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(ODMA (Data & Marketing Association)
(1) Certified Marketing Professional i3~ —> 74 7707z v aF

https://thedma.org/marketing-education/marketing-courses/direct-marketing/dma-

certified-marketing-professional/

Stepl : Fundamentals (J&5%)

1
By )

© 0 NS Ul A W N

Offers, Value Propositions and Calls-to-Action (4 7 7 —. flifti¥fit & 17

. Creative Copywriting (Z VT A 54 7a¥—=54 54 7)
. Direct Mail Campaigns (¥4 L 27 b A=)V F ¥ yR—=V)
. Email Marketing (e X =V ~—47 51 V)

Data-Driven Analytics & Testing (F—# 12X 2508 L F A 1)
Fundamental Measurement (RF:HIE FEAR)

. Relationship Marketing (AR~ —4>7 71 > )
. Database Marketing (F—% X—A~X =751 ~ )
. Web and Search Engine Marketing (Web& Ry Vv~ —Fr 54 V)

10. Social Media Marketing (VY —3Y ¥ VAT A4 7=, T4 V)

OR *Direct Marketing Institute (In-person seminar)

Step2 : Advanced Modules 7 online modules (F# 72oDF ¥ 5 A4 Vi)

S =S, B O JUR \CR e

. Advanced Measurement (RhFEiME Efk)

. Advanced Database Marketing (F—% X—ZA<x—4 51 7 L)
. Advanced Email Marketing (e X =)V ~—47 751 » 7 L)

. Teleservices (7 L ¥ —¥ %)

. Relationship Marketing II (B4Rt~ —> 7 1 ~ 72)

Data Governance (7 — % & #)

. Mobile Marketing (ENA V=7 T4 ~ )

Step3 : Certification Exam (F2%€ ik#)

Achieve your DCMP certification when you complete the final assessment

that concludes the program.

* Lada—

Ak, URREATHH S 72—V a Y HRREESERCHEAREL, H

A a— Az LT3, (https://defm.fusion.co.jp/)

(2) ZoflfER) a2 — 2 ($#) https://thedma.org/marketing-education/explore-all-
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marketing-courses/

- Advanced B2B Demand Generation and Lead Conversion (B2BIZ31) % T ZEMujie &
FOAZHERT)

- Applications of Effective Customer Management (X509 72 BZ 4 BLO 9 i)

- Comprehensive CRM and Database Marketing (CRM & F— % X—ZA—» 5 1 ~
7 k)

- Content Marketing (257 I<—=7 754 %)

- Copywriting Essentials (Z¥—5 4 714 ¥ 7 DOIAK)

- Customer Insights Phase I: Understanding the Customer & Applying Insights (i
%A VA MEDL)

- Customer Insights Phase II: Leveraging Customer Insights to Create Growth (#%
4 %4 FED2)

- Customer Reach: The Channels (Ei% ) —F & )

- The Data-Driven Marketing Landscape (7—% « U7y —=7 74 Y T DOREE)

- Data Standards 2.0: Overview (7—4% A% ¥ ¥ — F208t%)

- Digital CRM: Understanding the Tools, Technology and Techniques ( 7 ¥ % )V
CRM)

- Digital CRM II: Advanced Applications (73 % JWCRM2)

- Digital CRM & Customer Insights Bootcamp (7Y # WCRM EHE A 34 )

- Digital Display (7Y% V74 A7 L 1)

- Digital Marketing Institute (7Y ¥ V~—r 74 ¥ 7 DFEEK)

- Direct Marketing Institute with DCMP (DCMP% o773 ¥ V=—>7 74 2 7D
FE)

- Emerging Trends (¥ b L ¥ F)

- Emotional Branding & Marketing EMEICFRZ 57 F v T4 v b~ —r54 2 7)

- Exploring the Potential of Mobile Apps ((E/NA V7 7 1) DA REME DHER)

- Hands-on Predictive Analytics for Marketers (¥ —/47 % —® 72 O EETF M 5HT)

- Integrated Marketing in the Digital Age (7Y % VEMROFER~—7r 74 » )

+ Omnichannel Marketing: Your Communications Plan for a Seamless Customer
Experience (X L =F ¥ KAV —r T4 V7)

- Journey Mapping (# A¥<x—Vx—=— - <y V)

- Mapping the Customer Journey with Omnichannel Marketing (4 & = ¥ AL {Z
BIAIAIR—Vy—=— -y EVY)

- Measurement and Attribution (MEE7 PV Ea—3 3 )

- Mobile-Friendly Email Design (7 L~ K1) —72 &34 Jbe X — IV Dikil)

- Mobile-Friendly Web Design: Responsive, Adaptive, or Hybrid? (7L~ K1) —7%We
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- Next Generation Omnichannel Marketing (XA A =F ¥ A V~—Fr T4 » )

- Omnichannel Mobile Marketing (X A =F ¥ L)V « ENA V=7 T4 V)

- Omnichannel Social Media Marketing (X A =F ¥ R « V=T ¥ VAT 4 T—7T
T4 YT)

- Omnichannel Video Marketing (* & =F ¥ RV - Bjlij~—4 7 1 ~ %)

- Programmatic Marketing & Media Buying (707 7 At o7o~v—=r T4 v 7k
AT ATINAA 7))

- Segmentation: Understand & Target (X7 X 57— 3 )

- Social CRM (¥ — % ¥ JVCRM)

« Technology: The Tools to Access The Audience (BARIZT 7 AT 572D T 7/
ay—)

- Transmission in Omnichannel Marketing (& =F ¥ X VIZBIT S X v & — I{5E)

- Understanding Data to Understand the Customer (BAZFLFHED 720 D7 — & PifiE)

- Using Data to Know Your Customer: CRM & Attribution Certificate (B %% 72
HDT— 5 G H)

- Web Analytics and Optimization (Webf#HT & #i#qk)

221F¥UX

4 F ) Z2IBT HT7 21 »DMAR B © B /K, DMA (Direct Marketing
Association) (¥, 20184E1H5H A TOHPIEH (https://dmaorguk) (&5 &, ##
L TWEI—ZAWNFEIIDTOE) TH 5,

(ODMA (Direct Marketing Association)
(1) 2—A4% https://dma.org.uk/training
- Digital marketing (F¥Y ¥ V=754 V)
- Copywriting and creativity (Z¥—&¢ 27191451 7)
- Social Media Marketing (V=Y XY VA F A4 T<—=7 54 2V 7)
- Data (7—%)
- Essentials (3&7A)
- Legal and regulation (3:#i#))
- Search engine marketing (MRET I v~—F7 74 v 7)
- Website optimization (7 = 7% A4 +xi#E1L)
- Content Marketing (Z v F VY~ —4 54 v 7)
- Customer relationship (F% BI4R)
- Data analytics (57— % 5#7)
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- Email marketing (e A =NV~ —4 54 » %)
- Planning and strategy (1] & %)

i) 2 — A ($F¥:) https://www.theidm.com/marketing-courses

- Affiliate Marketing (7 74V T4 b~—=7 74 2 7)

- B2B Marketing : The Complete Guide (B2B~—%4 71 ¥ 7")

- Budgeting for Marketers : Essentials (% =47 % —®D7: DO FHRAEL D IEAR)

- Conversion Rate Optimization (CRO : I ¥ /N— 3 3 ¥ Hig#1k)

- Copywriting for Digital (7Y # VKD 7= av¥ -S54 54 »7)

- Copywriting for Social Media and Blogs (VY=Y Y VAT s 7 Turz7oizHpnay

—IA4T4 )

- Customer Retention (FHZ#HEFF)

- Data Management Platform (DMP)

- Digital Marketing : The Complete Guide (FY¥ ¥V~ —F7 T4 ¥ FREEHNA F)
- Digital Marketing Strategy (7Y% V> —7 7 14 ~ 7ikHg)

- Digital Marketing : Essentials (FY 7 V<=7 74 ¥ 27 FK)

- Direct Marketing : Essentials (¥4 L 7 b~—4 54 7 HK)

+eCRM (f ¥ % —% v FCRM)

- Email marketing : Strategy (e~ —/47 7 1 » 7 HilE)

- Email marketing : Strategy and Tctics (e~¥—4 7 4 ¥ 7 Okl & # i)

- Email marketing : Tactics (e~ —4 7 4 ¥ Z¥4i7)

- Google Analytics : Advanced (=7 V7> U542 A2 L)

- Google Analytics : The Complete Guide (=27 V7 F 1) 574 7 XA ZEEHA K)
- Google Analytics : Essentials (=27 V7 F U514 27 A HK)

- Influencer Marketing (f Y 7 NVZ oY —<—Fr T4 )

- Managing Marketing (¥ =% 7 1 ¥ 7 & #H)

- Marketing Automation : Essentials (¥ —4 74 ¥ 74+ —hA—=3 3 JHK)
- Mobile Marketing : Essentials (XA Vv—4F 1 ¥ 7 FEK)

- Mobile Marketing : Execution (BN V<=4 F 1 v 7 )

- Mobile Marketing : Strategy (E/NXA V=771 ¥ 7 i)

- Mobile Marketing : The Complete Guide (ENA V<=7 T 41 7 ZEHTA F)
- Pay per Click (PPC: 7V v 7 k%)

- PR in a Changing Digital Landscape (7Y # WERIZ BT 5PROZEAL)

- Programmatic Marketing: Essentials (72 7 J At 7z~ =774 ¥ 7 HERK)

- Search Engine Marketing : SEO and PPC (MK > v ~—r 7414 7))
- Search Engine Optimization (SEO : & T ¥ v & #1bk)
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- Social Media : Strategy (V=Y ¥ VX747 %)

- Social Media : Tools and Tactics (V=% VAT 4 7 —)b & i)
- Social Selling (V=Y %)Vt »72)

- User Experience (EZARER)

- What is Marketing (¥ —4 7 4 ¥ 7 &3 H*)

23 F—AK3U7

4+ — A+ 7 Y 7 T &, ADMA (Association for data-driven marketing &
advertising) & \»9) FMADA D, 20184E1 H5H HAE TOHPIE#HR (https://www.adma.
comau/) kb e, |/ELTVWEI—2NFRIUTO@EY TH 5,

(OADMA (Association for data-driven marketing & advertising)
(1) a2 —A%4¥ https://www.adma.com.au/iq

> Digital Marketing (FY %IV~ —47F 4 )

> Data-Driven Marketing (7—% « U T r~—=F7 74 7))

> Customer experience (# A¥~<— -+ L7 AR LTV R)

(2) K- ADME
> Digital Marketing (73 # V'~ —7 7 4 ~ 2 ) https://www.adma.com.au/iq/
digital-marketing

- Digital Marketing Essentials Course (FY ¥ V<=7 T 4 ¥ 7 FK)
- Digital Marketing Certificate (FY ¥V~ —=7 74 ¥ )
- Content Marketing Certificate (Z 7 ¥V ~—=7 74~ 7)
- Content Marketing Advanced Certificate (27 Y ~—=r54 27 E#H)
- Conversion Rate Optimization Certificate (2 > /35— 3 v FEig@1k)

- Digital Marketing Channels Course (7Y ¥ V<= T4 V7 « Fx L))

D> Data-Driven Marketing (¥ —% + KU 7 v ~—=4 5 1 ¥ 7)) https://www.

adma.com.au/iq/data-driven-marketing

- Data-Driven Marketing Certificate (¥—% « U T r~—=r 754 »7)

- Analytics Certificate (5"#7)

- Conversion Rate Optimization Certificate (I > /N—3 3 ¥ Fix#l)

- Digital Marketing Certificate (FY ¥ V<=7 T 1 ~ )

- Data-Driven Marketing Practitioner Course (EBRINTFF—% - F) T ~<—
rIrAvy)

- Digital Marketing Strategy Course (7Y ¥ V< —7 T 4 » 7 H#)
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> Customer experience (# A ¥ ~<v— - T 27 ARV T A) https://www.adma.

com.au/ig/customer-experience

+ CX for CMOs Course (¥ =77 4 v Z7HUEHDIDDOH A3 — - 7 AXR))
IV R)

- Customer Journey Mapping Course (WA ¥ —V ¥ —=— - < ¥ 7)

- Content Marketing Strategy Course (Z ¥ 75 ¥V —47 T 1 ~ TH#K)

- Retention and Loyalty Marketing Strategy Course (V7> >3 & U4 YIV7 4
N =T A v THE)

2.4 B=X

HATIZ, FHI8EIH £ LT WIEMIZ R 545, JADMA (A4 H A @G
WoEth &) o8 MOLATBOE NEN - BRI BZERME O &R 2 20, difE W5k OHF
MUZBE S 2 A - AFZERI RO MEHFZ/ER L T b,

COHEFOPR T, JADMAZE®REANDT ¥ 7r— 1+, 7Y ¥ 7, BMIRETOH
DOFEFR L LT BT OHEFINE T — AR SN T2,

1. 58 k23§ 720 O BRI Al
2. MEBEDEAEMBEIT DT —FIR—=R - =T T4 7
3HAVY M= T4 VI X HEBCER AT X U b
4. Ay b U 2 SN

5. Y T A ARG I L
6. KT B 5T 2 & A5 B FE A~

7. BCR A ZE S 2R Sl AE e S E R ) D Flh Ak
. WEMWMIEKRIZBITL ) —F =T - AF )
9. R ESE I AT Y - 75 - DMEME
10. F/NFHEBZD2DD TNV T 4V X ¥ b

3. FEDRHEI-AREHNSRADIAUVI M= 5 —[CUELERF
U (§EFD)

UEDXIH)BEEDOTF ALY b—T ¥ —BEDODDT—AFENL. LT, 32
OMETHEA L7 b= 7 —ICBBELRAF V2B L Ta,
1. ¥4 V27 b~—r ¥ —EHICLERAT L
2. kW~ —rr ¥ —L LTRLELRAT NV
3L.GBOTA VI b= T4 v THEALIZLE R AF )L

104



2018 3 A

3.1 54V M= 5—BEBDAFI
COAF NI, BET—FIRN—R%&HbH, BRLEHEII 2 =r—vavzfrH ¥y
AVI MNR—=T T4 Y TOREDPLRDOENDEAFNTH S,
R OB EATH 58T A F v
RO aII A=Y a v AF N (a— Ly y—, A— )L HPWEbERIE% L)
- A& uz, DM. HPEDOBARHINEA F v
CTIVT ANV A Y NEBAFV (ZRIE Wik, ERE )
CEBAFV GEH, jEEL L)
INHIEFDBEDLELHERMET A AL ELRATFNVE LTHEEINTEX2H070 B
TFEIZBWTHEFA LI I =TV —DETERERIAFIVELTEHEETH S,

32— 5—EULTO—HERAFIL

COAF NI, EDL) LM, EETHoTd Y-y —LLTRkOLNLAF
VTH A

RIS RAF IV (BT AT —Yay, HRTAYIANOT Tu—F L)
CR=T T4 VTN RAF IV (YA, STP. 4P% L)

CHERRREHARY (WA= VX ===, WRAIX— T T ARV TV ARYL)
CRan (P—ER) AR F v

cFyoR—Y, THE—TY 3 YEEHAF I

33 SEDIALVI NI—UFT 14 VTEEICHERZ ATV

ZEOBFBHRI—AHNELLIE, ¥4 L7 v~ —=7r =2, SHOATOF AL L7 b
X—=r T4 v TEALEREET A REE R Too0FEE LT, [FA=F ¥ 2],
[F—=% VT v ]| 20 AN D,

<tLh=F ¥ FI>

TN —T T4 7 AFNV (SNS, SEO. CGM, I ¥ 7YX —F T4 7, %
=T TA YT = A=Y arRE)

BT I R=ZAEHAFI (HEIAY —, BT AT —, FXY I/ R=UTAY—,
FXRNVIAY =T L)

W FEEEHAR L (FAZF X ANVICBWT, [HEREG] OWICKE R/ — NV
3y — 24 L AR EE )

MR AT AN ) =T =Ty TAFN (KT ¥ ANV OFERE, EREHE. 7 v A
VA ¥ v v _— v FEiiZ &)

105



Direct Marketing Review vol.17

<F—=FF)TV>

- KPI (G ZEERGHlTRES) EH A F )L
cWMBAHAXIV (=7 T4 ¥ 7K OROIFHM)
CF—F X BHMEEA F v (PDCAY A 7 )L DRES)

4. HARBEDOY A LI b= 5 —8RIcOlF T~ X FFHFINFRAFR
HDIERE

CZETHRHTELIHIC TAVAAFVA A=A MTYTIEBIFLESAL
IR —=7 T4 Y THEBRCBIAHEE 70T T A (GERa il E) kI
TELTBY), FAVLIZ M—=FT T4 Y TIZBIFLEARNLEZZMS 22D, F 4
ZFXAINDHZVET—F N T E V) LWl 2 BRI ARTwb,

bEBEL AV I I—FTTAITOENDILEBIEZ, ¥4 L7 M A=NVIZX5HEE
e TlEH 7228 7 A ODMAA [DM=Direct Marketing] 7*5 [DM=Data &
Marketing] ~NEHHEL LD, =X T 1) 7 TIZADMAOAHHKIZT—% -
R)T o= T74 7l 0)BEPATVEIENLLb2S X )2, BETIR
[DM (Direct Marketing) | (¥ [Data-Driven Marketing] # 5% \ (& [Digital
Marketing| I2ZDREEZ TIT->TBY, HADF A VL7 b~—47 7 4 v 7 BHHEA
T VoMM T A ENRDLENTVELEFZ L),

BAE. HARIZBWTIEER,. CRM, Z— Vvt v ¥ —7% ML S - BwT
FHHARPHEE 7077 2R MERBEEL TV 505 RELRPHWND X Rk
RPOWEEDO D H T 0 7T AR ENT VLS LITF 0V,

FFIE, FEELRXVTHEOHBFTINMAERLZEMT 2L A0 0HO3 5 2157k
WA, ZOBICIBUTOL) ZEEZTEH T2 L By ZOMEIT—HRIZEH A
FEVS T, REAFBICBVTHEOEREMZ ZETHBICEIAMIATY
Bo THIZZ DL D BAKRKA R HEN & FHEITE, MEEOBmCE L7220 % A
MBERICZG>TLEIDRLTHS, COEHI B T7+r—~v M, FFTIEEIRO LD %
ENAOFEKTEBEBINTHD I—AEMHE 70y b LTAAY, HIETHRE. FEiti
LTwa7ur775% 70y PLTHERLTALOLRNVWIES ),

106



2018 3 A

BRAERE (B)
AFISE (H)
BB+
A £ = J0-/UL
(B tws  eaSASK) | WERS | = FrEN, — . WA,/ YT5 | OO0
po i F—INT/EE | AT+ TFHRE » THREE E-3517 4PoR SRz
} 7N
hES
BER
o]

AERONFE, EFOKRMBHE (FRFEHREY) HEHEY, FHEREGHRE LT
MBI 24T > TV B DS, EMNEHMEZIT) 2L T, EBFERFRRITH LTI
HLNDH 2 WIHCOFRAIH O E LT, B2 BICH LTIy A L2 bv
— T T4 YA RICBT AR OBERLIL KO E LT HHLTHE 2w
ZRATWbh, 7o, EBREMEE EOMELR, WICEBR (VYA LV b~x—F T
4 VTR hOOT— F R K B FEFEE AT O B, HEER & o i P A3
HBHIEIFFFICHETH L, VIR, D EEZEEHIIBWEHE 707 7 A DEK
EEMBOMEATEICR S L 912, 5l & EBMRE~NOFRRM L SR Z2HB22055
TEEZR D TITE 720,

[SE 3R]

- DMA (K), https://thedma.org/marketing-education/marketing-courses/direct-
marketing/dma-certified-marketing-professional/ : 201841 H5H

- DMA (3%), https://dma.org.uk/training : 20184£1 H5H

- ADMA, https://www.adma.com.au/iq : 201841 H5H
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