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ABSTRACT: This project focuses on understanding and improving the lead qualification process at Shirke’s Media
Pvt. Ltd., a growing digital marketing and advertising company. The organisation works with a large volume of
inquiries from various platforms, but many of these leads do not convert into potential clients due to gaps in filtering,
evaluation, and nurturing. The study aims to explore the existing lead management practices, examine the key
challenges faced by the sales team, and identify factors that reduce conversion efficiency. Through observation,
interaction with employees, and analysis of CRM data, the project highlights issues such as unclear qualification
criteria, inconsistent follow-ups, limited use of automation tools, and a lack of structured lead scoring. The findings
emphasise the need for a more systematic framework that can classify leads based on their intent, readiness, and
relevance to company services. The project proposes an improved lead qualification model supported by digital tools,
better communication flow, and more accurate data tracking. The enhanced framework is expected to help the company
focus on genuinely interested prospects, reduce time spent on unproductive leads, and improve overall sales
performance. This study ultimately supports Shirke’s Media in strengthening its sales process and achieving higher
business efficiency.

KEYWORDS: Lead Qualification, Lead Scoring, CRM Automation, Sales Conversion, Digital Marketing, Lead
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I. INTRODUCTION

In today’s highly competitive business environment, organizations face increasing pressure to convert potential
customers into actual buyers. While companies invest heavily in generating leads through digital marketing, social
media, and advertising, many struggle to turn these leads into meaningful sales. One of the major reasons behind low
conversion lies not in the number of leads generated, but in the quality of those leads. Lead qualification has therefore
become a critical process that helps businesses identify which prospects are genuinely interested and worth pursuing.

Shirkes Media Pvt. Ltd., a digital marketing and lead-generation agency, also experiences challenges related to
inconsistent lead quality, delayed follow-ups, and an unstructured qualification process. These issues often result in
wasted sales efforts, lower productivity, and missed business opportunities. As competition increases and customer
behavior becomes more digital and data-driven, the need for a more systematic and analytical approach to lead
qualification has become essential.

This research aims to explore the existing lead generation and qualification practices at Shirkes Media Pvt. Ltd. and
identify the factors affecting sales conversion. The study focuses on developing an improved lead qualification
framework that uses structured criteria, CRM integration, and automation tools to categorize leads more accurately. By
strengthening the early stages of the sales funnel, the organization can reduce time spent on unqualified leads, improve
targeting, and enhance overall sales performance.

By analyzing current challenges, employee insights, and available customer data, this research seeks to propose a
practical and efficient model suitable for the company’s needs. Ultimately, the study contributes to understanding how a
well-designed lead qualification system can significantly improve conversion rates and support sustainable business
growth.

II. RESEARCH PROBLEM
Businesses today operate in a fast-moving digital environment where lead generation has become easier, but converting

those leads into customers remains a major challenge. Shirkes Media Pvt. Ltd., like many digital marketing and lead-
generation companies, invests significant resources in advertising, campaigns, and outreach activities to bring in a
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steady flow of leads. However, despite generating a large volume of leads, the company faces inconsistent sales
conversion rates. This gap between the number of leads generated and the number of leads converted raises a critical
problem: Are the generated leads genuinely qualified, or is the organization investing its efforts in the wrong
prospects?

A deeper analysis reveals several interconnected issues. First, the lead qualification process at Shirkes Media is largely
unstructured and varies from employee to employee. There are no standardized criteria to assess a lead’s interest level,
purchasing power, intent, or readiness. As a result, sales executives often spend valuable time on leads that have low or
no potential to convert, while high-quality leads may receive delayed follow-ups or insufficient engagement.

Second, the company’s CRM system is either underutilized or not properly integrated into the lead management
workflow. Due to this, important lead information is not tracked consistently. This leads to poor follow-up coordination,
incomplete customer profiles, and ineffective prioritization. Without a reliable tracking mechanism, it becomes difficult
to understand customer behavior, measure lead engagement, or identify the most promising prospects.

Third, the lack of automation in lead filtering and nurturing further slows down the conversion process. Many leads
require timely follow-ups, reminders, and personalized communication to move them through the sales funnel.
However, when these tasks are done manually, delays and inconsistencies occur, eventually reducing the chances of
conversion. In addition, digital leads coming from multiple platforms often vary in quality, making it even more
important to have a strong qualification system.

Finally, internal communication between marketing, lead generation, and sales teams is often weak. This leads to
confusion over lead ownership, unclear responsibilities, and multiple follow-ups on the same lead—or sometimes no
follow-up at all. These inefficiencies collectively contribute to lead leakage, loss of opportunities, and lower conversion
ratios.

Therefore, the central research problem becomes:

Shirkes Media Pvt. Ltd. lacks a structured, data-driven, and technologically integrated lead qualification
process, which results in poor identification of high-potential leads, inefficient follow-ups, and ultimately low
sales conversion rates.

This problem highlights the urgent need for a standardized qualification framework supported by CRM tools,
automation systems, and clear communication channels. Addressing this issue is essential for improving sales team
productivity, reducing wasted effort, and increasing overall business performance.

Research Objectives

The main purpose of this research is to understand how the existing lead qualification process at Shirke’s Media Pvt.
Ltd. influences sales outcomes and to identify ways to strengthen it. The study seeks to explore the current system used
for capturing, evaluating, and nurturing leads, while examining the issues that reduce the quality of prospects entering
the sales pipeline. Another key objective is to analyse the factors that create gaps between lead generation and final
conversion, such as unclear screening criteria, limited use of technology, and inconsistent communication with potential
clients.

The research also aims to develop a more effective framework for classifying leads based on their interest level,
purchasing intent, and suitability for the company’s services. By studying best practices and observing internal
workflows, the project intends to propose improvements that make the qualification process more structured, data-
driven, and responsive. An additional objective is to explore how CRM systems and automation tools can support better
tracking, timely follow-ups, and smoother coordination between marketing and sales teams.

Overall, the research aims to enhance the organisation’s ability to focus on high-potential prospects, reduce time lost on
unqualified inquiries, and ultimately improve sales conversion rates and overall business performance.

Research Methodology

This study follows a practical and structured research methodology designed to understand how lead qualification
affects sales performance at Shirke’s Media Pvt. Ltd. The approach is based on both primary and secondary data to
provide a complete understanding of the existing system and the improvements required.
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The primary data was collected through direct observation during the on-the-job training period. By closely monitoring
the marketing and sales teams, the research gained insights into how leads are captured, how they move through the
qualification stages, and where delays or gaps occur. Informal discussions and interactions with team members helped
in understanding the challenges they face, such as inconsistent follow-ups, unclear criteria for evaluating prospects, and
difficulty in identifying high-intent clients. Internal documents, CRM dashboards, call logs, and workflow charts were
also reviewed to analyse the patterns and quality of incoming leads.

Secondary data was gathered from industry reports, journals, articles, and existing studies on lead qualification, CRM
adoption, digital sales strategies, and customer behaviour. This supporting information helped in comparing Shirke’s
Media’s practices with common industry standards and best-practice models.

The study uses a qualitative approach to interpret employee experiences, workflow observations, and internal
communication processes. At the same time, a descriptive method is applied to examine the structure of the lead
pipeline and the performance of different lead categories. CRM data and lead conversion patterns were analysed to
understand trends, identify bottlenecks, and highlight areas where leads fail to progress.

The research design is exploratory in nature because it aims to discover gaps in the current system and suggest
improvements. It also carries an applied orientation, as the final purpose is to develop a more effective lead
qualification framework that the company can use in real operations. The combination of observation, interaction, and
document analysis ensures that the findings are practical, realistic, and aligned with the company’s day-to-day
challenges.

Scope of the Study

This study focuses on analysing and improving the lead qualification process at Shirke’s Media Pvt. Ltd. The scope
includes understanding how leads are currently generated, filtered, and transferred to the sales team. It also examines
the criteria used to evaluate lead quality and the role of CRM tools in tracking and nurturing potential clients. The
research covers both digital and offline leads collected through marketing campaigns, social media, referrals, and
website inquiries.

The study aims to explore gaps in the existing workflow, identify challenges faced by marketing and sales teams, and
propose a practical qualification framework that can enhance targeting and sales conversion. The scope is limited to
internal operations and does not extend to external competitor analysis. The findings are intended to help Shirke’s
Media streamline its lead management system, improve productivity, and strengthen overall business performance.

Limitations of the Study

Although the study provides valuable insights, several limitations must be acknowledged. The research is conducted
within a single organization, which restricts the generalization of results to other companies or industries. The
availability of internal data is limited to what the company permitted, and certain confidential metrics could not be
accessed.

The study relies significantly on qualitative observations and discussions with employees, which may carry personal
bias or subjective interpretations. Time constraints during the project duration also limited the depth of analysis that
could be performed, especially regarding long-term sales trends.

Additionally, lead behaviour and conversion depend on external market factors such as competition, customer demand,
and economic conditions, which are outside the researcher’s control. As a result, the proposed framework is designed
specifically for Shirke’s Media and may require modifications when applied elsewhere.

Conceptual Framework

The conceptual framework of this study is built on the understanding that sales conversion is directly influenced by the
quality of leads entering the sales pipeline. The framework establishes the relationship between lead generation, lead
qualification, CRM-based tracking, nurturing activities, and final sales outcomes.

At the core of the framework is the idea that not all leads hold equal value. When leads are filtered using systematic
qualification criteria—such as demographic fit, behavioural indicators, purchase intent, and engagement history—they
become more aligned with the company’s target customer profile. This alignment increases the probability of
conversion and reduces the time spent on prospects who are unlikely to make a purchase.
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The framework proposes that effective lead qualification requires three essential components:
a structured evaluation process, technological support through CRM systems, and consistent nurturing
communication.

These components collectively strengthen the connection between marketing and sales teams, enabling smoother
handoffs and more informed decision-making.

Marketing inputs such as campaigns, advertisements, and website interactions serve as the starting point of the
framework. These inputs generate raw leads, which are then assessed using pre-defined qualification criteria. Qualified
leads move forward into the nurturing stage, where follow-up communication—supported by automation tools—
improves engagement and develops trust. Stronger engagement ultimately leads to higher conversion rates.

CRM tools play a central role in the framework by providing real-time insights, tracking customer interactions, and
allowing more accurate lead scoring. This data-driven approach helps identify high-potential leads and ensures timely
activities from the sales team.

In summary, the conceptual framework illustrates that an improved qualification system supported by CRM and
nurturing mechanisms leads to better targeting, efficient use of resources, and a measurable improvement in sales
conversion at Shirke’s Media Pvt. Ltd. The framework guides the study by linking each stage of the lead management
process to its influence on overall business performance.

Research Findings

The study revealed several important insights into the lead generation and qualification practices at Shirke’s Media Pvt.
Ltd. The findings show that while the company receives a considerable number of leads from various digital and offline
channels, a significant portion of these leads do not convert into customers due to inconsistent qualification practices.
Many leads are transferred to the sales team without adequate screening, resulting in lost time, increased workload, and
lower conversion efficiency.

The research found that the organization does not follow a structured or standardized lead qualification framework.
Criteria such as customer budget, interest level, readiness to purchase, and service fit are not applied uniformly. This
inconsistency leads to a mismatch between the prospects targeted by marketing and those pursued by the sales team. As
a result, a large number of leads reach the pipeline without sufficient potential, causing delays and reducing the
productivity of sales representatives.

Another key finding is that CRM usage is limited and not fully optimized. Although the company has access to CRM
tools, many follow-up activities, communication timelines, and data entry processes are executed manually. This results
in delayed responses and missed opportunities, especially for high-intent leads who expect timely engagement. The
study also identified gaps in lead tracking, such as incomplete customer profiles, inconsistent notes, and lack of
automated reminders.

The study further found that nurturing activities are not carried out effectively. Many leads drop out of the sales funnel
due to irregular follow-ups and lack of personalized communication. Prospects who require more time or information to
decide are often overlooked, causing potential conversions to be lost. The absence of automated nurturing sequences
also affects long-term engagement.

Interviews with sales and marketing personnel revealed a clear disconnect between the two departments. Marketing
focuses primarily on generating volume, while sales is concerned about lead quality. The absence of shared
qualification criteria, joint review meetings, and performance tracking creates inefficiencies in the overall customer
acquisition process.

Finally, the study found that implementing a structured qualification framework, supported by CRM automation, can
significantly improve conversion rates. During the project period, small improvements—such as scoring leads based on
intent and tracking them through CRM—Iled to better prioritization and faster responses. These changes demonstrated
the potential impact of a fully integrated, data-driven qualification system on sales outcomes.
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III. CONCLUSION

The study concludes that lead qualification plays a critical role in improving sales efficiency and overall business
performance at Shirke’s Media Pvt. Ltd. Although the company generates a substantial number of leads from multiple
channels, the absence of a structured qualification framework results in low-quality prospects entering the sales
pipeline. This leads to reduced sales productivity, delayed follow-ups, communication gaps, and ultimately lower
conversion rates.

The research highlights that inconsistent screening, limited CRM usage, and weak nurturing efforts are the primary
issues affecting lead quality. Marketing and sales teams operate with different expectations, demonstrating a lack of
alignment in defining what constitutes a “qualified lead.” This disconnect further contributes to lost opportunities and
inefficiencies in customer acquisition.

The findings clearly indicate that implementing a systematic, data-driven qualification process can significantly
enhance targeting accuracy, improve follow-up consistency, and strengthen the connection between marketing and
sales. When supported with CRM tools and automation, lead management becomes more organized and transparent.
Even small improvements introduced during the study—such as lead scoring and structured tracking—showed
measurable progress in prioritization and sales response time.

Overall, the study reinforces that optimizing the lead qualification process is essential for increasing conversion rates
and achieving sustainable business growth at Shirke’s Media Pvt. Ltd. A well-defined framework not only saves time
and resources but also enables the sales team to focus on high-potential prospects, ultimately contributing to better
customer relationships and improved revenue outcomes.

IV. RECOMMENDATIONS

Based on the findings of the study, several practical recommendations are proposed to help Shirke’s Media Pvt. Ltd.
strengthen its lead qualification and sales conversion process:

Adopt a Clear Lead Qualification Framework
The company should introduce standardized qualification criteria based on budget, authority, need, timeline,
engagement level, and service fit. This will ensure that only relevant leads are passed to the sales team.

Implement a Lead Scoring System
A scoring model that ranks leads as hot, warm, or cold will help sales representatives prioritize high-potential prospects
and reduce time spent on uninterested inquiries.

Enhance CRM Utilization
Full use of CRM features—such as automated reminders, activity logs, follow-up sequences, and analytics—will
improve accountability and ensure timely interactions with leads.

Strengthen Lead Nurturing Activities
The company should introduce automated email sequences, personalized content, and regular check-ins to engage
prospects who are not yet ready to buy but may convert later.

Improve Marketing—Sales Alignment
Both departments should share common definitions of a qualified lead and hold frequent review meetings to evaluate
lead quality, campaign performance, and conversion challenges.

Train Staff on Digital Lead Management Tools
Sales and marketing teams should receive training on CRM tools, lead analytics, communication strategies, and data
interpretation to ensure efficient use of technology.

Monitor Performance Through KPIs

Key performance indicators such as lead-to-opportunity rate, opportunity-to-close rate, response time, and follow-up
consistency should be tracked to measure progress and refine strategies.
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Adopt Automation for Repetitive Tasks
Automated workflows for follow-ups, reminders, and nurturing can reduce manual effort and ensure consistent
engagement with prospects.

Implementing these recommendations will help Shirke’s Media Pvt. Ltd. build a more efficient, data-driven lead
management system that enhances customer acquisition and drives higher sales conversions.
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