CERTIFIED MARKETING ANALYST (CMA) –
TRAINING AND CERTIFICATION EXAM
Course No.

C-CMA-P-JBD-Ver2B

Instructor

AAI Instructor

Descriptions

Successful marketing requires a commitment to understand and
satisfy customers. Many products "flop" because the company
failed to adequately understand the desires or requirements or
constraints of the people who will actually be using the product.
For example, Motorola designed a cellular phone with worldwide
capabilities, but which couldn't be used inside buildings or cars the two places phones are most likely to be needed or wanted.
Thus, much of this course will be devoted to understanding
consumers better: measuring their preferences, understanding how
those preferences are formed, and understanding whether products
or services are satisfying both stated and unstated preferences.
This course provides a comprehensive introduction to marketing
research, and discusses key concepts, processes, and techniques,
as well as their applications.
Participants gain an appreciation for the breadth and depth of the
subject and its significance for a business enterprise, whether a
start-up or an established company. Besides an overview of
marketing research, the course covers research design, including
qualitative and quantitative data, and quantitative methods used
for analyzing research data to make decisions.
This marketing course is intended for participants who want to
increase their knowledge of aspects that affect consumer behavior,
and of theories and methods for advanced analysis of consumer
markets. The final modules of this course focus on advanced
market analysis and development of decision making skills.

Objectives







Develop effective market strategy based on thorough analysis
regarding customer behavior, consumer market and thorough
market analysis.
Learn how to recognize situations that require market
research.
Gain an understanding of the research designs that could be
used to address specific business issues.
Broaden Participants understanding of critical research
techniques and good research practices.
Develop practical skills that participants can use to establish
sampling plans, design questionnaires, and analyze research
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studies for optimum results in Market Analysis.
Target Audience

The training is designed for those who manage or interact with
market, and suitable for new professional to the field or an
experienced professional as well. This training program will give
the participants a deeper understanding of the marketing research
process and market strategizing.

Duration

3 days

Date

See our schedule or please contact AAI Office.

Place

Hotel Sapphire Sky (BSD) or else.

Cost

Please contact AAI office.

Course Contents and
Descriptions

a. Perspectives on Strategy
This module highlights key challenges facing contemporary
firms in a globalized world. The Participants will gain an
interdisciplinary understanding of the business context and the
intertwined nature of its events and processes, and covers
subjects as:
 Compare theoretical perspectives on management,
entrepreneurship, and marketing strategies.
 Propose solutions to cope with internal and external
strategic challenges and complexities.
 Propose appropriate strategies to meet key dilemmas of
innovation, relating to product, process, organization,
marketing and business models.
 Critically reflect upon the consequences of strategic
choices and assess the need for further knowledge and
skills
b. Consumer Behavior
For companies to attain commercial success, it is important
that managers understand consumer behavior. This course
module, therefore, highlights the internal processes that occur
within consumers´ minds and how knowledge of these
processes can be useful for choosing marketing strategies, this
module of training describes subjects such as:
 Identify and analyze the internal processes related to
consumer behavior,
 Establish and analyze how consumer behaviour (models)
can be useful in choosing marketing strategies
 Develop and formulate marketing strategies based upon
analyses of consumer behavior and assessment of the role
of consumption in society.
 Critically assess and evaluate different consumer research
methods
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c. Consumer and Market Analysis
While the core principle of marketing is simple “make profit
by meeting a need of a customer”, translating this principle
into a set of strategic and operational decisions is far more
complex. This module is designed to provide the participants
with the concepts and tools to handle this complexity and to
offer them the opportunity to actually formulate and
implement marketing strategies in a competitive environment
over several periods, and this covers subject such as:
 Evaluate the role and contribution of marketing decisions
to the overall firm’s strategy and performance
 Assess and integrate customer, competitor and market
information provided in marketing research studies
 Strategically align the segmentation, positioning, R&D
and resource allocation decisions
 Design and implement marketing strategies in a dynamic
and competitive environment
d. Strategizing- Planning and Processes
This module describes the process for designing the future
strategies for the business or business area. It is
acknowledgeable that the environment, the opportunities and
the plans change over time, but consider strategic plans and
programs an important tool in aiding the marketing manager
to make sense of environmental and organizational dynamics,
the module covers subject such as:
 To demonstrate analytical and integrative skills in solving
advanced tasks within strategic marketing;
 To Apply acquired knowledge and understanding from
this module as well as from previous courses to design a
marketing plan within given timeframes.
 To Work effectively independently, in teams, and with
external organizations.
 Orally and in writing for stakeholders, present analyses,
ideas and marketing plan developed and/or drawn by the
team or individually.
 To Evaluate own competence and own need for
competence development in order to work with strategic
marketing.
e. The Basic of Market Research
This module of training provides to the Participants basic
comprehensive knowledge on marketing research and covers
the subjects such as:
 Introduction, Evolution and Emerging Issues of Market
Research
 Primary and secondary research
 The Marketing Research Process, Research Methods and
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f.

Design
Research objectives
Research design
Content
An introduction to research methodologies

Designing a Research Project: The Tools of Market
Research
This training module provides to the Participants with the
capability to design a market research, and guiding the
participants in using the technique and tools to generate
realible market research, and this cover subjects such as:
 Introduction to qualitative research
 Introduction to quantitative research
 Introduction to sampling and interviewing
 An introduction to questionnaire design

g. Completing a Reasearch Project
This training module shall describe to the Participants steps
and procedures in completing a research project, and the
module covers the subjects such as:
 Turning data into findings
 Reporting and communicating findings
 Professional development and the market research
industry
Cases

This part of the training shall divulge and highlight to the
participants practical and particular cases related to the subject of
market.

Certification

The participants take the American Academy of Project
Management (AAPM) exam for the Certified Marketing
Analyst (CMA) with specified criteria and assignments as
requested and stand as pre-requisite by The Board of American
Academy.

For further inquiry, please contact Hendrawan Yusdanto (HP/WA: 0812-22389800) or at 02129168695.
Email: aai.sekretariat@gmail.com
Website: www.americanacademyindonesia.com
FB: Sekretariat Aai
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