
      

Principles of Marketing 

 

Basic Course Information  
Course Name: MAR 216-380 / CRN # 53386 

Semester: FALL  2021 

Credits: 3  

Meetings/Times: Monday, Tuesday, Thursday, Friday: 7:45 AM-

8:38 AM and Wednesday 8:25AM – 8:55 AM  

Location: Mountain Range High School B214 

Instructor Information  
Instructor: Lori Schaeffer 

Office Phone: 720.972.6332      

Email:  lori.a.schaeffer@adams12.org   

College Web Site: www.frontrange.edu   

Office Location: Mountain Range High School 

B214 

Office Hours:  Wednesday 7:45 AM – 8:20 AM or by appointment   

Department Contact: Abel Coombs, lead BUS faculty member, abel.coombs@frontrange.edu 

303-404-5440 

Technical Support  
Intro to Online Learning: Found under the FRCC Resources menu in D2L. Includes info on how to 
use D2L, WebEx, Zoom and other learning technologies 
24x7 Help Desk Web Site: http://help.cccs.edu 
24x7 Help Desk Phone: 1-(888)800-9198 (toll free) 

 

Course Materials  
Text: Textbooks (required or optional) and other required materials – Provided by the school 

Marketing: The Core 4th Edition by Kerin, Roger, Hartley, Steven, Rudelius, William Paperback – 

2010 

Computer with internet connection 

CCCS Required Syllabus Information  

Catalog Course Description  
 

Presents the analysis of theoretical marketing processes and the strategies of product 

development, pricing, promotion and distribution, and their applications to businesses 

and the individual consumer. 

mailto:lori.a.schaeffer@adams12.org
https://www.frontrange.edu/
https://www.frontrange.edu/
https://www.frontrange.edu/
mailto:abel.coombs@frontrange.edu
http://help.cccs.edu/


*    The instructor reserves the right to modify the syllabus and schedule. * 

Course Learning Outcomes  
 

1. Develop a working knowledge of marketing terminology. 

2. Identify the basic relationship of marketing to other functional areas of the organization 

3. Define the basic elements of a marketing strategy 

4. Identify and apply demographic and psychographic information in marketing planning 

5. Define market segmentation, steps in its application, and how it affects the success of a product or 

service. 

6. Compare the different buying behavior and decision making techniques among business, 

organizational, and individual consumers 

7. Explain the concepts of the marketing mix. 

 

Topical Outline  
I.  Creating Customer Relationships and Value through Marketing 

II.  Developing Successful Organizational and Marketing Strategies 

III.  Understanding the Marketing Environment, Ethical Behavior, and Social Responsibility 

IV.  Understanding Buyers and Markets 

V.  Understanding Consumer Behavior 

VI.    Understanding Organizations as Customers 

VII. Understanding and Reaching Global Consumers and Markets  

VIII. Targeting Marketing Opportunities 

IX.    Marketing Research: From Customer Insights to Actions 

X.    Market Segmentation, Targeting, and Positioning  

XI.    Satisfying Marketing Opportunities 

XII. Developing New Products and Services  

XIII. Managing Successful Products, Services, and Brands  

XIV. Pricing Products and Services 

XV. Managing Marketing Channels and Supply Chains 

XVI. Retailing and Wholesaling  

XVII. Integrated Marketing Communications and Direct Marketing 

XVIII. Advertising, Sales Promotion, and Public Relations  

XIX. Personal Selling and Sales Management 

 

Course Overview  

Instructor’s Overview of the Course   
This class will be taught through a lecture/recitation format with an integrated discussion of 

electronic textbook materials (ebook), assignments, Desire2Learn (“D2L”) and Internet research. 

All supporting materials for this course (assignment answers, cases, articles, and exams) will be 

posted on the D2L website for this class.  

 
Grade Reporting Criteria/Weights 

Content/Critical Thinking and Problem Solving 40% 
Communication 22.5% 
21st Century Workplace Skills 22.5% 
Practice 10% 



Grades are based on achievement of Content Standards and Grade Level Expectations. 
*Weekly progress grades are posted at 
https://ic.adasm12.org/campus/portal/adams12.isp 

 

Grading Scales and Standards  
Assessment/Practice Proficiency Levels 

4 Advanced Understanding of the Standard 
3 Meets the Standard 
2 Approaches the Standard 
1 Does not Meet the Standard 

 

General Expectations 
¶ Grades are based upon the demonstration of proficiency on units associated within specific grade 

reporting criteria.  

¶ Assessment: 90% Assessments are a means to determine a student’s mastery and 
understanding of information, skills, concepts, or processes. 

¶ Practice: 10% Practice includes opportunities for students to receive clear, specific, and timely 

feedback as they are developing knowledge and skills, prior to Assessments. 

¶ Assessments will be graded based on teacher/district/state rubrics. 

 

Grading Scales and Standards   
Course Grade Scale 

A 89.5 - 100 

B 79.5 – 89.4 
C 69.5 – 79.4 

D 59.5 – 69.4 
F 0 – 59.4 

 

Attendance and Participation 
Students establish attendance in online and real-time remote courses by completing an academic activity 

based on course content. As defined by the Federal Department of Education, merely logging into the 

course site or introducing oneself to the class does not count as attendance. Some examples of 

successfully attending class include participation in a content-related discussion in the D2L discussion 

board or in WebEx/Zoom, taking a quiz, submitting an assignment, or contacting your instructor with a 

content related question. Students who have not participated by 11:59 PM on the deadline date will be 

dropped. Similarly, the last date of academic attendance must be reported to Financial Aid for students 

who do not earn a D or better; students who have not been in regular attendance may experience 

financial aid ramifications. 

 

Academic Honesty  
Students are expected to uphold FRCC’s Student Code of Conduct relating to academic honesty 
and assume full responsibility for the content and integrity of the academic work they submit. 
The guiding principle of academic integrity will be that a student's submitted work, 
examinations, reports, discussions, and projects must be that of the student's own work and 
unique to the course. Students are guilty of violating the honor code if they:  
¶ Represent the work of others as their own (this includes copying material from the 

Internet for discussion postings or other assignments without proper citation)  

¶ Use or obtain unauthorized assistance in any academic work.  

¶ Give unauthorized assistance to other students.  



¶ Modify, without instructor approval, an examination, paper, record, or report for 
obtaining additional credit.  

¶ Misrepresent the content of submitted work.  

¶ The penalty for violating the honor code is severe. Any student violating the honor code 
is subject to receive a failing grade for the course and will be reported to the Office of 
Student Affairs. If a student is unclear about whether a particular situation may 
constitute an honor code violation, the student should contact the instructor to discuss 
the situation.  

Collaboration. Unless otherwise instructed, all work submitted is to be done individually by the 
student. This means you should not be working in pairs or in a group to write discussion posts, 
complete assignments or take quizzes and other assessments unless specifically asked to do so 
by your instructor.  

Plagiarism / Dual Submission. Plagiarism, whether intentional or accidental, is academic 
dishonesty and may incur disciplinary action ranging from receiving a zero on an assignment or 
failing a course to more severe consequences. Plagiarism means  

¶ Using someone else’s ideas and not correctly citing that use. This means that if you put 
someone else’s work into your own words, put it in your work, and do not correctly 
document it, the idea is plagiarized.   

¶ Using someone else’s words without quotation marks and not correctly citing that use.   

¶ Using someone else’s images or other works (such as from the Internet) without 
correctly citing that use.  

¶ Submitting work that has been turned in for credit in another class or at another 
institution unless specifically permitted by your instructor.   

¶ Students may be required to submit work that is evaluated for originality by  
Turnitin.com, a plagiarism detection software program that checks for certain forms of 
plagiarism.   

Online and Real-Time Remote Learning  
FRCC is committed to helping you succeed in your online courses. Please read the following 

section for a better understanding of expectations specific to online and real-time remote 

courses. If you have questions or concerns about course content and activities, contact your 

instructor right away. If you have questions or concerns related to support services or the 

student code of conduct, contact your Pathways Advisor, the student affairs office at your home 

campus, or a member of the Online Learning team at 970-204-8250, 303-404-5513, or via email 

(ol@frontrange.edu).  

Required Intro to Online Learning  

All students who are taking their first online or real-time remote course at FRCC are required to 

complete the “Intro to Online Learning.” You will learn strategies for succeeding in online and 

real-time remote courses at FRCC, including how to use the online learning management system 

(D2L) and other online technologies such as WebEx, YuJa, Zoom, and Office 365. Look for the 

“Intro to Online Learning” under FRCC Resources menu when you login to D2L 

(https://frcc.desire2learn.com).  

mailto:ol@frontrange.edu
https://frcc.desire2learn.com/


 

Interacting in Online Learning Environments  

Online and real-time remote classes provide opportunities for you to interact with your 

instructor and peers in a variety of online formats. Despite what is often modeled in public 

forums and social networks, civility and etiquette are important aspects in creating deep and 

meaningful learning. Personal attacks, monopolization, and bullying can stop valuable discussion 

and are harmful to academic discourse. For this reason, it is important that online interactions 

are civil, respectful, and focused on the topic presented. If you notice behavior that violates this 

conduct, be sure to contact your instructor. 

 

Use of Video Conferencing Technology 

Real-time remote classes include live class sessions using video-conferencing technology (e.g. 

WebEx or Zoom) for at least 33% of the normal class meetings listed in the course schedule. 

Online courses may also use video-conferencing for study sessions and other activities, but offer 

alternatives for students who cannot meet at specific times. Instructors will notify students and 

any guest speakers in advance if a live class session will be recorded. Students may choose to 

turn off their camera, and the instructor will only post recordings where access is restricted to 

other members of the class. Please contact your instructor if you have any concerns about use of 

video for class meetings or assignments.  

 

Campus Closure Procedure  

If Front Range Community College or one of its campuses closes due to inclement weather or 

another emergency, online and real-time remote courses will proceed unless access to 

Desire2Learn or other online technologies is impacted. If you experience particular hardship or 

problems completing the course as a result of an emergency, contact your instructor or call 

Online Learning at 970-204-8250 or 303-404-5513. 

 

Technical Difficulties  

All FRCC Courses have an online course site in Desire2Learn (D2L), and may incorporate other 

online materials (e.g. publisher content and open educational resources). As a student in an 

online or real-time remote class, you are responsible for ensuring that you have a reliable 

internet connection and the necessary equipment to access your online course(s) and any 

required course materials listed in the course syllabus. Computer failure or problems with 

internet access are not considered valid excuses for not completing coursework, so be sure to 

have a backup plan in place so that you can still complete your work on time even if you run into 

technical problems. Local libraries and computer labs on campuses can be great alternatives, but 

be sure to check on hours and availability.  

For technical assistance with Desire2Learn, contact the 24x7 Help Desk: (http://help.cccs.edu); 

888-800-9198 (toll free). Link to the 24x7 Help Desk and System Check can be found in D2L under 

the Tech Support Menu. D2L is available 24x7, with the exception of limited maintenance 

windows posted on the home page. In the unlikely event of an unplanned D2L outage, faculty 

and staff will be informed so that they can make reasonable adjustments to the course schedule 

and assignment deadlines.  

 

http://help.cccs.edu/


Student Rights, Responsibilities, and Resources  
For important information on rights and responsibilities of all FRCC students, as well as the many 

support resources available to you, please refer to the link to “Student Rights, Responsibilities and 
Resources” in the online course shell. Topics include:  

¶ Course Questions  

¶ Access to Course Materials  

¶ Student Email  

¶ Student Drop for Non-Attendance   

¶ Student Drop for Non-Payment  

¶ Financial Aid   

¶ Academic Assistance  

¶ Disability Support Services   

¶ Use of Audio / Video Recordings  

¶ Crisis Counseling and Stress Management  

¶ FRCC Cares  

¶ Notice of Non-Discrimination    

¶ Mandatory Reporting (Title IX)  

¶ Student Code of Conduct  

¶ Philosophy of Inclusion  

Course Schedule/ Important Dates  

Last Day to Register in eWOLF: 9/8/21 

Last Day to Drop in eWOLF: 9/8/21 

Last Day to Withdraw in eWOLF: 11/21/21 

Course End Date: 12/14/21 

 

Course Plan   

Week  Date  Topic  To Do  

Week 1    Chapter: Creating Customer Relationships and 

Value through Marketing 

   

Week 2    Chapter:: Developing Successful Organizational 

and Marketing Strategies 

 

Week 3    Chapter: Understanding the Marketing 

Environment, Ethical Behavior, and Social 

Responsibility 

 

Week 4    Chapter: Understanding Buyers and Markets  

Week 5    Chapter: Understanding Consumer Behavior 

 

 

Week 6    Chapter: Understanding and Reaching Global 

Consumers and Markets  

 

Week 7    Chapter: Targeting Marketing Opportunities 

 

 



Week 8   Chapter: Marketing Research: From Customer 

Insights to Actions 

 

Week 9   MIDTERM TEST   

Week 10    Chapter: Market Segmentation, Targeting, and 

Positioning  

 

Week 11    Chapter: Satisfying Marketing Opportunities 

 

 

Week 12    Chapter: Developing New Products and Services   

Week 13    Chapter: Managing Successful Products, Services, 

and Brands  

Chapter: Pricing Products and Services  

 

Week 14    Chapter: Managing Marketing Channels and Supply 

Chains 

Chapter: Retailing and Wholesaling  

 

 

Week 15   Chapter: Integrated Marketing Communications 

and Direct Marketing 

 

 

Week 16  Chapter: Advertising, Sales Promotion, and Public 

Relations  
 

Week 17   Chapter: Personal Selling and Sales Management    

Week 18  Final Exam  

  

 


