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Accessing Information about this module

• Your module Moodle Page will include the teaching 
material that will be delivered by your lecturer

• You will also find essential information to support 
you through the module.

• Log in and navigate to the Week 1 folder on Moodle 
now and download the Module Handbook



Module Handbook
• This is an important document as it provides information 

about the module, assessment writing guidelines, resources 
and further information.



This section will give you information about 
the assignments that you will complete within 
the module. 

The dates that they should be submitted and 
the content that is required… 

Please ask if you don’t understand, this is the 
start of your learning journey and as lecturers 
we are here to help



Support
• One of the clearest messages we need to get to you 
today, is that as Lecturers we will be supporting you! 

We understand that returning to or beginning study can 
be both exciting but also a little worrying…the university 
experience being unique from other educational 
experiences as we begin to focus on academic practice 
and self directed study. 

Please ask questions as you need to, if you don’t 
understand then either request during or at the end of 
the lecture to have some one-to-one time with your 
lecturer either after the session or at a later mutually 
agreed time… don’t struggle and don’t stress we are here 
to help!



Getting in Touch
It is important that when you contact anyone inside the University 
so either your Module Lecturer, your Year tutor or support staff 
that you use your university email address, this makes sure that 
we will be able to identify you properly, and you will have a 
prompt response.

Do not send your lecturers teams messages as this is not an official 
university communications channel and will not receive a 
response. 

• General Queries 
to: 
hwb@uwtsd.ac.uk



Learning objectives

• Apply the consumer decision 
making process model to personal 
consumption experiences. 

• Discuss the requirements of the 
module and assessment. 



What do you think marketing is? 



Marketing is too 
important to be left to 
the marketing 
department.
(Packard,1972) 

"Marketing is not the art of 
finding clever ways to dispose 
of what you make, it is the art of 
creating genuine customer 
value". (Kotler, 1967)

Jung Von Matt/Spree -Berlin 
advertising agency Bergemann & Sohn 

in Germany. 2006."



Some thoughts on marketing?

“What is marketing? Simply put marketing is managing profitable 
customer relationships. The aim of marketing is to create value for 
customers and capture value from customers in return” (Kotler 2013)

“During the last decade, the international marketing field has 
developed enormously, and the marketing function has now taken 
the central position in most companies….The Globalisation of the 
marketplace is now a reality” (Ghauri 2014)

“Whether we recognise it or not, we are all involved, willingly or 
unwillingly, passively or actively, in marketing. We encounter 
marketing practices every day when we are exposed to advertising 
and product displays, evaluate brands, make buying decisions, shop 
and consume” (Bowie et al 2017)

Marketers are responsible for defining 
value, creating value, managing value.



Discussion
Make a list of the las 5 things you bought, and to be 
prepared to talk about why you bought them.  

Now tell us: 

• What did you buy?

• Did anything stand out as unusual or interesting? 

• What were most and least expensive things? 



The consumer decision making process
(Masterson et al., 2017)
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Problem 
recognition

Problem recognition occurs when consumers realise there is a 
difference between their current state and their desired state.

The stimulus for problem recognition can be:

• Internal (hungry, ill, lonely)

• External (conversations, billboards, social media)

What stimuli caused your problem recognition this week?

Perceived 
discrepancy

Problem 
recognition

Desired 
stateActual state



Information 
search

Personal sources: family, friends

The consumers’ personal past experiences

Social networks and online forums: brand’s Twitter 
and Facebook, Reddit etc. 

Commercial (supplier) sources: salespeople, 
websites, adverts, product literature

Third-party sources: reviews, articles, blogs

What sources did you use for your information 
searches this week?



Evaluation of alternatives

Considerations may include: 

• Product (quality, personal tastes)
• Financial implications 
• Social (reputation, social acceptability)
• Personal (self image, ethics, risk, emotional appeal)

How did you conduct the evaluation of  alternatives 
for one of your purchases this week?

Did this phase make you change your decisions at all?

All brands

Awareness set

Evoked set

Purchase 
consideration 

set



Purchase

There can be a gap between deciding to purchase, and 
actually making a purchase. 

Consumers may also decide to buy, and then not buy 
after all. 

Reasons can include things like:

• Product being out of stock

• Unexpected price changes (i.e. no longer on sale)

• Situational influences (salesman convinces you 
another product is better)

Did you decide to buy something, and then not buy it 
this week?



Post purchase 
evaluation
Considerations include: 
• Value

• Quality
• Did it perform as needed?
• Did they like using it?

• Did their reference groups accept the 
purchase?

How satisfactory were your purchases?



The disconfirmation 
(Evaluation) paradigm

The disconfirmation paradigm 
suggests that consumers go into 
service encounters with a set of 
expectations that may, or may not, 
be met. This can be a conscious or 
subconscious process. 

Performing under expectations 
results in a negative outcomes, 
surpassing expectations causes 
positive outcomes. 

Is there such a thing as bad service? 



Disposal 
Disposal is a key factor in consumer behaviour. Understanding which 
options consumers choose (and why) can be very important. 

• Use up
• Throw away
• Recycle

• Give away
• Sell 
• Trade

Have you disposed of any purchases this week?



Assessment briefing



References

• Alyahya, D. (2019). ‘Infographics as a learning tool in higher 
education: The design process and perception of an instructional 
designer’. International Journal of Learning, Teaching and 
Educational Research, Vol.18, Iss. 1, pp. 1-15.

• Borkin, M. A, Vo, A. A., Bylinskii, Z., Isola, P., Sunkavalli, S., Oliva, 
A., and Pfister, H. (2019). ‘What makes a visualization 
memorable’. IEEE Transactions on Visualization and Computer 
Graphics, Vol. 19, Iss. 12, pp. 2306-2315.

• Cairo, A. (2012). The Functional Art: An introduction to 
information graphics and visualization’. San Francisco, New 
Riders. 

• Harrison, L., Reinecke, K., and Chang, R. (2015). ‘Infographic 
aesthetics: Designing for the first impression’. Conference on 
Human Factors in Computing Systems - Proceedings. Seoul; 
South Korea; 18 April 2015 through 23 April 2015; Code 116824.



References

• Larkin, J. H., and Simon, H. A. (1987). ‘Why a diagram is 
(sometimes) worth ten thousand words’. Cognitive Science,
Vol. 11, Iss. 1, pp. 65–100.

• Majooni, A., Masood, M., and Akhavan, A. (2018). ‘An eye-
tracking study on the effect of infographic structures on 
viewer’s comprehension and cognitive load’. Information 
Visualization, Vol. 17, Iss. 3, pp. 257-266. DOI: 
10.1177/1473871617701971.

• Masterson, R., Phillips, N., and Pickton, D. (2017). Marketing: 
an introduction (4th edition). London; Sage. 

• Moere, A. V., and Purchase H. (2011). ‘On the role of design 
in information visualization’. Information Visualization, Vol. 
10, Iss. 4, pp. 356–371.


	Slide Number 1
	Accessing Information about this module��
	Module Handbook
	This section will give you information about the assignments that you will complete within the module. ��The dates that they should be submitted and the content that is required… ��Please ask if you don’t understand, this is the start of your learning journey and as lecturers we are here to help�
	Support
	Getting in Touch
	Learning objectives
	Slide Number 8
	Marketing is too important to be left to the marketing department.�(Packard,1972) 
	Some thoughts on marketing?��“What is marketing? Simply put marketing is managing profitable customer relationships. The aim of marketing is to create value for customers and capture value from customers in return” (Kotler 2013)��“During the last decade, the international marketing field has developed enormously, and the marketing function has now taken the central position in most companies….The Globalisation of the marketplace is now a reality” (Ghauri 2014)��“Whether we recognise it or not, we are all involved, willingly or unwillingly, passively or actively, in marketing. We encounter marketing practices every day when we are exposed to advertising and product displays, evaluate brands, make buying decisions, shop and consume” (Bowie et al 2017)�
	Discussion
	The consumer decision making process�(Masterson et al., 2017)
	Problem recognition
	Information search
	Evaluation of alternatives
	Purchase
	Post purchase evaluation
	The disconfirmation (Evaluation) paradigm
	Disposal 
	Assessment briefing
	References
	References

