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Knowledge of Relevant Regulations
Compliance -Understanding of and Compliance with Relevant Regulations * * * *
Discovery and Selection of Market Opportunities
Assessment and -Analysis of Marketing Environment
Selection of -Discovery of Market Opportunities and Threats * * | x| *x * * | * * * * * *
Market -Market Research and Measurement of Market Demands
Opportunities
Market Research Concept and Methodology
-Market Definition
-Understanding of Whole Market
Assessment and -Market Analysis
Selection of -Semng of Market Research Objectives * * * * * * * * * * * *
Market -Creation of Market Research Plan
Opportunities -Market Research Design
-Market Research Implementation
-Verification of Hypotheses
Market Analysis
-Analysis of Macro Environment
-Customer Analysis
Asses_sment and -Competition Analysis
Selection of -Analysis of Internal Environment (Analysis of Company's Strengths * * * * * * | * * * * * *
Market - and Weaknesses)
Opportunities -Analysis of Market Opportunities
-Measurement of Market Demands
Market Segmentation
-Concept
-Usage and Practice of Quantitative Methodology
Asses_sment and -Understanding and Setting of Markets and Market Segments
Selection of -Market Segmentation (Geographical Variance, Demographic * * * * * * | * * * * * *
Market - Variance, Psychological Variance, Behavioral Variances, etc.)
Opportunities -Evaluation of Market Segment
-Selection of Market Segment
Selection of Target Market (Targeting)
-Market Scale
Assessment and -Analysis of Company's Advantages
Selection of -Analys@s for Life Cyclg Phases of Products or Services * * * * * * * * * * * *
Market -Analysis of Entry Barriers
Opportunities -Analysis of Competitive Strategy
-Analysis of Environmental Factors
Positioning Applications
Assessment and -Review of Differentiation
Selection of -Positioning Analysis and Setting in Companies * * * * | * * * * * *
Market -Positioning Analysis and Setting to Customers
Opportunities
Assessment and Product Portfolio Analysis
Selection of -Selection of Investment Areas through the Use of Analysis Tools and * * * * * * | % * * * * *
Market Models
Opportunities -Selection of Priorities
Industry Trends
Assessment and -Understanding of Industrial Environments and Relevant Regulations
Selection of -Understanding of Latest Industry Trends * * | *
Market -Understanding and Utilization of Industry Specific Needs/Wants
Opportunities
Latest Technology Trends
-Understanding of Latest Hardware Technology Trends
-Understanding of Latest Middleware Technology Trends
Asses_sment and -Understanding of Latest Platform Technology trends
Selection of -Understanding of Latest Network Technology Trends *
Market - -Understanding of Latest Database Technology Trends
Opportunities -Understanding of Latest Security Technology Trends
-Understanding of Latest System Management Technology Trends
Assessment and Competitive Situation
Selection of -Understanding of Competitors Information in the Industry
Market -Understanding of New Entrants
Opportunities
Investigation and Analysis of Problems and Needs
Assessment and -Investigation and Analysis of Current Problems
Selection of -Understanding of User Needs
Market -Analysis and Prioritization of Needs
Opportunities
Determination of Demands
-Price Sensitivity
Assessment and -Inelastic Demand
Selection of -Elastic Demand x| x| x| x| % * | x * * EES *
Market -Estimation of Demand Curve
Opportunities -Demand Elasticity
Utilization of Quantitative Tools in Marketing (Analysis of Customer
Purchasing Behavior Trends, Discovery of Potential
Customers, etc.)
Assessment and -Utilization of Statistical Tools (Multiple Regression, Discriminate
Selection of Analysis, Factor Analysis, Cluster Analysis, Conjoint Analysis, * * * * * * * * * * * *
Market Multidimensional Scaling)
Opportunities -Models (Queuing Models, Sales Response Models, etc.)
-Optimization Routine (Differentiation Formulas, Mathematical
Programming, Statistical Decision Theory, Game Theory, etc.)
Marketing Concepts and Methodology
-Understanding and Practice of Marketing Process (Analysis of
. Marketing Environment, Discovery of Market Opportunities and
Marketing Threats, Market Segmentation and Selection of Target Markets, * * | x| * * * | x| * * * * * * * * * * * *
Strategy Positioning, Marketing Mix)
-Understanding of Marketing Strategy Formulation Process
-Formulation and Implementation of Marketing Program Plan
Marketing Strategies Formulation
-Understanding of Corporate Philosophy
-Understanding of Business Strategy (Management Strategy,
. Business Strategy)
Marketing -Business Portfolio Design * * *
Strategy -Implementation of Marketing Management
-Implementation of Marketing Process
-Understanding of Marketing Strategy Formulation Process
Understanding and Utilization of Analysis Tools and Models
-Business Life Cycle (Introduction Stage, Growth Stage, Maturity
Stage, Decline Stage) Models
-Product Portfolio Management (PPM) Models
-Experience Curve
Marketing -3C Analysis *
Strategy -SWOT Analysis
-7S Models
-Michael Porter's Five Forces Model
-Value Chain Analysis
-Others
B2B Marketing Strategies
Formulation
-B2B Marketing Concept
. -B2B Marketing Strategy and Planning Techniques
Marketing -Understanding and Execution of B2B Marketing Process *
Strategy -Difference between Corporate Market and Consumer Market
-Corporate Purchase Process
-Influence on Purchasing Decision-makers
Formulation of Marketing Action Plan
-Understanding of Marketing Strategy
-Understanding of Marketing Policy
-Examination of Strategic Options
Marketing -Preparation of Marketing Action Plan B * * * * * * *
Strategy -Review and Reflection of Tactics, Action items, CSF (Critical
Success Factor), Milestones, etc.
-Evaluation Criteria Setting
-Formulation of Marketing Action Plan
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Marketing

Training Course Group
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Common Skills to
Job Category

Specific Skills
to Specialty
Field

Course Name

Knowledge Item
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Marketing
Strategy

Practice of Marketing Activities
-Understanding of Marketing Strategy
-Execution of Marketing Policy

Marketing
Strategy

Brand Strategies Formulation

-Brand Strategy Development Process and Techniques
-Brand Royalty Acquisition

-Brand Equity

-Brand Strategy Determination (Brand Line Expansion, Brand
Expansion, Multi-brand, Co-brand)

-Brand Structure (Corporate Brands, Business Brands, Family
Brands, Product or Service Brands, etc.)

-Product or Service Lines and Brands

Marketing
Strategy

Product Strategies Formulation

-Market Segmentation and Selection of Target Markets
-Product Positioning

-New Product Development

-Decision-making on Products

-Product Lifecycle

-Formulation of Offering Contents

-Relationship with Brand Strategy

-Market Research Techniques for Products

Marketing
Strategy

Pricing Strategies Formulation

-Price Determination Factors

-Pricing Techniques (Cost-oriented, Demand-oriented, and
Competition-oriented)

-Price Setting of New Products (Skimming Pricing, Market
Penetration Pricing)

-Product Mix Pricing

-Price Adjustment

Marketing
Strategy

Marketing Strategy Formulation for Service Centric Businesses
-Techniques of Marketing Strategy Formulation for Service Centric
Businesses

-Review of Differentiation for Services

-Service Quality Management System

-Understanding of Differences between Product Centric Business
and Service Centric Business

-Vertically Integrated Services

-Understanding of Customer's Preference in IT Service Transaction
Forms

Marketing
Strategy

Marketing Policy Formulation -Understanding of Marketing Strategy
-Examination of Strategic Options

-Possibilities

-Review of Priorities

-Marketing Policy Formulation

-Preparation of Marketing Action Plan

Marketing
Strategy

Setting and Assessment of Market Communication Evaluation
Criteria

-Determination on Assessment Criteria and Methods
-Assessment Implementation

-Analysis of Assessment Results

-Review and Implementation of Proposals for Improvement

Marketing
Strategy

Formulation and Implementation of Business Plan

-Setting of Business Missions

-External Environment Analysis

-Internal Environment Analysis

-Business Targets Setting

-Understanding and Execution of Formulation Process for Strategy
and Policy

-Assessment and Management

Marketing
Strategy

Formulation of Product Strategy and Service Strategy
-Review of Differentiation

-Formulation of Positioning Strategy

-Analysis of Company's Strengths

-Analysis for Lifecycle Phase of Products or Services
-Development of New Products or New Services
-Product or Service Lines or Brands

Marketing
Environment
Analysis

Macro Environment Analysis
-Social Conditions
-Economic Environment
-Demographic Environment
-Technical Environment
-Politics

-Legal Environment
-Cultural Environment

Marketing
Environment
Analysis

Internal Environment Analysis (Analysis of Company's Strengths and
Weaknesses)

-Strengths and Weaknesses of Marketing Strategy
-Analysis for Superiority of Products or Services
-Financial Analysis

-Organizational Analysis

-Analysis of Human Resources

Marketing
Environment
Analysis

Customer Analysis

-Population of Consumers

-Demands of Customers

-Understanding of Needs/Wants

-Understanding of Factors Influencing on Purchase Activities
(Cultural Factors, Social Factors, Personal Factors, Psychological
Factors)

-Understanding of Buying Behavior

-Understanding of Purchasing Decision Process

-Purchasing Decision-makers

Marketing
Integration

Marketing Management

-Formulation and Practice of Marketing Strategy

-Analysis of Marketing Environment and Discovery of Market
Opportunities

-Market Segmentation (Geographical Variances, Demographic
\Variance, Psychological Variance, Behavioral Variances, etc.)
-Selection of Target Markets

-Positioning

-Marketing Mix

-Price Strategy

-Product or Service Strategies

-Sales Channel Strategy

-Market Communication Strategy

-Implementation and Evaluation of Marketing Mix Policy

Marketing
Integration

Promotion Strategy Formulation
-Promotion Plan Formulation

-Utilization Techniques of Promotion Mix
-Assessment of Promotional Effects

Marketing
Integration

Understanding of Customer Purchasing Behavior

-Consumer Behavior Models

-Understanding of Factors Influencing on Purchasing Behavior
(Cultural Factors, Social Factors, Personal Factors, Psychological
Factors)

-Understanding of Purchasing Decision Process

-Understanding of Each Phase of Purchasing Decision-makers

Marketing
Integration

Sales Channel Strategies Formulation

-Alliance Strategy Formulation with Sales Channels
-Selection and Design of Sales Channels

-Support for Sales Channels

-Motivation

-Understanding and Management of Sales Channel Conflicts

Marketing
Integration

Execution and Evaluation of Marketing Strategies
-Usage of Marketing Process and Practice Techniques
-Techniques of Marketing Program Implementation

Milestones, etc.)
-Evaluation of Marketing Programs

-Formulation and Execution of Marketing Plan (Tactics, Action items,

Training Course Group and Knowledge Item Matrix (MK)
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Application of Sales Channel Readiness Concept
Sales Channel *

Strategy

*
*

Sales Channel Capacity Analysis and Establishment of Support
Sales Channel |styycture * * | %

Strategy

Creation of Joint Plans with Partners
Sales Channel * * *

Strategy

Contract Processing with Sales Channels

-Contract Preparation according to Partner Types
Sales Channel -Setting of Trade Conditions (Total Transaction Value, Price, Stock, * * *
Strategy Quantity, Discounting, Financial Condition, etc.)

Sales Channel Design

-Service Level Analysis

-Objectives Setting

-Determination and Evaluation of Sales Channel Nominee
Strategy -Selection of Sales Channel Members

-Educating, Motivating and Evaluating Channel Members

Sales Channel

Role of Sales Channel

-Understanding of Sales Channel Function and Flow, and Review of
Sales Channel |Optimal Solution * * *
Strategy -Understanding of the Phase Number for Sales Channels, and
Review of Optimal Solutions

Sales Channel Conflict

-Understanding of Conflict and Competition Types
-Understanding of Causes for Sales Channel Conflicts *
Strategy -Management of Sales Channel Conflicts

Sales Channel

Legal and Ethical Problems with Sales Channel Relationship
-Exclusive Transactions

Sales Channel | gyciusive Territory *
Strategy -Tie-in Purchase Contracts

Formulation of Sales Channel Strategy

-Alliance Strategy Formulation with Sales Channels
-Selection and Design of Sales Channels

-Support for Sales Channels * *
-Motivation

-Understanding and Management of Sales Channel Conflicts

Sales Channel
Strategy

Formulation of Market Communication Strategies

-Formulation of Market Communication Strategy

-Purchaser Characteristics and Buying Psychology
-Understanding and Utilization of AIDA Model (Attention, Interest,
Desire, Action)

-Push Strategy and Pull Strategy

-Understanding and Utilization of Market Communication Means * * * *
-Target Setting and Budget Decision for Market Communication
-Decision of Communication Mix, and Advertising Strategy
-Creative Strategy

-Media Strategy

-Sales Promotion Strategy

-Web Marketing

Market
Communication
Strategy

Formulation of Market Communication Competitive Strategy
-Formulation of Market Communication Strategy

-Market Communication Evaluation

Market -Planning and Implementation of Strategic Advertising
Communication |-Implementation of Sales Promotion for Competitive Advantages
Strategy -Implementation of Promotion for Competitive Advantages
(Differentiation by Direct Marketing Campaigns, etc.)

-Planning and Practice of Event Marketing

Campaign Management

Market ~|-Utilization and Practice of Campaign Management * * *
Communication

Strategy

Development of Market Communications
-Clarification of Standard Audience
-Image Analysis

-Target Setting * * * *
-Creation of Messages

-Selection of Market Communication Channels
-Budget Decision

Market
Communication
Strategy

Implementation of Market Communications
-Targets Setting

-Message Planning

-Selection of Media * *
-Direct Marketing

-Event Planning, etc.
-Performance with Partners

Market
Communication
Strategy

Project Integration Management

-Develop Project Charter

-Develop Preliminary Project Scope Statement
-Develop Project Management Plan

-Direct and Manage Project Execution *
-Monitor and Control Project Work
-Integrated Change Control
-Close Project

Project
Management

Project Scope Management
-Scope Planning

. -Scope Definition

Project -Create WBS *
Management -Scope Verification
-Scope Control

Project Time Management
-Activity Definition
-Activity Sequencing
Project -Activity Resource Estimating *
Management -Activity Duration Estimating
-Schedule Development
-Schedule Control

Project Cost Management
-Cost Estimating

Project -Cost Budgeting *
Management -Cost Control

Project Quality Management
. -Quality Planning

Project -Perform Quality Assurance *
Management -Perform Quality Control

Project Human Resource Management
-Human Resource Planning

Project -Acquire Project Team %
Management -Develop Project Team
-Manage Project Team

Project Communications Management
-Communications Planning

Project -Information Distribution *
Management -Performance Reporting
-Manage Stakeholders

Training Course Group and Knowledge Item Matrix (MK) 34 ©2008 IT Skill Standards Genter, Ministry of Economy, Trade and Industry
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Project
Management

Project Risk Management
-Risk Management Planning
-Risk Identification
-Qualitative Risk Analysis
-Quantitative Risk Analysis
-Risk Response Planning
-Risk Monitoring and Control

Project
Management

Project Procurement Management
-Plan Purchases and Acquisitions
-Plan Contracting

-Request Seller Responses
-Select Sellers

-Contract Administration

-Contract Closure

Leadership

Leadership

-Fundamentals and Principles of Leadership

-Teamwork and Communication

-Project Objectives Setting

-Project Promotion

-Project Execution

-Project Management

-Collaboration Between Team Members

-Motivating Team Members and Provision for Feelings of
Accomplishment

Communication

2-Way Communication

-Dialogue and Interview

-Information Transfer

-Utilization and Practice of Communication Techniques
-Utilization and Practice of Effective Speaking and Listening

Communication

Transmission of Information

-Utilization and Practice of Presentation Techniques
-Utilization and Practice of Creation of Official and Non-official
Documents

-Technical Writing

-Media Selection

-Utilization and Practice of Persuasion Techniques

Communication

Organization, Analysis and Retrieval of Information
-Development and Practice of Status Response Capabilities to
Understand Situations

-Utilization and Practice of Capabilities to Understand Situations
-Utilization and Practice of Meeting Management Techniques

Negotiation

Negotiation

-Utilization and Practice of Negotiation Process

-Utilization and Practice of Effective Negotiation Techniques
-Establishment of Trust Relationship

-Objectives Setting

-Common Interest

-Practice of Logical Thinking

-Utilization and Practice of Problem Solving Techniques

Training Course Group and Knowledge Item Matrix (MK)

a/4

©2008 IT Skill Standards Genter, Ministry of Economy, Trade and Industry



