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Abstract 

The research challenge is first articulated, along with the necessity for more investigation into lead generation 

techniques and methodologies across sectors. The project's focus on the vital role that lead generation plays 

in fostering corporate sustainability and growth. This study intends to provide insights and solutions 

applicable to a wide range of sectors by analyzing the complexities and difficulties related to lead generation 

The research explores traditional and digital lead generation channels commonly utilized in the automotive 

sector, including but not limited to, dealership networks, online advertising, social media marketing, content 

marketing, search engine optimization (SEO), and email campaigns. It evaluates the effectiveness of each 

method in terms of lead quantity, lead quality, cost-effectiveness, and conversion rates, considering their 

applicability to Suzuki's marketing goals and budgetary constraints. The present study in automobile sector 

with lead generation strategy is essential for car businesses to thrive in a competitive market. It helps identify 

effective ways to attract and convert potential buyers, ensuring sustained sales growth. This research aims to 

uncover key strategies and insights to improve customer acquisition in the automotive industry. The study 

incorporates statistical tools like 5-point Likert scale, Anova and Regression techniques are used with 

necessary recommendations. 

Keywords: ANOVA, Communication, Collaboration, Recognition, Feedback, Motivation, Performance 

Management, Employee Satisfaction, Continuous Improvement. 

 

1. Introduction  

Lead generation stands as a cornerstone of success 

within the automotive industry, acting as the vital 

conduit between potential buyers and automobile 

manufacturers or dealerships. This project explores 

the multifaceted landscape of lead generation 

methods and strategies prevalent in the automobile 

industry, encompassing diverse approaches 

adopted by manufacturers, dealerships, and related 

service providers. In the rapidly evolving 

automotive sector, traditional lead generation 

avenues like print advertisements and showroom 

visits have evolved alongside the digital revolution, 

witnessing a shift towards online platforms, social 

media, and targeted digital advertising. These 

digital channels offer expansive reach and precise 

targeting capabilities, enabling automotive brands 

to engage with potential customers across various 

touchpoints and stages of the purchasing journey.  

 

Consumer behaviour within the automotive sector 

has also undergone substantial transformation, with 

modern buyers extensively researching vehicle 

options, specifications, and reviews online before 

making informed purchase decisions. As a result, 

automotive companies must adapt their lead 

generation strategies to align with these changing 

consumer preferences, leveraging digital platforms 

to deliver personalized and relevant content to 

prospective buyers. 

1.1. Problem Statement 

Businesses often find it difficult to find potential 

customers who are genuinely interested in their 

products or services, making it challenging for 

them to expand. This study focuses on exploring 

various methods that businesses use to generate 

leads and aims to identify more effective strategies. 

By understanding and implementing better lead 
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generation techniques, businesses can attract more 

interested customers and grow their sales more 

successfully. 

 

1.2. Objectives 

 To understand the current lead generation 

methods with automotive companies. 

 To assess the effectiveness of lead 

generation approaches with automotive 

industry. 

 To evaluate the technological 

advancements with lead generation. 

 To provide suggestion for updating. 

2. Methodology 

The present study is empirical in nature and the data 

are collected using the primary data source, namely 

the questionnaire method. A simple random 

sampling technique used for sampling with a 

sample size of 300. 5-point Likert scale is used to 

assess the respondents’ attitudes includes (very 

satisfied, moderately satisfied, neither satisfied nor 

dis satisfied, very satisfied). Statistical tool which 

are used in this project area  

3. Limitations of The Study   

 The study is conducted in a short period, 

which was not detailed in all aspects. 

 Lack of availability and accuracy of data. 

 Limited or unreliable data can hinder the 

accuracy of projections and forecasts.    

3.1. Analysis 

 

Table 1 ANOVA 

Lead Generation Automobile Industry 

20 30 

15 26 

13 22 

22 10 

 

Table 2 Summary Output 

ANOVA 

  df SS MS F Signific

ance F 

Regres

sion 

1 116.4

944 

116.4

944 

1.863

854 

0.26554

3 

Residu

al 

3 187.5

056 

62.50

187 

  

Total 4 304       

 

Table 3 Automobile Industry Results 
  Coe

ffici

ents 

Sta

nd

ard 

Err

or 

t 

Sta

t 

P-

val

ue 

Lo

w

er 

95

% 

Up

per 

95

% 

Lo

w

er 

95

.0

% 

Up

per 

95.

0% 

Inte

rcep

t 

36.1

797

8 

12.

36

74

6 

2.9

25

40

1 

0.0

61

22

8 

-

3.

17

9 

75.

53

85

5 

-

3.

17

9 

75.

53

85

5 

Aut

omo

bile 

Indu

stry 

-

0.80

899 

0.5

92

56

6 

-

1.3

65

23 

0.2

65

54

3 

-

2.

69

48 

1.0

76

82 

-

2.

69

48 

1.0

76

82 

 

Table 4 Regression Analysis 

Lead Generation 

Automobile 

Industry 

20 30 

15 26 

13 22 

22 10 

 

Table 5 Regression Statistics 

Multiple R 0.619036 

R Square 0.383205 

Adjusted R Square 0.177607 

Standard Error 7.905813 

Observations 5 
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Interpretation 

The summary output represents a linear regression 

analysis between lead generation on automobile 

industry. The regression model is not significant 

(P>0.05), i.e. 0.06>0.05. R value 0.383 implies that 

above 3.83% of the variability in automobile 

industry by lead generation overall accept H01, 

reject H02. 

 

 
Figure 1 Results 

 

Table 6 Satisfaction with Automotive Industry 

S. 

No. Response 

Count of 

Respons

e 

Cumulativ

e 

Percentage 

Remark

s 

1 

Very 

satisfied 20 20%  

2 Satisfied 15 15%  

3 Neutral 13 13%  

4 

Dissatisfie

d 22 22%  

5 

Very 

dissatisfie

d 30 30%  

Source: Extracted from Questionnaire 

 

 
Figure 2 Chart-1 

 

Inference: A significant majority of respondent’s 

express satisfaction with the performance of Maruti 

Suzuki cars during long drives, indicating 

reliability and comfort for extended journeys. 

Interpretation: Positive feedback regarding long-

drive performance reflects favorably on Maruti 

Suzuki's engineering and design, reinforcing the 

brand's reputation for delivering vehicles suitable 

for varied driving conditions. 

 

Table 7 Importance of Brand Reputation in 

Purchasing Decision 

S. 

No. Response 

Count of 

Response 

Cumulative 

Percentage Remarks 

1 

Very 

important 100 16.67%  

2 Important 120 20%  

3 Neutral 50 8.33%  

4 

Not very 

important 20 3.33%  

5 

Not 

important 

at all 10 1.67%  

Source: Extracted from Questionnaire 
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Figure 3 Chart-2 

 

Inference: The majority of respondents consider 

brand reputation as important or very important 

when making purchasing decisions, highlighting its 

significant influence on consumer behavior. 

Interpretation: Strengthening brand reputation 

through consistent product quality, customer 

satisfaction, and ethical business practices can 

enhance consumer trust and preference for Maruti 

Suzuki. 

 

Table 8 Desired Improvements or Additions in 

Future Models 

S. 

No

. Response 

Count of 

Respons

e 

Cumulativ

e 

Percentage 

Remark

s 

1 

Enhanced 

safety 

features 100 16.67%  

2 

More 

advanced 

technolog

y 130 21.67%  

3 

Improved 

interior 

design 70 11.67%  

4 

Better fuel 

efficiency 90 15%  

5 Other 10 1.67%  

 

 
Figure 3 Chart-3 

 

Inference: Respondents prioritize enhancements in 

safety features and technology, along with 

improvements in fuel efficiency, indicating a 

demand for innovation and advancement in Maruti 

Suzuki's product offerings. 

Interpretation: Addressing consumer preferences 

for advanced safety technologies and fuel-efficient 

vehicles can drive product innovation and 

differentiation, strengthening Maruti Suzuki's 

competitive position in the market. 

4. Observations  

 Despite efforts in digital advertising, 

Suzuki may face challenges in reaching 

certain demographics or regions where 

online penetration is low. 

 Targeted promotions may lead to short-

term spikes in leads but could potentially 

devalue the brand if perceived as overly 

reliant on discounts. 

 Participation in dealership events requires 

significant resources and may not always 

result in high-quality leads, leading to 

potential inefficiencies in lead generation 

efforts. 

 Referral programs may yield inconsistent 

results if existing customers are not 

incentivized sufficiently or if the program 

lacks visibility and engagement. 

 Online inquiry forms may encounter issues 
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such as technical glitches, resulting in 

missed opportunities to capture leads or 

provide timely responses to inquiries. 

5. Suggestions 

 Introduce more electric vehicle options to 

meet the growing demand for eco-friendly 

transportation. 

 Increase localization of manufacturing 

processes to minimize costs and enhance 

competitiveness. 

 Invest in research and development to 

improve vehicle technology and features. 

 Embrace digitalization and connectivity 

trends to offer enhanced driving 

experiences. 

 Expand the service network and introduce 

innovative service offerings for better 

customer satisfaction. 

 Focus on skill development and training 

programs for employees and technicians. 

 Enhance collaboration with local suppliers 

for smoother operations. 

 Offer affordable financing options to make 

vehicles more accessible to customers. 

 Strengthen brand presence through strategic 

marketing campaigns and partnerships. 

 Prioritize customer feedback and 

continuously strive for improvement in all 

aspects of operations. 

Conclusion 

The survey findings highlight the favorable 

perceptions and preferences of consumers towards 

Maruti Suzuki cars, driven by factors such as 

affordability, after-sales service, brand reputation, 

and trust in safety. To capitalize on these positive 

sentiments and maintain market leadership, Maruti 

Suzuki should continue to focus on delivering high-

quality products, enhancing customer experiences, 

and innovating to meet evolving consumer needs 

and preferences. 
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