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TRAINING AND CERTIFICATION PROGRAMS OF 
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INTRODUCTION 

ACI, the American Certification Institute, is a premier professional certification institute well-known in the United States and the world. It was founded in the USA in 1999. Its Corporate Headquarters is in Lewes, Delaware, USA and it has numerous alliance partners in China, Malaysia, Singapore, Dubai, Romania, and other countries. These alliance partners represent ACI in their respective countries and conduct ACI programs in collaboration with ACI. ACI is dedicated to helping train the leaders of tomorrow for personal professional certification. 
OUR SERVICES:
ACI provides training (online), testing, and certification issuance for a number of important business-related programs, and does training and certifications issued by the Global Negotiation Institute, International Purchasing and Supply Chain Management Institute and other professional institutes in the US. We also provide variety in-house training as your different requires.                                                            
Certification Training and Testing 
ACI offers certification and related education and training in major areas of certification focus including: 
· CIPT SERIES 

Certified International Professional Training Trainer (Level I)
Certified International Professional Training Manager (Level II)
Certified International Professional Training Consultant (Level III) 

· CHRM SERIES 
Certified Human Resource Management Professional (Level I) 
Certified International Human Resource Manager (Level II) 
Certified Human Resource Management Executive (Level III)
· CMM SERIES 
Certified Marketing Professional (Level I)
Certified Marketing Manager (Level II) 
Certified Senior Marketing Manger (Level III) 
· C.I.P.M SERIES
Certified International Management Professional (CIMP, Level I) 
Certified International Professional Manager (C.I.P.M. Level II) 
Certified International Professional Management Executive (CIPME, Level III)
· CBA (Certified Business Administrator)
· CICSP (Certified International Customer Service Professional)
· CQD (Certified Quality Director )
· CQIP (Certified Quality Improvement Professional)
· 6-SIGMA (Green Belt and Black Belt Certification)
· CIBAP (Certified International Business Analyst Professional)
Contact us

Worldwide Home Office
American Certification Institute 
16192 Coastal Highway
Lewes, Delaware 19958, USA

Tel: 1-302-570-0886
Fax: 1-415-651-8884
Email: admin@amcertinst.org

Far Eastern Branch Office:
Beijing, PRC 
Tel: 86-10-6540-8981

ACI has many alliance partners that work with ACI in conducting training and professional certification programs around the world.  For a complete list of these partners, check out the webpage.  If you are interested in becoming an alliance partner of ACI, contract us at admin@amcertinst.org.

INTERNATIONAL PROFESSIONAL TRAINER CERTIFICATION

Level I: CERTIFIED INTERNATIONAL PROFESSIONAL TRAINER (CIPT)

Level II:  CERTIFIED INTERNATIONAL PROFESSIONAL TRAINING MANAGER (CIPTM)

Level III: CERTIFIED INTERNATIONAL PROFESSIONAL TRAINING CONSULTANT (CIPTC)

Globalization represents a revolutionary integration of capital, technology and information across national borders in a way that is creating a single global market and, to some degree, a global village. While globalization is of greatest concern to businesses and agencies working transnationally, globalization trends affect all businesses whether or not they are truly global. The International Training certifications are designed for the sophisticated manager who knows from his/her experience THAT EVERY MANAGER IS A TRAINER and further that TRAINING, LIKE MOST BUSINESS FUNCTIONS, IS GLOBAL/INTERNATIONAL IN ITS OUTLOOK. 

At the completion of LEVEL I, students will be able to explain:

1. The various phases of the training cycle.

2. The use of needs assessment to determine how to meet organizational (training) goals.

3. The degree of emphasis given by organizations to career skills training.

4. Why the job is the starting point for what a person needs to know within the organization.

5. The various sources of information relating to learning and training needs, including exit interviews, customers, and end-of-course evaluations, among others.

6. When an organization should conduct needs assessments.

7. The various methods used to conduct needs assessments.

8. The three necessary components of a behavioral cognitive student learning objectives.

9. The six levels of Bloom’s (Cognitive) Taxonomy and how to employ them in preparing learning objectives and evaluations.

10. Why learning is a process and not an output.

11. The difference between pedagogy and andragogy.

12. Kolb’s Learning Style Inventory and its focus.

13. How to employ Maslow’s Hierarchy of Needs in developing courses and programs of instruction.

14. The use of learning theories in designing and developing courses and programs of instruction.

15. The major (learning) differences between older and younger students.

16. How adult learners learn best.

17. The relationship between instructional objectives and instructional strategies.

18. The main advantages and disadvantages of the lecture method and other methods of instruction.

19. The different methods of supplementing lectures in order to stimulate interest and prevent boredom.

20. The proper use of case studies in courses.

21. The various instructional aids available and how to use them.

22. The use of presentation software to prepare color charts, flipcharts, and handouts.

23. The proper ratio of instructor preparation to delivery time.

24. The various stakeholders involved in training evaluation.

25. Reasons why organizations often fail to conduct training evaluations.

26. When to conduct training evaluations.

27. The most effective training evaluation method.

28. The importance of performing evaluations frequently during a course.

29. The reason why multiple observations are used in recording a task or activity during needs assessment and evaluation.

30. How trainers improve validity and statistical significance of their exams and other evaluations.

At the completion of LEVEL II, students will be able to:

1. Conduct organizational training needs analysis.

2. Develop a training solution for organizational problems and deficiencies.

3. Prepare student learning objectives.

4. Design and prepare evaluation instruments to test for completion of learning objectives.

5. Design instructional strategies, methods, and modes of instruction for programs of instruction.

6. Create an effective and efficient learning environment.

7. Demonstrate techniques for getting through the first day of class.

8. Explain the purposes and content of a syllabus.

9. Prepare a sample syllabus covering the student’s area of expertise.
10. Explain the strengths and weaknesses of the various modes/methods of instruction, including lecture, lecture with conference/discussion, panel of experts, videotapes, small group discussion, case studies, role-playing, and other modes of instruction.
11. Compare and contrast the various student learning theories (how students learn).
12. Explain how “Bloom’s Taxonomy” of educational objectives can be used in classroom teaching.
13. Explain how the theories of Pavlov, Skinner, Svinicki, Erikson, Knowles, Maslow, Keirsey, Piaget, Bruning, Casazza, Silverman and other learning theorists can be applied to the classroom.
14. Demonstrate the essentials of effective teaching and explain which traits they possess which can help them to become more effective teachers.
15. Compare and contract the different teaching styles and explain which style(s) they feel most comfortable with.
16. Explain how to use the various theories of human motivation in order to motivate students to learn.
17. Explain how to improve student retention.
18. List the personal and professional qualities that make for good teaching.
19. Discuss the dangers of stereotyping, ethnocentrism, and other perception problems.

20. Demonstrate the effective use of questions in teaching.
21. Explain how to deal with problem students and with stress.
22. Prepare various forms of student evaluation/assessment instruments, including true and false questions, multiple choice questions, essay questions, case analysis, programmed instruction, and simulations.
23. Obtain student and evaluator feedback on quality and effectiveness of educational programs.
24. Design an effective and efficient feedback instrument.
25. Explain the basic management functions and processes as they relate to training managers at all levels of management.
26. Describe how the various business management disciplines relate to each other and the role of training management in the overall organizational process. 
27. List and explain the skills required to work effectively in the multicultural, multinational, business world.
28. Explain how globalization is affecting businesses and the training management profession.
29. Explain the leadership skills required in general, functional, and training management.
30. Compare and contrast the various alternative models of leadership.
31. Demonstrate knowledge of budgets, financial statements, generally accepted accounting principles, interpretation of financial statements, and the use of accounting measures for performance evaluation of the training management function.
32. Explain how technology can be used in management of training.
33. Describe the models and practices of effective negotiating internationally, including an understanding of cross-cultural communication and negotiation.
34. Demonstrate the skills necessary for managers to deal with cross-cultural issues in international business and government. 
35. Explain the cultural aspects of verbal and non-verbal communication.
36. Explain how to build a multicultural team, overcome cultural bias and explain other challenges of cross-cultural management.
37. Explain how marketing tools and research can be used in training management.
38. Explain how a knowledge of international management practices including: the use of teams, employee recognition practices, the shifting role of the middle manager and management development programs can be used in training management.
39. Describe how an organization conducts core human resource (HR) management areas such as planning, staffing, compensation, performance evaluation, training, compensation, and labor relations.
40. Explain the financing of an organization and its training functions, including the various sources of capital for the organization.
41. Explain how legal issues impact the training manager from a practical perspective. 
42. Describe the process of developing long-term training strategy.
43. Demonstrate various quantitative methods used in business decision making. 

At the completion of LEVEL III, students will be able to explain how to use the Consultant Body of Knowledge below in his/her training consultation.

Professional attitude and behavior

Alternative heading: professionalism

What determines professionalism?

· Organized as a professional body

· Code of conduct

· Competence

· Disciplinary code etc

Key attributes:

· Recognition of competence

· Importance of client interests

· Impartiality

· Objectivity

· Confidentiality

· Value for money

Code of ethical conduct

Clients

· Integrity, competence and objectivity. 

· Conflicts of interest 

Engagements

· Qualification and competence of consultant. 

· Objectivity 

Fees

· Agreement of fees 

· Disclosure of fees or commissions received. 

Profession

· Respect for intellectual property rights. 

· Honest advertising. 

· Report violations of Code of Ethics. 

A brief history and evolution

· origins of consultancy

· important factors in its evolution

· current range and scope of consulting

Definitions 

· Management Consulting.

· A Management consultant.

· A Certified Training Consultant 

· An Accredited Practice 

· Management Consulting is the provision of independent advice and assistance to clients with management responsibilities.  This advice can take several shapes, as consultants can be external, internal and may take on one or more of a whole array of roles, including being an outsourced function for the client organization.

· A Management Consultant is an individual who provides independent advice and assistance about the process of management to clients with management responsibilities.  The individual can be a generalist or a specialist and may approach an assignment with, for example, a purely financial point of view, as required by the client.

· A Certified Training Consultant is a management consultant who views management consulting as a profession and meets certain requirement pertaining to character, qualifications, experience, independence and competence as defined by the professional body issuing certification.

Multiple roles of management consultants

· Generalist

· Specialist

· Process versus content

· Diagnostic versus implementation

· Custom versus packaged

· Internal versus external

· Large versus small firm

· Coach /mentor

· Facilitator etc

National and international structure of the profession

· knowledge of existing national and international associations

· knowledge of current requirements established by ACI

· Important statistics

Current and future trends in management consulting 

This requires a knowledge and awareness of trends in management consulting across all the sectors. This would include knowledge of legal changes, professionalism, industry changes (PESTEL) from a consultancy perspective etc.

· current trends 

· future prospects for consultants and consultancy
· The consulting process
Engagement management

This covers all activities regarding the consulting process and can be seen to be the program management function in the consulting process. The objective is to ensure that all deliverables are to the required quality, on time etc.

Prospecting and marketing

The objective is to identify and engage clients and to convince them of capabilities, professionalism and ethics.

This phase is the initial stage at which the consultant markets his/her services and explores market opportunities.  Promotional activity will form an important part of this phase, and include direct methods such as telephone calls, mailing of promotional materials, or targeted Internet e-mail campaigns. This will eventually lead to the identifications of a client and the making of first contact.  Currently, and increasingly so, the Internet is a powerful marketing tool that should be carefully considered as it can open many potentially fruitful markets.  The consultant should impress the potential client by, among other things, his/her professionalism and track record.  Assuming there is a sense of compatibility and vision of success on behalf of both parties, the relationship will continue to develop.  Direct methods will be needed less by those organizations with such a reputation that they would be sought out by the client rather than the converse.  It is these organizations that typically benefit from a large proportion of repeat-business. 

· Marketing of services

· Exploring opportunities

· Impressing from first contact

Clarifying needs

The objective is to ensure that the consultant identifies and agrees the need with the client. Following this is agreement that the client requires a proposal based on these needs.

The continuing relationship will serve to explore the client’s needs and further define them.  The client and the consultant must come to some understanding on what the desired procedure and outcomes will be, although flexibility should be integral to the discussions.  The desired outcomes will generally revolve around the concept of a real added value to the bottom line, i.e., a measurable difference.  This stage will culminate with a formal proposal from the consultant that delineates some idea of time scope and fees.  Equally important will be a demonstrated understanding of the client’s political, economic, social, technological, legal, environmental situation as they relate to the projected outcome of the consulting engagement
· Understanding the client

· Recognizing a client need

· Clarifying the client need

· Exploring potential for success of project

· Providing estimates and billing strategy

Proposal development

Objective is to produce a proposal at the required price in order to get the business.  Once an agreement has been reached, the consultant will explore which method of intervention would best fit the situation.  Among the choices would be roles ranging from reflector, through collaborator, to advocate.  Note that the interpretation of the consultant as a shadow director should be avoided at all times.  A modern trend, though, is the utilization of the consultant as an outsourced function, reflecting the implied need for organizations to streamline operations.  This phase implies exploring the client’s readiness for change. The client may be an individual, but the effects will be felt by the whole organization.  It will be important to manage relationships with key individuals and recognizing whom the particular dissidents might be.  Interviews, fact-finding procedures, diagnostic and analytical methods to assess the company’s position will become important at this point. Eventually, this should lead to a clearer delineation of the problem and the task at hand that could formulate the basis for a hypothesis.  Benefits will be identified and range from strategic guidance and direction, to greater competitiveness, to the identification of market opportunities.  

· Selecting method of intervention

· Isolating the problem

· Understand scope of problem

· Exploring client’s readiness for change

· Hypothecating

Contracting

Contracting is an optional step which could be completed informally on acceptance of the proposal or formally during a legal process.

Execution/ implementation

Objective is to bring about beneficial change to the client.

A plan for resolution will begin to emerge and the consultant may begin to prepare a set of recommendations.  These can be derived from brainstorming sessions, linear problem solving or lateral thinking, among other means.  This will need to be validated, requiring an understanding of the client’s values and objectives, as well as its culture.  Rarely will an assignment succeed if it is not supported by, at least, the most senior people.  Increasingly, consultants are finding that their recommendations will also require implementation.  This latter stage requires many different skills that may force the consulting team to change somewhat by introducing members to the organization who are more experienced and better equipped to manage specific outcomes.  It is also during this stage that evaluations will be scheduled to monitor progress of implementation and, if necessary, introduce contingency tactics.

· Interviewing

· Exercising fact-finding methods

· Applying analytical methods

· Applying diagnostic tools

· Identifying benefits

· Dealing with client managers

· Applying solution development methods

· Validating recommendations

· Implementing

· Applying contingency plans (if necessary)

Disengagement

The objective is to ensure that the client can continue without the consultant, to ensure satisfaction and to potentially on sell services.

The project will have come to an end. This phase will include specific steps to be taken to achieve, and document, proper closure.

· Relating back to expectations

· Evaluating

· Closing

Learning from consulting engagements

The objective is to have processes and systems in place to record and learn from consulting assignments. This is very much a continuous improvement process.

Interacting with clients 

The objective is to establish, build and maintain good relationships with the client. This activity is present in each phase of the consulting process.

Finally, the consultant must never forget that the end of a project does not signify the end of the relationship.  It is much less expensive to handle assignments on a repeat business basis than it is to be continually marketing oneself and trying to attract new clients.  The maintenance of the relationship is extremely important, both for the consultant and the client.  (A key point noted in Phase 1, above).

Establishing the relationship

Understanding the client

Recognizing a client need?

Selecting the method of intervention?

Dealing with client managers 

Dealing with client culture

Managing conflict

Maintaining the relationship

General Knowledge of Management Processes and Functions

Management Processes

The following are core managerial processes which consultants should competent in to varying degrees of depth and breadth depending on the project.  They are equally as important for understanding clients’ activities as they are for consultants to manage their own teams.  Clearly, in the latter case, some of what is outlined below may not apply unless the consultant is acting as a team leader or more senior member of the team.

Projects may be highly specific requiring a specialist’s perspective, but it may also be highly strategic in nature, in which case broader knowledge of these items would be beneficial.  Some may even apply to the management of consulting work specifically:

Planning

This is the initial stage in a process that will eventually achieve an objective.  It is the stage at which assessments of needs and demands must be made.  In relation to these factors, the planner must understand the future state desired by the client and, thus, visualize the structure of the team and the project to meet that objective. This will be set out in a plan that will also define how the components will be organized, led, controlled and directed in order to achieve maximum benefit to the client and the consulting organization.  Communication is therefore imperative, regardless of whether the planning is strategic, tactical, operational or project in nature. 

· Assessments of demands and needs

· Setting corporate (or consulting) objectives and targets

· Communicating

· Setting business controls

· Using management information systems

· Human resource planning

Organizing

This step normally follows the planning phase. The consultant systematically allocates resources against specific tasks or activities.  These will be in accordance with clearly identified objectives and targets. Success of this process, therefore, relies on crucial time management.  Organizing requires clear delegation skills and, at times, the ability to influence others, in order to ensure accomplishment of a common goal. 

· Setting objectives and targets

· Human resource organizing

· Delegating

· Influencing

· Time management

Leading

Leadership is necessary for the successful accomplishment of any group-driven task.  This ability provides the impetus for the rest to strive for the common goal.  It requires a great deal self-awareness and certainty to enable the leader to motivate, persuade, communicate and direct according to his/her convictions.  Just as important, the leader must be able to match the “person to the task” to maximize effectiveness of the team. There are different styles that range from the ‘light hand on the wheel’ to the more directive approach.  It is important to know when to employ which.  A wise man once noted the “…there are no limits to what a man might achieve, if he does not care whose gets the credit…”  

· Styles: directive vs. ‘light hand on the wheel’

· Influencing

· Inter-personal skills

· Intra-personal skills

· Communicating

· Motivating

Directing

Controlling

Continual monitoring of progress is vital to ensure that the engagement direction continues to be appropriate. The establishment of clearly defined metrics provides the consultant with tools to measure the progress of the engagement.  The consultant uses these metrics to ensure the client’s needs are being met by the project team.  (The use of Management Information Systems (MIS) is particularly effective for this, as statistics are a powerful tool for the measurement of performance.) Regularly scheduled review sessions provide a useful mechanism to communicate progress with the team and client, and to redirect activities, if required.

· Regulating objectives

· Monitoring plans, policies and procedures

· Delegating responsibilities

· Measuring and reviewing performance

· Taking corrective action

· Using Management Information Systems
Directing

Seeing the “Big Picture” requires the consultant thoroughly incorporate the client’s desired end state in every step of the engagement process. It involves the adoption of a strategic point of view.  The consultant must ensure that each activity supports the corporate values, to avoid disruptive behavior or events that would detract from achieving the overall goal.  Bear in mind that a client expects the consultant to solve problems, rather than initiate them.  The consultant should act with the best interests of his/her client in mind.

· Defining corporate (or project) vision

· Defining corporate/strategic values

· Determining strategic (or tactical) choices

Management Functions

The following are managerial functions consultants should be aware of, to varying degrees of depth and breadth depending on the project.  Projects may be highly specific requiring a specialist’s perspective, but it may also be highly strategic in nature, in which case broader knowledge of these items would be beneficial.  Some may even apply, specifically, to the management of consulting work:

Organizational Analysis and Behavior

This is a process of management that aims at understanding what the organization’s structure is, as well as how the measurement of its performance is accomplished. Clear definition of the goals of the organization and how it is structured to achieve those goals must be considered to ensure mutual agreement on the “deliverables” of the engagement. In some cases, it may be necessary to utilize alternate metrics to ensure objective review of organizational performance.  Outcomes should be compared to the mission statement of the organization and rated according to appropriateness.  

· Understanding organizational structures

· Measuring organization performance

· Evaluating the mission statement and comparing with core values and purposes

Organizational Development

Given a completed Organizational Analysis process, the organization either carries forward the current strategy or implements a more appropriate one according to need. The Development process incorporates the desired vision, current cultural and environmental constructs, defined midpoints towards the vision and external modifiers to produce a clearly understood path forward. This is a perpetual process that occurs due to the dynamic nature of markets, technologies and, therefore, challenges to achieving success as an organization.  It may, or may not, involve a paradigm shift in the organization and the consultant must avoid personalizing the process to integrate themselves as part of the long-term organizational change.

· Establishing need for change

· Team building

· T-groups

· Force-field analysis

Project/Process Management

There should always be a strong client focus in an engagement.  “Milestone”-ing and time management techniques will be of utmost importance. The use of Gantt charts and similar applications are recommended, especially in complex assignments, when more advanced techniques such as the Program Evaluation and Review Technique (PERT) or Critical Path Method (CPM) might be useful tools.  Teams can also be complex and it is necessary for the individual members to have reached a uniform understanding of purpose and objective.  MIS tools will benefit any project, as an aid in the meaningful selection and representation of data: financial, performance, or otherwise.  Other important aspects to consider are the timing and format of reporting procedures and the management of the project’s closure.  If possible, the client is best served if the consultant can employ tools that mirror the client’s reporting mechanisms.  The consultant should avoid confusing the client with tools that require a paradigm shift in the client’s analysis of critical performance data.

· Client focus

· Simple vs. complex teams

· Identifying intended outcomes

· Identifying expected outcomes

· Time management

· Scheduling techniques

· Setting milestones

· Maintaining documentation

· Reporting

· Managing the end of the project:  Closure

· Management Information Systems

· Budgeting and financial control

Change Management

All consulting assignments, to some degree involve, the management of change.  The nature of change lies in nature itself; it is the most basic function of any kind of development.  What has augmented, the rate of and nature of the complicated change is basically attributable to technology.  Organizational change occurs because it is either reactive or proactive to the surrounding forces that can be summed up by the umbrella term ‘environment’.  The management of change requires accurate appraisal of what change is required, who and what will be involved, and the presence of effective leaders who can innovate and experiment with full use of communication skills and open approaches.  People must identify with and internalize the meaning of a change if it is to succeed in the long run.  It is crucial for the consultant to actively identify, engage and – if necessary – convert internal supporters for the change.  The consultant must know who, in the organization, will carry on the change after the consultant is gone.

· Understanding the nature of change

· Identifying change

· Internalizing change

· Application of different approaches

· Leadership

· Innovation

· Experimentation

· Openness

· The change agent

· Communicating

Strategy 

Strategy as a process of management is the continuous eye on the future opportunities and threats to what an organization is to achieve.  Strategy is about innovating, directing and moving an organization forward: ‘re-inventing the wheel’.  Consultants aid with strategic focus because they are lateral thinkers and are often more capable of interpreting the future by careful observation of the client, competitors and markets at present.  One of the crucial benefits a consultant can bring is the ability to translate successful previous engagements from seemingly unrelated situations into meaningful advice to a new client.

· Innovation

· Regeneration

· Directing

· Leading

· ‘Re-inventing the future’

Marketing

Information Technology

Economics

Finance and Accounting

Leadership and Human Resources

Underlying understanding of PESTLE

Knowledge of the political, economic, social, technological, legal and environmental situation is imperative for a successful consulting intervention.  These macro-forces act upon an organization and shape its strategic and operational approaches in order to be successful.  This implies that these forces will also shape how the consultant will have to intervene to help the client-organization achieve its success.

Political

When considering political structures and forces, the consultant must be aware of national and organizational politics, to mirror the growth in international consulting.  Nations have different forms of politics, different agendas, much in the same way as individuals struggle for control, power, promotion, etc within an organization.  Understanding how their client “fits” into its political environment is crucial in enabling the consultant to provide meaningful and actionable advise.

· National

· Organizational

· Industrial relations

· Influencing and lobbying

Economic (Macro and Micro)

Macro factors affect inflation, unemployment, exchange rates, trade balances, etc.  Micro factors affect supply and demand, competition, the labor market and wages, amongst many others.  Market wealth is an important consideration, as it will determine the possibility for growth.  Being able to integrate a cogent engagement plan with those factors, including allocation of scarce resources, is key to the consultant’s credibility and performance. 
· Macroeconomic factors

· Microeconomic factors

· Market wealth

· Resource allocation

Social

It is under this heading that national as well as organizational culture fits.  Failure to recognize that culture is the core of who people are, will lead to inaccurate understanding of the problem, its scope and the best consulting approach.  High levels of interpersonal as well as intrapersonal skills are called upon to understand and best handle social differences.  Culture encompasses all that is intangible in the form of people’s values, beliefs, tradition, language and taboos, as well as organizational ethics.  It is important for a consultant to gain exposure to different cultures and thus become conscious at one level and tolerant at another.

· National culture

· Organizational culture

· Ethical culture

· Business ethics

· Inter-personal and Intra-personal capabilities

Technological

This is undoubtedly one of the greatest drivers of the future, as it has enabled cultures to merge business and communications to become more powerful, efficient and global.  For the organization, this has meant being able to locate anywhere in the world; transfer funds from any one place to any other in real-time; restructure to focus on core tasks and outsource the rest.  Telecommunications are now practically real-time.  The Internet allows instant access to a low-cost wealth of information. E-mailing is commonplace and much quicker that standard mail.  These are just a few of the social and economic benefits that have affected nations and organizations through technology.  The trend will continue as organizations handle ever more complexity and volume.. The consultant provides value by keeping the client abreast of new developments, applications and potential new opportunities available, using the new technologies

· Awareness

· Needs, wants and possibilities

· Infrastructure

· Communications

· Awareness

· Needs, wants and possibilities

· Infrastructure

· Communications

Legal

Laws are formal rules and procedures that define the appropriate behavior of a particular society or organization.  There are many laws at national level that play an important part for businesses such as anti-trust legislation and corporate taxation, incentive grants and allowances.  Similarly, there are very specific rules that are applied to certain types of organizations.  For example, non-profit making institutions, function within very specific and very different legal parameters than those of the “for-profit” organization It is important for the consultant to be aware of legal environmental nuances between nations and sectors in industry when engaging a particular assignment to ensure sound advice is given.  The consultant must scrupulously avoid providing inappropriate or inaccurate advise to their client.  In most instances, the consultant should provide documentation of what is known as E&O (Errors and Omission) Insurance, to protect both the consultant and the client in the event of unforeseen problems.

· National

· Organizational

· Industrial relations

· Influencing and lobbying

Environmental

There are environmental considerations for the consultant to bear in mind when engaging in an assignment.  There are strict rules that organizations need abide by in order to protect the environment from damage and these may prevent the implementation of a potential solution.  Organizations and consultants have a responsibility to safeguard the environment, which falls within social and business ethics

· National

· Organizational

· Industrial relations

· Influencing and lobbying

Depth in Specialist Technical/Professional Skills

Most consultants enter the professional practice of training consultancy through the route of functional specialization in training.  Some remain deep specialists, either in an organizational function or process; or in the methodologies and applications of a particular proprietary philosophy or approach.  Others rely more on greater management breadth in organizational competency (‘B’ above), but all must be able to relate their deep technical professional expertise to the client organization.  The CTC does test for expertise in functional specialization of training.  It is expected that the CTC will demonstrate his/her functional skills by obtaining certification as a Certified International Professional Trainer and Certified International Professional Training Manager.

Specialist competencies are important because they reflect the fragmented consulting market that exists today.  Specialist competencies are a consultant’s entry point upon which they can build professional depth.  A specialist approach require special knowledge without which the client will remain unimpressed or underserved.  They expect the firm to do training, as would be the case when engaging a consulting team with several junior associates.  The specialization can be broadly categorized as either functional or sectoral.

Functional (Training)

Sectoral

· Financial

· Governmental

· Charitable

· Public 

· Private

· Internal

Personal and interpersonal attributes of a management consultant.

Alternative heading : Acting, Communicating and thinking like a management consultant (ACT). 

Acting, communicating and thinking are inherent personal abilities, or competencies, that we have at our disposal, but that a consultant must strive to refine through experience.

Acting

There exist multitudes of ways in which a consultant may act: objective observer, fact finder, coach, technical expert, etc.  They should all be according to professional and ethical norms of attitude and behavior.  It is important for a consultant not to over-stretch and try to be all things to all people.  There are certain criteria to consider when selecting which guise to adopt: the client culture; the consultant’s knowledge, experience and personality; the nature of the problem that the consultant has been called in to deal with.  Facilitating, mentoring and coaching are three distinct options available to the consultant in order to motivate and develop people, but there are many more – and within each of these exist types of (e.g.) facilitating.   It is important to consider that although different forms of acting are at a person’s disposal quite naturally, the consultant should aim at refining them through experience and conscious efforts.  The management of conflict is a good example of when different approaches may be validated in different circumstances by either stimulating or resolving the conflict to achieve a desired result.

· Professional attitude/behavior

· Professional conduct/ethics

· Dealing with client culture

· Managing conflict

· Motivating and developing people

· Leading

· Facilitating

· Mentoring

· Coaching

· Selecting appropriate role

Communicating

There are two main ways of communicating: oral and written.  It should be noted, however that listening is another form of communication, as is body language.  Each of these is an important element to the overall impression that a consultant will give.  The tie with culture is inextricable as in some countries even a hand-gesture could be misinterpreted.  Many clients may prefer regular oral communications rather than written reports, or conversely, might prefer to receive updates by email.  These aspects of the relationship should be defined from the outset to minimize inconveniences.  Nonetheless, consultants will need to know appropriate proposal and report-writing techniques and demonstrate good oral presentation techniques.  Each should be properly adapted to the respective audience.

· Written communications

· Oral communications

· Using available technology

· Preparing proposals

· Appropriate reporting

· Enhanced presentations

Thinking

It may seem obvious, but thinking is the single most important and fundamental competence that a consultant must be extremely good at.  The consultant’s mind should be capable of nurturing thoughts and ideas on several different planes simultaneously to enable flexible and contingent thinking.  Lateral thinking and the ability to look into the future, ‘to view the end from the beginning’ are also important.

· Empathizing

· Lateral thinking

· “Seeing the end from the beginning”

· Contingency planning

· Flexible approaches

Effectiveness in consulting

Alternative heading:  - the competency framework for management consulting.

The focus of this section is to describe the competency framework and to identify those core competencies that identify the competent consultant. This section should refer to the comprehensive competency framework and should simply summarize it here for the body of knowledge.

The numerous factors that lead to potential effectiveness in consulting can be enhanced as much as they can decay.  It is assumed that a good education is the basic building block of much that the consultant will be capable of.  Also of great importance will be the Continuous Professional Development (CPD) undertaken by the individual.  Many of the large practices generally have their own training programs that serve this very purpose.  Many consultants also ‘swing back and forth’ between consulting and industry and thus continue to learn.  But, it is of paramount importance for a sole practitioner to invest in CPD for his/her own benefit, as well as that of the client.

Consultants can only be effective in their role if they demonstrate their abilities in each of the described competency areas as required by the particular engagement and the role they play therein.

These competencies can be broadly described as:

· Consulting competencies

· General and specialized knowledge (as defined in PESTLE.) Ie environmental awareness.

· Managerial skills

· Industry and or functional/technical competencies

· Personal and interpersonal competencies (as described in ACT)

Stages of excellence

A training consultant goes through three primary stages of growth from novice to expert. This can be broadly equated to associate, consultant, and CTC.

He/she also performs in different roles such as follower, leader, coach manager etc

The model shown as a separate document expresses three dimensions of the competent consultant, namely management, specialist and consulting ( including ACT) competencies.  

The point reached in each category hinges very much on the experience gained over time.  This recognizes that consultancies recruit at varying levels: from recently graduated students, to managers with years of experience moving into consultancy.  

What the model is not saying is that the list of competencies is exhaustive, or for that matter, that a given consultant should be competent in all the areas outlined.  What it does, is it delineates the competency territory within which consultants can develop in a myriad of ways.  In the same way, the CTC designation is only a stage in the professional development for the accredited consultant.  

A CTC would thus require further evidence of competencies asked for at the time of CTC evaluation.  The body of knowledge outlined here encompasses all these levels at a basic degree and it is up to the individual’s curiosity and experience to take any aspect further through professional development.

Candidates in this certification program are expected to be highly motivated, disciplined, self-starters. 

The unique delivery modality allows this program to be offered on-site at any company or governmental agency that wishes to bring the program directly to its employees.  In addition, the program can be given online, using Blackboard or another online learning courseware. These delivery modes can increase student and company convenience by reducing travel time, missed work hours and incidental costs that normally accrue to students. 

This Certification Program is a core certification program of the American Certification Institute.  This program offers the designation of CERTIFIED INTERNATIONAL PROFESSIONAL TRAINER (CIPT), CERTIFIED INTERNATIONAL PROFESSIONAL TRAINING MANAGER (CIPTM), and CERTIFIED INTERNATIONAL PROFESSIONAL TRAINING CONSULTANT (CIPTC) to candidates who demonstrate their understanding of the fundamentals of the profession through the successful completion of rigorous professional certification examinations based upon the INTERNATIONAL PROFESSIONAL TRAINER BODY OF KNOWLEDGE. (IPTBOK).

Examinations

Completion of the certification program requires completion of multiple choice examinations for all levels.  The examinations are prepared by a Board of Examiners consisting of a range of Certified, Sustaining, and Educator Members within the Institute. 

The examination locations are determined by the individual candidates and their proctors. A proctor may be an individual who is currently an active Certified Member, or a manager, supervisor, teacher, professor, or anyone of such standing. Each proctor is determined on a case-by-case basis. ACI wishes to make it possible for every qualified candidate to complete the certification program in a convenient and timely manner. 

Professional Designations

Successful candidates are granted the designation of CITP for Level I, the designation of CIPTM for Level II, and CIPTC for Level III.  The designations CITP, CIPTM, and CIPTC may be used just as similar recognitions are employed in accounting, insurance, medicine, law, and other professions.  Either the full expression or the initials may be used after the individual’s name on business cards, stationery, etc. 

Time Limitation
The Board of Examiners realizes that many applicants are employed on a full-time basis and, as such, are limited in the amount of time available to prepare for the examinations. Without some guiding time requirement, however, candidates tend to lose the concept of the examination program and the material covered. Therefore, the Board of Examiners has established a five year maximum time limit for acceptance of completed requirements for each of the three levels. The five year time period begins after the successful completion of the first examination. The time limitation may not be waived without the approval of the Board of Examiners. 

Examinations

The certification program for all levels consists of separate 80 question multiple choice examination prepared from the INTERNATIONAL PROFESSIONAL TRAINER BODY OF KNOWLEDGE (IPTBOK). International Trainers are increasingly called upon to communicate in a myriad of formal and informal ways. The evolving complexity of the field, the development of electronic information systems, technological innovations, and the development of different management structures and styles, calls for creative communications skills.

Training for Certification

General Approach
Candidates may prepare for the examinations in various ways. There is no requirement as to how a candidate obtains his/her knowledge, since all are subjected to the same examinations. Some take regular courses at universities, colleges, or other accredited institutions of higher learning. Others take special courses in evening or extension departments of universities or colleges, or technical institutions along the lines in which they will be examined.  Many candidates join others in local study groups, while others prepare individually by means of home study. 

Textbooks covering the Body of Knowledge are published in the US, China, and other countries.  A somewhat complete bibliography is attached hereto.  Formal training covering the Body of Knowledge is available from ACI for candidates pursuing certification.  Students attending Level I training will receive as their textbook the ACI “Handbook for Trainers”.  The “Handbook” covers the Body of Knowledge for Level I.  The Body of Knowledge for Level II is contained in most Basic Management and Human Resource Management textbooks (see attached bibliography).  Exams may be given online or on hard copy.

Examination Form and Format
Exam questions are multiple choice examinations.  The multiple choice examinations include questions relating to definitions, understandings of concepts, discussion of the relative merits of various issues, as well as development of approaches to hypothetical situations. A list of sample questions is available from the American Certification Institute.

Rules of Conduct for Examinations
The specific rules pertaining to the conduct of the examinations are printed on the front of the examination book. Read them carefully before answering the first question. Candidates are expected to exercise honest and ethical behavior during the exams.

MINIMUM REQUIREMENTS TO QUALIFY FOR LEVEL I CERTIFICATION

Candidates who wish to become certified must meet the following requirements:

1. AA degree OR more than three years of experience as a trainer or training manager.

2. Satisfactory completion of a 3 hour multiple choice examination covering the “International Professional Trainer” Body of Knowledge” (IPTBOK) addressed in the training program.

3. Completion of an application for certification and payment of all fees.

MINIMUM REQUIREMENTS TO QUALIFY FOR LEVEL II CERTIFICATION

Candidates who wish to become certified must meet the following requirements:

1. A Bachelor’s degree OR more than six years of experience as a trainer or training manager.

2. Satisfactory completion of a 3 hour multiple choice examination covering the “International Professional Trainer” Body of Knowledge” (IPTBOK) addressed in the training program.

3. Completion of an application for certification and payment of all fees.

MINIMUM REQUIREMENTS TO QUALIFY FOR LEVEL III CERTIFICATION

Candidates who wish to become certified must meet the following requirements:

1. MBA or other Master’s Degree OR more than 10 years of experience as a trainer or training manager AND currently serving as a top manager in his/her organization
2. Satisfactory completion of a 3 hour multiple choice examination covering the “International Professional Trainer” Body of Knowledge” (IPTBOK) addressed in the training program.

Completion of an application for certification and payment of all fees.

3. HUMAN RESOURCE MANAGEMENT CERTIFICATION PROGRAM
 CERTIFIED HUMAN RESOURCE MANAGEMENT CERTIFICATION PREPARATION

Certified Human Resource Management Professional (Level I)

Certified International Human Resource Manager (Level II)

Certified Human Resource Management Executive (Level III)

Program learning Objectives:

Candidates will be required to profess knowledge, skill, and ability in the following major areas of human resource management.

I. MANAGEMENT PRACTICES

A. Role of HR in Organizations

1. HR Roles: Advisory/Counselor, Consultant, Service, Control

2. Change Agent Role/Reengineering and Facilitating Both Content & Process

3. HR’s Role in Strategic Planning

4. HR Generalist and HR Specialist Roles

5. Effects of Different Organizational Contexts and Industries on HR functions

6. HR Policies and Procedures

7. Integration and Coordination of HR Functions

8. Outsourcing the HR Functions

B. Human Resource Planning

1. Environmental Scanning

2. Internal Scanning

3. Human Resources Inventory

4. Human Resource Information Systems

5. Action Plans and Programs

6. Evaluation of Human Resource Planning

C. Organizational Design and Development

1. Organizational Structures

2. Organizational Development

3. Diagnosis and Intervention Strategies: Action Research, Sensing, Team Building, Goal Setting, Survey Feedback, Strategic Planning, Visioning, Sensitivity Training (T-groups), Grid Training

4. Role of Organizational Culture in Organizational Development

5. Role of International Culture in Organizational Development

6. Organizational Development in Response to Technological Change

D. Budgeting, Controlling, and Measurement

1. HR Budgeting Process

2. HR Control Process

3. Evaluating HR Effectiveness

E. Motivation

1. Motivation Theories

2. Applying Motivation Theory in Management

F. Leadership

1. Leadership Theories

2. Effect of Leadership in Organizations

3. Leadership Training

G. Quality and Performance Management/TQM

1. Performance Planning: Identifying Goals/ Desired Behaviors

2. Setting and Communicating Performance Standards

3. Measuring Results and Providing Feedback

4. Implementing Performance Improvement Strategies

5. Evaluating Results

H. Employee Involvement Strategies

1. Work Teams

2. Job Design and Redesign

3. Employee Ownership/ESOPs

4. Employee Suggestion System

5. Participative Management

6. Alternative Work Schedules

7. Role of HR in Employee Involvement Programs

I. HR Research

1. Research Design and Methodology

2. Quantitative Analysis

3. Qualitative Research

J. International HR Management

1. Cultural Differences

2. Legal Aspects of International HR

3. Expatriation and Repatriation

4. Issues of Multinational Corporations

5. Compensation and Benefits for Foreign Nationals and Expatriates

6. The Role of HR in International Business

K. Ethics

1. Ethical Issues

2. Establishing Ethical Behavior in the Organization

II. GENERAL EMPLOYMENT PRACTICES

A. Legal & Regulatory Factors: Definitions, Requirements, Proscribed Practices, Exemptions, Enforcement, Remedies, & Case Histories

B. Job Analysis, Job Description, and Job Specification

1. Methods of Job Analysis

2. Types of Data Gathered in a Job Analysis

3. Uses of Job Analysis

4. Job Descriptions

5. Job/Position Specifications

6. Validity & Reliability of Job Analysis, Job Description, & Job Specification

C. Individual Employment Rights

1. Employment-At-Will Doctrine

2.  Exceptions to Employment-At-Will

3. Common Law Tort Theories

4. Job-As-Property Doctrine

5. Non-Compete Agreements

D. Performance Appraisals

1. Performance Measurement- The Criterion

2. Criterion Problems

3. Documenting Employee Performance

4. Category Rating Appraisal Methods

5. Comparative Appraisal Methods

6. Narrative Appraisal Methods

7. Special Appraisal Methods: MBO, BARS, BOS

8. Types of Appraisals

9. Rating Errors

10. Appraisal Interview

11. Linking Appraisals to Employment Decisions

12. Legal Constraints on Performance Appraisal

13. Documentation

E. Workplace Behavior Problems

1. Discipline

2. Absenteeism and Tardiness

3. Sexual Harassment

4. Drug and Alcohol Use

5. Off-duty Conduct

F. Employee Attitudes, Opinions and Satisfaction

1. Measurement

2. Results Analysis

6. Interpretation

7. Feedback

8. Intervention

9. Confidentiality and Anonymity of Surveys

III. STAFFING

A. Recruitment

1. Determining Recruitment Needs and Objectives

2. Identifying Selection Criteria

3. Internal Sourcing

4. External Sourcing

5. Evaluating Recruiting Effectiveness

B. Selection

1. Application Process

2. Interviewing

3. Pre-employment Testing

4. Background Investigation

5. Medical Examination

6. Hiring Applicants with Disabilities

7. Illegal Use of Drugs and Alcohol

8. Validation and Evaluation of Selection Process Components

C. Career Planning and Development

1. Accommodating Organizational and Individual Needs

2. Mobility Within the Organization

3. Managing Transitions

D. Organizational Exit

1. General Issues

2. Layoffs/Reductions-in-Force

3. Constructive Discharge

4. Retaliatory

5. Retirement

6. Employer Defenses Against Litigation

IV. HUMAN RESOURCE DEVELOPMENT

A. HR Training and the Organization

1. The Learning Organization, Linking Training to Organizational Goals, Objectives, and Strategies

2. Human Resources Development as an Organizational Component

3. Funding the Training Function

4. Cost/Benefit Analysis of Training

B. Training Needs Analysis

1. Training Needs Analysis Process

2. Methods for Assessing Training Needs

C. Training and Development Programs

1. Trainer Selection

2. Design Considerations and Learning Principles

3. Types of Training Programs

4. Instructional Methods and Processes

5. Training Facilities Planning

6. Training Materials

D. Evaluation of Training Effectiveness

1. Sources for Evaluation

2. Research Methods for Evaluation

3. Criteria for Evaluating Training

V. COMPENSATION AND BENEFITS

A. Tax & Accounting Treatment of Compensation & Benefit Programs

B. Economic Factors Affecting Compensation

1. Inflation

2. Interest Rates

3. Industry Competition

4. Foreign Competition

5. Economic Growth

6. Labor Market Trends/Demographics

C. Compensation Philosophy, Strategy, and Policy

1. Fitting Strategy & Policy to the External Environment and to an Organization’s Culture, Structure, & Objectives

2. Training in and Communication of Compensation Programs

3. Making Compensation Programs Achieve Organizational Objectives

4. Establishing Administrative Controls

D. Compensation Programs: Types, Characteristics, and Advantages/Disadvantages

1. Base Pay

2. Differential Pay

3. Incentive Pay

4. Pay Programs for Selected Employees

E. Job Evaluation Methods

1. Compensable Factors

2. Ranking Method

3. Classification/Grading Method

4. Factor Comparison Method

5. Point Method

6. Guide Chart-Profile Method (Hay Method)

F. Job Pricing, Pay Structures, and Pay Rate Administration

1. Job Pricing and Pay Structures

2. Individual Pay Rate Determination

3. Utilizing Performance Appraisal in Pay Administration

4. Reflecting Market Influences in Pay Structures

5. Wage Surveys

G. Employee Benefit Programs: Types, Objectives, Characteristics, and Advantages/Disadvantages

1. Legally Required Programs/Payments

2. Income Replacement

3. Insurance and Income Protection

4. Deferred Pay

5. Pay for Time Not Worked

6. Unpaid Leave

7. Flexible Benefit Plans

8. Recognition and Achievement Awards

H. Managing Employee Benefit Programs

1. Employee Benefits Philosophy, Planning, and Strategy

2. Employee Need/Preference Assessment: Surveys

3. Administrative Systems

4. Funding/Investment Responsibilities

5. Coordination with Plan Trustees, Insurers, Health Service Providers and Third-Party Administrators

6. Utilization Review

7. Cost-Benefit Analysis and Cost Management

8. Communicating Benefit Programs/Individual Annual Benefits Reports

9. Monitoring Compensation/Benefits Legal Compliance Programs

I. Evaluating Total Compensation Strategy & Program Effectiveness

1. Budgeting

2. Cost Management

3. Assessment of Methods and Processes

VI. EMPLOYEE AND LABOR RELATIONS

A. Union Representation of Employees

B. Employer Unfair Labor Practices

C. Union Unfair Labor Practices, Strikes, and Boycotts

D. Collective Bargaining

E. Managing Organization-Union Relations

F. Maintaining Nonunion Status

G. Public Sector Labor Relations

VII. HEALTH, SAFETY, AND SECURITY

A. Health

1. Employee Assistance Programs

2. Employee Wellness Programs

3. Reproductive Health Policies

4. Chemical Dependency

5. Communicable Diseases in the Workplace

6. Employer Liabilities

7. Stress Management

8. Smoking Policies

9. Recordkeeping and Reporting

B. Safety

1. Areas of Concern

2. Organization of Safety Program

3. Safety Promotion

4. Accident Investigation

5. Safety Inspections

6. Human Factors Engineering (Ergonomics)

7. Special Safety Considerations

8. Sources of Assistance

C. Security

1. Organization of Security

2. Control Systems

3. Protection of Proprietary Information

4. Crisis Management and Contingency Planning

5. Theft and Fraud

6. Investigations and Preventive Corrections
Candidates in this certification program are expected to be highly motivated, disciplined, self-starters. 

The unique delivery modality allows this program to be offered on-site at any company or governmental agency that wishes to bring the program directly to its employees.  In addition, the program can be given online, using Blackboard or another online learning courseware. These delivery modes can increase student and company convenience by reducing travel time, missed work hours and incidental costs that normally accrue to students. 
This Certification Program is a core certification program of the American Certification Institute.  This program offers the designation of CHRMP (Certified Human Resource Management Professional), CIHRM (Certified International Human Resource Manager), and CHRME (Certified Human Resource Management Executive) to candidates who demonstrate their understanding of the fundamentals of the profession through the successful completion of rigorous professional certification examinations based upon the HUMAN RESOURCE BODY OF KNOWLEDGE. (HRBOK).  The HRBOK is supported by six modules of study material for the CHRMP and six modules of study material for the CIHRM.  CANDIDATES MUST BE CERTIFIED AT LEVEL 1 BEFORE THEY CAN BE CERTIFIED AT LEVEL 2.  CANDIDATES MUST BE CERTIFIED AT LEVEL 2 BEFORE THEY CAN BE CERTIFIED AT LEVEL 3.

Examinations

Completion of the certification program requires completion of multiple choice examinations for both the CHRMP and CIHRM and completion of a written and oral examination for the CHRME. The examinations are prepared by a Board of Examiners consisting of a range of Certified, Sustaining, and Educator Members within the three above Institutes/Societies. 

The examination locations are determined by the individual candidates and their proctors. A proctor may be an individual who is currently an active Certified Member, or a manager, supervisor, teacher, professor, or anyone of such standing. Each proctor is determined on a case-by-case basis. ACI wishes to make it possible for every qualified candidate to complete the certification program in a convenient and timely manner. 

Professional Designations

Successful candidates are granted the designation of CHRMP for Level 1, the designation of CIHRM for Level 2, and CHRME for Level 3.  The designations CHRMP, CIHRM and CHRME may be used just as similar recognitions are employed in accounting, insurance, medicine, law, and other professions.  Either the full expression or the initials may be used after the individual’s name on business cards, stationery, etc. 

Time Limitation
The Board of Examiners realizes that many applicants are employed on a full-time basis and, as such, are limited in the amount of time available to prepare for the examinations. Without some guiding time requirement, however, candidates tend to lose the concept of the examination program and the material covered. Therefore, the Board of Examiners has established a five year maximum time limit for acceptance of completed requirements for each of the three levels. The five year time period begins after the successful completion of the first examination. The time limitation may not be waived without the approval of the Board of Examiners. 

Modules
The certification program for Level 1 consists of six modules and an 80 question multiple choice examination prepared from the HUMAN RESOURCE BODY OF KNOWLEDGE (HRBOK).  The certification program for Level 2 consists of six modules and an 80 question multiple choice examination prepared from the HUMAN RESOURCE BODY OF KNOWLEDGE (HRBOK).  The certification program for Level 3 consists of a written and oral examination conducted to determine the candidate’s knowledge, skill, and ability relating to the HUMAN RESOURCE BODY OF KNOWLEDGE (HRBOK). 

Candidates may complete the modules in any order. However, the suggested sequence is spelled out below.

Modules for Certification

LEVELS 1 AND 3

Modules are typically 1-3 days in length.
Module 1Compensation, Incentive, and Benefit Programs
This module focuses on fundamentals of wage, salary, and benefits administration, group and individual incentive and reward programs.   The focus   is on “Compensation and Benefits” in the SHRM Body of Knowledge.  Included in the module are Tax and Accounting Treatment of Compensation and Benefit Programs; Economic Factors Affecting Compensation; Compensation Philosophy, Strategy, and Policy; Compensation Programs: Types, Characteristics, and Advantages/Disadvantages; Job Evaluation Methods; Job Pricing, Pay Structures, and Pay Rate Administration; Employee Benefit Programs: Types, Objectives, Characteristics, and Advantages/Disadvantages; Managing Employee Benefit Programs; and Evaluating Total Compensation Strategy and Program Effectiveness.
Module 2 Training and Development
This module focuses on training theory, practical applications, assessment of training needs, selection of delivery methods, and career development.  The focus is on “Human Resource Development” in SHRM Body of Knowledge.  Included in the course are HR Training and the Organization; Training Needs Analysis; Training and Development Programs; and Evaluation of Training Effectiveness.

Module 3General Employment Practices

Critical examination of theories and techniques guiding personnel selection and appraisal processes.  Students are taught how to determine staffing needs, conduct job analyses, write job descriptions, develop recruitment strategies, and affirmative action plans. Designing effective appraisal systems and conducting productive performance appraisals is a major focus.  The focus in on the SHRM “General Employment Practices” Body of Knowledge.  Included in the course are Legal and Regulatory Factors: Definitions, Requirements, Proscribed Practices, Exemptions, Enforcement, Remedies, and Case Histories; Job Analysis, Job Description, and Job Specification; Individual Employment Rights; Performance Appraisals; Workplace Behavior Problems; and Employee Attitudes, Opinions, and Satisfaction.
Module 4 Employee and Labor Relations

This module provides an overview of the principles and practices influencing labor-management relationships.  It also surveys and analyses the history, structure, institutional arrangements and philosophy of the labor relations systems in advanced, developing and underdeveloped countries and the role of government in industrial relations.  The focus is “Employee and Labor Relations” in the SHRM Body of Knowledge.  Included in the course are Union Representation of Employees; Employer Unfair Labor Practices; Union Unfair Labor Practices, Strikes, and Boycotts; Collective Bargaining; Managing Organization-Union Relations; Maintaining Nonunion Status; and Public Sector Labor Relations.

Module 5 Health, Safety, and Security

The focus of this module is on “Health, Safety, and Security” in the SHRM Body of Knowledge.  Included in the module are Health; Safety; and Security.

Module 6 International Human Resource Management

This module addresses core human resource (HR) management areas such as staffing, training, compensation, and labor relations in the context of doing business on a global scale. Trends in HR management are explored, especially in the international context. The requirements for effective HR management to create ultimate success of the enterprise are examined.

LEVELS 2 AND 3

Module 1 Contemporary Management

An introduction to the five management functions of planning, organizing, coordinating, directing, and controlling. The rise of today’s business environment, motivation theories, leadership theory and style and managing in a changing world will be explored.

Module 2 Information Systems for Managers
General management foundations of information management within and between organizations, with a strategic, global orientation. Emphasis is placed on understanding how computers facilitate the management process. Current versions of computer application programs are discussed and/or demonstrated.

Module 3 Negotiation and Conflict Resolution 
Theories, strategies, and ethics underlying negotiation and persuasion in contemporary organizations and societies. Emphasizes the knowledge and skills needed for effective negotiation and persuasion.  Also covers theories and practices of conflict resolution in organizations, strategies for analyzing and addressing conflicts, and skills for diagnosing and intervening in conflict situations.

Module 4 Leadership and Motivation in Organizations

Major theories and practices of leading people in multinational firms are examined, as well as skills for facilitating cooperation, communication, and motivation among people from different cultures. Also covers theory, research and issues pertaining to motivation, satisfaction, employee involvement, individual and team work designs, reward systems, and human resource management systems.

Module 5 Strategic Management

Analysis, development, and implementation of competitive strategies by private enterprises. Focus is on creation and maintenance of competitive advantage in domestic and global industries.
Module 6 Managing Innovation and Change 

Theories and methods of introducing change in people and organizations. Problems of growth, mergers, turnaround and resistance are addressed. Training in team building, intervention and conflict resolution are emphasized. Challenges of coordination and interoperability in innovation are addressed.

LEVEL 3 (CERTIFIED HUMAN RESOURCE MANAGEMENT EXECUTIVE) (CHRME)

The Creative Component
HR management professionals are increasingly called upon to communicate in a myriad of formal and informal ways. The evolving complexity of the field, the development of electronic information systems, technological innovations, and the development of different management structures and styles, calls for creative communications skills.

The Creative Component provides the candidate the opportunity to develop and display communications skills through either a formal research paper or an academic thesis.  The candidate must write an original, documented paper of 3,000 to 5,000 words in length on a special aspect of HR management. Grading will be on a pass-fail basis. The candidate must submit the title and outline to be reviewed and approved by the Examiner.  The research paper may be written at any time while the candidate is enrolled in the certification program. Unlike the written examinations, a candidate may prepare and submit the paper at his/her own convenience. 

The subject should be one with which the candidate is familiar by virtue of employment, or one in which he/she is particularly interested or specifically qualified to write. A work-related case study would be a good choice for many candidates. It is recommended that the research paper thoroughly cover a narrow subject, rather than superficially treat a broad one. The subject matter and its composition must be original with the candidate. All secondary sources must be properly referenced. The paper will be judged on the basis of the originality of its content and on its organization, logical development, grammar, and neatness of presentation. 

Masters or Doctoral Theses: ACI will accept a copy of a candidate’s thesis as a qualifying submission if it directly addresses a facet of HR management.  The candidate must submit the title and outline to be reviewed by the Examiner to substantiate that the paper directly relates to the thrust of HR management research papers. Upon acceptance of the outline, the candidate then submits a copy of the actual thesis to the Examiners.  Upon receipt of the written thesis, the Examiners will schedule a telephonic or face-to-face oral examination to be conducted by a panel of three examiners.  The examiners will orally examine the candidate to assure themselves the candidate has a grasp of the broad field of HR management.

Examination Preparation

General Approach
Candidates may prepare for the examinations in various ways. There is no requirement as to how a candidate obtains his/her knowledge, since all are subjected to the same examinations. Some take regular courses at universities, colleges, or other accredited institutions of higher learning. Others take special courses in evening or extension departments of universities or colleges, or technical institutions along the lines in which they will be examined.  Many candidates join others in local study groups, while others prepare individually by means of home study. 

Textbooks for each of the modules are published in the US, China, and other countries.  They present selected, targeted material.  Exams may be given online or on hard copy. Candidates will be required to obtain proctors and examination sites.  The Institutes do not have “official” or specific testing sites in the United States or in foreign countries.

The examination site may be a local university, the candidate’s workplace, or any location that consists of a quiet place where candidates may sit undisturbed for a maximum of three hours (for each exam). 

The proctor may be a Certified Member, a candidate’s supervisor, a teacher or professor at a local university, or anyone of such standing, but he or she must not currently be seeking certification him/herself.

Examination Form and Format
Exam questions for Levels I and II are multiple choice examination.  The examination for Level 3 is a written thesis and oral examination.  The multiple choice examinations include questions relating to definitions, understandings of concepts, discussion of the relative merits of various issues, as well as development of approaches to hypothetical situations. A list of sample questions is available from the American Certification Institute.

Rules of Conduct for Examinations
The specific rules pertaining to the conduct of the examinations are printed on the front of the examination book. Read them carefully before answering the first question. Candidates are expected to exercise honest and ethical behavior during the exams.

Module Length

Each module can be from 1 to 3 days in length and is generally taught on successive weekends (Friday/Saturday/Sunday). 

MINIMUM REQUIREMENTS TO QUALIFY
Candidates who wish to become certified must meet the following requirements:

1. AA degree OR more than three years of experience in business.
2. Satisfactory completion of a 3 hour multiple choice examination (separate examinations for Levels 1 and 2) and a written paper with oral examination for Level 3 covering the “Human Resource Management Body of Knowledge” (HRMBOK) addressed in the training program.
3. Completion of an application for certification and payment of all fees.
CERTIFIED MARKETING MANAGEMENT CERTIFICATION PREPARATION

Certified Marketing Professional (Level I)

Certified Marketing Manager (Level II)

Certified Senior Marketing Manger  (Level III)
Program learning Objectives:

Candidates will be required to profess knowledge, skill, and ability in the following major areas of marketing management.

MARKETING CONCEPTS:

1. Define marketing.
2. Explain the scope of marketing.  Discuss the applicability of marketing beyond products and services.
3. Define the evolution of the marketing concept.
4. Contrast the product, selling, and marketing orientations that a company could take toward the marketplace. 
5. Explain a customer relationship orientation and discuss its value to an organization. 
6. Explain the importance of customer satisfaction to an organization. 
7. Define customer satisfaction. 
8. Track and measure customer satisfaction. 
9. Explain the importance of delivering customer value to an organization.
10. Explain the relationship between customer satisfaction and customer value. 
11. Discuss the concept of the value chain in an organization. 
12. Explain the importance of strategic alliances to maximizing the value chain. 
13. Explain the importance of customer retention to an organization.
14. Discuss the relationship between customer satisfaction, customer value and customer retention. 
15. Compute the cost of a lost customer. 
16. Compare various ways a marketing department can be organized. 
17. Define what the marketing department’s relationship should be to other departments.
STRATEGIC MARKETING MANAGEMENT

1. Define the relationship between strategic marketing management and marketing management.

2. Analyze a product portfolio and make strategic product decisions. 

3. Discuss the value of a product portfolio to an organization. 

4. Develop a product portfolio for an organization. 

5. Select a product from the portfolio matrix and suggest a marketing strategy based on its relative location. 

6. List weaknesses of a product portfolio analysis. 

7. Compare product/market approaches a company can use to grow.
8. Conduct a SWOT analysis of a business and relate the results to organizational marketing strategy.

9. Analyze the internal strengths and weaknesses of an organization. 

10. Identify the external opportunities and threats to an organization. 

11. Identify the main issues the marketing strategy must address based on analyses. 
GLOBAL MARKETING:

1. Develop a global marketing strategy. 

2. Define reasons for going global. 

3. Compare various approaches to entering a global market. 

4. Explain the pros and cons of global standardization vs. adaptation. 

5. Revise a marketing strategy to fit local conditions. 
6. Introduction to International Marketing: 

7. Features of International Marketing

8. Reasons for Starting to Market Internationally 

9. The Extent of a Firm's Involvement in International Marketing

10. Differences between Domestic & International Marketing

11. Key Decisions for International Marketing

12. Globalization, Standardization & Adaption

13. The Environment of International Marketing: The Key Issues in International Marketing

14. The Political & Legal Framework

15. Economic Structure & Development

16. Social & Cultural Behavior

17. Technology

18. Researching & Analyzing Overseas Markets: The Role of International Marketing Research

19. The International Marketing Research Process

20. Information Sources

21. Monitoring the International Market

22. Investigation

23. Research

24. Some Problems in International Marketing Research

25. Using External Agencies
26. Sources of Information

27. Commissioning Market Research
28. Entry into Overseas Markets: Three Modes of Entry

29. The Criteria for Selecting a Mode of Entry

30. Exporting

31. Indirect Exports

32. Direct Exports

33. The Rationale for Overseas Production

34. Methods of Overseas Production

35. Product Decisions in International Markets: What is a Product?

36. International Marketing Product Strategies -Standardization Vs Adaptation

37. Other Aspects of Product Decisions

38. Standardization Vs Adaptation Factors

39. New Product Development for Overseas Markets o Product Elimination o Product Life Cycles & International

40. Marketing Mix Decisions

41. The Product Life Cycle in International Marketing

42. International Branding Decisions

43. Communications Decisions in International Marketing: Problems in International Promotion

44. The International Promotional Mix

45. Planning the International Promotional Campaign

46. Global Advertising

47. Pricing Decisions in International Marketing: The Role of Pricing o Approaches to Pricing

48. The Factors Influencing International Marketing Pricing Decisions

49. Export Pricing

50. Marginal Cost Pricing o Transfer Pricing

51. Export Quotations

52. Methods of Payment

53. Foreign Market Pricing

54. Countertrade

55. Distribution in Foreign Markets: Types of Trading Channels within a Market

56. Channel Design

57. International Physical Distribution

58. Documents Used in Foreign Trade

59. Financing Goods in Distribution - Short Term

60. Finance

61. Financing Goods in Distribution - Medium Term Finance

62. International Marketing Planning & Control: Introduction to Planning

63. Elements of International Marketing Plans

64. The Three Levels of International Marketing Planning

65. Why Produce an International Marketing Plan?

66. Alternative Planning Cycles

67. Some Added Difficulties of International Planning

68. Strategy Formation for International Marketing - Intended & Deliberate Strategies

69. Strategy Formation for International Marketing -Emergent Strategies

70. Controlling International Marketing Plans

71. Organizing for International Marketing: Guidelines to Organization

72. The Factors Affecting International Marketing Organization

73. What Form of Organization?

74. Organization by Region, Product, Function & Project

75. Matrix Organization o Centralization & Decentralization

76. The Economic Basis of International Trade: The Principles of International Trade

77. The Principle of Comparative Advantage

78. The Balance of Payments

79. Exchange Rates

80. The Management of International Trade: Exchange Rate Management

81. International Institutions & Agreements

82. Protectionism in International Trade

83. Exporting & The Small Company: Defining the Small Firm

84. Specific Problems Facing Small Exporters

85. Success Factors for Small Exporters

86. Exporting & The Very Small Firm

87. The Use of Overseas Agents

88. Documentation Simplification – SITPRO
ANALYZING MARKET OPPORTUNITIES:

1. Gather information and measure market demand.

2. Discuss the components of a marketing information system. 

3. Design a market research study. 

4. Contrast the strengths and weaknesses of secondary versus primary data. 

5. Contrast several ways to collect market data. 

6. Compare the concepts of probability and non-probability sampling. 

7. Analyze market research data. 

8. Estimate current demand. 

9. Forecast future demand. 

10. Identify several major environmental factors and explain how they may impact marketing decisions.

11. Use knowledge of how customers make purchase decisions to develop marketing strategy.

12. Explain how culture impacts consumer purchase decisions. 

13. Explain how lifestyle impacts consumer purchase decisions. 

14. Use information on beliefs and attitudes to design marketing strategy. 

15. Use information on the degree of buyer involvement to design marketing strategy. 

16. Develop a marketing strategy which impacts consumers as they progress through the traditional stages of the consumer buying process. 

17. Develop a marketing strategy for organization purchase decisions. 

18. Contrast types of business buying situations. 

19. Identify roles that people play in the buying center. 

20. Develop a marketing strategy relating to the different stages in the normal organizational buying process. 

21. Develop a marketing strategy for selling to a buying center. 

MARKET SEGMENTATION AND POSITIONING:

1. Segment a market.

2. Identify several variables that can be used to segment a consumer market and select the most appropriate for a given context. 

3. Identify several variables that can be used to segment an organizational market and select the most appropriate for a given context. 

4. Evaluate the usefulness of the segmentation strategy using criteria. 

5. Differentiate and position an organization's product or service. 

6. Develop a positioning strategy based on market data. 

7. Identify different dimensions around which an organization can differentiate its offering. 

8. Evaluate the usefulness of the differentiating strategy using criteria. 

9. Explain the relationship between the concepts of segmentation and positioning. 
PRODUCT DEVELOPMENT AND MANAGEMENT:

1. Develop marketing strategy using the product life cycle concept.

2. List the stages in a typical product life cycle. 

3. Describe how environmental factors may change through these stages. 

4. Select an appropriate marketing strategy based on a product's stage in the product life cycle. 

5. Contrast the steps in the new product development process. 

6. Manage product lines.

7. Analyze a product line. 

8. Discuss pros and cons of extending a product line. 

9. Explain the concept of brand equity. 

10. Define the unique characteristics of services and their marketing implications.

11. Identify possible gaps in service quality and their causes. 

12. Suggest ways to manage service productivity. 

DESIGNING PRICING STRATEGIES:

6. Set pricing objectives. 

7. Set an appropriate price. 

8. Adapt the price for changing market conditions. 

9. Design a strategy for adapting to price changes. 

10. Define key legal issues in setting prices. 
MANAGING MARKETING CHANNELS:

1. Describe tasks performed by a marketing channel.

2. Set objectives for the channels.

3. Evaluate channel alternatives.

4. Select channel members.

5. Evaluate how well channel members are performing.

6. Compare several different channel systems.

7. Design a logistics system.

8. Define key legal issues in channel relations.
MANAGING INTEGRATED MARKETING COMMUNICATIONS:

1. Design an integrated marketing communications strategy.

2. Set communication objectives. 

3. Compare the strengths and weaknesses of various communication elements. 

4. Develop a sales promotion strategy.

5. Explain the major decisions made in sales promotion strategy. 

6. Select appropriate sales promotion techniques given a market scenario. 

7. Utilize public relations. 

8. Design a public relations strategy given a market scenario. 
9. Design an advertising campaign.

10. Set objectives for an advertising campaign. 

11. Explain the major decisions made in designing an advertising campaign. 

12. Discuss the concepts and trade-offs of reach and frequency of an advertising campaign. 

13. Select appropriate message strategy given a market scenario. 

14. Select appropriate media and vehicles to reach a designated target market. 

15. Evaluate the effectiveness of an advertising campaign. 

16. Manage the sales force.

17. Set sales force objectives. 

18. Structure the sales force. 

19. Compute appropriate sales force size. 

20. Select appropriate sales force compensation methods. 

21. Evaluate the effectiveness of the sales force. 
MANAGING DIRECT AND ON-LINE MARKETING:

1. Define the benefits of direct marketing. 

2. Compare channels of direct marketing.

3. Explain the advantages and disadvantages of on-line marketing.

4. Evaluating marketing strategy
5. Analyze marketing results relative to marketing objectives.

6. Utilize various tools to evaluate marketing strategy. 

7. Suggest changes in marketing strategy based on analysis. 

8. LEGAL:

9. Apply legal statutes related to implementing marketing strategy and managing a workforce. 
TECHNOLOGY:

1. Use technology for marketing and customer enhancement.

2. Match appropriate technology to a marketing management need.

3. Rationalize why technology was selected. 

COMMUNICATION:
1. Tailor communication for diverse people and situations. 

2. State when and why to use a particular communication style. 

3. Speak and write competently. 

4. Identify what is wrong in a written communication. 

5. Write a memo instructing marketing reps to take action. 

6. Conduct meetings.

7. Identify key elements of a successful staff meeting.

8. Identify causes for meeting failure. 

9. Provide employee feedback.

10. Practice listening skills. 
Candidates in this certification program are expected to be highly motivated, disciplined, self-starters. 
The unique delivery modality allows this program to be offered on-site at any company or governmental agency that wishes to bring the program directly to its employees.  In addition, the program can be given online, using Blackboard or another online learning courseware. These delivery modes can increase student and company convenience by reducing travel time, missed work hours and incidental costs that normally accrue to students. 
This Certification Program is a core certification program of the American Certification Institute and the Global Negotiation Institute.  This program offers the designation of CMP (Certified Marketing Professional), CMM (Certified Marketing Manager), and CSMM (Certified Senior Marketing Manager) to candidates who demonstrate their understanding of the fundamentals of the profession through the successful completion of rigorous professional certification examinations based upon the MARKETING MANAGEMENT BODY OF KNOWLEDGE. (MMBOK).  The MMBOK is supported by six modules of study material for the CMP and six modules of study material for the CMM.  CANDIDATES MUST BE CERTIFIED AT LEVEL 1 BEFORE THEY CAN BE CERTIFIED AT LEVEL 2.  CANDIDATES MUST BE CERTIFIED AT LEVEL 2 BEFORE THEY CAN BE CERTIFIED AT LEVEL 3.

Examinations

Completion of the certification program requires completion of multiple choice examinations for both the CMP and CMM and completion of a written and oral examination for the CSMM. The examinations are prepared by a Board of Examiners consisting of a range of Certified, Sustaining, and Educator Members within the three above Institutes/Societies. 
The examination locations are determined by the individual candidates and their proctors. A proctor may be an individual who is currently an active Certified Member, or a manager, supervisor, teacher, professor, or anyone of such standing. Each proctor is determined on a case-by-case basis. ACI and GNI wish to make it possible for every qualified candidate to complete the certification program in a convenient and timely manner. 
Professional Designations

Successful candidates are granted the designation of CMP for Level 1, the designation of CMM for Level 2, and CSMM for Level 3.  The designations CMP, CMM and CSMM may be used just as similar recognitions are employed in accounting, insurance, medicine, law, and other professions.  Either the full expression or the initials may be used after the individual’s name on business cards, stationery, etc. 
Time Limitation
The Board of Examiners realizes that many applicants are employed on a full-time basis and, as such, are limited in the amount of time available to prepare for the examinations. Without some guiding time requirement, however, candidates tend to lose the concept of the examination program and the material covered. Therefore, the Board of Examiners has established a five year maximum time limit for acceptance of completed requirements for each of the three levels. The five year time period begins after the successful completion of the first examination. The time limitation may not be waived without the approval of the Board of Examiners. 
Modules
The certification program for Level 1 consists of six modules and an 80 question multiple choice examination prepared from the MARKETING MANAGEMENT BODY OF KNOWLEDGE (MMBOK).  The certification program for Level 2 consists of six modules and an 80 question multiple choice examination prepared from the MARKETING MANAGEMENT BODY OF KNOWLEDGE (MMBOK).  The certification program for Level 3 consists of a written and oral examination conducted to determine the candidate’s knowledge, skill, and ability relating to the MARKETING MANAGEMENT BODY OF KNOWLEDGE (MMBOK). 

Candidates may complete the modules in any order. However, the suggested sequence is spelled out below.
Modules for Certification
LEVELS 1 AND 3

Modules are typically 1-3 days in length.

Module 1 Marketing Management 
Concepts, problems and opportunities in marketing within its competitive, political-legal, economic, social and global environments. Social responsibility and ethics. Marketing research. Consumer and business-to-business segmentation and positioning. Strategic marketing planning. 
Module 2 Consumer Behavior 
Analysis of consumer behavior and motivation; principles of learning, personality, perception, and group influence, with emphasis upon mass communication effects. 
Module 3 Integrated Marketing Communication 

In-depth coverage of the major communication tools used in marketing such as advertising, sales promotion, direct marketing, and public relations. 
Module 4  Direct and Database Marketing 
This module focuses on the evolving fields of database marketing. Students learn optimal ways of developing and using a customer database to design, implement and evaluate direct, loyalty and other marketing programs. 
Module 5 Marketing Research and Strategy  

Research aids to marketing management; nature of the research process; planning research including problems of sampling and measurement; experimental and non-experimental methods and techniques; analysis of data.  Decision-making by the marketing executive; integration of all elements of the marketing program based on actual business situations. 
Module 6 International Marketing 
Integrated and comparative approach to international marketing management. Emphasis on the development of a competitive strategy in a global environment. Applications to both developing and industrialized markets. 
LEVELS 2 AND 3

Module 1 Contemporary Management

An introduction to the five management functions of planning, organizing, coordinating, directing, and controlling. The rise of today’s business environment, motivation theories, leadership theory and style and managing in a changing world will be explored.

Module 2 Human Resource Management

Examines the impact of recruitment, hiring, training, performance appraisal, practices, and environmental factors such as industrial/labor relations on HR management. Covers theories and methods of introducing change in organizations, including the techniques for analyzing organizations, developing change programs, and implementing changes

Module 3 Information Systems for Managers

General management foundations of information management within and between organizations, with a strategic, global orientation. Emphasis is placed on understanding how computers facilitate the management process. Current versions of computer application programs are discussed and/or demonstrated.

Module 4 Negotiation and Conflict Resolution 

Theories, strategies, and ethics underlying negotiation and persuasion in contemporary organizations and societies. Emphasizes the knowledge and skills needed for effective negotiation and persuasion.  Also covers theories and practices of conflict resolution in organizations, strategies for analyzing and addressing conflicts, and skills for diagnosing and intervening in conflict situations.

Module 5 Leadership and Motivation in Organizations

Major theories and practices of leading people in multinational firms are examined, as well as skills for facilitating cooperation, communication, and motivation among people from different cultures. Also covers theory, research and issues pertaining to motivation, satisfaction, employee involvement, individual and team work designs, reward systems, and human resource management systems.

Module 6 Strategic Management

Analysis, development, and implementation of competitive strategies by private enterprises. Focus is on creation and maintenance of competitive advantage in domestic and global industries.
LEVEL 3 (CERTIFIED SENIOR MARKETING MANAGER (CSMM)

The Creative Component
Marketing management professionals are increasingly called upon to communicate in a myriad of formal and informal ways. The evolving complexity of the field, the development of electronic information systems, technological innovations, and the development of different management structures and styles, calls for creative communications skills.
The Creative Component provides the candidate the opportunity to develop and display communications skills through either a formal research paper or an academic thesis.  The candidate must write an original, documented paper of 3,000 to 5,000 words in length on a special aspect of marketing management. Grading will be on a pass-fail basis. The candidate must submit the title and outline to be reviewed and approved by the Examiner.  The research paper may be written at any time while the candidate is enrolled in the certification program. Unlike the written examinations, a candidate may prepare and submit the paper at his/her own convenience. 
The subject should be one with which the candidate is familiar by virtue of employment, or one in which he/she is particularly interested or specifically qualified to write. A work-related case study would be a good choice for many candidates. It is recommended that the research paper thoroughly cover a narrow subject, rather than superficially treat a broad one. The subject matter and its composition must be original with the candidate. All secondary sources must be properly referenced. The paper will be judged on the basis of the originality of its content and on its organization, logical development, grammar, and neatness of presentation. 
Masters or Doctoral Theses: The Society will accept a copy of a candidate’s thesis as a qualifying submission if it directly addresses a facet of marketing management.  The candidate must submit the title and outline to be reviewed by the Examiner to substantiate that the paper directly relates to the thrust of marketing management research papers. Upon acceptance of the outline, the candidate then submits a copy of the actual thesis to the Examiners.  Upon receipt of the written thesis, the Examiners will schedule a telephonic or face-to-face oral examination to be conducted by a panel of three examiners.  The examiners will orally examine the candidate to assure themselves the candidate has a grasp of the broad field of marketing management.

Examination Preparation

General Approach
Candidates may prepare for the examinations in various ways. There is no requirement as to how a candidate obtains his/her knowledge, since all are subjected to the same examinations. Some take regular courses at universities, colleges, or other accredited institutions of higher learning. Others take special courses in evening or extension departments of universities or colleges, or technical institutions along the lines in which they will be examined.  Many candidates join others in local study groups, while others prepare individually by means of home study. 
Textbooks for each of the modules are published in the US, China, and other countries.  They present selected, targeted material.  Exams may be given online or on hard copy. Candidates will be required to obtain proctors and examination sites.  The Institutes do not have “official” or specific testing sites in the United States or in foreign countries.
The examination site may be a local university, the candidate’s workplace, or any location that consists of a quiet place where candidates may sit undisturbed for a maximum of three hours (for each exam). 
The proctor may be a Certified Member, a candidate’s supervisor, a teacher or professor at a local university, or anyone of such standing, but he or she must not currently be seeking certification him/herself.

Examination Form and Format
Exam questions for Levels 1 and 2 are multiple choice examination.  The examination for Level 3 is a written thesis and oral examination.  The multiple choice examinations include questions relating to definitions, understandings of concepts, discussion of the relative merits of various issues, as well as development of approaches to hypothetical situations. A list of sample questions is available from the American Certification Institute.

Rules of Conduct for Examinations
The specific rules pertaining to the conduct of the examinations are printed on the front of the examination book. Read them carefully before answering the first question. Candidates are expected to exercise honest and ethical behavior during the exams.
Module Length

Each module can be from 1 to 3 days in length and is generally taught on successive weekends (Friday/Saturday/Sunday). 
MINIMUM REQUIREMENTS TO QUALIFY

Candidates who wish to become certified must meet the following requirements:

1. AA degree OR more than three years of experience in business.
2. Satisfactory completion of a 3 hour multiple choice examination (separate examinations for Levels 1 and 2) and a written paper with oral examination for Level 3 covering the “Marketing Management Body of Knowledge” (MMBOK) addressed in the training program.

3.
Completion of an application for certification and payment of all fees.
CERTIFIED INTERNATIONAL PROFESSIONAL MANAGEMENT CERTIFICATION PREPARATION
Certified International Management Professional (CIMP, Level I) 
Certified International Professional Manager (C.I.P.M. Level II) 
Certified International Professional Management Executive (CIPME, Level III)
Introduction 
Globalization represents a revolutionary integration of capital, technology and information across national boarders in a way that is creating a single global market and, to some degree, a global village. While globalization is of greatest concern to businesses and agencies working transnationally, globalization trends affect all businesses whether or not they are truly global. The International Manager certifications are designed for the sophisticated manager with extensive work experience seeking advanced instruction in issues related to globalization. Through a writing project and oral examination (Level 3), the candidate is given the opportunity to integrate and synthesize the knowledge gained in the program and apply it in solving real-world problems created by globalization. The program provides the specialized knowledge and skills necessary to manage successfully in a rapidly changing, multicultural and multinational environment. 

This Certification Program is a core certification program of the American Certification Institute, the Global Negotiation Institute, and the American Purchasing Society. This program offers the designation of CIMP (Certified International Management Professional), C.I.P.M. (Certified International Professional Manager), and CIPME (Certified International Professional Management Executive) to candidates who demonstrate their understanding of the fundamentals of the profession through the successful completion of rigorous professional certification examinations based upon the INTERNATIONAL PROFESSIONAL MANAGEMENT BODY OF KNOWLEDGE. (IPMBOK). The IPMBOK is supported by eight modules of study material for the IPMBOK and six modules of study material for the CIPM. CANDIDATES MUST BE CERTIFIED AT LEVEL 1 BEFORE THEY CAN BE CERTIFIED AT LEVEL 2. CANDIDATES MUST BE CERTIFIED AT LEVEL 2 BEFORE THEY CAN BE CERTIFIED AT LEVEL 3.

Objectives of Certification 
· To provide sound knowledge of globalization concepts from the perspective of all business management disciplines 

· To provide skills related to working effectively in the multicultural, multinational, business world that globalization is creating. 

· To provide an opportunity for making a contribution to the globalization knowledge base through completion of the required doctoral project. 

Modules for Certification 
LEVELS 1 AND 3 

Module 1 Globalization 

Module 2 Understanding and Using Technology 

Module 3 Global Marketing 

Module 4 Global Economics 

Module 5 International Information Technology Management 

Module 6 Global Business Operations 

Module 7 International Finance 

Module 8 International Business and Trade Law 

LEVELS 2 AND 3 

Module 1 Global Management 

Module 2 Managing Across Cultures 

Module 3 Leadership in a Global Context 

Module 4 Negotiating Across Cultures 

Module 5 International Human Resource Management 

Module 6 Business Strategy from a Global Perspective 

LEVEL 3 (CERTIFIED INTERNATIONAL PROFESSIONAL MANAGEMENT EXECUTIVE) (CIPME) 

The Creative Component 
The Creative Component provides the candidate the opportunity to develop and display communications skills through either a formal research paper or an academic thesis. The candidate must write an original, documented paper of 3,000 to 5,000 words in length on a special aspect of international management. Grading will be on a pass-fail basis. The candidate must submit the title and outline to be reviewed and approved by the Examiner. The research paper may be written at any time while the candidate is enrolled in the certification program. Unlike the written examinations, a candidate may prepare and submit the paper at his/her own convenience. 

Masters or Doctoral Theses: The Society will accept a copy of a candidate's thesis as a qualifying submission if it directly addresses a facet of international management. The candidate must submit the title and outline to be reviewed by the Examiner to substantiate that the paper directly relates to the thrust of international management research papers. Upon acceptance of the outline, the candidate then submits a copy of the actual thesis to the Examiners. Upon receipt of the written thesis, the Examiners will schedule a telephonic or face-to-face oral examination to be conducted by a panel of three examiners. The examiners will orally examine the candidate to assure themselves the candidate has a grasp of the broad field of international business. 

Requirements for certification 
Candidates who wish to become certified must meet the following requirements: 

• Undergraduate degree OR more than five years of experience in international professional management. 

• Satisfactory completion of a 3 hour multiple choice examinations (separate examinations for Levels 1 and 2) and a written paper with oral examination for Level 3 covering the “International Professional Management Body of Knowledge” (IPMBOK) addressed in the training program. 

• Completion of an application for certification and payment of all fees. 

Examination 
Exam questions for Levels I and II are multiple choice. The examination for Level 3 is a written thesis and oral examination. The multiple choice examinations include questions relating to definitions, understandings of concepts, discussion of the relative merits of various issues, as well as development of approaches to hypothetical situations. A list of sample questions is available from the American Certification Institute. 

Professional Designation 
Successful candidates are granted the designation of CIMP for Level 1, the designation of CIPM for Level 2, and CIPME for Level 3. The designations CIMP, CIPM, and CIPME may be used just as similar recognitions are employed in accounting, insurance, medicine, law, and other professions. Either the full expression or the initials may be used after the individual's name on business cards, stationery, etc. 
Certified Business Administrator (CBA) 
窗体底端
Introduction 
This Certification Program is a core certification program of the American Certification Institute. This program offers the designation of CBA (Certified Business Administrator) to candidates who demonstrate their understanding of the fundamentals of the profession through the successful completion of rigorous professional certification examinations based upon the BUSINESS ADMINISTRATION BODY OF KNOWLEDGE (BABOK). The BABOK is supported by 4 modules of study material for the CBA. ?


Program Goals and Objectives

To train a new genre of dynamic professionals, who know the latest trends and are capable of handling new challenges. While millions of new jobs are being created, most multinationals and conglomerates find that it is difficult to head-hunt for key positions in the field of Office Administration/Business management. 
Education and certification is the key to success and the time is ripe for imparting training to professionals involved in office administration so that they can effectively take-on the challenges in the future. ?
This program is designed to:

1. Provide the participant with a complete understanding of the techniques involved in successfully carrying out administration operations. 

2. Introduce the basic principles and concepts of management. 

3. Expose students to the managerial functions and activities in managing an organization. 

4. Highlight vital managerial skills among students 

Upon completing this course students should be able to:

1. Elaborate on characteristics of contemporary business environment; 

2. Explain the management of business 

3. Act upon the human resource factors in business organization; 

4. Elaborate on the various aspects of marketing; 

5. Evaluate the approaches towards managing operations and management; 

6. Account for the various financial issues and instrument for businesses. 

Modules for Certification 

The certification program consists of four modules and an 80 question multiple choice examination prepared from the BUSINESS ADMINISTRATION BODY OF KNOWLEDGE (BABOK). Candidates may complete the modules in any order. However, the suggested sequence is spelled out below.

Module 1: Dynamic Modern Organization 
Introduction to Business
Understanding the Business Environment
Module 2: The Management Practices & Office Administration? 
Management Practices
Business Communication
Module 3: Human Resource Management & Organizational Behavior
Module 4: Customer Service
Certified International Customer Service Professional (CICSP) 
窗体顶端
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Introduction 

In today’s highly competitive business environment, managing customer relationships and effectively interacting with your customers are critical to an organization’s success. By enhancing the customer experience, organizations can develop a strong relationship between the customer and the organization. If sustained over time, organizations can strengthen their competitive position and as a result increase its profitability. 

This program examines customer service and customer relationship management (CRM) as a key strategic process within all organizations. CRM is defined as the overall process of building and maintaining profitable customer relationships by delivering value and satisfaction to the customer. Focusing on process, strategy and technology, this program leads students from understanding the fundamentals of customer service and CRM through the implementation of CRM systems and analysis of customer data. It discusses customer service and CRM philosophy as well as the systems in place that incorporate and integrate information from sales, marketing and service. 

The theory of CRM is being exalted to a new status because of today’s severe competition and nearly saturated products.  Wal-Mart, Southwest Airline with great reputation highly listed in Fortune magazine make management ability of customer service as their core competitiveness.  The essence of competition between corporations is customer satisfaction; customer service department is no longer a dispensable department but the edge tool of corporate development. 

The program is designed to introduce students to both customer service skills and CRM fundamentals in managing customers.  The curriculum will introduce students to concepts and functionality for all customer service professionals.  This Certification Program is a core certification program of the American Certification Institute. This program offers the designation of CICSP (Certified International Customer Service Professional) to candidates who demonstrate their understanding of the fundamentals of the profession through the successful completion of rigorous professional certification examinations based upon the CUSTOMER SERVICE MANAGEMENT BODY OF KNOWLEDGE (CSMBOK). The CSMBOK is supported by 2 modules of study material for the CICSP. 

Who Should Attend? 

· Customer service director or manager, marketing director and related managerial personnel 

· Excellent customer service personnel 

· Anyone wishing to become a customer service professional 

Modules for Certification 

The certification program consists of two modules and an 80 question multiple choice examination prepared from the CUSTOMER SERVICE MANAGEMENT BODY OF KNOWLEDGE (CSMBOK). Candidates may complete the modules in any order. However, the suggested sequence is spelled out below: 

Module 1 (Customer Service Skills) 

1) Achieving high customer satisfaction 

2) Developing strong listening and communication skills 

3) Winning Telephone skills 

4) Technical writing skills for support professionals 

5) Handling difficult customer situation 

6) Solving and preventing problems 

7) Teams and team players in a help desk setting 

8) Minimizing stress and avoiding burnout 

  

Module 2 (Customer Relationship Management) 

1) CRM Overview, Types, Strategy and Implementation 

2) The Theoretical Framework of CRM 

3) CRM Project Organization in the Financial Industry 

4) The Evolution of Customer Relationships and Customer Value 

5) Main Benefits and Organizational Impacts of CRM within the Bank 

6) Data Mining Systems Supporting the Marketing Function 

7) CRM Conclusion 

  
Recommended Text(s) 

 

CICSP Customer Service Text 

CICSP CRM Text 

(Provided to Students as Part of Their Course Tuition) 
Certified Quality Director 

Introduction 

Economy globalization means global competition, which means we must have a global perspective. To build an elite class of Quality Directors for corporations is an innovative approach to integrate all related resources and build corporate quality competitiveness. CQD, which stands for Certified Quality Director has an objective of nurturing Quality Directors to help companies gain quality competitiveness.

Objectives of the Program 
1. To improve your professional reputation as well as form a solid foundation for your future career; 

2. To build–up self-confidence as well as personal competitiveness through mastering the professional quality management and advanced concepts and skills; 

3. After study, people can be effective managers during the quality improvement process, which will enable students to contribute more to their corporation and organization. 

Who Will Benefit?

● Deputy general managers in charge of quality management , the representatives of executives, deputy chief engineer, quality director, general quality master, quality manager/ director; 
● All people who are wishing to become experts in quality management. 
CQD Body of Knowledge 

Quality management means to understand and build quality from a strategic perspective, which is the only way of building a successful company.  This is also an important instrument for developing corporate competitive advantage.  Based on this, experts from the quality field developed the CQDBOK（The Body of Knowledge of a Capable Quality Director）.

Module 1: Management and Environment – Find Competitive Edge in a Changing Environment 

●Challenges in the new knowledge economy, the creativity economy and global challenges 

● Management theories and history: from Taylorism to Human Relations to Crosbyism excellence
● Global challenges: environment, CSR and business ethics, stakeholder analysis

Module 2: Quality Leadership – Leading Changes and Innovative Practices

●Organizational leadership: organization methods, organizational culture and contingency leadership

●Organizational behavior: negotiation skills, pressure management and change management
● Team cooperation: types of teams, team dynamics, team facilitation and team performance

Module 3: Setting and Implementation of Quality Strategy – Directing Quality Improvement
●Competitive analysis: PEST, SWOT, 5Forces, Shell Matrix
●Strategic planning and evaluation: Strategic situational analysis and BCS
●Strategic implementation: BCS Matrix, resources allocation, Benchmarking
Module 4: Customer-Focused Organization and Cultural Changes – Building of Organizational Behavior

●Definition of business and positioning: strategic marketing logic from 4P to 4C
●Customer understanding and segmentation: approaches for segmentation, targeting
●Customer behavior: determinants of customer behavior, decision making process and organizational buying behavior
●Customer relationship management: CRM, customer satisfaction index, customer loyalty management
Module 5: Approaches and Tools of management – Sharp Judgment and Application  
●Managerial communications: information systems, communications skills, knowledge management
●Staff motivation: needs analysis, motivation skills, job design, HR development
●Quality tools: problem solving tools, process management approaches, measurement and evaluation
●Quality models: Malcom Baldridge Awards, ISO9000 series, main industrial criteria and international criteria

Module 6: Supplier Performance Management – Integrating Value Chain, and Building Competitive Advantage 

●Selection of suppliers: suppliers in a total supply chain
●Supplier management: VOC, QFD, FMEA, SPC
●Supplier auditing: SQA skills (Supplier Quality Autiding)
Module 7: Training and Capability Development – Enhancing Organizational and Personal Competitive Edge 

●Training planning: needs analysis, training materials preparation, course development
●Methods and approaches of training: lecturing, experiential training, case studies, ROTI training results analysis
●Planning and development of personal career: model of personal career development 

Examinations 

The examination is composed of multiple-choice questions and two case studies, which includes definition related questions, the understanding of the concepts, discussion of the comparative merits of each question, as well as the solutions under various assumptions. 

Certification Requirements 
· Associate degree, plus more than 5 years working experiences in quality/production management 

· Bachelor degree, plus more than 3years working experiences in quality/production management 

· Master degree, plus more than 1years working experiences in quality/production management 

· Complete 3-hour exam successfully 

· Finish certification application process and paid all the required fees. 

Certified Quality Improvement Professional (CQIP)


Introduction 
This Certification Program is a core certification program of American Certification Institute, This program offers the designation of CQIP (Certified Quality Improvement Professional) to candidates who demonstrate their understanding of the fundamentals of the profession through the successful completion of rigorous professional certification examinations based upon the CONTIUOUS QUALITY MANAGEMENT BODY OF KNOWLEDGE (CQIBOK).? 


Modules for Certification 
The Certified Quality Improvement Professional covers definitions and basic knowledge of quality management principles, Customer focus, team work, quality tools, continuous improvement, supplier management, and their uses. If you are keen in developing your knowledge in continuous quality improvement process or boost your resume this certification may be a great decision for you. 
The CQIP certification program consists of 6 modules as below: 


Syllabus for Certified Quality Improvement Professional 

M1. Quality Concepts and Quality Management Principles 

1. Defining Quality Concepts and Terms 

2. Evolution of Quality 

3. Quality Gurus and Quality Philosophies 

1. W. Edwards Deming 

2. Joseph M. Juran 

3. Philip Crosby 

4. Shingeo Shingo 

5. Kaoru Ishikawa 

6. Taiichi Ohno 

7. Genichi Taguchi 

8. Noriaki Kano 

9. Walter A Shewhart 

10. Yogi Akao 

11. Armand Feigenbaum 

4. Benefits of Implementing a Quality Model 

5. Six Sigma Methodology 

6. Lean Principles 

7. Total Quality Management and the 8 Management Principles 

M2. Customer Focus and Satisfaction 
1. Defining Customers 

2. Process vs its customers 

3. Translating the customer’s voice into measurable requirements 

4. Customer Satisfaction 

1. Defining quality with respect to customer satisfaction process 

5. Customer feedback Mechanism 

6. Key Indicators – Customer Satisfaction, Products and Services 

M3. Team Oriented Problem Solving (Teamwork) 

1. Importance of teamwork in quality improvement initiatives 

2. Barriers to Teams Achievement 

3. Characteristics of Effective Teams 

4. Collaborative Creative Problem Solving and Decision Making Skills 

M4. Quality Tools and Continuous Quality Improvement Techniques 

1. PDCA cycle 

2. Cost of Quality 

3. Internal Audits for improvement opportunities 

4. Root Cause Analysis (RCA) and Corrective Action and Preventive Action (CAPA) 

5. Basic QC Tools and New Management Tools 

6. Process Mapping 

M5. Supplier Quality Audits and Supplier Relationships 

1. Definition of Audit and terms 

2. Supplier-Customer relationship 

3. Supplier Quality Management System and Audits 

4. Supplier Metrics 

5. Supplier Continuous Improvement 

M6. Managing Quality Improvement Projects 

1. Project Management Definition and concepts 

2. Benefits and importance of project management 

3. Project Phases 

4. Project Tools and Techniques 

5. Managing Risk in Quality Improvement Projects 

CQIP CERTIFICATION EXAMINATION
Completion of this program will enable the student to: 

1. Define quality management and quality improvement process. 

2. Describe the different types of quality tool and methodologies. 

3. List and describe the various components of quality improvement process. 

4. Describe the functions of quality improvement process. 

5. Explain the motivations for quality improvement. 

6. Explain how to make effective decisions. 

7. Explain the relationship between customer, organization and supplier. 

8. Describe your role as a Quality Improvement professional. 

9. Understand how to initiate quality improvement activities in an organization. 

10. Describe the process of Quality Improvement Performance Measurement. 

Class Schedule 
The training session is generally taught in Modules. The purpose of the program is to introduce the student to the basic concepts of quality improvement activities as they apply to all processes in an organization. This incorporates an understanding of the principles of quality management. 

Professional Designations 
Successful candidates are granted the designation of CQIP.  The designation CQIP may be used just as similar recognitions are employed in accounting, insurance, medicine, law, and other professions.  Either the full expression or the initials may be used after the individual’s name on business cards, stationery, etc. 
SIX SIGMA, GREEN BELT TRAINING (2 Courses)

Program Overview 

Six Sigma is an integrated, discipline proven approach to identify improvement projects, measure results, analyze performance data, and improve and create process solutions that eliminate the cause of customer-end defects.  This program provides participants with an exposure to the tools and methods that are necessary to successfully contribute Six Sigma projects.  Green Belts play a vital role within a Six Sigma initiative as they learn to contribute to the Black Belt’s efforts of data collection and analysis, process mapping, and design of experiments.

Who should attend?
Operations managers, supervisors, leads and other individual contributors (quality engineers);
Engineers, administrators, manufacturing personnel;

Consultants who want to incorporate Six Sigma, Green Belt in their service offerings;
Individuals seeking to obtain practical skills in Six Sigma, Green Belt;
Individuals wanting an introduction to Six Sigma thinking and techniques;
What You Will Learn?
Understand and be able to explain the concept of Six Sigma.

Identify the voice of the customer, their needs and requirements.

Discover all the various ways to collect data.

Learn to identify sources of variation and screen potential causes.

Learn and apply the Six Sigma DMAIC tools as a member of an improvement team.

Understand and apply the concepts of group dynamics.
Benefits 

Learn how to concentrate on and use many of the proven Six Sigma problem-solving and statistical tools to create value for the company. 

Learn the Define, Measure, Analyze, Improve and Control methodology. （DMAIC）

Learn to identify sources of variation, screen potential causes and identify the “vital few”. 

Learn the Statistical tools - including process flowcharting, SOP’s, response and variables diagrams, Input-Process-Output (IPO) process, histograms, scatter diagrams, Pareto diagrams, control charts, run charts, design of experiments, and measurement systems.

Two Course Curriculum 

The program is open to all interested persons who possess at least a high school diploma, and is recommended that students have one year of high school or college algebra.

1. Introduction to the DMAIC Methodology.

2.
Expanding on the concepts of Analysis, Improvement and Control. 

Completion Requirements
After the completion of the two course curriculum, a certificate of Six Sigma Green Belt Training will be awarded.  If students take and pass the certification examination (three-hour certification examination), they will be certified by the American Certification Institute as a “Certified 6-Sigma Green Belt Professional”. There is an additional charge for this certification.

SIX SIGMA, BLACK BELT TRAINING (4 Courses)

Program Overview 

Six Sigma is a quantitative process that promotes improved effectiveness and efficiency in an organization. It is a quality improvement methodology structured to reduce product or service failure rates to a negligible level (roughly 3.4 failures per million opportunities). To achieve these levels, it encompasses all aspects of business, including management, service delivery, design, production and customer satisfaction.

While introducing the principles, concepts, and tool necessary to a Six Sigma quality program, this class also explores the strategic planning and cultural changes needed to implement such a program. Students will examine the major components of a Six Sigma quality program, the benefits and implications of becoming a quality driven organization, and the companies/countries using the Six Sigma quality model. Most importantly, students will learn how to apply the principles and tools in the work place.

The program is designed for those who need a solid foundation in process improvement, with bottom-line results. Standardizing a methodology to achieve Six Sigma allows one to focus on reducing the standard deviation within their individual processes rather than obsessing over methods. This standardization creates a common language and a common cause throughout the value stream.

Who should attend 
Operations managers, directors, and vice presidents;
General business managers;
Human resource managers, directors, and vice presidents;
Engineers and engineering management;
Information Technology Management;
Consultants who want to incorporate Six Sigma in their service offerings;
What you will learn 

This course provides comprehensive training of the Six Sigma quantitative process. Upon completion of the program, you should have the abilities to:

Understand the DMAIC methodology.

Expand the concepts of analysis, improvement and control.

Understand the application of statistical techniques.

Accurately use the advanced statistical techniques and process control.

Benefit 

Increase productivity.

Reduce cost of poor quality.

Eliminate WIP defects.

Reduce manufacturing costs.

Four Course Curriculums 

The program is open to all interested persons who possess at least a high school diploma. It is recommended that students have one year of high school or college algebra. In addition, students should have at least 3 - 5 years experience in a quality-related job.

1. Introduction to the DMAIC Methodology.   

2. Expanding on the Concepts of Analysis, Improvement and Control.

3. Application of Statistical Techniques.

4. Advanced Statistical Techniques and Processes.

Completion Requirements

After the completion of the four course curriculum, a certificate of attendance will be awarded. After the successful completion of the assigned project (project duration should not exceed one year) a Black Belt Certificate will be awarded.  If students take and pass the certification examination (3 hour certification examination), they will be certified by the American Certification Institute as a “Certified 6-Sigma Manager—Black Belt Degree”.  There is an additional charge for this certification.

Six Sigma Training Courses

1.
Introduction to the DMAIC Methodology   

Prerequisite: None  

Students will define their Six Sigma project by mapping the process involved, bounding the project to a workable task, and identifying potential key elements impacting the process. Student will learn how to gather the data needed in a systematic way to determine that data’s reproducibility, and begin developing the tools necessary to analyze the data.

2. Expanding on the Concepts of Analysis, Improvement and Control  

Prerequisite: Introduction to the DMAIC Methodology.

Students will learn the importance of following a systematic road map to obtain a Six Sigma level and begin the process of analysis, methods of improvement and control. Examination of the data from a variety of viewpoints will determine key elements of the process that contribute to variation and defects. 

3. The application of Statistical Techniques

Prerequisite: Introduction to the DMAIC Methodology, Expanding on the Concepts of Analysis, Improvement and Control.

Addressing those key elements discovered during the second week, students learn to use statistics to analyze, improve and control the process. During this phase, focus is on discovering variable relationships between the “vital few”, establishing operating tolerances on them, validating measurement systems, determine the ability to control the “vital few”, and learn to implement process control systems.

4. Advanced Statistical Techniques and Processes

Prerequisite: Introduction to the DMAIC Methodology, Expanding on the Concepts of Analysis, Improvement and Control, The application of Statistical Techniques.

Students will learn advanced tools and approaches to further enhance the process and complete the training required for Black Belts to effectively utilize all of the techniques acquired.

Statistical software package may be required for the course No.3 and No.4 (Black Belt Training)

Courses 1, 2, and 3 are normally 40 hours in length, but may be less (or more, depending on client requirements).  Course 4 is normally 32 hours in length.

Certified International Business Analyst Professional (CIBAP)

It is through projects that we create value in the form of improved business processes and new products and services in response to changes in the business environment.

 

Since data and information are the lifeblood of virtually all business practices, IT projects are often the key mechanism used to turn an organization’s vision and strategy into reality.

 

Executives across the spectrum are adopting the practice of superior business analysis to increase the value IT projects bring to the business. The talents, competencies, and heroics of project managers and technologists alone cannot drive value into the organization.

Outlines

Business Analysis Planning and Monitoring

· Overview, Inputs and Outputs

· Planning the Requirements Approach

· Identifying and Analyzing Stakeholders

· Deciding how Requirements will be Managed and Traced

· Estimating BA Activities

· Planning of BA Communications

· Determining Requirements Metrics for Monitoring and Reporting

· Techniques for Planning
Requirements Elicitation

· Overview, Inputs and Outputs

· Prepare for Elicitation

· Conduct Elicitation Activity

· Document Elicitation Results

· Confirm Elicitation Results

· Techniques for Elicitation
Requirements Management and Communication

· Overview, Inputs and utputs

· Manage Solution Scope and Requirements

· Manage Requirements Traceability

· Maintain Requirements for Re-Use

· Prepare Requirements Package

· Communicate Requirements

· Techniques for Requirements Management and Communication
Enterprise Analysis

· Overview, Inputs and Outputs

· Define Business Need

· Assess Capability Gaps

· Determine Solution Approach

· Define Solution Scope

· Define Business Case

· Techniques for Enterprise Analysis

Requirements Analysis

· Overview, Inputs and Outputs

· Prioritize Requirements

· Organize Requirements

· Specify and Model Requirements

· Define Assumptions and Constraints

· Verify Requirements

· Validate Requirements

· Techniques for Analysis

Solution Assessment and Validation

· Overview, Inputs and Outputs

· Assess Proposed Solution

· Allocate Requirements

· Assess Organizational Readiness

· Define Transition Requirements

· Validate Solution

· Evaluate Solution Performance

· Techniques for Solution Assessment and Validation

Underlying Competencies

· Analytical Thinking and Problem Solving

· Behavioral Characteristics

· Business Knowledge

· Communication Skills

· Interaction Skills

· Software Applications

· Practice Exam Questions &Review
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