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Objectives
1. To identify the sources and channels that generate the most qualified leads and to measure the
conversion rates of leads from different sources into potential clients.
2. To analyze the strategies, and practices and to identify key pain points and challenges faced by sales
representatives during cold calls.
3. To assess the effectiveness of the demo processes in converting leads into clients and to create more
engaging and persuasive demo presentations and materials.
4. To suggest measures for maintaining long term client relationships,
Data Analysis:
AGE OF RESPONDENTS
S.NO. TYPE OF NO. OF PERCENTAGE
RESPONCES RESPONDENTS
1 >25 09 09
2 26-35 10 10
3 36-45 23 23
4 45< 58 58
TOTAL 100 100

AGE OF RESPONDENTS

"™ more than
m 45

36-45
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DATA INTERPRETATION:

The provided data categorizes respondents into different age groups, and each group is associated with both a
count and a percentage of the total respondents. Among the respondents, 12% are 25 years old or younger, 46%
fall within the 26-35 age range, 38% are between 36 and 45 years old, and 4% are older than 45.

GENDER OF RESPONDENTS

S.NO. TYPE OF NO. OF PERCENTAGE
RESPONSE RESPONDENTS

1 MALE 72 72

2 FEMALE 28 28

TOTAL 100 100

GENDER OF RESPONDENTS

u MALE
m FEMALE

DATA INTERPRETATION:

The provided data represents the gender distribution of respondents, where 72% are male and 28% are female.
These percentages illustrate a clear gender imbalance among the survey or study participants, with a significant
majority being male respondents at 72% and a comparatively smaller percentage of female respondents at 28%.
This data suggests a potential gender disparity within the surveyed population, which may be important to
consider when analysing the results or drawing conclusions from the study

DESIGNATION OF RESPONDENTS

S.NO DESIGNATION NO. OF PERCENTAGE
OF RESPONSES RESPONDENTS

1 CEO 10 10

2 CTO 58 58

3 DIRECTOR 23 23

4 CXO 09 09
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DESIGNATION OF RESPONDENTS

mCTO

.DIRECTOR

CEO
[ |

CXo

INTERPRETATION:

The data reveals the following distribution of respondents' designations within an organization: 10% are CEOs,
58% are CTOs, 23% are Directors, and 9% are CXOs. CTO is the most prevalent designation, while CEO and
CXO roles are the least common among the respondents. This data provides insights into the organizational
hierarchy and the expertise levels of those surveyed.

AWARENESS ABOUT SALESFORCE

S.NO AWARE ABOUTINO. OF PERCENTAGE
SALESFORCE RESPONDENTS
1 YES 70 70
2 NO 30 30
TOTAL 100 100
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AWARENESS ABOUT SALESFORCE

H YES
= NO

INTERPRETATION:

The data indicates that 70% of the respondents are familiar with Salesforce, while 30% are not. This suggests a
relatively high level of awareness about Salesforce among the surveyed group.
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USAGE OF CRM
S.NO TYPE OF NO. OF PERCENTAGE
RESPONSES RESPONDENTS
1 USING 70 70
2 NOT USING 30 30
Total 100 100
USAGE OF CRM

m USING
W NOT USING

DATA INTERPRETATION:

The provided data shows that 70% of respondents are currently using the identified product or service, while the
remaining 30% are not using it. This data indicates a relatively even split between users and non-users, with
usage being the majority response at 70%, while 30% of respondents have opted not to use the product or service.
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No. OF LEAD GENERATION SOURCES

S.NO. TYPESOF NO. OF PERCENTAGE
RESPONSES RESPONDENTS

1 >3 10 10

2 3-5 28 28

3 6-8 49 49

4 8< 13 13

No. OF LEAD GENERATION SOURCES

DATA INTERPRETATION:

m BETWEEN 6-8

W BETWEEN3-5

= ABOVE 9
BELOW 3

The data represents the number of lead generation sources used by respondents. It shows that 10% of respondents
utilize more than 3 lead generation sources, 28% use between 3 to 5 sources, a significant majority of 49% rely
on 6 to 8 sources, and 13% use less than 8 sources. This data reveals that a substantial portion of respondents
employ a moderate number of lead generation sources, with the highest percentage falling in the 6-8 source
category. It suggests a diversified approach to lead generation among the surveyed group, with a notable
proportion exploring a range of sources to generate leads.
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INTEGRATION PROCESS

LOOKING FOR INTERGRATION

S.NO. TYPE OF NO. OF PERCENTAGE
RESPONSES RESPONSES

1 YES 26 26

2 NO 74 74

TOTAL 100 100

LOOKING FOR INTEGRATION

B YES
= NO

DATA INTERPRETATION:

The provided data indicates that 26% of respondents express a desire for integration, while the majority, at 74%,
do not seek integration. This data suggests that a significant proportion of respondents do not currently prioritize
integration, while a smaller segment is interested in pursuing integration solutions.
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FULLY AUTOMATE SALES PROCESS

WANT FULLY AUTOMATE SALES PROCESS

S.NO. TYPESOF NO. OF PERCENTAGE
RESPONSES RESPONDANTS
1 YES 59 59
2 NO 41 41
TOTAL 100 100
FIG. 7.8 FULLY AUTOMATE SALES PROCESS
H YES
mNO

DATA INTERPRETATION:

The data reveals that 59% of respondents express a desire to automate their sales process, while 41% do not. This
indicates that a majority of the surveyed individuals are interested in implementing automation solutions for their
sales processes, while a significant minority is not currently seeking such automation.
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DEMO BOOKING

WILLING TO TAKE DEMO

S.NO. TYPESOF NO. OF PERCENTAGE
RESPONCE RESPONDENTS
1 YES 14 14
2 NO 86 86
TOTAL 100 100
FIG. 7.9 WILLING TO TAKE DEMO
m YES
m NO

DATA INTERPRETATION:

The provided data indicates that only 14% of respondents have booked a demo, while a substantial majority,
accounting for 86%, have not. This data highlights that a small percentage of the surveyed individuals have taken
the initiative to book a demo, while the majority have not yet engaged in this particular activity.

© 2024, IJSREM | www.ijsrem.com | Page9


http://www.ijsrem.com/

&g‘: A 3513

iz IISREM
*gﬁ International Journal of Scientific Research in Engineering and Management (IJSREM)
w Volume: 08 Issue: 04 | April - 2024 SJIF Rating: 8.448 ISSN: 2582-3930

WHAT IS YOUY BUDGET? (OPEN ENDED) DATA INTERPRETATION
On an average customer wants to get all the work done under 3-4 lacs.
Major Findings:

Awareness about Salesforce: A significant portion (70%) of the respondents are familiar with Salesforce,
indicating that it has a substantial presence or recognition within the surveyed group.

Lead Generation Source Usage: Respondents vary in the number of lead generation sources they use. The
majority (49%) rely on a moderate number of sources, between 6 to 8. This suggests a diversified approach to
lead generation.

Integration Interest: Integration is not a priority for the majority (74%) of respondents, indicating that they may
not currently seek or prioritize integration solutions for their processes.

Automation Desire: A notable proportion (59%) of respondents express a desire to automate their sales
processes, highlighting a growing interest in streamlining and optimizing sales workflows.

Demo Booking: A small fraction (14%) of respondents have booked a demo, while the majority (86%) have not
taken this step, suggesting potential room for improvement in the demo booking process.

Conclusion:

In conclusion, the data suggests that while there is a considerable level of awareness about Salesforce,
organizations within the surveyed group exhibit varying degrees of readiness and interest in integrating and
automating their sales processes. The majority of respondents rely on a moderate number of lead generation
sources, signaling a diversified approach to lead generation. Additionally, there is a significant interest in sales
process automation, indicating a potential area for growth and development in sales automation solutions.
However, the relatively low percentage of respondents who have booked a demo may indicate a need for
improved strategies to engage potential clients and encourage them to explore demo opportunities. Overall, these
findings provide valuable insights that can inform strategies for marketing, sales, and product development in
the context of Salesforce and related services
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Recommendations

Leverage Salesforce's Strong Brand Awareness: Given the substantial level of awareness (70%) among the
surveyed audience, the company should capitalize on Salesforce's strong brand recognition. Utilize Salesforce's
reputation to build trust and credibility with potential clients and incorporate this awareness into marketing and
sales strategies.

Diversify Lead Generation Efforts: Since a significant portion of respondents rely on a diversified set of lead
generation sources (49% using 6-8 sources), consider expanding lead generation efforts across various channels.
Explore additional online and offline channels that align with your target audience and industry.

Address Integration Opportunities: Although integration is not a top priority for the majority (74%) of
respondents, the 26% who express interest represent a potential market. Develop and market integration solutions
that address the needs of this segment, highlighting the benefits and efficiency gains of integrating systems and
processes.

Emphasize Sales Process Automation: Given the high level of interest (59%) in automating sales processes,
the company should focus on offering automation solutions that streamline sales workflows. Highlight the
advantages of automation, such as improved efficiency, reduced manual tasks, and enhanced lead management.

Improve Demo Booking Strategies: Recognizing that only a small fraction (14%) of respondents have booked
a demo, the company should review and refine its demo booking strategies. Consider optimizing the demo
booking process, making it more accessible and enticing for potential clients. Clear and compelling messaging
can help encourage more bookings.

Segment Marketing and Sales Efforts: Recognize that the surveyed audience exhibits varying preferences and
needs. Segment marketing and sales strategies to cater to different groups, tailoring messages and offerings to
align with the level of interest in integration, automation, and other factors.

Continuous Market Monitoring: Stay vigilant by continuously monitoring market trends, preferences, and
competitors. Market dynamics can change rapidly, and being proactive in response to emerging trends can help
maintain a competitive edge.

Data-Driven Decision-Making: Continue to rely on data-driven decision-making. Collect and analyze data
regularly to refine strategies, allocate resources effectively, and better meet customer demands.

Educate and Inform: Provide educational content and resources that inform potential clients about the benefits
of integration and automation. Demonstrating the value of these solutions can help convert interested prospects
into clients.

Customer Engagement: Enhance customer engagement strategies, not only to promote demos but also to build
and maintain client relationships. Effective engagement can foster trust and loyalty among clients.
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