
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Certified Marketing and Sales 

Analytics Professional 



                                  Certified Marketing and Sales Analytics Professional  

www.vskills.in  
 

 

CCCCertified ertified ertified ertified Marketing Marketing Marketing Marketing and Sales and Sales and Sales and Sales AnalyticsAnalyticsAnalyticsAnalytics    

ProfessionalProfessionalProfessionalProfessional    
    
Analytics, a business process includes data collection, processing, analysis and 

interpretation for better decision making and gaining insights.  

 

Globalization and increased competition across the world, has made optimizing business 

processes and informed business decisions making, more relevant. Analytics is the tool to 

effectively compete as it provides, insights and informed decision making. 

 

Marketing analytics is differentiating factor for effectiveness of marketing processes and 

factors affecting it. 

 

Sales analytics helps in understanding effectiveness of sales processes and factors affecting 

it’s performance. 

 

The course covers 

• Basics of Analytics and statistics  

• Using MS-Excel for analytics 

• Marketing Management 

• Marketing Research 

• Promotion Analytics 

• Customer Analytics 

• Digital Marketing Analytics 

• Sales Management 

• Customer Loyalty 

• Sales Forecasting 

 

  

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 marketing professionals, managers, consultants and graduates 

wanting to excel in marketing analytics. It is also well suited for those who are already 

working and would like to take certification for further career progression. 
 

Earning Vskills Certified Marketing and Sales Analytics Professional 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.  
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Who will benWho will benWho will benWho will benefit from taking this certification?efit from taking this certification?efit from taking this certification?efit from taking this certification?    
Job seekers looking to find employment in marketing, sales, customer engagement or 

marketing research compliance 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 Companies that hire Vskills Companies that hire Vskills Companies that hire Vskills MarketingMarketingMarketingMarketing    and Salesand Salesand Salesand Sales    AnalytAnalytAnalytAnalyticsicsicsics    ProfessionalProfessionalProfessionalProfessional    
Marketing and Sales Analytics Professionals are in great demand. Companies specializing 

marketing, sales, brand management and consultancy, are constantly hiring skilled Vskills 

Certified Marketing and Sales Analytics Professional. Various public and private 

companies also need Marketing and Sales Analytics Professional for their requirement for 

marketing optimization and analysis. 
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Sample QuestionsSample QuestionsSample QuestionsSample Questions    

1. 1. 1. 1. Which term refers to a variable with a limited number of values (e.g., gender Which term refers to a variable with a limited number of values (e.g., gender Which term refers to a variable with a limited number of values (e.g., gender Which term refers to a variable with a limited number of values (e.g., gender 

(male/female(male/female(male/female(male/female)?)?)?)? 

A. Discrete Variable 

B. Continuous Variable 

C. Independent Variable 

D. Dependent Variable 

 

2222....    Which sampling method has the population is divided into mutually exclusive Which sampling method has the population is divided into mutually exclusive Which sampling method has the population is divided into mutually exclusive Which sampling method has the population is divided into mutually exclusive 

divisions?divisions?divisions?divisions?    

A. Random 

B. Stratified Random 

C. Estimation of the Universe Mean 

D. None of these 

 

3333. . . . Which forecasting technique is subjective, based on the opinion and judgment of Which forecasting technique is subjective, based on the opinion and judgment of Which forecasting technique is subjective, based on the opinion and judgment of Which forecasting technique is subjective, based on the opinion and judgment of 

cccconsumersonsumersonsumersonsumers    

A. Qualitative 

B. Quantitative 

C. Reciprocative 

D. Feedback 

 

4444. . . . Which segment has buyers divided into different groups on the basis of lifestyle Which segment has buyers divided into different groups on the basis of lifestyle Which segment has buyers divided into different groups on the basis of lifestyle Which segment has buyers divided into different groups on the basis of lifestyle 

or personality or valuesor personality or valuesor personality or valuesor personality or values    

A. Geographic 

B. Demographic 

C. Psychographics 

D. Behavioral 

 

5. 5. 5. 5. Customers buCustomers buCustomers buCustomers buy from stores and firms that offer the highest ________.y from stores and firms that offer the highest ________.y from stores and firms that offer the highest ________.y from stores and firms that offer the highest ________.    

A. company image 

B. level of customer satisfaction 

C. value for the money 

D. customer perceived value 

 

 

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