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Abstract 

This study investigates operational challenges in vehicle finance at a 

multi-brand automobile dealership, focusing on documentation 

difficulties, refinance processes, customer preferences, lead 

conversions, tracking tools, and automation readiness. Primary data 

from 269 employees via structured questionnaires were analyzed 

using descriptive statistics, Welch ANOVA and Games-Howell post 

hoc tests in SPSS to examine differences across customer categories. 

Findings reveal Non-Income Proof (NIP) customers as the most 

challenging for documentation (43% frequency, mean=1.34), 

followed by Agri-based (29%, mean=1.54). Own-vehicle refinance 

is easiest (mean=1.45), while external balance transfers are hardest 

(mean=3.88). Customers prefer in-house finance (mean=4.49); walk-

ins and referrals yield top conversions. Excel dominates tracking 

(95%), with high readiness for automation (96%), prioritizing 

scheme comparison dashboards (26%). Welch ANOVA confirms 

significant documentation differences across categories (𝐹 =

10.952, 𝑝 = 0.001), with Games-Howell tests showing NIP 

significantly harder (𝑝 < 0.05). The study highlights bottlenecks 

and digital tool needs for dealership efficiency. 
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Introduction 

The vehicle finance sector in India plays a crucial role in enabling retail automobile sales, with dealerships 

serving as the primary interface between customers and financial institutions. As financing has become the 

preferred mode of vehicle purchase, frontline dealership staff must frequently coordinate documentation, 

scheme comparison, refinancing options, and interaction with various banks and NBFCs. Despite this growing 

dependence on finance-based sales, operational processes within dealerships often remain highly manual, 

documentation-heavy, and inconsistent across customer categories. This creates significant challenges in 

customer verification, scheme evaluation, and conversion management—areas that directly influence customer 

satisfaction and overall finance penetration. 

Existing literature in vehicle finance and retail lending primarily focuses on macro-level credit risk modeling, 

customer scoring, and predictive analytics. However, limited attention has been given to micro-level operational 

realities within dealerships, especially regarding the day-to-day experiences of frontline staff handling diverse 

customer categories such as Salaried, Self-Employed, Agri-Based, and Non-Income Proof (NIP) customers. 
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While several studies examine borrower behaviour and credit appraisal frameworks, there is a lack of actionable 

insights that align with informal and locally prevalent customer classifications widely used by dealerships. 

Furthermore, research seldom addresses the real-time dynamics of refinance processes, such as internal and 

external balance transfers, or the practical bottlenecks experienced by dealership finance teams. 

Another major gap emerges in lead management and conversion tracking. Most available frameworks are highly 

tech-centric or involve sophisticated CRM systems that are not widely adopted in many traditional dealership 

environments. Dealership teams often rely on Excel sheets, manual records, and basic communication modes, 

which limits visibility, accuracy, and timely decision-making. Despite the importance of lead sources—walk-

ins, telecalls, referrals, finance melas, and social media ads—there is insufficient research on conversion 

efficiency or channel-wise prioritization in the context of vehicle finance. 

Moreover, while digital transformation is a growing trend in the automotive sector, many frontline units continue 

to operate with minimal automation. Tasks such as customer document collection, inquiry assignment, follow-

up management, and scheme comparison are handled manually, resulting in delays and inconsistencies. Existing 

academic work focuses heavily on advanced analytics and future-ready technologies but rarely considers 

internship-level, Excel/Google Sheets–based optimizations suited for dealerships with limited digital 

infrastructure. This creates a practical gap between theoretical models and on-ground applicability. 

In view of these gaps, the present study aims to provide a comprehensive and operationally grounded analysis 

of the challenges, preferences, and process efficiencies associated with vehicle finance at a dealership level. 

Using primary data collected from employees of a multi-brand automobile dealership, the study examines 

documentation and verification difficulties across customer categories, evaluates the ease of refinance processes, 

identifies customer payment and lead source preferences, assesses the effectiveness of existing tracking systems, 

and measures employee readiness for basic digital tools. By focusing on micro-level operations, the study seeks 

to generate insights that can directly support dealership efficiency and contribute to the practical enhancement 

of finance-related workflows. 

 

Literature Review 

(Kamble, 2011) investigated motivations behind car finance choices in Dakshina Kannada, India. They found 

that ease of documentation, processing time, and clear scheme explanations are the top three influencing factors. 

This aligns with your observation of comparative T&Cs and interest rates. (Mann, 2012) showed that Internet 

banking adoption in India varies by customer segment, influenced by ease of use, risk, and demographics. Their 

study suggests that targeted lead strategies are more effective than uniform digital approaches. (Niranjan, 2017) 

highlighted barriers like documentation, financial literacy, and physical access. This underscores the importance 

of profiling non-salaried/NIP/agri segments as you did in your analysis. (Yaseen Ghulam, 2018) examined 

borrower and loan attributes in sub-prime auto-loan defaults using UK data. They found lower-income, self-

employed, high LTV borrowers face much higher default risk. In your internship, profiling customers by income 

and employment would directly support such risk evaluation. (Óskarsdóttir, 2018) proposed incorporating big 

data (e.g., phone call networks) into credit scoring, improving predictive accuracy. Though not applied in your 

role, this indicates evolving refinements in next-gen credit processes. (Nadia E. Putri, 2020) explored CRM 

strategies in auto-loan retention. They emphasized trust, service quality, switching barriers, faster documentation, 

and tailored communication as key to retention —mirroring your understanding of lead‐to‐ conversion handling 

and document management. (Chung-Chi Chen, 2020) reviewed text-analysis applications across customer 

onboarding, KYC, and product updates. Insights here point to enhanced automation in profiling and inquiry 

systems —paralleling your learning on digital lead channels and eligibility evaluation. (Branka Hadji Misheva, 

2021) discussed using LIME/SHAP to interpret ML-based scoring models. Such transparency aids finance teams 

in adjusting schemes and communicating rationale—a core aspect of your comparative bank-scheme work. 

(Makreo Research and Consulting, 2023) explored India’s used-car finance surge, with digital lending, Tier-

II/III growth, and smart risk-models driving uptake. It emphasizes refinance/balance-transfer trends and OEM-

captive financing. These market trends align closely with your refinance process learnings (old-car refinance, 

balance transfer). (IMARC Group, 2024) reported that India’s car-loan market reached US $38.7 billion in 2024, 

with expected growth till 2033. Understanding scheme shifts becomes essential in such high-growth contexts. 
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(Makreo Research and Consulting, 2025) reports the growing promise in EV loan solutions and highlights 

tech-enabled credit models. Though your exposure was traditional auto finance, ecosystem tech may affect your 

future roles. (Mordor Intelligence, 2025) noted fragmentation—with banks, NBFCs, OEMs competing via 

digital services. Your monthly scheme tracking provides key insights into this competitive landscape. 

 

Research Gap 

1. Limited real-time comparative analysis of schemes on a monthly or operational level. Lack of dynamic 

scheme-tracking aligned with customer types. 

2. Most models are predictive/statistical, not practical tools for front-line staff. No actionable profiling 

framework based on local/informal customer categories (e.g., NIP, Agri). 

3. No micro-level mapping of refinance processes (internal vs external balance transfer, challenges, or 

bottlenecks). 

4. Lack of lead-channel-wise conversion tracking in vehicle finance context. No data-backed prioritization of 

channels. 

5. Most are future-focused. Manual alternatives are not optimized in traditional finance environments where 

digital tools are absent. 

6. No internship-level application of CRM logic using basic tools (Excel/Google Sheets/Forms) in vehicle 

finance units. 

 

Objectives of the Study 

1. To analyze the documentation and verification challenges across different customer categories in vehicle 

finance. 

2. To evaluate the processing ease and common difficulties associated with refinance and balance transfer 

options. 

3. To assess customer preferences and dealership practices related to payment methods, lead sources, and 

conversion efficiency. 

4. To examine the effectiveness of existing tracking and follow-up systems used for finance penetration and 

customer engagement. 

5. To identify key areas for process automation and the readiness of dealership teams to adopt basic 

technological tools. 

 

Research Methodology 

Research Design: 

Descriptive Research Design: 

The present study is done through a descriptive research design as the purpose is to summarize and analyze the 

experiences and opinions of the employees observed during the internship at a multi-brand automobile dealership. 

The study focuses on describing workplace practices, perspectives of employees and organizational processes. 

Example: Describing the role of employees in customer services and sales, analysis of frequency and different 

type of tasks performed, summarizing challenges faced by staff members in day-to-day operations. 

 

Data Sources: 

Primary Data: 

The data was directly collected from the employees of a multi-brand automobile dealership across different 

departments through structured questionnaires. 

 

Research Approach: 

A Survey Method was employed to collect first-hand data from employees of a multi-brand automobile 

dealership. 

Research Instrument: 

A Structured Questionnaire was designed with open-ended and properly framed questions to ensure 

consistency and ease of data analysis. Sampling Design: 
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Sampling Frame: Employees of a multi-brand automobile dealership. 

Sampling Unit: Individual Employees 

Sample Size: 269 respondents. 

Sampling Method: Convenience Sampling was applied to give equal opportunity to employees to participate. 

 

Data Collection Procedure: 

The questionnaire was administered through online (via Google Forms) to efficiently collect responses from 

employees. 

 

Data Analysis Tools: 

The collected data was analyzed using MS Excel, applied Descriptive Statistics such as frequency, mean and 

percentage for clarity. Inferential statistical analyses were conducted using IBM SPSS to assess differences 

across customer categories.  

 

Time Frame: 

The primary data collection was conducted over a period of 4 weeks to ensure adequate participation and accuracy 

in responses. 

 

Limitations of the Study: 

1. The findings cannot be generalized across the entire auto-finance industry. 

2. The study is based on self-reported data, which may involve personal bias. 

3. Online mode of data collection might have restricted detailed responses compared to face-to-face 

interaction. 

4. The name of the dealership has been withheld to maintain organizational confidentiality.  

 

Data Analysis and Interpretation 
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Objective 1: To analyze the documentation and verification challenges across different customer 

categories in vehicle finance. 

 

Most Difficult Customer Category for Documentation Processing 

Customer Category Frequency Percentage 

Agri-based 77 29% 

NIP(Non-Income Proof) 117 43% 

Salaried 31 12% 

Self-employed 44 16% 

Grand Total 269 100% 

 

The distribution shows that NIP (Non-Income Proof) customers are perceived as the most difficult to process, 

accounting for 43% of responses. This is followed by Agri-based customers (29%), who also face substantial 

documentation challenges. Self-employed customers represent 16%, indicating moderate difficulty, while 

Salaried customers (12%) are viewed as the easiest to process due to their standardized and verifiable 

documentation. 

Rate the ease of documentation process for each customer type: 

(1= Very Difficult, 5= Very Easy) 

Customer Type Mean 

Salaried 3.223048 

Self-employed 2.256506 

Agri-based 1.539033 

NIP 1.33829 

 

The mean scores indicate that salaried customers experience the smoothest documentation process (Mean = 

3.22), followed by self-employed customers, who face moderate difficulty (Mean = 2.26). In contrast, agri-based 

customers (Mean = 1.54) and NIP customers (Mean = 1.34) report significantly higher documentation 

challenges, reflecting the limited availability of formal income proofs in these segments. Overall, the results 

show that documentation becomes progressively more difficult as the availability of standardized income 

verification decreases. 

 

Objective 2: To evaluate the processing ease and common difficulties associated with refinance and 

balance transfer options.” 

Refinance options based on ease of processing 

(1 – Easiest, 2 – Moderately Easy, 3 – Moderately Difficult, 4 – Most Difficult) 

Refinance options Average 

Refinance of own vehicle 1.449814126 

Purchase finance (used vehicle) 1.921933086 

Internal balance transfer 3.040892193 

External balance transfer 3.881040892 
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The results show that refinance of own vehicle is the easiest option to process (Avg. 1.45), followed by purchase 

finance of used vehicles (Avg. 1.92). Internal balance transfers are moderately difficult (Avg. 3.04), while 

external balance transfers are rated as the most difficult to process (Avg. 3.88). This indicates that processing 

difficulty increases when more documentation, parties, and verification steps are involved. 

 

Common Challenges in refinance or balance transfer cases 

Common Challenges Frequency Percentage 

Higher interest rates 170 21% 

Credit Evaluation delays 180 22% 

Customer lacks awareness 143 18% 

Heavy documentation 171 21% 

Valuation of old vehicle 146 18% 

Grand Total 810 100% 

 

The most common challenges in refinance or balance transfer cases are credit evaluation delays (22%) and heavy 

documentation requirements (21%). Higher interest rates (21%) also pose a significant concern. Additionally, 

lack of customer awareness (18%) and valuation issues with old vehicles (18%) contribute to processing 

difficulties. Overall, delays, documentation, and cost-related factors are the major barriers in these cases. 

 

Objective 3: To assess customer preferences and dealership practices related to payment methods, lead 

sources, and conversion efficiency. 

Customer payment preferences 

(1=Never, 5= Always) 

In-house Finance: Loan provided directly by the dealer/company. 

Out-house Finance: Loan taken from an external bank or finance company. 

Cash Transactions: Full payment made upfront without financing. 

 

Customers Preference Average 

In-house Finance 4.486989 

Out-house Finance 3.141264 

Cash transactions 2.171004 

 

The findings show that customers most frequently prefer In-house Finance (Avg. 4.49), indicating strong 

reliance on dealer-provided loan options. Out-house Finance (Avg. 3.14) is used occasionally, while Cash 

Transactions (Avg. 2.17) are the least preferred, suggesting customers generally avoid upfront full payments. 

 

Conversion Quality of Lead Sources 

(1 = Very Poor, 5 = Excellent) 

Lead source conversion Average 

Walk-ins 4.371747 

Social media ads 1.542751 

Telecalls 3.063197 

Finance melas 3.215613 

Referrals 3.483271 

 

The results indicate that Walk-ins deliver the highest conversion quality (Avg. 4.37), making them the most 

effective lead source. Referrals (3.48) and Finance Melas (3.22) also show good conversion potential. Telecalls 

(3.06) offer moderate conversion quality. In contrast, Social Media Ads perform poorly (Avg. 1.54), suggesting 

they generate leads but with low conversion efficiency. 
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Top 2 lead sources with fastest conversion 

Lead Sources Frequency Percentage 

Finance melas 60 11% 

Refferal 155 29% 

Social media ads 2 0% 

Telecalls 50 9% 

Walk-ins 157 29% 

Grand Total 536 100% 

 

The data shows that Walk-ins (157) and Referrals (155) are the top two lead sources with the fastest conversion 

rates. This indicates that customers who visit directly and those coming through referrals convert more quickly 

than leads generated from finance melas, telecalls, or social media ads. These two sources therefore represent 

the most efficient and reliable channels for rapid conversions. 

 

Objective 4: To examine the effectiveness of existing tracking and follow-up systems used for finance 

penetration and customer engagement. 

 

Tracking Methods Adopted for Monitoring Finance Penetration 

Tracking Method Frequency Percentage 

Excel sheet 256 95% 

Google sheet 3 1% 

Manual record 10 4% 

Grand Total 269 100% 

 

The data shows that Excel sheets are the dominant method used by teams to track finance penetration trends, 

with 95% of respondents relying on them. Only 1% use Google Sheets, while 4% still depend on manual records. 

This indicates a strong preference for Excel-based tracking due to its accessibility and familiarity, while digital 

alternatives and manual methods are minimally used. 

 

Tools Used for Lead Status Tracking 

Tracking Method Frequency Percentage 

CRM software 250 42% 

Manual record 82 14% 

Excel sheet 259 44%  
591 100% 

 

The results indicate that Excel sheets (259) and CRM software (250) are the two most commonly used methods 

for tracking lead status and follow-up reminders. This suggests that while many users have adopted CRM tools, 

a nearly equal proportion still relies on Excel for flexibility and ease of use. Manual records (82) are the least 

used, showing that traditional paper-based tracking is declining and largely replaced by digital systems. 

 

Methods Used by Teams to Track Finance Penetration Trends 

Communication Methods Frequency Percentage 

Email 16 6% 

In-person 85 32% 

Phone call 86 32% 

SMS 20 7% 

WhatsApp 62 23% 

Grand Total 269 100% 
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The results indicate that teams overwhelmingly rely on Excel sheets (95%) to track finance penetration trends, 

making it the primary and preferred method. Manual records (4%) and Google Sheets (1%) are used by very 

few respondents, showing minimal adoption of alternative or cloud-based tracking tools. Overall, the findings 

highlight a strong dependence on Excel due to its familiarity, ease of use, and widespread accessibility. 

 

Objective 5: To identify key areas for process automation and the readiness of dealership teams to adopt 

basic technological tools. 

 

Factors That Frequently Change Across Financial Schemes 

Changing Factor Frequency Percentage 

Partner bank service quality 61 8% 

Pre-payment penalty 120 16% 

Processing fee 148 20% 

Tenure flexibility 159 21% 

Interest rate 254 34% 

Grand Total 742 100% 

 

The data shows that interest rates change most frequently (34%), followed by tenure flexibility (21%) and 

processing fees (20%). Pre-payment penalties change moderately (16%), while partner bank service quality 

changes the least (8%). Overall, cost-related factors are the most frequently revised across schemes. 

 

Respondents’ Confidence Levels in Comparing Finance Schemes Across Banks/NBFCs 

(1= Non Confident, 2= slightly confident, 3= Neutral, 4= Confident, 5= Very confident) 

Confidence Level Frequency Percentage 

1 8 1% 

2 40 4% 

3 231 23% 

4 400 40% 

5 320 32% 

Grand Total 999 100% 

 

The results show that a majority of respondents feel confident in comparing finance schemes. 40% reported 

being confident (4) and 32% reported being very confident (5). A moderate portion (23%) remain neutral, while 

only 5% fall into the low-confidence categories (1 and 2). Overall, the findings indicate that most respondents 

possess a high level of confidence in evaluating and comparing finance schemes offered by different banks and 

NBFCs. 

Priority Processes for Automation Identified by Respondents 

Priority Processes Frequency Total 

Customer document collection 153 21% 

Financial penetration reporting 83 12% 

Inquiry assignment system 134 19% 

Lead follow-up reminders 165 23% 

Scheme comparison dashboard 184 26% 

Grand Total 719 100% 

 

The data indicates that respondents view the Scheme Comparison Dashboard as the highest automation priority 

(26%), followed by Lead Follow-up Reminders (23%). Customer Document Collection (21%) and the Inquiry 

Assignment System (19%) are also seen as important areas for automation. The lowest priority identified is 

Financial Penetration Reporting (12%). Overall, the findings suggest that respondents prioritize automating 

processes that directly improve decision-making, enhance efficiency, and reduce manual follow-up efforts. 
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Team Openness Toward Basic Tech Tools (excel, Google forms, etc.) for automation 

(1= very poor, 5= Excellent) 

Tech Adoption Rating Frequency Percentage 

1 1 0% 

2 4 1% 

3 5 2% 

4 79 29% 

5 180 67% 

Grand Total 269 100% 

The results show a strong positive attitude toward adopting basic tech tools such as Excel and Google Forms. A 

combined 96% of respondents rated their team’s openness as Good (4) or Excellent (5), with 67% giving the 

highest rating. Only 3% rated openness as poor (1–2). Overall, the data indicates that teams are highly receptive 

to using basic technology for automation, suggesting a favorable environment for digital adoption. 

 

𝑯𝟎: There is no significant difference in the difficulty of processing documentation across the different 

customer categories. 

𝑯𝟏: There is a significant difference in the difficulty of processing documentation across the different 

customer categories. 

Test of Homogeneity of Variances 

Levene Statistic df1 df2 Sig. 

4.878 3 265 .003 

As 𝑝 − 𝑣𝑎𝑙𝑢𝑒 (0.003) < 0.05, variances are not equal, the standard ANOVA and Tukey tables are NOT 

appropriate hence when variances are unequal we apply Welch ANOVA (Robust Tests of Equality of Means). 

 

Robust Tests of Equality of Means 

 Statistica df1 df2 Sig. 

Welch 10.952 3 90.217 .000 

a. Asymptotically F distributed. 

𝑊𝑒𝑙𝑐ℎ 𝑆𝑡𝑎𝑡𝑖𝑠𝑡𝑖𝑐 =  10.952 

𝑝 =  0.000 < 0.05, There is a significant difference between the groups. 

Games–Howell Post Hoc Test – for unequal variance 

(I) Which customer 

category do you 

find most difficult 

to process due to 

documentation or 

verification? 

(J) Which customer 

category do you 

find most difficult 

to process due to 

documentation or 

verification? 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% 

Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Salaried 

Self employed -.12115 .13223 .796 -.4709 .2286 

Agri Based -.27294 .11766 .110 -.5875 .0416 

NIP -.48056* .11404 .001 -.7869 -.1742 

Self employed 

Salaried .12115 .13223 .796 -.2286 .4709 

Agri Based -.15179 .09100 .348 -.3908 .0872 

NIP -.35941* .08627 .001 -.5868 -.1320 

Agri Based 

Salaried .27294 .11766 .110 -.0416 .5875 

Self employed .15179 .09100 .348 -.0872 .3908 

NIP -.20763* .06166 .005 -.3677 -.0476 

NIP 

Salaried .48056* .11404 .001 .1742 .7869 

Self employed .35941* .08627 .001 .1320 .5868 

Agri Based .20763* .06166 .005 .0476 .3677 
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All comparisons involving NIP have 𝑝 <  0.05, meaning NIP customers are significantly more difficult than 

every other category. 

All comparisons NOT involving NIP have p > 0.05, meaning there is no significant difference among Salaried, 

Self-Employed, and Agri-Based customers. 

 

Findings 

1. The study finds that documentation difficulty varies considerably across customer categories. NIP (Non-

Income Proof) customers are identified as the most difficult segment to process, followed by agri-based 

customers. Salaried customers face the least difficulty due to standardized income documentation, while self-

employed customers experience moderate challenges. Mean score analysis confirms increasing difficulty as 

formal income proof decreases. 

2. Refinance of one’s own vehicle is found to be the easiest option to process, while external balance transfers 

are the most difficult. Internal balance transfers and used vehicle purchase finance fall in between. Major 

challenges include credit evaluation delays, heavy documentation, and higher interest rates, indicating that 

complexity increases with additional verification and third-party involvement. 

3. Customers show a strong preference for in-house finance options over out-house finance and cash 

transactions. Walk-ins and referrals emerge as the most effective lead sources in terms of both conversion 

quality and speed. Social media advertisements generate leads but perform poorly in conversion, indicating 

a mismatch between lead volume and lead quality. 

4. Excel sheets are the most commonly used tool for tracking finance penetration and lead status. Although 

CRM systems are in use, reliance on Excel remains high due to ease of use and flexibility. Follow-ups are 

primarily conducted through phone calls, in-person communication, and WhatsApp, suggesting partial digital 

adoption but limited system integration. 

5. Interest rates, tenure flexibility, and processing fees are the most frequently changing components of finance 

schemes. Respondents show high confidence in comparing schemes across banks and NBFCs. Scheme 

comparison dashboards and lead follow-up reminders are identified as the top priorities for automation. 

Teams demonstrate a very high level of openness toward adopting basic technological tools. 

6. The hypothesis test reveals a statistically significant difference in documentation difficulty across customer 

categories (Welch ANOVA, p < 0.05). Post-hoc analysis shows that NIP customers are significantly more 

difficult to process than all other categories. No statistically significant difference is observed among salaried, 

self-employed, and agri-based customers. Hence, the null hypothesis is rejected, and the alternative 

hypothesis is accepted. 

 

Practical and Managerial Implications / Industry Benefits of the Study 

This research provides actionable insights for vehicle finance companies, banks, NBFCs, and automobile 

dealerships by identifying critical operational bottlenecks and efficiency drivers in auto-loan processing. 

1. First, the study enables better customer segmentation and risk handling by clearly establishing that NIP and 

agri-based customers face significantly higher documentation challenges. Organizations can use these 

findings to design segment-specific documentation frameworks, alternative income assessment models, and 

customized verification workflows, thereby reducing processing time and rejection rates without 

compromising credit quality. 

2. Second, the research helps finance providers optimize refinance and balance transfer processes. By ranking 

refinance options based on processing difficulty and identifying key obstacles such as credit evaluation 

delays and valuation issues, organizations can streamline inter-lender coordination, standardize valuation 

mechanisms, and reduce turnaround time for high-friction cases like external balance transfers. 

3. Third, the findings support data-driven lead management and conversion strategies. The study demonstrates 

that walk-ins and referrals yield superior conversion quality and speed compared to digital ads. Dealerships 

and finance companies can therefore realign marketing budgets toward high-performing channels, improve 

referral incentive structures, and focus on relationship-driven sales models. 

4. Fourth, the research highlights gaps in tracking, follow-up, and system integration. The continued 

dependence on Excel despite partial CRM adoption indicates an opportunity for low-cost digital integration. 
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Organizations can use these insights to implement hybrid dashboards that retain usability while improving 

visibility, accountability, and cross-team coordination. 

5. Finally, the study confirms a high level of technology readiness among dealership teams, particularly for 

basic automation tools. This provides organizations with a strong foundation to introduce phased digital 

transformation initiatives—such as automated scheme comparison dashboards, document collection systems, 

and follow-up reminders—leading to improved efficiency, reduced manual errors, and enhanced customer 

experience. 

Overall, the research offers a practical roadmap for operational improvement, enabling organizations to enhance 

finance penetration, accelerate loan processing, reduce operational risk, and remain competitive in a rapidly 

evolving auto-finance ecosystem. 

 

Recommendations 

1. Introduce segment-specific documentation policies for NIP and agri-based customers using alternative 

income indicators. 

2. Simplify external balance transfer procedures through standardized documentation and valuation norms. 

3. Strengthen referral and walk-in conversion strategies by formalizing referral incentive programs. 

4. Integrate Excel-based tracking with CRM systems to reduce duplication and improve visibility. 

5. Automate scheme comparison and follow-up processes to handle frequent scheme changes efficiently. 

6. Implement phased automation using basic tools such as dashboards and digital forms to leverage high team 

readiness. 

 

Conclusion 

The study concludes that vehicle finance operations are significantly influenced by customer category, 

documentation complexity, and the level of process automation. NIP customers pose the greatest documentation 

challenge, while salaried customers experience the smoothest processing. Refinance and balance transfer 

transactions become increasingly difficult with external dependencies, contributing to delays and customer 

dissatisfaction. 

Customers prefer in-house finance and relationship-driven channels such as walk-ins and referrals, emphasizing 

trust and personal interaction in finance decisions. Although digital tools are partially adopted, heavy reliance 

on Excel highlights the need for integrated systems. Given the high confidence and strong technology readiness 

of dealership teams, targeted automation and segment-specific strategies can substantially improve operational 

efficiency, customer experience, and finance penetration. 
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