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CCCCertified ertified ertified ertified Marketing ManagerMarketing ManagerMarketing ManagerMarketing Manager        
Certification CodeCertification CodeCertification CodeCertification Code    VS-1098    
Vskills certification for Marketing Manager assesses the candidate as per the company’s 

need for marketing of products or services which are to be marketed for increased sales 

and profitability. The certification tests the candidates on various areas in marketing 

strategies, marketing plans, techniques and methods to connect with customers, methods to 

analyze consumer and business markets, identifying market segments, developing a brand 

and delivering value and applying e-commerce marketing strategies.  

 

Why should one take this certification?Why should one take this certification?Why should one take this certification?Why should one take this certification?    
This Course is intended for professionals and graduates wanting to excel in their chosen 

areas. It is also well suited for those who are already working and would like to take 

certification for further career progression. 
 

Earning Vskills Marketing Manager Certification can help candidate differentiate in today's 

competitive job market, broaden their employment opportunities by displaying their 

advanced skills, and result in higher earning potential.  

 

Who will benefit from taking this certification?Who will benefit from taking this certification?Who will benefit from taking this certification?Who will benefit from taking this certification?    
Job seekers looking to find employment in Banks, Private companies, MNCs, Corporates, 

and marketing agencies or marketing departments of various companies, students generally 

wanting to improve their skill set and make their CV stronger and existing employees 

looking for a better role can prove their employers the value of their skills through this 

certification.  

Test DetailsTest DetailsTest DetailsTest Details    

• Duration:Duration:Duration:Duration: 60 minutes 

• No. of questions:No. of questions:No. of questions:No. of questions: 50 

• Maximum marks:Maximum marks:Maximum marks:Maximum marks: 50, Passing marks: 25 (50%) 

There is no negative marking in this module. 

Fee StructureFee StructureFee StructureFee Structure    

Rs. 3,499/- (Excludes taxes)* 

*Fees may change without prior notice, please refer http://www.vskills.in for updated fees  

Companies that hire Vskills Certified Companies that hire Vskills Certified Companies that hire Vskills Certified Companies that hire Vskills Certified Marketing ManagerMarketing ManagerMarketing ManagerMarketing Manager    
Marketing Manager are in great demand. Companies specializing in marketing of products 

or services are constantly hiring skilled marketing managers. Various public and private 

companies also need marketing managers for their marketing departments. 
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Sample QuestionsSample QuestionsSample QuestionsSample Questions    

1. 1. 1. 1. Marketers argue for a ________ in whicMarketers argue for a ________ in whicMarketers argue for a ________ in whicMarketers argue for a ________ in which all functions work together to respond h all functions work together to respond h all functions work together to respond h all functions work together to respond 

to, serve, and satisfy the customer.to, serve, and satisfy the customer.to, serve, and satisfy the customer.to, serve, and satisfy the customer.         

A. total quality  

B. management-driven organization 

C. collaboration model 

D. customer orientation 

2222. . . . Companies who form a ________ collect information on each customer’s pastCompanies who form a ________ collect information on each customer’s pastCompanies who form a ________ collect information on each customer’s pastCompanies who form a ________ collect information on each customer’s past    

transactions, demographics, psychographics, and media and distribution transactions, demographics, psychographics, and media and distribution transactions, demographics, psychographics, and media and distribution transactions, demographics, psychographics, and media and distribution 

preferences.preferences.preferences.preferences. 

A. integrated network  

B. marketing network 

C. sales network 

D. holistic union 

3333. . . . ________________________________    reflects the perceived tangible and intangible benefits and costs to reflects the perceived tangible and intangible benefits and costs to reflects the perceived tangible and intangible benefits and costs to reflects the perceived tangible and intangible benefits and costs to 

customers.customers.customers.customers.     

A. Satisfaction  

B. Loyalty 

C. Value 

D. Expectations 

4444. . . . Marketing evaluation and ________ processes are necessary to understand the Marketing evaluation and ________ processes are necessary to understand the Marketing evaluation and ________ processes are necessary to understand the Marketing evaluation and ________ processes are necessary to understand the 

efficiency efficiency efficiency efficiency and effectivenessand effectivenessand effectivenessand effectiveness    of marketing activities and how both could be improved.of marketing activities and how both could be improved.of marketing activities and how both could be improved.of marketing activities and how both could be improved. 

A. analysis  

B. feedback 

C. control 

D. consumer behavior 

5555. . . . ________ activities are the means by which firms attempt to inform, persuade, ________ activities are the means by which firms attempt to inform, persuade, ________ activities are the means by which firms attempt to inform, persuade, ________ activities are the means by which firms attempt to inform, persuade, 

and remind consumers directly or indirectly about the brands they sell.and remind consumers directly or indirectly about the brands they sell.and remind consumers directly or indirectly about the brands they sell.and remind consumers directly or indirectly about the brands they sell. 

A. Consumer behavior  

B. Marketing research 

C. Market segmentation 

D. Marketing communication 

 

 

Answers:      1 (D), 2 (B), 3 (C), 4 (C), 5 (D) 



 


