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Principles of Marketing (MKTG 3010-04) 

Fall 2018 

MKTG 3010-04: T/TR 4:00 – 5:15 PM (HAZY 230) CRN: 41547 

Professor: Dr. Kristy Grayson Office:  HAZY 335 

E-mail: kristy.grayson@dixie.edu Office Hours:  Mondays 9:00 – 11:00 am 

Telephone: 435.879.4625  Tuesdays 9:00 – 10:00 am 

Mobile: 651.808.0196  Thursdays 1:00 – 2:00 pm 

REQUIRED MATERIALS 

• Marketing - Real People, Real Choices 9th Edition, SOLOMON, MARSHALL, STUART, Pearson,

2018, ISBN 13: 978-0-13-429266-3

• Additional readings and video case studies as identified in class and/or on Canvas

• Pearson/Revel

Each week, there will be online reading, videos, and quizzes to enhance our study of Marketing.
There is a deadline associated with each chapter study and points assessed. You must do the
online/Revel study before the deadline, you cannot go back and do the study and receive points.
When you go into Canvas on the Home page, you will see near the top of the pages list “Pearson
Revel” click and go into Revel for the Chapter study. Please pay close attention to ending dates.

COURSE DESCRIPTION & OBJECTIVES 

MKTG 3010 Marketing Principles is an introduction to the study of marketing. This class will explore 

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. 

Students will be preparing to meet the demands of real-world business as marketers, managers and 

employees. By the end of the course, students should be able to: 

• Demonstrate an introductory level of knowledge of the critical responsibilities in marketing

• Identify, analyze and determine management-level recommendations regarding the important trends 
and challenges of marketing

• Identify, analyze and determine recommendations regarding the needs and demands of Marketing

• Identify the major laws impacting Marketing and Ethics

• Create and present professional quality oral and written presentations on a variety of marketing 
concepts

• Work effectively in teams analyzing processes and goals from marketing projects. Work to create 
teamwork and synergy. Learn how to respect and analyze other opinions. 



Updated 8/8/18 2 

ASSIGNMENTS & GRADING 

Grading for the course will be determined as follows: 

Criteria  Points % 
Attendance & Participation  150 10% 

Text Assignments  150 10% 

Online Discussions (10 total)  150 10% 

Exams (5 total)  300 20% 

Marketing Briefs (4 total)  300 20% 

Semester Project  450 30% 

Total  1,500 100% 

Overall Course Grade will be as follows: 

93-100 % = A 90-92 % = A-

87-89 % = B+ 84-86 % = B

80-83 % = B- 77-79 % = C+

74-76 % = C 70-74 % = C-

67-69% = D+ 60-66% = D

Attendance/Classroom Contribution. 10% of grade.  Attendance and participation in class are 
required and compose part of your grade each week. It is your responsibility to be in class and be on 
time. Like everyone else in the classroom, you have extensive experience as a consumer in the 
marketplace. One of the best ways to integrate course material into usable knowledge and 
understanding is to connect it to real life. Sharing your experiences will benefit everyone! 

Test Readings/Assignments. 10% of grade. It is expected that you complete assigned readings and 
assignments from Pearson Revel prior to the start of class each day. Come to class prepared with 
questions, examples from your real world experiences and discussion topics. 

Exams. 20% of grade. There will be five exams worth a total of 150 points. Generally, exams will 
cover the text, online discussions, lecture materials and class discussion. The first four exams will 
generally include content from topics recently covered – yet material from previous topics is fair 
game. The final exam will encompass all material from the course. 

Online Discussions/Case Study. 10% of grade. During the course, there are opportunities to 
discuss marketing topics in our world. Students are required to read/watch the content in the 
discussion board and provide one concise, yet meaningful reflection. (Please… no novels). Then, each 
student must respond to at least two classmate’s posts. Have fun with this! Be creative and honest. 

Marketing Briefs. 20% of grade. The purpose of the marketing briefs is to apply course material to 
real-world situations. There are four briefs that you will create during the semester. These assignments 
are critical as they serve as building blocks for the final marketing project. 
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Semester Marketing Project. 30% of grade. The single most important, capstone assignment 

for this class is the marketing project. The assignment is to find a real-life consumer product that 
you think is great but has failed in the marketplace (at least so far). Your assignment, in its simplest 

form, is to analyze: 

1. Why you think it’s a great product.

2. What the firm is doing (or has done) right.

3. What the first is doing (or has done) wrong.

4. How you would fix it.

The instructor is open to having students work in groups of up to three for the project, however, Marketing Brief 

assignments must be completed independently to demonstrate your knowledge of the subject matter. For 

students working in groups, you will have a “joint” grade on the project. To avoid potential “free-loading”, 

individuals will provide contribution feedback on each team member (including yourself) as a portion of the 

project grade. 

COURSE EXPECTATIONS 

Attendance. Given that classroom contribution is a major component of this class (and constitutes 
10% of your final grade), attendance is expected and assumed: You can’t contribute if you aren’t 
present. However, you are an adult. Should you need to miss class for an emergency or medical 
related issue please contact me prior to class. 

Late Policy: Late work is NOT accepted. No partial credit will be given for late assignments. A 

schedule is provided to 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. The instructor for this course allows students one term for course completion.  

Behavior. Because I expect the class to engage in lively discussion about course topics, I also expect 
that you may find yourself questioning ideas presented in class, or holding opinions different than 
those of others or myself. Please, share these opinions, doubts, or questions while respecting 
dissenting views. This is what makes discussion interesting and constructive. 

Students are expected to refrain from texting, checking e-mail, using social network media, and any of 
the other wonderful distractions that today’s technology provides us. Use of laptops or tablets for note-
taking during lecture is allowed. However, students are expected to put these devices to sleep during 
in-class videos, student presentations, and any exercises that do not require any background research 
or lecture slide viewing. 

Faculty Contact. I welcome and encourage students to contact me with questions, comments, and 
concerns. E-mail is the preferred and most reliable way to reach me—with rare exceptions, I will 
respond to all e-mails within 24 hours, and typically much sooner. If you don’t hear back promptly, 
please don’t be shy about sending a follow-up message, since e-mails occasionally end up buried in my 
inbox and unintentionally neglected. If you need to meet in person, please e-mail me to schedule an 
appointment, and/or visit me during my office hours posted on the first page of this syllabus. 

DSU AND COURSE-RELATED POLICIES 

In addition to the information provided on the preceding pages, it is every student’s responsibility to be 

fully aware of each of the following Dixie State University course policies: 



Updated 8/8/18 4 

Important links: 

 Disability Resource Center – drcenter.dixie.edu

 IT Help Desk – dixie.edu/helpdesk

 Library – library.dixie.edu

 Testing Center – testing.dixie.edu

 Tutoring Center – tutoring.dixie.edu

 Writing Center – writingcenter.dixie.edu

Disability Statement. DSU strives to make learning materials and experiences accessible for all 

students so If you are a student with a medical, psychological, or learning disability or anticipate physical 

or academic barriers based on disability, you are welcome to let me know so we can discuss options. 

Students with documented disabilities are required to contact the Disability Resource Center located in 

the North Plaza Building, Next to the Testing Center (435-652-7516) to explore eligibility process and 

reasonable accommodations related to disability.  

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. 

Student Academic Conduct Policy. The Code of Student Rights and Responsibilities sets forth the 

specific authority and responsibility of Dixie State University to maintain appropriate discipline by 

outlining guidelines for appropriate student conduct and to create an educational environment wherein 

individual students and groups of students can accomplish meaningful academic goals. The purpose of 

the policy is to protect individuals, the campus, and the University community as well as create an 

environment conducive to achieving the academic mission of the University. To view the full policy 

please visit http://catalog.dixie.edu/codeofstudentrightsresponsibilities/. 

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 To 

view the full policy please visit http://catalog.dixie.edu/codeofstudentrightsresponsibilities/. 

Dmail & Canvas Communication. You are required to frequently check your Dmail. Important 

class and university information will be sent to your Dmail account, including DSU bills, financial 

aid/scholarship notices, notices of cancelled classes, reminders of important dates and deadlines, and 

other information critical to your success at DSU and in your courses. To access your Dmail account, 

visit go.dixie.edu/dmail. Your Dmail username is your DixieID (e.g. D00111111) If you have forgotten 

your PIN, visit go.dixie.edu/mydixie and click the Forgot Pin button. Important course information 

and updates will be shared via Canvas Announcements. 

Absences Related to Official University Activities  

A student requesting a schedule accommodation for an approved official University activity has an 

individual responsibility to provide the instructor in each class with official written verification of the 

approved official University event and his/her participation and to make arrangements for any course 

work that will be missed. Click here to view full policy. 

http://drcenter.dixie.edu/
https://dixie.edu/helpdesk
http://library.dixie.edu/
http://testing.dixie.edu/
http://tutoring.dixie.edu/
http://writingcenter.dixie.edu/
https://drcenter.dixie.edu/
http://catalog.dixie.edu/codeofstudentrightsresponsibilities/
http://catalog.dixie.edu/codeofstudentrightsresponsibilities/
http://catalog.dixie.edu/academicpoliciesandprocedures/
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Fall 2018 Semester Calendar 
Aug. 20 Classes begin 

Aug. 24 Last day to ADD without signature 

Aug. 28 $50 Late registration fee 

Aug. 29 DROP/AUDIT fee begins ($10 per class) 

Aug. 29 Residency Application deadline 

Aug. 31 Last day for 100% refund 

Sept. 3 Labor Day Holiday (no classes) 

Sept. 4 50% Tuition Refund Begins 

Sept. 10 Pell Grant Census 

Sept. 10 Last day for refund 

Sept. 10 Last day to drop without receiving a “W” grade 

Sept. 17 Last day to ADD / AUDIT classes 

Oct. 1 Fall Associate's Degree Graduation application deadline 

Oct. 10 Midterm grades due 

Oct. 11 - 12 Semester Break (no classes) 

Oct. 15 Last day to DROP individual classes 

Oct. 22 Spring and Summer 2019 class schedules available online 

Nov. 1 Spring 2019 Bachelor's degree Graduation Application Deadline 

Nov. 9 Last day for complete withdrawal from all classes 

Nov. 12 Spring 2019 Registration open to Seniors (90+ credits) 

Nov. 13 Spring 2019 Registration open to Juniors (60+ credits) 

Nov. 14 Spring 2019 Registration open to Sophomores (30+ credits) 

Nov. 15 Spring 2019 Registration open to all students 

Nov. 21 - 23 Thanksgiving Break (no classes) 

Dec. 7 Classes end 

Dec. 10 - 14 Final Exams 

Dec. 18 Final grades due, 5:00 p.m. 

DISCLAIMER 

This syllabus is not a contract, but a plan for action. The instructor reserves the right to alter its 

stipulations, upon prior notification to students, if and when educational circumstances warrant 

changes. 

BRIEF FACULTY BIO 

Kristy Grayson received her Doctor of Business Administration from Creighton University, Heider College of 

Business. She earned her bachelor’s degree in communication studies and political science from University of 

Minnesota, and M.B.A. from University of St. Thomas, Opus School of Business with an emphasis in marketing 

management. Her primary research interests are marketing analytics in big data, consumer behavior and the 

Internet of Things. She is currently working on several research projects in consumer adoption of smart home 

technology, employee-based brand equity and marketing ethics in the use of big data. Dr. Grayson has over 

twenty-five years of marketing experience in a variety of industries. Most recently, she was the Direct to 

Consumer Leader for Honeywell International’s residential homes division where she developed and launched 

Honeywell’s first consumer e-Commerce channel. She enjoys hiking, Pilates, travel, writing fiction and spending 

time with her two sons. 
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 MKT 3010-04– Fall 2018 – Tentative Schedule 

 
Sun Mon Tues Wed Thur Fri Sat 

Week 1: Understanding the Value Proposition 

8/19 8/20 8/21 8/22 8/23 8/24 8/25 

  
Class 4:00 – 5:15 

Complete Survey 
 

Chapter 1 

The World of Marketing 

Class 4:00 – 5:15 

  

Week 2: Understanding the Value Proposition 

8/26 8/27 8/28 8/29 8/30 8/31 9/1 

Discussion 1  

Chapter 2 

Global, Ethical, Sustainable 

Marketing 

Class 4:00 – 5:15 

 

Chapter 3 

Strategic Market Planning 

Class 4:00 – 5:15 

Project Intro 

  

Week 3: Determine the Value Proposition Different Customers Want 

9/2 9/3 9/4 9/5 9/6 9/7 9/8 

Discussion 2  
Exam Ch. 1-3 

4:00 – 5:15 
 

Chapter 4 

Market Research 

Class 4:00 – 5:15 

  

Week 4: Determine the Value Proposition Different Customers Want 

9/9 9/10 9/11 9/12 9/13 9/14 9/15 

Project Brief  

Chapter 5 

Marketing Analytics 

Class 4:00 – 5:15 

 Class 4:00 – 5:15   

Week 5: Determine the Value Proposition Different Customers Want 

9/16 9/17 9/18 9/19 9/20 9/21 9/22 

4 P’s Mktg 

Brief 
 

Chapter 6 

Consumer & Business Markets 

Class 4:00 – 5:15 

 Class 4:00 – 5:15   

Week 6: Determine the Value Proposition Different Customers Want 

9/23 9/24 9/25 9/26 9/27 9/28 9/29 

Discussion 3  

Chapter 7 

Segmentation, Target 

Marketing 

Class 4:00 – 5:15 

 Class 4:00 – 5:15   

Week 7: Develop the Value Proposition for the Customer 

9/30 10/1 10/2 10/3 10/4 10/5 10/6 

Discussion 4  

Exam Chapters  

4-7 

 4:00 – 5:15 

 

Chapter 8 

Product Innovation & 

NPD 

Class 4:00 – 5:15 

  

Week 8: Develop the Value Proposition for the Customer 

10/7 10/8 10/9 10/10 10/11 10/12 10/13 

STP Mktg Brief  

Chapter 9 

Product Strategy, Branding,  

Product Management 

Class 4:00 – 5:15 

 Class 4:00 – 5:15   
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Sun Mon Tues Wed Thur Fri Sat 

Week 9: Develop the Value Proposition for the Customer 

10/14 10/15 10/16 10/17 10/18 10/19 10/20 

Discussion 5 
 

 

Chapter 10 

Pricing 

Class 4:00 – 5:15 

 
No Class  

Fall Break 
  

Week 10: Deliver and Communicate the Value Proposition 

10/21 10/22 10/23 10/24 10/25 10/26 10/27 

Discussion 6  
Exam Chapters 

8 - 10 

4:00 – 5:15 

 

Chapter 11 

Distribution Strategy 

Class 4:00 – 5:15 

  

Week 11: Deliver and Communicate the Value Proposition 

10/28 10/29 10/30 10/31 11/1 11/2 11/3 

Discussion 7  

Chapter 12 

Customer Experience 

Class 4:00 – 5:15 

 Class 4:00 – 5:15   

Week 12: Deliver and Communicate the Value Proposition 

11/4 11/5 11/6 11/7 11/8 11/9 11/10 

IMC Mktg 

Brief 
 

Chapter 13 

Advertising & Sales Promo 

Class 4:00 – 5:15 

 Class 4:00 – 5:15   

Week 13: Deliver and Communicate the Value Proposition 

11/11 11/12 11/13 11/14 11/15 11/16 11/17 

Discussion 8  

Chapter 14 

Social Media, Direct Mkt, 

Personal Selling, PR 

Class 4:00 – 5:15 

 
Exam Chapters 

11-14 

4:00 – 5:15 

  

Week 14: Project Check-in 

11/18 11/19 11/20 11/21 11/22 11/23 11/24 

Discussion 9  
Project Check-in  

4:00 – 5:15 
 

Thanksgiving 

No Class 
  

Week 15: Project Presentations 

11/25 11/26 11/27 11/28 11/29 11/30 12/01 

Read 

Appendix A&B 
 

Presentations 

4:00 – 5:15 
 

Presentations 

4:00 – 5:15 
  

Week 16: Project Presentations 

12/02 12/03 12/04 12/05 12/06 12/07 12/08 

Discussion 10  
Presentations 

4:00 – 5:15 
 

Presentations 

4:00 – 5:15 
  

Finals Week 

12/09 12/10  

 Written 

Project 

Final Exam  

Tues. 3 – 4:50 pm (Note day/time) 

Printed copy of project 

 

 

 

 


