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Technical Education and Skills Development Act of 1994 
(Republic Act No. 7796) 
 

Section 22, “Establishment and Administration of the National Trade 
Skills Standards” of the RA 7796 known as the TESDA Act mandates 
TESDA to establish national occupational skill standards. The 
Authority shall develop and implement a certification and accreditation 
program in which private industry group and trade associations are 
accredited to conduct approved trade tests, and the local government 
units to promote such trade testing activities in their respective areas 
in accordance with the guidelines to be set by the Authority. 
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         COMPETENCY STANDARDS FOR 
 

MANAGING INTERNET MARKETING LEVEL III 
 
Section 1 MANAGING INTERNET MARKETING QUALIFICATION 
 
 The MANAGING INTERNET MARKETING LEVEL III qualification is a professional 
certification for individuals involved in managing and executing commercial activities 
through online platforms and modern information technology systems. 
 

This Qualification is packaged from the competency map of the Information and 
Communication Technology Sector as shown in Annex A. 
 

The units of competency comprising the qualification include the following: 
 

 

CODE NO. CORE COMPETENCY 

MC-TVT524301 Manage Internet Marketing  

 
 

   A person who has achieved this qualification is competent to be: 
 

o Internet Marketing Manager 
o Digital Campaign Coordinator 
o SEO/SEM Specialist 
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 SECTION 2         
        COMPETENCY STANDARDS 
 
This section gives the details of the contents of the units of competency required in 
MANAGING INTERNET MARKETING LEVEL III. 
 

 
CORE COMPETENCY 

E ARTIFICIAL INTELLIGENCE (AI) 
UNIT OF COMPETENCY:     MANAGE INTERNET MARKETING 
 
UNIT CODE:                          MC-TVT524301 
 
UNIT DESCRIPTOR:          This unit covers the knowledge, skills, and attitudes required to 

manage internet marketing. This include plan internet 
marketing strategy, implement marketing campaigns, evaluate 
campaign effectiveness and supervise marketing team and 
project delivery. 

 
 

 
ELEMENT 

 

 

PERFORMANCE CRITERIA 
Italicized terms are elaborated in 

the Range of Variables 

Required 
Knowledge 

Required 
Skills 

1. Plan internet 
marketing 
strategy 

1.1 Customer profiles are 
identified based on data 
analysis and market 
segmentation based on 
industry standard  
 
 

1.2 Campaign goals are defined 
in alignment with business 
objectives as per industry 
standards 

 
1.3 Internet marketing 

strategies are developed 
using appropriate channels 
and tools accordance with 
standard operating 
procedures 

 
1.4 Key performance indicators 

(KPIs) are established to 
measure campaign 
effectiveness based on 
approved processes 

 

SCIENCE 
1.1 Principles of 
human-computer 
interaction and user 
experience (UX) 
 
1.2 Basic concepts 
of digital 
communication and 
network systems 
 
1.3 Understanding of 
digital security and 
data protection 
principles 

 
1.4Scientific basis of 
eco-friendly 
packaging and 
materials used in e-
commerce 
 
TECHNOLOGY 
1.1 Operation of e-
commerce platforms 

1.1 Identifying 
target audience 
and buyer 
personas 
through market 
segmentation 
and data 
analysis 
 

1.2 Defining 
campaign 
goals in 
alignment with 
business 
objectives 

 

 
1.3 Developing 

internet 
marketing 
strategies 
using 
appropriate 
digital channels 
and tools 
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(e.g., Shopify, 
WooCommerce, 
Lazada/Shopee 
Seller Center) 
 
1.2 Use of content 
management 
systems (CMS) for 
product listing and 
storefront 
management 
 
1.3 Navigation of 
analytics tools and 
dashboards (e.g., 
Google Analytics, 
platform reports) 
 
1.4 Application of 
CRM tools and 
customer messaging 
systems 
 
1.5 Familiarity with 
file storage, cloud 
platforms, and data 
backup solutions. 
 
 
ENVIRONMENTAL 
AND OTHER 
RELATED LAWS 
AND 
REGULATIONS  
 

1.1 Knowledge of 
sustainable and 
recyclable 
packaging options 
 
1.2 Understanding of 
the environmental 
impact of logistics 
and delivery 
systems 
 
1.3 Awareness of 
green digital 
practices (e.g., 

 
1.4 Establishing 

key 
performance 
indicators 
(KPIs) for 
campaign 
effectiveness 
measurement 
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reducing data load, 
energy-efficient 
devices) 
 
1.4 Concepts of 
digital waste and 
responsible disposal 
of e-commerce-
related materials 
 
1.5 RA 8792 – E-
Commerce Act of 
2000: Legal 
framework for 
electronic 
transactions 
 
1.6 RA 10173 – 
Data Privacy Act of 
2012: Protection of 
personal customer 
data 
 
1.6 RA 7394 – 
Consumer Act of the 
Philippines: Rights 
of consumers and 
seller responsibilities 
 
1.7 RA 8293 – 
Intellectual Property 
Code: Use of 
images, content, and 
trademarks in online 
selling 
 
1.8 BIR regulations 
on e-invoicing and 
digital tax 
compliance 
 
 
1.9 Platform-specific 
compliance rules 
(e.g., DTI policies, 
Lazada/Shopee 
guidelines) 
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MATHEMATICS 
1.1Basic business 
mathematics for 
pricing, markup, 
discount, and profit 
computation 
1.2 Inventory 
calculation and 
forecasting 
1.3 Analyzing sales 
trends using 
percentage growth 
and ratios 

 
1.4 Interpreting e-
commerce 
performance 
indicators such as 
conversion rate and 
return rate 
 
1.5 Data 
organization and 
summarization using 
tables and charts 

 
 

 
 

2 Implement 
marketing 
campaigns 

2.1 Marketing content is 
developed or sourced to align 
with campaign strategy and 
brand standards in compliance 
with industry ethics. 
 
 

2.2 Campaigns Platforms are 
launched using relevant 
platforms, tools, and schedules 
following industry best 
practices. 
 
 

2.3 Real-time adjustments are 
made based on performance 
data and feedback according to 
standard operating procedures. 
 

2.4 Legal compliance is ensured 
following code of conduct 

SCIENCE 
1.1 Principles of 
human-computer 
interaction and user 
experience (UX) 
 
1.2 Basic concepts 
of digital 
communication and 
network systems 
 
1.3 Understanding of 
digital security and 
data protection 
principles 

 
1.4Scientific basis of 
eco-friendly 
packaging and 
materials used in e-
commerce 

 

1.1 Creating or 
sourcing 
marketing 
content aligned 
with campaign 
strategy and 
brand 
guidelines 
 

1.2 Launching 
marketing 
campaigns 
using relevant 
platforms, tools, 
and schedules 

 

1.3 Making real-
time 
adjustments 
based on 
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TECHNOLOGY 
1.1 Operation of e-
commerce platforms 
(e.g., Shopify, 
WooCommerce, 
Lazada/Shopee 
Seller Center) 
 
1.2 Use of content 
management 
systems (CMS) for 
product listing and 
storefront 
management 
 
1.3 Navigation of 
analytics tools and 
dashboards (e.g., 
Google Analytics, 
platform reports) 
 
1.4 Application of 
CRM tools and 
customer messaging 
systems 
 
1.5 Familiarity with 
file storage, cloud 
platforms, and data 
backup solutions 
 
 
 
 
 
ENVIRONMENTAL 
AND OTHER 
RELATED LAWS 
AND 
REGULATIONS  
 

1.1 Knowledge of 
sustainable and 
recyclable 
packaging options 
 
1.2 Understanding of 
the environmental 

campaign 
performance 
data and 
customer 
feedback 

 

1.4 Ensuring 
compliance with 
advertising 
standards, 
privacy 
regulations, and 
intellectual 
property laws 
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impact of logistics 
and delivery 
systems 
 
1.3 Awareness of 
green digital 
practices (e.g., 
reducing data load, 
energy-efficient 
devices) 
 
1.4 Concepts of 
digital waste and 
responsible disposal 
of e-commerce-
related materials 
 
1.5 RA 8792 – E-
Commerce Act of 
2000: Legal 
framework for 
electronic 
transactions 
 
1.6 RA 10173 – 
Data Privacy Act of 
2012: Protection of 
personal customer 
data 
 
1.6 RA 7394 – 
Consumer Act of the 
Philippines: Rights 
of consumers and 
seller responsibilities 
 
1.7 RA 8293 – 
Intellectual Property 
Code: Use of 
images, content, and 
trademarks in online 
selling 
 
1.8 BIR regulations 
on e-invoicing and 
digital tax 
compliance 
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1.9 Platform-specific 
compliance rules 
(e.g., DTI policies, 
Lazada/Shopee 
guidelines) 
 
MATHEMATICS 
1.1Basic business 
mathematics for 
pricing, markup, 
discount, and profit 
computation 
1.2 Inventory 
calculation and 
forecasting 
1.3 Analyzing sales 
trends using 
percentage growth 
and ratios 

 
1.4 Interpreting e-
commerce 
performance 
indicators such as 
conversion rate and 
return rate 
 
1.5 Data 
organization and 
summarization using 
tables and charts 
 
 
 

 
 

3 Evaluate 
campaign 
effectiveness 

3.1 Analytics tools and 
dashboards are used to track 
campaign performance 
according to project schedule 
 
 
 

3.2 Results interpretations  are 
interpreted against KPIs and 
business goals  following 
industry best practices. 

 
 

 

SCIENCE 
1.1 Principles of 
human-computer 
interaction and user 
experience (UX) 
 
1.2 Basic concepts 
of digital 
communication and 
network systems 
 
1.3 Understanding of 
digital security and 

3.1 Using analytics 
tools and 
dashboards to 
track and 
monitor 
campaign 
performance 
 

3.2 Interpreting 
results against 
established 
KPIs and 
business 
objectives 
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3.3 Findings presentations are 
compiled and presented to 
relevant stakeholders in 
accordance with standard 
operating procedures. 
 
. 

3.4 Data-driven insights are 
applied to improve future 
strategies in compliance with 
industry ethics. 

data protection 
principles 

 
1.4Scientific basis of 
eco-friendly 
packaging and 
materials used in e-
commerce 
 
TECHNOLOGY 
1.1 Operation of e-
commerce platforms 
(e.g., Shopify, 
WooCommerce, 
Lazada/Shopee 
Seller Center) 
 
1.2 Use of content 
management 
systems (CMS) for 
product listing and 
storefront 
management 
 
1.3 Navigation of 
analytics tools and 
dashboards (e.g., 
Google Analytics, 
platform reports) 
 
1.4 Application of 
CRM tools and 
customer messaging 
systems 
 
1.5 Familiarity with 
file storage, cloud 
platforms, and data 
backup solutions 
 
 
 
 
ENVIRONMENTAL 
AND OTHER 
RELATED LAWS 
AND 
REGULATIONS  
 

 

3.3 Compiling and 
presenting 
findings to 
relevant 
stakeholders 

 

3.4 Applying data-
driven insights 
to enhance 
future 
marketing 
strategies 
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1.1 Knowledge of 
sustainable and 
recyclable 
packaging options 
 
1.2 Understanding of 
the environmental 
impact of logistics 
and delivery 
systems 
 
1.3 Awareness of 
green digital 
practices (e.g., 
reducing data load, 
energy-efficient 
devices) 
 
1.4 Concepts of 
digital waste and 
responsible disposal 
of e-commerce-
related materials 
 
1.5 RA 8792 – E-
Commerce Act of 
2000: Legal 
framework for 
electronic 
transactions 
 
1.6 RA 10173 – 
Data Privacy Act of 
2012: Protection of 
personal customer 
data 
 
1.6 RA 7394 – 
Consumer Act of the 
Philippines: Rights 
of consumers and 
seller responsibilities 
 
1.7 RA 8293 – 
Intellectual Property 
Code: Use of 
images, content, and 
trademarks in online 
selling 
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1.8 BIR regulations 
on e-invoicing and 
digital tax 
compliance 
 
 
1.9 Platform-specific 
compliance rules 
(e.g., DTI policies, 
Lazada/Shopee 
guidelines) 
 
MATHEMATICS 
1.1Basic business 
mathematics for 
pricing, markup, 
discount, and profit 
computation 
1.2 Inventory 
calculation and 
forecasting 
1.3 Analyzing sales 
trends using 
percentage growth 
and ratios 

 
1.4 Interpreting e-
commerce 
performance 
indicators such as 
conversion rate and 
return rate 
 
1.5 Data 
organization and 
summarization using 
tables and charts 
 

4 Supervise 
marketing 
team and 
project delivery 

4.1 Team roles are delegated 
based on expertise and 
objectives according to process 
flow specifications. 
 

4.2 Campaign timelines, 
budgets, and resources are 
monitored and adjusted 
according to target outcomes. 
 

SCIENCE 
1.1 Principles of 
human-computer 
interaction and user 
experience (UX) 
 
1.2 Basic concepts 
of digital 
communication and 
network systems 

4.1 Delegating 
team roles and 
responsibilities 
based on 
expertise and 
project needs 
 

4.2 Monitoring 
campaign 
timelines, 
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4.3 Team members are guided 
and coached to optimize 
performance following industry 
best practices. 
 

4.4 Results and lessons learned 
are documented for future 
application based on industry 
standards.. 

 
1.3 Understanding of 
digital security and 
data protection 
principles 

 
1.4Scientific basis of 
eco-friendly 
packaging and 
materials used in e-
commerce 
 
TECHNOLOGY 
1.1 Operation of e-
commerce platforms 
(e.g., Shopify, 
WooCommerce, 
Lazada/Shopee 
Seller Center) 
 
1.2 Use of content 
management 
systems (CMS) for 
product listing and 
storefront 
management 
 
1.3 Navigation of 
analytics tools and 
dashboards (e.g., 
Google Analytics, 
platform reports) 
 
1.4 Application of 
CRM tools and 
customer messaging 
systems 
 
1.5 Familiarity with 
file storage, cloud 
platforms, and data 
backup solutions 
 
ENVIRONMENTAL 
AND OTHER 
RELATED LAWS 
AND 
REGULATIONS  
 

budgets, and 
resource usage 
for project 
delivery 

 

4.3 Guiding and 
coaching team 
members to 
optimize 
marketing 
performance 

 

4.4 Documenting 
results and 
lessons 
learned for 
future 
campaign 
implementation 
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1.1 Knowledge of 
sustainable and 
recyclable 
packaging options 
 
1.2 Understanding of 
the environmental 
impact of logistics 
and delivery 
systems 
 
1.3 Awareness of 
green digital 
practices (e.g., 
reducing data load, 
energy-efficient 
devices) 
 
1.4 Concepts of 
digital waste and 
responsible disposal 
of e-commerce-
related materials 
 
1.5 RA 8792 – E-
Commerce Act of 
2000: Legal 
framework for 
electronic 
transactions 
 
1.6 RA 10173 – 
Data Privacy Act of 
2012: Protection of 
personal customer 
data 
 
1.6 RA 7394 – 
Consumer Act of the 
Philippines: Rights 
of consumers and 
seller responsibilities 
 
1.7 RA 8293 – 
Intellectual Property 
Code: Use of 
images, content, and 
trademarks in online 
selling 
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1.8 BIR regulations 
on e-invoicing and 
digital tax 
compliance 
 
 
1.9 Platform-specific 
compliance rules 
(e.g., DTI policies, 
Lazada/Shopee 
guidelines) 
 
MATHEMATICS 
1.1Basic business 
mathematics for 
pricing, markup, 
discount, and profit 
computation 
1.2 Inventory 
calculation and 
forecasting 
1.3 Analyzing sales 
trends using 
percentage growth 
and ratios 

 
1.4 Interpreting e-
commerce 
performance 
indicators such as 
conversion rate and 
return rate 
 
1.5 Data 
organization and 
summarization using 
tables and charts 
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RANGE OF VARIABLES 
 

 
VARIABLE 

 
RANGE 

 

1. Customer profiles 

Customer profiles may include; 
 
1.1 Identified through data analysis and market segmentation 
1.2 Aligned with industry standards 

2. Campaign goals Campaign goals may include: 
 
2.1  Sales conversion 
2.2  lead generation 
2.3  brand awareness 
2.4  customer engagement 
2.5  website traffic 
2.6  email sign-ups 
 

3. Internet marketing strategies Internet marketing strategies may include; 
 
3.1 Developed using appropriate channels and tools 
3.2  In compliance with standard operating procedures 
 

4. Key performance indicators 
(KPIs) 

Key performance indicators (KPIs) may include: 
 
4.1  Conversion rate 
4.2  click-through rate (CTR) 
4.3  return on investment (ROI) 
4.4  cost per acquisition (CPA) 
4.5  engagement rate (likes, shares, comments) 
4.6  bounce rate 
4.7  customer lifetime value (CLV) 
4.8  traffic volume 
4.9  email open rates 
 

5. Marketing content Marketing content may include; 
 
5.1 Developed or sourced to align with campaign strategy and 
brand standards 
5.2 In compliance with industry ethics 
 

6. Campaign platforms Campaign platforms may include: 
 
6.1 Website (landing pages 
6.2  e-commerce stores) 
6.3  social media (Facebook, Instagram, LinkedIn) 
6.4  email campaigns 
6.5  search engines 



18 
Managing Internet Marketing Level III November 2025 

 

6.6  third-party advertising networks 
6.7  influencer platforms 
 

7. Real-time adjustments Real-time adjustments may include: 
 
7.1 Budget reallocation 
7.2  content modifications 
7.3  targeting refinements 
7.4  changing schedules 
7.5  optimizing landing pages 
7.6  adjusting ad copy 
7.7  tweaking calls-to-action (CTAs) 

8. Legal compliance Legal compliance may include: 
 
8.1 Consumer protection laws (RA 7394) 
8.2  data privacy regulations (RA 10173) 
8.3  intellectual property laws (RA 8293) 
8.4  advertising standards, 
8.5 GDPR (for international campaigns) 
8.6  FTC guidelines on online marketing 
 

9. Analytics tools and 
dashboards 

Analytics tools and dashboards may include; 
 

9.1 Google Analytics 
9.2 Tableau 
9.3 Power BI 
9.4 Adobe Analytics 
9.5 Facebook Insights 
 

10. Results interpretations Results interpretation may include; 
 
10.1 Conversion Rate 
10.2 Return on Investment (ROI) 
10.3 Click-through Rate (CTR) 
10.4 Customer Acquisition Cost (CAC) 
10.5 Sales Volume 
 
 
 
 
 

11. Finding presentations Finding presentation may include; 
 
11.1 Report on sales trends 
11.2 Engagement rate analysis 
11.3 Customer feedback from surveys 
11.4 Traffic growth during campaigns 
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12. Data-driven insights Data-driven insights may include; 
 
12.1 Identifying top-performing ad channels 
12.2 Analyzing demographic trends from campaign data 
12.3 Understanding customer behavior patterns 
 

13. Team Roles Team Roles include; 
 
13.1 Project Manager 
13.2 Content Creator 
13.3 Marketing Analyst 
13.4 Social Media Specialist 
13.5 Graphic Designer 
 

14. Campaign timelines, 
budgets, and resources 

Campaign timelines, budgets, and resources may include; 
 
14.1 Start and end dates of campaigns 
14.2 Milestones (e.g., content creation, ad launch, evaluation) 
14.3 Weekly progress reviews 
14.4 Tools  
14.5 Staff  
14.6 External resources  
 
 

15. Team members  Team members may include; 
 
15.1 Team Lead 
15.2 HR/Training Specialist 
15.3 Performance Coach 
15.4 Creative Director 
15.5 Marketing Manager 
15.6 SEO Specialist 
 
 

16. Results and lessons learned Results and lessons learned may include; 
 
16.1 Engaging with customers more frequently boosted 
interaction. 
16.2 Shorter, more direct ads had higher click-through rates. 
16.3 Early planning for stock availability prevented delays. 
16.4 Timing emails during weekends increased engagement. 
16.5 Retargeting previous visitors led to more sales. 
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EVIDENCE GUIDE 

 

1. Critical aspects of 
Competency 

Assessment requires evidence that the candidate: 
 
1.1 Planned internet marketing strategy 
 

1.1.1 Identified customer profiles based on data analysis 
and market segmentation  

1.1.2 Defined campaign goals  
1.1.3 Defined campaign goals  
1.1.4 Established KPIs to measure campaign effectiveness  

 
1.2 Implemented marketing campaigns 
 

1.2.1. Developed or sourced marketing content  
1.2.2 Launched campaigns  
1.2.3 Made real-time adjustments  
1.2.4 Ensured legal compliance  

 
1.3 Evaluated campaign effectiveness 
 

1.3.1 Used analytics tools and dashboards 
1.3.2 Interpreted results against KPIs and business goals 
1.3.3 Compiled and presented findings to relevant 

stakeholders  
1.3.4 Applied data-driven insights to improve future 

strategies  
 
1.4 Supervised marketing team and project delivery 
 

1.4.1 Delegated team roles 
1.4.2 Monitored and adjusted campaign timelines, budgets, 

and resources  
1.4.3 Guided and coached team members to optimize 

performance  
1.4.4 Documented results and lessons learned for future 

application  
 

2. Resource Implications The following resources should be provided: 
 
2.1. Computer (desktop or laptop) or Mobile Device 
2.2. Internet connection 
2.3. Access to any generative AI tools and/or application 

 

3. Methods of 
Assessment 

Competency in this unit must be assessed through but not limited 
to: 
 
3.1. Demonstration  
3.2. Oral questioning 
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3.3. Written test  
 

4. Context for 
Assessment 

Competency may be assessed in the workplace or in simulated 
workplace environment 
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GLOSSARY OF TERMS 

1. Analytics Tools 

Software or platforms (e.g., Google Analytics, Facebook 
Insights) used to track and measure the performance of 
marketing campaigns and website traffic. 

2. Budget Allocation 
The process of distributing marketing funds across various 
channels, tools, and strategies to maximize campaign 
effectiveness. 

3. Buyer Personas 
Semi-fictional characters created to represent key segments 
of the target audience, based on market research and 
customer data. 

4. Campaign Strategy A comprehensive plan that outlines the goals, target 
audience, platforms, content, and resources needed for a 
marketing campaign. 

5. Content Marketing 
The creation and distribution of valuable, relevant, and 
consistent content to attract and retain a clearly defined 
audience. 

6. Content Creation 
The process of producing marketing materials, such as blog 
posts, videos, social media posts, and ads, designed to 
engage and inform an audience. 

7. Conversion Rate 
The percentage of website visitors who complete a desired 
action (e.g., making a purchase, signing up for a newsletter). 

8. Customer Engagement 
The interaction between a brand and its customers, 
including likes, shares, comments, and other forms of 
social media participation. 

9. Digital Channels 
Platforms or methods used to communicate and distribute 
marketing content, such as social media, email, paid ads, 
and SEO. 

10. Email Marketing 
The use of email campaigns to promote products, share 
content, or communicate with customers. 

11. Influencer Marketing 

Partnering with individuals who have a large and engaged 
following on social media to promote products and 
services. 

12. Internet Marketing 
The use of online platforms and channels (e.g., search 
engines, social media, email, websites) to promote 
products, services, or brands to a targeted audience. 

13. Landing Page 
A standalone web page designed to encourage visitors to 
take a specific action, often associated with a marketing 
campaign. 

14. Pay-Per-Click (PPC) 
A form of paid online advertising where advertisers pay a 
fee each time their ad is clicked, often used in search 
engines and social media platforms. 

15. Return on Investment 
(ROI) 

A performance metric used to evaluate the profitability of a 
marketing campaign by comparing the revenue generated 
to the cost of the campaign. 

16. Social Media Marketing 
(SMM) 

The use of social media platforms like Facebook, 
Instagram, and LinkedIn to promote products and engage 
with customers. 
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