. the widest assortment, the freshest food, superior location, innovation, cost/price leadership 

 

Customer Perceived Value is the customer’s subjective evaluation of benefits vs. cost of a market offering relative 

to that of its competitors 

 

Customer satisfaction  is a product’s perceived performance relative to customer’s expectation. This is important in 

customer attrition and retention. Customer delight creates an emotional relationship with the brand, not just a 

rational preference. 

● Create basic relationships with low-margin customers e.g. social media presence 

● Create full partnerships in markets with few customers and high-margins e.g. frequency marketing 

programs, club marketing programs 

 

Customer engagement marketing fosters direct customer involvement in shaping brand conversations, 

experiences, and community. the goal is to make the bran a meaningful part of customer’s lives. 

 

Consumer-generated marketing empowers consumers to play an increasing role in brand experience of themselves 

and others e.g. beauty vloggers. May backfire due to customers own control over their social media content. 

 

Partner relationship management working with internal and external partners to increase value for customers 

● Internal customers are other departments of a company. 

● External partners are suppliers and channel partners (distribution intermediaries and other who connect 

the firm to buyers) 

● Supply chain: raw materials → components → product 

 

Customer lifetime value is the amount by which revenue from a loyal customer exceeds the company’s cost in 

attracting, selling and serving that customer 

 

Customer equity = lifetime value of actual customers + lifetime value of potential customers 

 



Marketing Management - choosing target markets and building profitable relationships with them; customer 

management + demand management 

 

Managing customer demand 

● Finding, increasing and retaining demand 

● Demarketing to change or reduce demand, whether permanent (to discourage antisocial behaviours) or 

temporary (to cope with overfull demand) 

 

Marketing Management Orientations/Philosophies 

● The Production Concept 

○ Customers will favour products that are available (easily obtained) and highly affordable 

○ Therefore, management should focus on production and distribution efficiency 

○ Ex. low labour costs, high production efficiency, mass distribution 

○ Can lead to marketing myopia (paying more attention to product attributes than the benefits a 

product can provide) 

● The Product Concept 

○ Consumers will favour products that offer the most quality, performance, and innovation 

○ Therefore, management should focus on continuous product improvement 

○ While consumers may be looking for a better solution, that solution doesn’t necessarily come in 

the form of that particular product e.g. the mousetrap; prevents innovation (marketing myopia - 

losing touch w the market) 

● The Selling Concept 

○ Consumers will not buy enough of a product unless the firm undertakes large-scale selling and 

promotion effort 

○ Typically practised with unsought goods (e.g. insurance) 

○ Aggressive selling carries risk - focus on transaction rather than customer relationships 

○ Sells what the company makes, rather than creating what the markets wants 

● The Marketing Concept 

○ Focus on understanding needs and wants of customers, and delivering consumer satisfaction 

more effectively and efficiently than competitors 

○ Centralisation of the consumer 

● The Societal Marketing Concept 

○ Considers possible conflict between short-term customer wants, and long-term customer welfare 

○ Deliver value to customers while maintaining or improving the consumer and society’s well-being 

○ Sustainable marketing - socially and environmentally responsible marketing that satisfies needs 

of current consumers and businesses, while preserving/enhancing the ability for future 

generations to meet their needs 

○ Shared value defines the market - creating economic value in a way that also creates value for 

society 

○ CSR - corporate social responsibility:  

○ Environmental trends, market potential (secondary research) 

 

  


