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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Formulate global and local business strategy 

2. Code S1 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
entrusted with formulating strategies for the organisation. DMT organisations 
continuously look to expand their market and Hong Kong being an international city is 
in a well position to allow DMT organisations to reach into global market. This UoC 
concerns competences for formulating business strategies that can link the 
organisation’s local and global business objectives. When formulating business 
strategies Mainland China would be among the agenda, but this UoC will exclude 
business strategy for Mainland China as it will be covered by a separate UoC.  

4. Level 7 

5. Credit 3 

6. Competency Performance Requirement 
 6.1 Knowledge for formulating global and local business strategy 
   Possess good project management skills and capable of formulating business 

strategies  
 Possess in-depth knowledge of the organisation’s products  
 Possess good knowledge of current and upcoming digital media trends and 

technologies  
 Possess in-depth knowledge of global and local digital media marking culture 
 Possess in-depth business analytic skills and knowledge on use of business 

analytic tools, such as: SWOT, PESTLE, etc.  
 Possess in-depth skills in business management and strategy formulation 
 Possess good knowledge of global and local business environment, such as 

business law, tax, culture, market, etc. 
 6.2 Formulate global and local business strategy 

 Pinpoint factors that would drive business success and can be converted to the 
organisation’s global and local business goals. For example: 
 What important market trends are now taking place? Area of Growth? 

Major new product innovation and IT acceptance 
 How does the organisation’s marketing compare with the competitors – 

expenditure, range, innovation, etc.? 
 What business opportunity Internet offers? Is the organisation utilising it? 
 How are the organisation positioned locally and globally? Are the 

products a global product? 
 Formulate global (International) business strategy with consideration  to the 

following: 
 Perform in-depth analysis of the global market 

► Customer demand in the main broad geographical areas: market 
size, growth and history 

► Competitors and risks 
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► International and regional infrastructures, particularly for online 
gaming 

► Country’s politics and economic trends, business laws, IP laws, etc. 
 Perform product competitive market analysis against local competitors 
 Identify the resources requirements for international expansion 
 Setting the organisation’s international objectives after realistic context of 

what opportunities exist in the market place and what resources the 
organisation possesses 
► How is the profitability, over what timescale and with what risk 

 Identify and choose a method of entry to the market 
► Online purchase/subscribe 
► Partner or franchised 

 Formulate product or service offering strategy (pricing, distribution, etc.) 
 Formulate local strategy with regard to but not limited to the following: 

 Formulate business goals and objectives 
 Analyse local business opportunities and product competitiveness  
 Formulate new and/or adjust business model/strategies  

► Product pricing, marketing and sales 
► Product development, customer support, resources, innovations, etc. 
► Asset protection, security, product delivery 

 Identify areas where the 2 strategies can share or link implementation 
strategies  

 Present strategies with financial projections to senior management/board to 
gain support  

 6.3 Exhibit professionalism 
   Always take into consideration and strike a proper balance among all related 

technological, political, social, environmental and legal factors when 
developing global and local business strategies 

 Be knowledgeable of global and local digital media industry so that the right 
strategy can be developed for the organisation to achieve its business 
objectives 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Formulate a global strategy that has considered all possible business factors which 
lead to achieving the global business major goals 

 (ii) Formulate a strategy that delivers new and/or adjusted business models that can 
ensures business sustainability and drive new DMT innovations   

8. Remarks  
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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Formulate uptake of disruptive technologies 

2. Code S2 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
entrusted with formulating strategies in the organisation. Disruptive technologies, in the 
interest of digital media industry, not just to help create new markets by doing things 
the market does not expect, it is also engaged in disrupting and displacing the existing 
market by creating and exploring new economic models and new economies. However, 
it does also create a dilemma – the need to use and try out disruptive technologies to 
stay ahead of competitors. There are many strategies which an organisation can take, 
including “blocking strategy”, “milk strategy”, “invest strategy”, “redefine core 
business strategy” or “exit strategy”. This UoC concerns competence on formulating 
strategy for uptaking of disruptive technologies at business level. 

4. Level 6 

5. Credit 3 

6. Competency Performance Requirement 
 6.1 Knowledge for formulating uptake of disruptive technologies 
   Possess good project management skills and capable of formulating business 

strategies  
 Possess in-depth knowledge of current and upcoming digital media trends and 

technologies  
 Possess in-depth knowledge of SWOT (Strengths, Weaknesses, Opportunities, 

Threats) analysis tool   
 Possess in-depth knowledge of business management and strategy 

formulation skills 
 Possess good knowledge of Hong Kong business laws 

 
 6.2 Formulate uptake of disruptive technologies 

 All disruptive technology strategists will ask when formulating their 
strategies. Questions include but not limited to the following: 
 What actions might the competitors take tomorrow that would keep the 

organisation awake at night (in fear)? 
 What new technologies could potentially impact existing business model 

of the organisation? 
 What new legislation could potentially destroy the organisation’s business 

model? 
 Be knowledgeable with digital media trends and actively pursue disruptive 

technology information from different sources, such as: 
 Industry and market reports from market intelligence organisation, such as 

IDC, ITEuropa  
 Experts’ predictions 
 Reports of Hong Kong trade statistics in digital media/creative media 

industry. For example: HKSAR’s Census and Statistics Department 
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 Overseas, specialised research organisations, For example: Centre of 
Disruptive Media in UK 

 Formulate a disruptive team with assigned duties and responsibilities, 
included but not limited to following: 
 Research, identify and evaluate disruptive technology  
 Perform prototyping of implementation of new disruptive technologies 
 Draw up implementation plans for mass uptake of the technology , when 

found viable and beneficial to the organisation 
 Encourage development of disruptive innovations within the company 
 Test of internal disruptive innovations 

 Perform SWOT of the concerned disruptive technology to determine the 
effects it will have on the organisation and provide information for building 
the adoption strategy 

 Formulate a report for handling disruptive technology within the company, 
which should comprised of but not limited to the following: 
 Technical aspects of the disruptive technology, including evaluation 

details  
 Effects, risks & potentials it has on the organisation 
 Implementation plan with timeline, cost and goals 
 Users or customer acceptance level, etc. 

 Present and review the report with senior managers or board to gain their 
support and approval for adoption/implementation  of the strategic plan 

 6.3 Exhibit professionalism 
   Be aware of Intellectual Property (IP) rights and ensure developed products 

comply to the IP regulations  
 Always take into consideration and strike a proper balance among all related 

technological, political, social, environmental and legal factors when 
developing disruptive technology strategies 
 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Fully understand the organisation’s level of endorsement on disruptive 
technologies by either adoption or internal bred 

 (ii) Manage a team that can promote and identify disruptive technologies in just in 
time (JIT) and help develop and implement the uptake of disruptive technologies 
strategies that can help the organisation’s business to be competitive     

 (iii) Use appropriate tool to analyse any identified disruptive technologies accurately 
and formulate strategies with implementation plans that can gain support from 
senior management or board  

8. Remarks  
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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Formulate risk management strategy 

2. Code S3 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
responsible for formulating risk management strategy for the organisation. Risk is the 
threat that an event or action will adversely affect an organisation’s ability to achieve 
its objectives. Risk management is the process by which risks are identified, evaluated 
and controlled. It is important for digital media organisation, with risks exposure 
greater than normal organisations, to have the right strategy to control and mitigate its 
risks so to minimise effects on its business. This UoC concentrates on competence of 
formulating risk management strategy at business level 

4. Level 6 

5. Credit 3 

6. Competency Performance Requirement 
 6.1 Knowledge for formulating risk management strategy 
   Possess good project management skills and capable of formulating business 

strategies  
 Possess in-depth knowledge of the organisation’s mission, vision, business 

goals and strategies 
 Possess good knowledge of business analysis tools such as PESTLE, SWOT, 

etc. 
 Possess basic knowledge of industry risk management standards such as: ISO 

31000 
 6.2 Formulate risk management strategy: 

 Be totally familiar with the organisation’s overall business strategies to ensure 
all strategical risks can be identified in its adoption and execution.  Key 
strategical risks include but not limited to the following: 
 Political: changes in political control or significant policy changes at 

national or local level  
 Economic: changes in the economic climate leading to, for example, 

lower employment levels – Internet/mobile/cinema charging fees 
 Social: unanticipated effects of changes in demographic, residential or 

social trends 
 Technology: unanticipated technological change might render significant 

investments obsolete or undermine key assumptions  
 Legislative: legislative change could place significant new obligations on 

the executive or render particular practices illegal 
 Environmental: unexpected adverse environmental impacts of 

organisation’s service delivery  
 Customers: unexpected changes in adoption of social network, etc. 

 Determine operational risks, such as but not limited to the following (with 
example): 
 Professional: risks associated with production staff’s competence, etc. 
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 Financial: inadequate financial planning resulting in lack of funding 
 Security/recoverability: the organisation assets protected but not 

hindering access, and if there is a recovery plan 
 Technological: over-reliance on one cloud service provider, are there 

backup plan, etc. 
 Reputational: the organisation’s reputation and product brand, etc. 

 Establish a risk management team including but not limited to the following 
responsibilities: 
 Identification of risks (strategical risks, operational risks, etc.) 
 Analysing and profiling the risks  
 Determining actions required to reduce and mitigate the risks 
 Determining how to monitor and control the risks 
 Developing and implementing plans as well as production of reports 

 Develop risk management policies and implementation plan that can convince 
management team and board to approve adoption 

 Develop training programmes and procedures to build a risk awareness in the 
organisation and assign responsibilities/accountabilities 

 Regularly review and enhance the risk management strategy to fit the business 
changes 

 6.3 Exhibit professionalism 
   Totally committed to ensure the organisation is risk free 

 Apply industry best practices and standards to develop the organisation risk 
strategy 
 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Develop a comprehensive strategy that can mitigate the organisation’s business 
risks 

 (ii) Guide the risk management team to develop various risks management 
framework and implementation plans with monitoring and evaluation functions 

 (iii) Develop risk management strategy that can convince management buy-in and 
promote risks awareness culture in the organisation 

8. Remarks Other generic Risk Management UoCs in the Software Products and Software Services 
branch: 
ITSWGS609A - Identify and assess the risk factors related to IT 
ITSWGS610A - Develop risk mitigation strategies and plans related to IT 
ITSWGS611A - Review risk factors related to IT, and execute and monitor risk 
mitigation plans 
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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Formulate commercialisation of Intellectual Properties strategy 

2. Code S4 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
entrusted with formulating strategies in the organisation. Intellectual Property (IP) is 
the lifeblood of a digital media organisation. Many organisations are looking to 
commercializing IP either licensing its own IP or licensed IP from another organisation 
to develop and integrate as part of its own product to achieve better competitive edge 
and faster “goto market”. This UoC concerns competence related to the formation of 
commercialisation of Intellectual Property strategy. 

4. Level 6 

5. Credit 3 

6. Competency Performance Requirement 
 6.1 Knowledge for formulating commercialisation of Intellectual Properties strategy 
   Possess excellent project management and interpersonal skills that are acute 

to formulating business strategies formation 
 Possess in-depth knowledge of commercialising a wide range of different 

types of IP (know-how, copyright, patent and trademarks, etc.)  
 Possess in-depth knowledge of SWOT and other analysis tool   
 Possess excellent negotiation skills 
 Possess good knowledge of Hong Kong IP and common laws 

 
 6.2 Formulate commercialisation of Intellectual Properties strategy: 

 Familiarised with the organisation overall business strategies particularly 
policies related to IP commercialisation 

 Study the organisation strategies and identify how/where the IP 
commercialisation aligns with and benefits the general business strategy over 
the short to medium term as well as perform “IP due diligence” by assessing 
values and risks of intangibles  

 Evaluate different types of IP partnership, such as the following: 
 IP licensing or franchise 
 Joint venture or Spin-off  
 Technology licensing 
 Contract R&D 

 For licensing organisation IP to third party organisation the following actions 
may be performed: 
 Study the business environment of the licensee and not to any 

assumptions, such as: 
► Emerging markets will have the same attitude to the license 

relationship, as those in mature markets 
► Have IP protection that is same as those in Hong Kong  
► Registered Trademarks are automatically and correspondingly 

registered in licensee’s country 
 Ensure licensee have sufficient means to protect the licensed IP, such as 

taking actions against brand name copying, leaking of source code or 
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technology, etc. 
 Ensure licensee have the full commitment to marketing and not damaging 

the IP brand  
 For seeking IP partnership the following actions may be performed: 

 Assess and analyse the organisation technology/brand gaps and identify 
options for filling those gaps. Consider how the various IP partnership 
models might help address these technology/brand gaps 

 Identify potential target partners that has the desire technology/brand that 
can fill the gaps 

 Research the target technology/brand on if  it is well known and its 
acceptability to local market 

 Draft and formalise various documents, including: 
 Non-Disclosure  Agreement 
 Contract 

 Assemble a negotiation/contract drafting team to study, including but not 
limited to following areas: 
 IP laws and contract laws 
 Technical issues and implementation 
 Risk evaluation 
 Exit clause 

 Assemble a team to develop implementation plan proposal 
 Present commercialisation of IP strategy and partnership proposal to 

management or board for approval  
 6.3 Exhibit professionalism 

   Be aware of Intellectual Property (IP) rights and ensure developed products 
complied with licensed contractual agreement  

 Always safeguard the organisation’s Intellectual Properties 
 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Identify the most beneficial/optimal IP commercialisation approach for the 
organisation’s IP assets or partner IP of other organisations 

 (ii) Identify gaps in the organisation current business which commercialising IP can 
help generate more competitive edge  

 (iii) Perform a complete study of all aspects related to IP partnership that can 
eliminate any uncertainties in the drafting of agreements 

 (iv) Develop a commercialised IP strategy that complements the organisation’s 
business strategy and can be approved by management 

8. Remarks  
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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Formulate content management and distribution strategy 

2. Code S5 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
responsible for formulating risk management strategy for the organisation. The media 
and entertainment industry is all about content creation, management, distribution, and 
delivery. Its potential also brings challenges. Content management and distribution are 
only 2 components of the digital asset life cycle. This UoC concerns competence for 
formulating content management and distribution strategy at operational level   

4. Level 6 

5. Credit 3 

6. Competency Performance Requirement 
 6.1 Knowledge for formulating content management and distribution strategy 
   Possess good project management skills and capable of formulating business 

strategies  
 Possess in-depth knowledge of the organisation’s mission, vision, business 

goals and strategies 
 Possess good knowledge of business analysis tools such as PESTLE, SWOT, 

etc. 
 Possess good knowledge of the digital asset  lifecycle (production, content 

management, distribution and preserving) 
 6.2 Formulate content management and distribution strategy 

 Be totally familiar with the organisation’s overall business strategies and 
understand various factors that affect the formation relating to the content 
management and delivery strategy. Factors include but not limited to the 
following: 
 How contents are held, cloud based or inside the firewall 
 Location of content production (in-house, branches, overseas, etc.) 
 SLA (Service Level Agreement)  commitments, if any 
 Level of security required 
 How many geographic locations will distribute the contents 

 Strategy comprises of: 
  Develop policies and procedures to perform content analysis to 

determine how much content preparation is required that influence the 
distribution network. Contents needed to be analysed, including but not 
limited to the following: 
► Content involved (video, music, games) which could be on-demand, 

live, webcast, download, etc. 
► Content size and quantity 
► Interactivity involved with the content such as Augmented Reality 

(AR) 
 Develop action plan to manage the content including but not limited to the 
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following: 
► Define and provide the right access to user and customers 
► Versioning 
► Naming/meta tagging convention 
► Identify and setup digital asset management tools  
► Develop storage policies and procedures 
► Investigate and define storage options (local server, or use Storage 

as a Service, etc.) 
 Investigate delivery infrastructure requirements and formulate delivery 

and distribution plan, including but not limited to the following: 
► Define how and what contents needed to be published and the 

required tools to deliver it to the users/customers 
► Determine devices that production team, customers that currently 

accessing the contents and emerging devices 
► Identify production and customers distribution needs and define a 

suitable acceptable performance service level to be committed by 
the strategy 

► Commission Content Distribution Network (CDN) services, if more 
applicable  

► Determine best method of distribution, from central location or 
multi-point or both  

► Define backup and recovery strategies  
 Document the strategy with estimate of cost and ROI (Return on Investment) 

where appropriate and present to management and/or board to seek approval 
 6.3 Exhibit professionalism 
   Apply ISO 55000 (Asset Management standards) and industry best practices 

when formulating the content management and distribution strategy 
 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Formulate content management and distribution strategy that are in-line with the 
organisation business goals 

 (ii) Formulate content management and distribution strategy that satisfies the needs of 
productions work flow and still can deliver it securely and speedily that matches 
the expectation of its customers 

 (iii) Formulate and present the strategy that are accepted and approved by 
management or board 

8. Remarks  
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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Formulate conducive customer centric environment and delivery 

2. Code S6 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
entrusted with formulating implementation strategies at functional level. Digital media 
products are about providing what customers want. Hence, the whole organisation 
needs to develop a customer-centric culture to offer products and customer service that 
are customer-oriented. This UoC concerns competence for formulating a customer 
centric environment and delivery strategy for digital media production unit.  

4. Level 5 

5. Credit 3 

6. Competency Performance Requirement 
 6.1 Knowledge for formulating customer centric environment and delivery 
   Possess good project management skills and capable of formulating functional 

strategies  
 Possess in-depth knowledge of the basis and the concept of customer 

centricity and the correlation between a customer centricity and the 
organisation’s mission, vision & business goals  

 Possess in-depth knowledge of building and sustaining a customer centric 
culture with the solution focused skill sets and policies set ups 

 Possess in-depth knowledge of providing and delivering customer centric 
products and services 

 Possess in-depth knowledge of the update customer centric knowledge 
management 

 Possess in-depth knowledge of the operations of the DMT unit and the 
product designs 

 
 6.2 Formulate conducive customer centric environment and delivery 

 Develop strategy to foster customer centric culture by enhancing the 
following: 
 Customer focused management team with accountability 
 How to aware, listen and understand customers’ needs 
 Design customer experience products 
 Empower the front-line to provide customer centric service, engage 

customer experience, suggesting and recommending based on customers’ 
expectation 

 Measure the customers’ priorities comparing with organisation’s focus and 
resources that include staff, budget and time 

 Provide a feedback platform with appropriate tools for continuous 
improvement 

 Provide induction training 
 Provide rewarding schemes for new customer centric innovations  

 Define the organisation’s structure and alignment to cater such customer 
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centric demands 
 Work with other units, such as marketing and sales, to understand customer 

centric aspirations so that products and services can include those customer 
centric factors 

 Develop procedures and guidelines for creating and developing customer 
centric products 

 Develop customer centricity analysis, planning and implement a carefully 
formulated customer strategy that focuses on creating and keeping profitable 
and loyal customers 

 Establish review sessions to evaluate and enhance all areas of customer 
centricity, including:  
 Commitment on customer centricity 
 Design and deliver DMT products that are solution-based, user friendly, 

and fulfilling customers’ wants 
 High transparency of  knowledge sharing of valuable data captured from 

customers’ insights internally 
 Taking references from concepts of Customer Relationship Management 

(CRM) and Customer Life-time Value (CLV) designed to maximise the 
customers’ product and service experience delivered  

 
 6.3 Exhibit professionalism 
   Be consistent with the deployment of a customer centric environment within 

the unit 
 Always update with current digital media industry that align with customer 

centric focus and develop the latest and appropriate strategy for the 
organisation to achieve its objective 

 Take into consideration of the balance between the DMT products 
development and the customers’ expectation and trend, and provide timely 
knowledge sharing  
 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Fully grasp the customer centricity and delivery requirements of digital media 
production unit 

 (ii) Develop a conducive customer centric strategy that fulfills the essence of 
customer centricity and provide sufficient and appropriate knowledge 
management and resources to production teams to deliver the necessary results    

 (iii) Develop policies, plans, process and procedures that can be applied with easy 
understanding within the entire team the concept and implementation of the 
customer centric strategy and delivery 

8. Remarks  
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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Formulate human resource strategy 

2. Code S7 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
entrusted with formulating the human resource (HR) strategy related to the area of their 
responsibility. With ever fast changing of new digital media technologies and the need 
to stay ahead of competitors it creates some big challenges for digital media production 
organisations to recruit and retain sufficient quantity of staff with the right skill set. 
This UoC concerns competence for formulating HR strategy for digital media 
production unit of the organisation which contributes to the organisation overall HR 
strategy. 

4. Level 5 

5. Credit 3 

6. Competency Performance Requirement 
 6.1 Knowledge for formulating human resource strategy 
   Possess good project management skills and capable of formulating business 

strategies  
 Possess in-depth knowledge of digital media production life cycle and skill set 

requirement 
 Possess in-depth knowledge of digital media industry and trends 
 Possess in depth of HR’s “employee lifecycle” (Attract, Integrate & Measure, 

Develop, Motivate & Retain, Identify) 
 Possess in-depth knowledge of the organisation’s mission, vision, business 

goals, and HR policies 
 6.2 Formulate human resource strategy: 

 Be familiar with the organisation’s overall HR strategy and the organisation 
mission and vision so that the HR strategy can align with the organisation’s 
overall business strategies  

 Identify the allocated HR resources allocated for DMT operation unit and be 
familiar with the effectiveness and efficiency of human capitals in the 
operation unit 

 Determine and define staffing structure for DMT operation unit, which may 
include but not limited to the following: 
 Teams’ structure, number of teams and its function 
 Staff number per team 
 Skill factors or job description of teams 
 Any type of staff can be outsourced 

 Formulate staff recruitment policy based on different factors, including but 
not limited to the following: 
 Essential/critical technical skills, such as game designer, video editors 
 Creativity skills 
 Essential posts 
 Market availability vs. budget 
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 Job/project requirements, such as: testers, actors 
 Use of external agents to supply people resources for temporary jobs, etc. 

 Work with HR unit to develop recruitment and selection procedures taking 
into considerations, but not limited to the following: 
 Sourcing of personnel via agents, social media, general advertisement etc. 
 Selection methods: For example 

► Screening 
► 1st Interview to determine experience 
► 2nd Interview with situation simulation and practical test, etc. 

 Develop plan and procedures on identification of talents, training, staff 
development, retention and recognition to complement with the overall HR 
including: 
 Staff career development 
 Training via external courses, social training, or self-learning 
 Staff appraisal and progression 

 Work with HR unit to develop employee policies and procedures, such as: 
 Working culture that matches digital media staff (i.e. flexible working 

hours, dress code, etc.) 
 Time available to experiment with new software 
 Personal time on the Internet  
 Creative break areas 

 Regularly review staff head counts, procedures and adjust policies and plans 
to ensure the organisation have the right HR resources to fulfill its business 
objectives 

 6.3 Exhibit professionalism 
   Be updated with current digital media industry HR requirements and develop 

the right strategy for the organisation to achieve its business goals 
 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Fully grasp the human resource requirements of digital media production unit 
 (ii) Develop a comprehensive HR strategy that fulfills the HR employee lifecycle and 

provided sufficient and right HR resources to production teams to deliver required 
results    

 (iii) Develop plans and procedures that can be used in the implementation of the HR 
strategy 

8. Remarks  
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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Manage information strategy to facilitate product development and marketing 

2. Code S8 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
entrusted with formulating strategies in the organisation. Information is a valuable 
corporate asset and getting the right information, to the right people at the right time is 
a key management objective. This UoC concerns competence for managing 
information strategy to facilitate product development and marketing by the users and 
creators of information in a digital media organisation. Also the generation of 
information differs - production team mainly creates internally, in production work 
flow, whereas marketing will acquire lots of information externally. 

4. Level 5 

5. Credit 4 

6. Competency Performance Requirement 
 6.1 Knowledge for managing information strategy to facilitate product development 

and marketing 
   Possess good project management skills and capable of implementing 

business strategies  
 Possess in-depth knowledge of current and upcoming digital media trends and 

technologies  
 Possess detail knowledge of various lifecycles, including: digital media 

product development lifecycle, information lifecycle, marketing lifecycle, etc. 
 Possess in-depth knowledge of business management and strategy 

formulation skills 
 

 6.2 Manage information strategy to facilitate product development and marketing 
 Understand the organisation information strategy to ensure the management 

of the strategy are aligned with the corporate strategy 
 Assess various aspects of the organisation in relation to information strategy, 

including but not limited to the following: 
 Business objectives and goals, such as improving productivity, developing 

marketing knowledge with analytics to assist product sales, etc. 
 Range of legacy systems 
 Data governance, if any 
 Roles and responsibilities 

 Determine the 4 Vs (volume, velocity, variety, value) of information, such as: 
 Product data 
 Voice of customers 
 Other internal and external stakeholder (R&D, external experts, etc.) 

 Develop information architecture with models, metadata, and business rules 
that map to the corporate enterprise architecture 

 Develop information policies, processes, and procedures governing 
information use and protection 
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 Develop an information management plan and a plan for implementation, 
including but not limited to the following: 
 Methodology for evaluating the suitability of information management 

solutions within the context of the organisation 
 Tools and systems that enable and control the information flow 
 Architecture for capture, storing and transferring/delivering information 
 Mechanism to monitor usage and acquisition of information 
 Develop guidelines for: 

► Optimisation of information 
► Risk tolerant 
► How information is disposed  
► etc. 

 Develop training sharing sessions to communicate standards, procedures 
and adoption of information systems 

 Develop monitoring and review mechanisms that can evaluate tangible 
benefits and improvement of the information strategy  

 Document and present management plan to senior managers or board to gain 
their support and approval for adoption/implementation  

 6.3 Exhibit professionalism 
   Apply industry best practices when developing management and 

implementation plans 
 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Fully understand the organisation’s information strategy and the objectives of the 
strategy  

 (ii) Comprehensively identify and assess all factors that affect the success in 
management of the information strategy 

 (iii) Identify and create 4Vs of the information related to the production development 
and marketing  

 (iv) Develop, present and gain approval for the management and implementation plan  

8. Remarks Although the title is target for production and marketing, which may be as a first 
project to roll out, the competence in this UoC can also be applied generally across the 
whole organisation 
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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Formulate innovative use and adoption of DMT to enhance market share capability 

2. Code S9 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
responsible for business development. A digital media production organisation’s main 
objective is to gain as much of profit from the product they produce. With Internet as a 
driver for revenue, digital media organisations are exploring how to leverage DMT to 
enhance market share or revenue. DMT, in this context, are not limited to internally 
developed products, instead, it can be any form of digital media or technology. This 
UoC concentrates on competences on formulating innovative use and adoption of DMT 
at business levels 

4. Level 5 

5. Credit 3 

6. Competency Performance Requirement 
 6.1 Knowledge for formulating innovative use and adoption of DMT to enhance 

market share capability 
   Possess good project management skills and capable of formulating business 

proposals 
 Possess good interpersonal and communication skills  
 Possess in-depth knowledge of all the organisation’s digital media business 

functional areas 
 Possess good knowledge of business analysis tools such as PESTLE, SWOT, 

etc. 
 Possess good knowledge of the organisation business strategies, including: 

 Business objectives and goals 
 Innovation development/promotion 

 6.2 Formulate innovative use and adoption of DMT to enhance market share capability 
 Perform research to determine what, and how competitors and other 

organisations apply additional usage of DMT. For Example, in: 
 Marketing and promotion 
 Online and offline branding or product sales 
 Social communication 
 Part of product packaging (such as user manual) 
 Website, in improvement of User Experience to drive greater 

visitors/potential customers 
 Identify current “hot” uses of DMT and coming trends of DMT 
 Setup brainstorming teams to identify innovative usage of current and future 

DMT. For example:  
 Application of Augmented Reality (AR) in marketing,  
 Play virtual reality game on organisation website to drive sales  
 Deliver video via IoT (Internet of Things) products or other wearable 

products (watch, etc.) 
 Creation of higher user experience contents 
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 Application of DMT to shorten production cycle 
 etc. 

 Use analysis tools to determine the suitability and plausibility of identified 
DMT to facilitate product sales, brand building or other benefited area that 
helps drive greater market share 

 Perform a risk analysis of the concerned DMT when applied and not applied 
in the organisation. Make suitable recommendation for countering risks  

 Develop a proposal of implementation plan with cost and benefit which can 
be used in presentation to management or board for support 
 

 6.3 Exhibit professionalism 
   Be updated with application of DMT and its trends  

 Have desires in applying DMT to greater use in the organisation to improve 
production and revenue generation 
 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Perform a complete research of application of DMT by competitors and other 
organisations and the information can be used by the innovation team in 
brainstorming sessions 

 (ii) Motivate and lead innovation team to generate innovative usage of DMT to 
greater benefit of the organisation’s business 

 (iii) Develop proposal of implementation that can gain support from management 

8. Remarks  
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Specification of Competency Standards for the 
Digital Media Technology Branch 

Unit of Competency - Strategic Management 
 

1. Title Formulate resource management strategy 

2. Code S10 

3. Range This unit of competency applies to all Digital Media Technology (DMT) practitioners 
entrusted with formulating strategies in the organisation. Business resources can 
usefully be grouped under several categories: financial resource, human resource and 
physical resource. It is essential that a good and viable strategy is in place to manage 
these business resources to ensure they are aligned with scope and direction of the 
organisation. This UoC concerns competences for formulating resource management 
strategy associated with the DMT production business area. 

4. Level 5 

5. Credit 3 

6. Competency Performance Requirement 
 6.1 Knowledge for formulating resource management strategy 
   Possess good project management skills and capable of formulating business 

strategies  
 Possess in-depth knowledge of the organisation mission and vision 
 Possess detail knowledge of accounting, human resource planning, budgeting, 

etc. 
 Possess excellent quantitative and analytical skills, etc. 
 Possess knowledge on operating Resource Management/Planning tools 
 Possess good knowledge of Resource Allocation Model (RAM) and 

methodology 
 

 6.2 Formulate resource management strategy 
 Understand the organisation overall strategy to ensure this resource 

management strategy can work effectively. For example: resource forecasting 
for 1 year, 3 years, etc. 

 Determine the overall resources/budget allocation for DMT business 
 Define a mechanism to perform resource needs, demand and utilisation 

analysis of DMT related business, such as: 
 Internal 

► Product development (manpower, systems, tools, equipment, etc.) 
► Marketing and promotion activities 
► R&D and innovation development 
► Facilities, media storage 

 External: 
► IP partner licenses 
► Contractors, venues, materials, etc. 

 Set procedures to acquire resource forecasting from different areas of 
operation units (project teams, section heads, etc.), for resource planning to 
allow resource allocation. For example, the normal forecasting may be one 
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month, six months, or more dynamic for certain type of resources  
 Formulate resource allocation methodology that can allocate resources with 

“right resource loading” based on the result of needs analysis. The 
methodology should be transparent that is accepted and committed by all 
stakeholders 

 Define procedure to record resource allocation/utilisation with schedules  
 Define procedure on how to monitor the effectiveness of the resources 

allocation and its usage 
 Schedule briefing/reviews session to identify area of enhancement of the 

resource management strategy 
 Document and present strategy to senior managers or board to gain their 

support  
 6.3 Exhibit professionalism 
   Apply industry best practices to ensure the organisation’s resources are 

managed appropriately and is aligned with business goals  
 

7. Assessment 
Criteria 

The integrated outcome requirements of this UoC are the abilities to:  

 (i) Perform a complete need analysis which can be used as the foundation to develop 
a correct resource management strategy for the organisation 

 (ii) Formulate a resource allocation strategy that can be accepted by all stakeholders 
and can allocate most effective resource loading 

 (iii) Present the resource management strategy and gain approval from senior 
management/board  

8. Remarks Although this UoC is mainly targeted at DMT organisations, the competences can be 
applied to other IT related organisations. 
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