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MKTG 3010 – Marketing Principles 
CRNs: Sec 1 = 27910 / Sec 2 = 20835 

Section 1: Mon/Wed (9-10:15) 
Section 2: Tue/Thu (2:30-3:45) 
 

 

Instructor:  Bryon C. Geddes 
Phone: (435) 879-4339 
Office Hours: POSTED & by appointment 
The designated course e-mail address is: 
geddes@dixie.edu 

 

Dixie State University (DSU) Mission Statement 
(Approved by the Board of Trustees, April 29, 2013) 

DSU is a teaching institution that strives to enrich its 
community and the lives of its students by promoting a 
culture of learning, values, and community. 

Core Theme 1: A Culture of Learning 
DSU promotes a campus-wide culture of learning; delivers 
excellent teaching; and prepares knowledgeable and competent 
students who achieve their educational goals. 
Core Theme 2: A Culture of Values 
DSU invests in a culture of values that include service, citizenship, 
diversity, ethics, and collaboration. 
Core Theme 3: A Culture of Community 
DSU builds and maintains strong relationships between students, 
faculty, staff and community to foster economic growth and a 
continuum of educational, cultural and recreational enrichment. 

 

Course Outline  
 

The Dixie State University course syllabus provides the instructional framework for the course. By 
carefully reviewing the syllabus, you will be able to formulate a study plan that will effectively guide you 
through the course to its completion. 
 

MKTG 3010. Marketing Principles. 3 Hours. 
Required for students pursuing majors in the School of Business. Provides a basic background in the broad field 
of marketing by examining the processes that direct the planning and execution of the conception, pricing, 
promotion, and distribution of ideas, goods, and services to create exchanges that will satisfy individual and 
organizational objectives, including international implications, consumer behavior, product and distribution 
channel strategies, pricing and promotional strategies, and development of an integrated marketing plan that 
includes website development, mobile technologies, email, and social media. FA, SP, SU. 

Each week, you (the student) will be required to read various chapters, complete quizzes, and submit posts in 
the CANVAS course discussion thread that will relate to your reading and final Marketing Journal (MJ). This 
course will employ the resources of Southern Utah Marketing Resources (SUMR). The SUMR program will 
be defined in the first week of class. A marketing journal (herein, MJ) will require your devoted effort 
throughout the 16-week semester and will include elements defined within the SUMR program at Dixie State 
University. You may also be required to complete a total of three exams.  
	  
I have organized Canvas in order to best help all students manage deadlines and complete course requirements. 
The course has been divided up into 16 weeks. Each week will list chapter discussions and quizzes, along with 
posting assignments that are due. Almost all assignments will be submitted in Canvas. As you progress through 
the course, please take special note of the due dates as I will NOT accept late work. 
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Course Objectives 
 
Upon successful completion of this course, you (the student!) will be able to: 
• Demonstrate the ability to think critically and to use appropriate concepts and marketing principles that can be 

applied to real-world practical situations. 
o How Assessed: Students will be required to complete written assignments that cover various 

marketing topics on a broad “principle” level and break down the principle to real-world application. 
This critical thinking and critical writing assessment will be completed on Canvas through threaded 
discussions. 

• Demonstrate analytical thinking skills through interpretation of peer written “applied” interpretation of principles 
to real-world practical situations (as described above). 

o How Assessed: Students will be required to apply their critical thinking to scholarly responses to their 
peers. These responses will be analyzed and graded on the merits of providing intellectual input to 
peers’ posts.  This critical thinking and critical writing assessment will be completed on Canvas 
through threaded discussions. 

• Demonstrate through thoughtful discussion and interpretation of data by working in groups on research and 
collaborative knowledge development. Within these groups, members will simulate concepts rooted in 
marketing principles from lecture notes, required textbook material, supportive handouts, application of the 
AMA definition of Marketing (included in the section “Course Description”), and personal experience. 

o How Assessed:  Students will be analyzed through peer evaluations and rubric guidelines at various 
stages of progress in writing and producing their individual MJ project (discussed in greater detail 
within this syllabus). The MJ project will also be presented orally and hard copy for critique and 
grading. 

• Identify and describe current domestic and international marketing trends; evaluate, classify, and describe 
various marketing strategies; identify and describe how technology can affect marketing and marketing 
behavior. 

o How Assessed: Interactive class discussion, class participation and attendance. 
• Recognize and recall key principles and information related to marketing core competencies, such as 

exploring what is involved in marketing planning, summarizing the marketing research process, understanding 
the importance of ethics and social responsibility, and identifying the power of customer relationship 
management. This element of the learning experience adds significantly to the students core competencies: 

o How Assessed: Students will be required to spend significant time in personal and group study 
including unit/chapter study, where proficiencies, competencies and cognitive aptitudes are enhanced 
with Chapter Tests/Quizzes. 

	  	  
General Course Description 
 
MKTG 3010 Marketing Principles is an introduction to the study of marketing. This class will explore the many 
topics and concepts involved in the World of Marketing. The purpose of this course is to provide you with a 
basic background in the broad field of marketing. It examines the processes that direct the planning and 
execution of the conception, pricing, promotion, and distribution of ideas, goods, and services to create 
exchanges that will satisfy individual and organizational objectives. This course will provide a comprehensive 
overview of the fundamental concepts, principles, and skills used in marketing. Whether you are taking this 
course as part of your academic study, for career development, or simply because you are interested in the 
subject, you will find this course both interesting and useful. 
	  

Marketing is all around us. From the AMA’s 2007 definition of marketing we learn that “Marketing is the 
activity, set of institutions, and processes for creating, communicating, delivering, and exchanging 
offerings that have value for customers, clients, partners and society at large.” Marketing involves 
delivering value to everyone affected by a transaction. Give deep thought to this definition during this course. 
You will be able to identify the importance of each element in this definition to ultimately understand that 
organizations seek to ensure their long-term profitability by identifying and satisfying customer needs and wants 
through a transaction or an exchange that creates value. The intent in this process is for organizations to find 
and keep satisfied customers. Sounds easy? Hold on to your hat, and get ready for the ride of your life! 
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Course Overview, Grading, and General Information 
 
As implied in the paragraph above, marketing is vital to all organizations, large or small, for-profit or nonprofit, local 
or international. In this course, you will learn how marketing managers can be more strategic. These strategies 
begin with a firm understanding of consumer needs, identifying target markets, and so much more. 
 

In addition to covering the importance of global marketing and e-commerce, this course will explain how to satisfy 
market opportunities with the “4 Ps”—product, price, promotion, and place. This course also offers practical tips 
used by professional marketers, including how to develop new products, set prices, select distribution channels, 
and how to create effective ad campaigns. This course enables you as students to experience marketing from 
the perspective of real people who make real decisions at leading companies every day. I welcome you to your 
introduction to marketing and the all-important principles that guide this discipline! 
 
Grading: Grades are based upon the following 
 

• Discussions online (overview below - 20% of your grade)  
• MARKETING JOURNAL (Overview provided in class - 40% of your grade)  
• Weekly Quizzes (20% of your grade) 
• Participation/Attendance (20% of your grade) 
	  

93-100 % = A  90-92 % = A- 
87-89 % = B+  80-86 % = B 
77-79 % = C+  70-76 % = C 
67-69% = D+  60-66% = D 

 
IMPORTANT NOTICES: 

• Testing Information: This course uses Online as well as In Class Exams/Quizzes.  All tests and 
quizzes are open book. 

• Late Policy: I will NOT accept any late work. No partial credit will be given for late assignments. I have 
provided you with a schedule that will help you avoid missing deadlines. I recognize that emergencies 
do happen and for this reason, I recommend completing all assignments at the beginning of each week.  
There are some special cases that I will consider, but they must be discussed with me personally. 

• The instructor for this course allows students one term for course completion. 
• Learning Disabilities: If you have a documented disability or suspect that you have a learning disability 

and need reasonable accommodations, please contact the Disability Resource Center at the Student 
Services Center (phone: 435-652-7516) or e-mail sdial@dixie.edu 

 
Textbook Descriptions 
 
MKTG Edition 9, LAMB, HAIR, MCDANIEL, Thompson/Southwestern, 2013-14,  

  ISBN-10: 1285860160  - ISBN-13: 978-1285860169 
 

A highly readable marketing text, MKTG9 presents many unique ideas, not available in other academic 
marketing textbooks. This textbook is also unique in that the price is low (comparatively speaking). 
 

 
Tests/Quizzes (20% of your grade) 

 
There will be a total of three exams throughout the semester and several chapter quizzes. They will be 
true/false and multiple choice. The exams are to be open-book and you will have a two hours time limit on 
each one. You may use the textbook or written notes to assist you with taking the exams. You will not need a 
calculator. 
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Discussions (20% of your grade) 
 

Throughout this course, you will be required to participate in discussions. Often these discussions will be 
completed online through the Canvas system. All discussions will be based on four key elements: Lecture 
material, required textbook material, the AMA definition of Marketing – and experiences garnered through the 
support given to your SUMR client. These discussions will be aimed at lending support to writing your 
SUMR/MP. If you take these discussions seriously, you should be able to use all of the information that you have 
gathered to create an exceptional final project. 
 

General online discussion format: Initial posts will be due on Wednesday at 11:59 pm. You are required to 
read at least two student posts and reply to each with an intellectual response (due that following Sunday at 
11:59 pm). Your comments should NOT be something like "I agree" or "Nice work". For example, if you agree 
with the post, your comment should include additional supporting information and if you disagree with the post, 
explain why. To receive full credit, you are required to provide helpful information and aim for scholarly replies. 
 

Marketing Journal (40% of your grade) 
 

Note: This is a SUMR driven course and students may be working directly with SUMR clients to 
complete their final project. The Dixie State University SUMR program will assist in identifying fitting 
clients for each group. Often these assignments will expect that the student will be able to travel to 
businesses off campus.  
 

This semester, each person will complete a SUMR Marketing Project (MJ). Generally speaking a 
comprehensive and more traditional marketing plan is an excellent tool to guide your company’s strategy.  The 
elements regarding the concepts of the MJ will be discussed in greater detail in course lectures, 
postings, and other material provided by the instructor.  The final paper (MJ) will NOT be a formal 
marketing plan; however, elements of a marketing plan and a detailed SWOT analysis may be included.  
Details of this project will be provided throughout the course.  The Director of the SUMR program at DSU 
will further define the selection of a client and/or topic.  A rubric will be provided that will address the required 
elements of this paper. The paper will not be graded by length, rather by your ability to demonstrate thorough 
coverage. Generally speaking, you should be able to complete this task within 15 pages, double-spaced, 1” 
margins, 12 pt. font, with at least three legitimate sources in your bibliography (non annotated work cited). The 
details surrounding the content deliverable for this paper will be provided prior. 
 

 

Supplemental Reading List 
 

The instructor will provide exceptional supplemental resources to aid you in mastering the subject for this 
course. Although exam material will not be based on the supplemental data and reviewing the available 
resources is completely optional, Dixie State University business faculty encourage all students to explore 
and expand their knowledge base in the subject area with supplemental material. Becoming familiar with and 
using the following resources is great way to accomplish this objective. 
 

Books 
 

Start with Why, Simon Sinek      Permission Marketing, Seth Godin 
Drive, Daniel Pink       Creativity Inc, Ed Catmull 
The 22 Immutable Laws of Marketing, Ries and Trout  Guerrilla Marketing, Jay Levinson 
The Greatest Salesman in the World, Og Mandino   The Innovator’s Dilemma, C. Christensen 
The Tipping Point, Malcolm Gladwell     The E-Myth Revisited, Michael Gerber 
 

Journals/Magazines 
 

Advertising Age  Journal of Service Marketing  Fortune 
Harvard Business Review Sales and Marketing Management Journal of Consumer Marketing 
Wall Street Journal 
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Class Policies 
 

Classrooms are special environments in which students and faculty come together to promote learning and 
growth. It is essential in these environments that respect for the rights of others seeking to learn, respect for 
the professionalism of the instructor, and the general goals of academic freedom are maintained. Disruptive 
behaviors, such as chatting during lectures, arriving late to class, sleeping, texting, web browsing, game 
playing, reading non-class material, and others listed in the DSU Student Rights and Responsibilities Code, 
are not permitted and may result in your removal from class. Repetitive or seriously disruptive behavior, such 
as fighting, using profanity or insults, making personal or physical threats, or damaging property, will be 
reported to Campus Security. As the instructor, it is my responsibility to determine whether any specific student 
is disrupting the learning environment. 
 
	  
University Information 
 

Disability Accommodations: 
If you suspect or are aware that you have a disability that may affect your success in this course, you are 
strongly encouraged to contact the Disability Resource Center (DRC) located in the northeast corner of the 
North Plaza building.  The disability will be evaluated and eligible students will receive assistance in 
obtaining reasonable accommodations. Phone: (435) 652-7516. 

Dmail: 
You are required to frequently check your Dmail account.  Important class and university information will 
be sent to your Dmail account, including DSU bills, financial aid/scholarship notices, notices of canceled 
classes, reminders of important dates and events, and other information critical to your success in this 
class and at DSU. If you don't know your how to access your Dmail account, go to www.dixie.edu and 
select “Dmail” from the left column.  To locate your Dmail username and password, go to www.dixie.edu 
and click on “Login to student services” in the upper right-hand corner. You will be held responsible for 
information sent to your Dmail account, so please check it often. 

Title IX Statement: 
DSU seeks to provide an environment that is free of bias, discrimination, and harassment.  If you have 
been the victim of sexual harassment/misconduct/assault we encourage you to report this to the college's 
Title IX Director, Cindy Cole, (435) 652-7731, cindy.cole@dixie.edu.  If you report to a faculty member, 
she or he must notify the Title IX Director about the basic facts of the incident. 

University approved absences:  
DSU Policy explains in detail what needs to happen if you anticipate being absent from class because of a 
university-sponsored activity (athletic events, club activities, field trips for other classes, etc).  Please read 
this information and follow the instructions carefully!  The policy can be found at: 
http://www.dixie.edu/humanres/policy/sec5/523.html 

Classroom expectations:  
It is the responsibility of an instructor to manage the classroom environment to ensure a good learning 
climate for all students.  This means that you must refrain from actions such as physical violence, verbal 
abuse, or harassment; intoxication or illegal drug use; use of profanity; disrespecting others when 
expressing their own viewpoints; talking while the instructor or another student is talking; and constant 
questions or interruptions that interfere with classroom presentation. An instructor may ask you to stop the 
inappropriate behavior, meet with you after class to discuss the problem, or involve the Dean of Students, 
the department chair, or campus police if necessary.  Students can be removed temporarily or 
permanently from a course for disrupting the learning environment. 

Academic integrity:  
In order to ensure that the highest standards of academic conduct are promoted and supported at the 
University, students must adhere to generally accepted standards of academic honesty, including but not 
limited to refraining from cheating, plagiarizing, falsification, misrepresentation, and/or inappropriately 
colluding or collaborating. The University shall consistently hold students accountable for instances of 
academic dishonesty and apply appropriate consequences.  For more information, see the Student 
Academic Misconduct section of DSU policy at dixie.edu/humanres/policy/sec5/533.html#appeals  
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   2016 Spring Semester: Dates to Remember 
 
 

 
 
 

Jan 11 Classwork Starts Mar 04 Last Day to Drop Individual Class 

Jan 14 Last	  Day	  for	  Waitlist Mar 07-11 Spring Break 

Jan 15 Last Day to Add Without Signature Mar 21 Fall 2016 schedules available online 

Jan 20 $50 Late Registration/Payment Fee Nov 2 Application Deadline - Spring 2016 

Jan 21 Drop/Audit Fee Begins ($10 per class) Apr 08 Last Day for Complete Withdrawal 

Jan 21 Residency Application Deadline Apr 11 Fall Registration Seniors (90+ credits) 

Jan 25 End of 100% Refund Period  Apr 12 Fall Registration Juniors (60+ credits) 

Jan 26 Start 50% Refund Period  Apr 13 Fall Registration Sophomores (30+ credits) 

Feb 01 Last Day for Refund Apr 14 Fall Registration All Students 

Feb 01 Last Day to drop w/o receiving a "W" grade Apr 27 Classwork Ends 

Feb 01 Associate's Graduation Application Deadline Apr 28 Reading Day 

Feb 05 Last day to Add/Audit FINALS April 29 to May 5 

Mar 02 Mid-Term Grades Due May 6 Commencement 
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Syllabus MKTG 3010 © Spring 2016 Dixie State University 

MKTG 3010, Spring 2016 Schedule (16-Week) 
REMEMBER: ALL DISCUSSION POST DEADLINES: WEDNESDAY & SUNDAY 

Wed 

Thur 

Fri 

Sat 

Sun 

Week 1 
(Jan 12, 14) 
Post: ____ 

 Canvas Overview/Syllabus Review/Overview of Course Objectives/Marketing Definition    
 Chapter 1 Discussion/Handout.  
 POST 1 Due (Conditioning Post). NO PEER POST DUE!  
 YOUR PERFORMANCE: Q1: __________ | MJ Pgs: _______ 
 
 

Week 2 
(Jan 19, 21) 
Post: ____ 

 Discussion on (MJ) SUMR element to the Course.  
 Chapter 2 Discussion/Handout.  
 Post 2 Due by Wednesday / Peer Posts Due by Sunday Midnight. 
 YOUR PERFORMANCE: Q2: __________ | MJ Pgs: _______ 

Week 3 
(Jan 26, 28) 
Post: ____ 

 Chapter 3 Discussion/Handout.  
 Post 3 Due by Wednesday/ Peer Post Due by Sunday Midnight.  
 YOUR PERFORMANCE: Q3: __________ | MJ Pgs: _______ 
 Week 4 

(Feb 2, 4)  
Post: ____ 

 Chapters 4 Discussion/Handouts.  
 Post 4 Due by Wednesday / Peer Posts Due by Sunday Midnight. 
 YOUR PERFORMANCE: Q4: __________ | MJ Pgs: _______ 
 Week 5 

(Feb 9, 11)  
Post: ____ 

 Chapters 5 Discussion/Handouts.  
 Post 5 Due by Wednesday / Peer Posts Due by Sunday Midnight. 
 YOUR PERFORMANCE: Q5: __________ | MJ Pgs: _______ 
 Week 6 

(Feb 16, 18)  
Post: ____ 

 Chapter 6-7 Discussion/Handout.  
 Post 6 Due by Wednesday / Peer Posts Due by Sunday Midnight. 
 YOUR PERFORMANCE: Q6: __________ | MJ Pgs: _______ 

Week 7 
(Feb 23, 25)  
Post: ____ 

 Chapter 8-9 Discussion/Handout.  
 Post 7 Due by Wednesday / Peer Posts Due by Sunday Midnight. 
 YOUR PERFORMANCE: Q7: __________ | MJ Pgs: _______ 

Week 8 
(Mar 1, 3) 

Post: ____ 

 Chapters 10-11 Discussion/Handouts.  
 Post 8 (MJ PEER REVIEW) Due by Sunday Midnight. 
 YOUR PERFORMANCE: Q8: __________ | MJ Pgs: _______ 
 Week 9 

(Mar 8, 10)  
 

  
SPRING BREAK April 7th to 11th  
  
 C 
 

Week 10 
(Mar 15, 17) 
Post: ____ 

 

 Chapters 12-13 Discussion/Handouts.  
 Post 9 Due by Wednesday / Peer Posts Due by Sunday Midnight.        
 YOUR PERFORMANCE: Q9: __________ | MJ Pgs: _______ 
 Week 11 

(Mar 22 24) 
 

 Chapters 14-15 Discussion/Handouts. 
 YOUR PERFORMANCE: Q10: __________ | MJ Pgs: _______ 
  
 
 
 YOUR PERFORMANCE: Q8: __________ | MJ Pgs: _______ 
 

Week 12 
(Mar 29, 31) 

 

 Chapters 16-17 Discussion/Handouts. 
 YOUR PERFORMANCE: Q11: __________ | MJ Pgs: _______ 
 
  

Week 13 
(Apr 5, 7) 
PR: ____ 

 
 

 Chapters 18 Discussion/Handouts. 
 YOUR PERFORMANCE: Q12: __________ | MJ Pgs: _______ 
REMINDER: Bring MJ to first class this week for peer reviews 
 Week 14 

(Apr 12, 14) 
 

 Chapters 19 Discussion/Handouts. 
 YOUR PERFORMANCE: Q13: __________ | MJ Pgs: _______ 
 
 

Week 15  
(Apr 19, 21) 

 

Chapters 20-21 Discussion/Handouts. 
YOUR PERFORMANCE: Q14: __________ | MJ Pgs: _______ 

Week 16 
(Apr 26) 

 

  Present Marketing Journal – April 26th 
  April 27th – Class Ends 

FINALS 
WEEK 

 Section 3 Thursday, May 5th, 3:00PM – 5:00PM 
 

 
The instructor may adjust the course schedule throughout the semester. 


