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Executive Summary 

This research study investigates the correlation between marketing strategies 

employed by Maruti True Value and their subsequent impact on sales performance. 

Maruti True Value, a prominent player in the used car market, faces intense 

competition and dynamic consumer preferences, making effective marketing strategies 

crucial for sustained growth and profitability. 

The study adopts a comprehensive approach, encompassing both quantitative and 

qualitative research methods to analyse the multifaceted aspects of marketing 

strategies and their influence on Maruti True Value's sales. Successful market 

positioning and branding strategies, such as emphasizing trust, reliability, and quality 

assurance, have contributed significantly to Maruti True Value's sales growth. 

Customers perceive the brand as a trustworthy source for buying used cars. 

Leveraging digital marketing channels has expanded Maruti True Value's reach and 

engagement with a tech-savvy audience. An effective online presence has led to 

increased customer inquiries and conversions. The establishment of robust CRM 

systems has improved customer retention rates and word-of-mouth referrals. 

Personalized services and follow-ups have bolstered customer loyalty. 

This research underscores the critical connection between strategic marketing 

initiatives and sales performance in the used car market. Maruti True Value's ability to 

adapt to changing market dynamics, employ effective digital strategies, maintain a 

strong brand image, and prioritize customer relationships has proven instrumental in 

driving sales growth. 

As the automotive industry continues to evolve, this study provides valuable insights 

for Maruti True Value and other market players seeking to optimize their marketing 

strategies to achieve sustained success in the highly competitive used car segment. 

Further research could explore the long-term impacts of specific marketing campaigns 

and delve deeper into customer segmentation for even more targeted marketing efforts. 

 


