CIM Professional Marketing Standards

CIM's Professional Marketing Standards have been developed through
extensive research with employers and leading academics. They provide
a practical and sound framework defining the competencies required of
marketing professionals at all levels.

Employers can use this framework for assessment and to define and
develop programmes to improve skills within their marketing team.

CIM's new marketing qualifications and training courses are based on this
framework ensuring that marketers at all levels of seniority gain the
practical skills that employers require to improve business performance.
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CIM Members’
Code of Professional Practice

In line with CIM's Professional Marketing Standards, CIM members must
adhere to a strict code of professional practice.

This code requires each individual to:

Demonstrate integrity, bringing credit to the profession of marketing
Be fair and equitable towards other marketing professionals

Be honest in dealing with customers, clients, employers and
employees

Avoid the dissemination of false or misleading information
Demonstrate current knowledge of the latest developments and show
competence in their application

Avoid conflicts of interest and commitment to maintaining impartiality
Treat sensitive information with complete confidence

Negotiate business in a professional and ethical manner

Demonstrate knowledge and observation of the requirements of other
codes of practice

Demonstrate due diligence in using third party endorsement which
must have prior approval

Comply with the governing laws of the relevant country concerned.
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