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ABSTRACT: 

The study examines in the health care laboratory sector in which a 

competitive environment has resulted in one of the most significant 

factors for the success of a company being client acquisition. The 

impact of optimizing sales funnels on effective client acquisition in a 

healthcare laboratory will be measured for this study. The big data 

variables that were factored into this study include the use of lead 

generation, lead qualification, CRM and automation, and conversion 

rate. The method of collecting data and analysing the findings is 

descriptive research based on quantitative approaches for gathering 

relevant information on these variables. 161 persons who were 

involved in business development activities were asked to answer a 

structured questionnaire to get information from them. The data 

collected were then analysed applying percentage analysis, mean 

analysis, correlation and regression analysis in the MS Excel 

software packages and SPSS software. The study proves that the 

effective sales funnel optimization significantly improves client 

acquisition efficiency, lead conversion rates, and overall operational 

performance in healthcare laboratories. 
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INTRODUCTION: 

The market competition in the healthcare lab service industry is growing; therefore, achieving the efficient 

acquisition of clients becomes a critical part of organization growth and sustainability. For successful growth, 

you have to cultivate the effective sales and marketing abilities that can attract potential clients also help in 

converting them to actual sales and build good business connections. Such scenarios would merit the importance 

of sales funnel optimization in increasing the efficiency of acquiring patients in a healthcare laboratory setting. 

A sales funnel is a pathway potential clients take as they turn into customers. This may be inefficient in aspects 

of low lead qualifications, inefficient follow-up, or no automation and thus organizations implementing customer 

relationship management (CRM) systems or other types of automation have begun to optimize the sales funnel. 

The objective of the study is to analyse the impact of sales funnel optimization on the client acquisition efficiency 

within a laboratory. Within the study, the following factors will be explored such as lead generation, lead 

qualification, implementation of CRM and automation tools, and the success of conversion management. 

INDUSTRY PROFILE: 

This market for healthcare and pharmaceutical laboratories is a vital sector for services of clinical analysis, 

researches and drugs development. It's a rapidly developing market and it develops more and more fast because 

of the awareness for health increasing and the high demand of the services for health. Healthcare laboratories 

assist in helping hospitals, pharmaceutical firms, and other research organizations by offering testing and 

analysis services. The industry faces heavy competition among which client acquisition and service efficiency 

form the core focus of growing businesses. Digital technology, including CRMs, automation tools and data 

analysis, are essential for high performance of businesses. Contribution to economic development and 

employment is being made by pharmaceutical and health care industry to India's economy to a very significant 

extent. Tamil Nadu has become a major center for pharmaceutical manufacturing and healthcare services 

because of good infrastructure facilities and skilled labor force. With increasing competition within the industry, 

sales funnel optimization and lead management become more significant. 

Chart 1.1 CONCEPTUAL FRAMEWORK OF THE RESEARCH 
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REVIEW OF LITERATURE: 

The topic of sales funnel optimization and client acquisition is gaining prominence within the healthcare sector 

and in businesses. The literature review shows that past research studies on the subject of sales funnel 

optimization have stressed the significance of lead generation, lead qualification, use of CRM and automation 

software, and digital marketing to improve customer conversions and overall business outcomes. Coordination 

among sales and marketing functions enables companies to attract good-quality leads and increases the 

effectiveness of conversions (Karamolegkos, 2023). Platforms of digital marketing like SEO, email marketing, 

and social media play an effective role in increasing lead generation and customer engagements in the healthcare 

sector (Mishra, 2022). Literature also reveals that effective lead qualification methods help companies find their 

potential customers and increase sales conversion rate (Stina-Maria, 2021). The implementation of CRM 

systems and automation tools helps organizations decrease their workload, communicate more efficiently, and 

improve customer relationships (Fehrenbach, 2024). Moreover, predictive analysis and AI-driven tools help 

companies make data-driven decisions and improve their customer targeting processes (Ogeawuchi, 2023). 

Literature studies on healthcare organizations show that technology-based sales funnels make business 

operations more efficient and increase the performance in acquiring clients (Pumthong-Karlsson, 2022). 

RESEARCH GAPS: 

Previous studies have been conducted on particular sectors of the process like lead generation, CRM software, 

online marketing, and automation separately. While such studies offer important insights, there is relatively 

scarce information about an integrated approach to assessing the effectiveness of client acquisition efficiency by 

putting all these aspects into consideration. Moreover, previous literatures have mainly covered particular 

industries while scant information has been presented regarding healthcare laboratories and B2B service 

providers. In particular, very little effort has been directed toward assessing the relationship between lead 

conversion rates and follow-ups and automation. A few studies have actually attempted to measure the effects 

of sales funnel optimization strategies on organizational performance in practice. Thus, the current paper intends 

to fill these gaps and evaluate the impact of lead generation, lead qualification, CRM software, and automation 

tools on client acquisition efficiency at a healthcare laboratory. 

RESEARCH QUESTIONS: 

1. How do effective is the organisation's lead generation strategies?  

2. Would a qualification of a lead increase the rate of conversion? 

3. What are the effects of CRM systems and automation in sales funnel? 

4. How efficient is digital channel at providing leads as compared to conventional channel?  

5. How efficient is the lead to client conversion rate? 

PRIMARY OBJECTIVE: 

To analyze on how the sales funnel optimization influences client acquisition efficiency in a healthcare 

laboratory. 

SECONDARY OBJECTIVE: 

• To investigate lead generation and lead qualification on the sales funnel. 

• To research the effect of follow up performance in lead conversion. 

• To analyze the role of CRM systems and automation software in an effective sales funnel. 

• To examine the importance of digital and analytics tools for a strong sales funnel. 

• To identify the stages of sales funnel with the existence of bottlenecks. 
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HYPOTHESIS OF THE STUDY: 

Correlation Analysis: 

H₀: There is no significant relationship between Lead Generation, Lead Qualification, CRM & Automation and 

Client Acquisition Efficiency. 

H₁: There is a significant relationship between Lead Generation, Lead Qualification, CRM & Automation and 

Client Acquisition Efficiency. 

Mann-Whitney U test: 

H₀: There is no significant difference between genders of respondents in terms of Lead Generation, Lead 

Qualification, CRM & Automation and Client Acquisition Efficiency. 

H₁: There is a significant difference between genders of respondents in terms of Lead Generation, Lead 

Qualification, CRM & Automation and Client Acquisition Efficiency. 

Kruskal-Wallis Test: 

H₀: There is no significant difference among groups on experience level of respondents in terms of Lead 

Generation, Lead Qualification, CRM & Automation and Client Acquisition Efficiency. 

H₁: There is a significant difference among groups on experience level of respondents in terms of Lead 

Generation, Lead Qualification, CRM & Automation and Client Acquisition Efficiency. 

Friedman Test: 

H₀: There is no significant difference among Lead Generation, Lead Qualification, CRM & Automation and 

Client Acquisition Efficiency. 

H₁: There is a significant difference among Lead Generation, Lead Qualification, CRM & Automation and 

Client Acquisition Efficiency. 

Multiple Regression Analysis: 

H₀: Lead Generation, Lead Qualification and CRM & Automation do not significantly affect Client Acquisition 

Efficiency. 

H₁: Lead Generation, Lead Qualification and CRM & Automation significantly affect Client Acquisition 

Efficiency. 

RESEARCH METHODOLOGY: 

In this research process, a descriptive research design with a quantitative research approach was used to evaluate 

the influence of the sales funnels on the efficiency of client acquisition within a healthcare laboratory. In this 

research, primary data were obtained from a structured questionnaire which was administered to the employees 

who engage in business development and client management tasks. Four components included in the 

questionnaire like lead generation, lead qualification, use of CRM & automation, and the efficiency of client 

acquisition. In collecting primary data, convenience sampling technique was used. A total of 161 responses were 

obtained for the research. On the other hand, secondary data were sourced from journals, articles, company 

reports, and online sources. Microsoft Excel and IBM SPSS Statistics were used in analyzing the obtained data. 

Analysis tools included percentages, means, reliability, correlation analysis, Mann–Whitney U Test, Kruskal–

Wallis Test, Friedman Test, and regression analysis. 
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DATA ANALYSIS & INTERPRETATION: 

TABLE 1: SHOWING CORRELATION 

Non-Parametric Correlation: 

   Correlation  
  

     
  

 Variables LG LQ CRM CNVR 

 

 Lead 

Generation 
1 0.551 0.576 0.677 

 

 Lead 

Qualification 
0.551 1 0.419 0.534 

 

 CRM & 

Automation 
0.576 0.419 1 0.546 

 

 Conversion 0.677 0.534 0.546 1 

 
     

  
Interpretation: 

Correlation analysis proves that there is a positive correlation among Lead Generation, Lead Qualification, CRM 

& Automation and Conversion. The highest correlated variable to the conversion is the Lead Generation 

(r=0.677), second is the CRM & Automation (r=0.546) and the third is Lead Qualification (r=0.534). The 

correlation value is positive for all of the variables. This signifies that by any means, improving the practices for 

lead generation and CRM, conversion performance will be better. As the relationship indicated above are 

considered to be significant, null hypothesis is rejected and alternate hypothesis is accepted. 

TABLE 2: SHOWING NON-PARAMETRIC TEST ANALYSIS 

  Mann-Whitney 

U Test    
   

   

Variables 
Mann–

Whitney U 
Wilcoxon W Z Value 

Sig. (2-

tailed) 
Interpretation 

Lead 

Generation 
2995 5075 -0.378 0.705 Not Significant 

Lead 

Qualification 
2719 4799 -1.337 0.181 Not Significant 
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  Friedman Test    

Test N Chi-Square df Sig. Interpretation 

Friedman 

Test 
161 2.331 3 0.51 Not Significant 

 

Interpretation: 

The results from the Mann-Whitney U Test conclude that there is no difference between genders for Lead 

Generation, Lead Qualification, CRM & Automation and Conversion (as the p-value is higher than 0.05 in all 

cases). From the Kruskal-Wallis Test we conclude that there is a significant difference between experiences 

groups regarding Lead Generation and Lead Qualification (p < 0.05) but not regarding CRM & Automation and 

Conversion. The Friedman Test concludes that there is no difference among the variables, also observed as the 

p-value is higher than 0.05. 

 

 

 

CRM & 

Automation 
3022 7775 -0.285 0.776 Not Significant 

Conversion 3067 5147 -0.129 0.898 Not Significant 

   
   

  Kruskal–Wallis Test   

Variables 
Kruskal–

Wallis H 
df Sig. Interpretation 

Lead 

Generation 
10.652 3 0.01 Significant 

Lead 

Qualification 
8.599 3 0.04 Significant 

CRM & 

Automation 
1.202 3 0.75 Not Significant 

Conversion 2.314 3 0.51 Not Significant 
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TABLE 3: SHOWING MULTIPLE REGRESSION 

Model Summary: 

Model R R Square 
Adjusted R 

Square 

Std. Error of 

the Estimate 

1 0.72 0.511 0.502 0.45242 

 

ANOVA: 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Value Significance 

Regression 33.59 3 11.197 54.702 <0.001 

Residual 32.135 157 0.205   

Total 65.725 160    

 

Coefficients: 

Variables 
Unstandardized 

Coefficient (B) 

Std. 

Error 

Standardized 

Coefficient 

(Beta) 

t 

Value 
Significance 

Constant 0.467 0.263  1.777 0.077 

Lead 

Generation 

(LG) 

0.42 0.071 0.447 5.936 <0.001 

Lead 

Qualification 

(LQ) 

0.214 0.074 0.198 2.897 0.004 

CRM & 

Automation 

(CRM) 

0.221 0.078 0.196 2.833 0.005 

 

Interpretation: 

From the regression analysis, it can be seen that there is a significant positive association between independent 

variables and Conversion; with an R value of 0.72. Additionally, an R-squared value of 0.511 which explains 

that 51.1% of variance of conversion could be attributed to lead generation, lead qualification and CRM & 

automation. Through the ANOVA test, it is also seen that overall regression model is significant at a p-value less 

than 0.001. Following the coefficient test, the impact of lead generation on conversion could be higher than the 

other two factors, with the significance value is lower than 0.05. 

 

 

 

https://ijcope.org/


International Journal of Creative and Open Research in Engineering and Management    

ISSN: 3108-1754 (Online) 

Volume 02 Issue 05 May-2026 | Impact Factor: 3.5 

 
© 2026 The Author(s). Published by IJCOPE Journal. Website: https://ijcope.org/                                                                                                             8 

FINDINGS OF THE STUDY: 

From the conducted research, we can easily conclude that sales funnel optimization increases the effectiveness 

of client acquisition for healthcare laboratory. Lead generation strategies perform very well in generating 

appropriate and quality leads. The lead qualification process leads to increase of conversion rates as it only 

selects good and potential leads. CRM systems and automation add to the effectiveness and to better processes 

of communication, tracking of leads. Regression analysis has also revealed that Lead Generation has the highest 

positive impact on conversion performance. Based on the results of the Kruskal-Walli's test we can also deduce 

that experience in the professional field is the major predictor in Lead Generation and Lead Qualification. 

Therefore, all the derived results support the hypothesis stating that an effective management of sales funnel 

increases client acquisition rates and hence the overall effectiveness. 

PRACTICAL IMPLICATIONS: 

• Business will have to consider improving their leads generation process. To be sure of right type of leads.   

• The use of an effective lead qualification process can help convert more leads into sales while reducing lead 

loss.   

• The need to use the CRM system appropriately for leads management and customer interaction.   

• Automation can help businesses eliminate manual efforts to operate more efficiently.   

• Digital marketing mediums must be preferred to increase customer engagement as well as lead quality.   

• The process of monitoring sales funnels will help businesses overcome any issues related to sales 

performance. 

CONCLUSION: 

The study clearly shows that improving the effectiveness of the sales funnel greatly improves client acquisition 

efficiency in healthcare laboratories. It is clear that there are many benefits associated with lead generation, lead 

qualification, CRM processes, and automation of tasks that influence the improvement of conversion rates and 

efficiencies. The results show that organizations use sales funnels to enhance the levels of client engagement, 

decrease drop-offs, and increase conversion rates. The most effective element, which influences conversion rate 

performance, is lead generation according to the results of the research. 

Furthermore, the research highlights the need for continuous assessment and improvement of sales funnel 

practices in order to maintain competitiveness in the healthcare industry. It is important for organizations to 

focus on the use of technological resources, automation techniques, and effective follow-ups in order to make 

better decisions and manage client relationships effectively. With the help of an effective sales funnel process, 

healthcare laboratories will be able to perform efficiently. 
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