
Research Paper                                        
Impact Factor: 7.184 
Peer Reviewed & Indexed Journal 
www.ijbarr.com 

 IJBARR 

 E- ISSN -2347-856X 

ISSN -2348-0653 

  
  International Journal of Business and Administration Research Review Vol.12, Issue -1 Jan- March  2025  Page  27 

 

 

MARTECH- DRIVING EFFICIENCY AND GROWTH IN AN INDIAN INDUSTRIES 

 

Dr. Vaikhari Patil 

Assistant Professor,Sheila Raheja School of Business Management & Research, Bandra, Mumbai 

400051. 

 

Abstract 

The new dimension of marketing in today’s rapidly evolving era is Marketing Technology (MarTech). 

Indian Industries are adapting the MarTech to leverage their full potential in the years to come. 

Businesses and sectors have begun to strategically priorities MarTech for consumer engagement. Over 

the last few years, Marketing Technology (MarTech) has witnessed continuous growth primarily driven 

by the expansion of the digital economy. This research paper explores the impact of Marketing 

Technology (MarTech) on business growth in Indian industries and the adoption of MarTech in various 

Indian industries for future prospects. 

 

Introduction 

About MarTech 

The changing landscape of today’s business is experiencing MarTech mania. Businesses and their 

marketing have included the term MarTech in their vocabulary. MarTech is set of software tools also 

known as MarTech Stake helps marketers to boost the sales and profits. Although MarTech is already a 

standard in digital marketing campaigns, it may be applied to any marketing channel to maximize 

marketing efforts. The creation, implementation, administration, coordination, and performance 

evaluation of online and offline campaigns, experiences, and content are all accomplished through the 

usage of Martech. In this technologically driven era, corporate marketing is impossible to do without 

technology power. 

 

Marketing technology (Martech) has seen significant progress in the Indian industry, reflecting global 

trends but also addressing unique local challenges and opportunities.Here are some key developments: 

 

Adoption and Integration 

Martech solutions are being adopted by Indian companies at an increasing rate in order to improve 

customer engagement and optimise marketing operations. The need to boost marketing campaign 

efficiency while offering more individualised customer experiences is what is driving the adoption. 

Indian businesses are quickly incorporating Martech tools through their business practices, according to 

a Mirum India report, though there is still a lot of space for expansion (MiruMind India). 

 

AI and Automation: In India, Martech innovations are primarily focused on automation and artificial 

intelligence (AI). Personalised marketing, consumer segmentation, and data analysis are all done with 

AI-powered tools. Chief Marketing Strategist (Martech): These types of advancements assist 

businesses in better understanding consumer behaviour and personalising their marketing strategies. 

 

Challenges and Opportunities: Notwithstanding these developments, problems with data integration, 

financial limitations, and the intricacy of Martech stacks continue to exist. Marketers are under pressure 

to show a definite return on investment (ROI) in order to validate their expenditures. As a result, 

choosing and utilising Martech tools has become more strategic, with an emphasis on those that provide 

quantifiable performance gains (Martech) (KPMG). 
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Sector-Specific Trend: In India, different industries are utilising Martech in various ways. Examples of 

industries utilising Martech to improve interaction with patients and expedite conversation are 

healthcare and pharmaceutical. According to MiruMind India, this involves utilising data analytics to 

enhance healthcare outcomes in addition to employing digital platforms for patient knowledge and 

engagement. 

 

Future Outlook: With the incorporation of increasingly sophisticated technologies including generative 

AI and machine learning, the Martech scene in India is anticipated to continue developing. More 

creativity and effectiveness in marketing tactics will probably result from these developments, giving 

rise to more advanced tools for consumer engagement and targeting (Martech). 

 

Martech Stack 

To carry out and maximise their marketing efforts across multiple digital channels, marketers employ a 

set of integrated technologies called a Martech stack. An efficient marketing stack aims to strengthen 

decision-making and yield better marketing results by streamlining operations, increasing efficiency, 

and offering insights gleaned from data analysis. 

 

Component of Martech Stacks includes CRM, Marketing Automation platform, Content management 

System, Social Media Marketing Tool, AdTech, Customer Data Platform, E- mail Tool Marketing. 

 

Objectives 

1. To identify the key drivers promoting the adoption of Martech in Indian businesses. 

2. To analyze the adoption of MarTech in different sectors in India. 

3. To assess the current state of Martech adoption in India across different industries. 

4. To explore the challenges faced by businesses in adopting Martech solutions. 

 

Research Methodology 

Research Design 

This study employs a secondary research design, leveraging existing literature, industry reports, 

academic papers, and case studies to explore the adoption of Martech in India. Secondary research is an 

efficient method for gathering comprehensive and up-to-date information from various credible sources, 

providing a holistic understanding of the topic. 

 

Data Collection 

Sources of Data 

The data for this study were collected from various secondary sources, including: 

 Academic journals and articles 

 Industry reports from market research firms such as Gartner, Forrester, and McKinsey 

 Whitepapers and case studies from Martech solution providers 

 Government publications and regulatory documents 

 News articles and business magazines 

 Websites and blogs of industry experts and practitioners 

 

Limitations 

While secondary research provides valuable insights, it has certain limitations. The findings are 

dependent on the availability and quality of existing data. There may be gaps or discrepancies in the 
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information from diverse sources. Furthermore, secondary research does not allow for primary data 

collection, which may limit the depth of insights in some areas. 

 

Data Analysis 

The collected data were analyzed by means of a thematic line. Key themes and patterns were identified 

and synthesized to address the research objectives. The analysis focused on understanding the extent of 

Martech adoption, the benefits realized, challenges encountered, and the future outlook for Martech in 

India. 

 

The Evolution 

The early days of Martech acceptance in India were characterised by the use of simple tools like 

customer relationship management (CRM) systems and email marketing software. Businesses started 

realising the potential of digital channels for expanding their reach as the internet and smartphones 

proliferated. The advent of social media platforms accelerated the uptake of Martech as businesses 

looked to interact with customers instantly. Martech's inception in India dates back early 2000s, around 

the time that the internet was introduced. Creating an online presence was the priority during this time. 

Among the first digital marketing resources that companies used were websites through simple email 

marketing. The way that Martech has developed in India is indicative of both the more general changes 

in consumer behaviour and technology that have revolutionised the marketing industry. Martech in India 

has come quite a way, from the inception of email marketing along with website development by the 

present day of AI, personalisation, and integrated Martech stacks. This progress has been characterised 

by constant innovation and adaptation. As digital transformation persists in shaping the future, Martech 

will become progressively more indispensable in propelling business triumph, furnishing a competitive 

advantage, and supplying refined customer experiences. 

 

Drivers of Martech Adoption in India 

Digital Transformation 

An important factor driving the mainstreaming of Martech is the digital revolution that is sweeping 

through Indian businesses. Businesses are putting more money into Martech to improve their marketing 

skills as they try to remain competitive in a world where everything is digital. This trend was 

exacerbated by the COVID-19 pandemic, which compelled companies to use digital solutions in order 

to stay operational and communicate with clients remotely. 

 

Modifying the Attitude of Consumers 

Indian consumers are using smartphones and the internet more frequently, which has made them more 

technologically savvy. The implementation of Martech is imperative in order to successfully 

communicate and engage with the target audience, given the recent shift in consumer behaviour. 

Modern businesses must now focus on personalisation, real-time engagement, and seamless interactions 

with consumers in order to remain relevant, which is why sophisticated Martech tools are required. 

 

Competitive Advantage 

Businesses are always looking for means to stand out in an extremely competition crowded sector. 

Martech gives businesses a competitive edge by facilitating informative data-driven decision-making, 

raising the efficacy of marketing campaigns, and improving client interactions. Businesses that use 

Martech are better able to identify trends, comprehend their target audience, and adjust their marketing 

tactics. 
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Regulatory Assistance 

A framework that is conducive to the embrace of Martech has been established by government 

initiatives like Digital India and Startup India. By fostering creativity, entrepreneurship spirit, and 

digitalization, these programmes encourage companies to use technology in their marketing campaigns. 

Furthermore, the enforcement of data protection laws guarantees the responsible handling of consumer 

data, which promotes trust and optimism in Martech solutions. 

 

Martech and Indian Industries 

Today's marketers are all leveraging technology to advance their campaigns inside their companies. 

According to a Punt Partners study, roughly 48% of respondents have used martech throughout the 

customer journey, 32% have used it sparingly in certain areas of the journey, and 10% intend to use it 

within the next two years. 

 
 

Reference: https://brandequity.economictimes.indiatimes.com 

Director Chandani Mehta from TurtlePrint noted, "Consumers can now expect higher-quality care due to 

the increased information sharing made possible by their expanding digital footprint. Customers begin 

to research products and make comparisons; in response, marketers must adapt and use creative thinking 

to persuade consumers." 

 

Finance and Banking Sector 

Banks are gaining multiple advantages from Martech by utilising their data. Enhanced Customer 

comprehending: Banks can now better comprehend the needs, preferences, and behaviour of their 

customers thanks to data analytics. More precise client segmentation and focused marketing initiatives 

are made possible by this insight. Capgemini Forrester Consulting conducted a study examining how 

financial services uses Martech to close the technological gaps. According to Forrester research, only 

7% of financial services companies in 2021 were customer-obsessed, indicating that few of these 

companies adopt a customer- centric orientation. DBS Bank India's MD and head of group strategic 

marketing and communications, Shoma Narayanan, described how the creative role of Martech aids in 

developing the bank's profit-making strategy. DBS bank brought the first entirely digital bank in India, 

DigiBank offers its clients a mobile banking experience from start to finish. Leena Iyar, chief brand 

officer and head of marketing at Moxtra, a real-time mobile collaboration infrastructure employed by 

the banking and financial services sector, stated that banks and financial service firms are required to 

rethink how they interact with customers and create an improved digital experience. 
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Health Care sector 

Healthcare providers who are willing to reconsider their marketing strategy in order to expand and 

uphold continuity of care—or try to regain ground that has been lost in recent years—have their work 

eliminated out for them, corresponding to a McKinsey report. According to our research, healthcare 

providers who made adjustments aimed at enhancing the patient experience—including through 

marketing initiatives—saw a rise in revenue of up to 20% over the course of five years, along with a 

30% drop in operating expenses. Healthcare Martech industry leaders include Ritu Mittal, Bayer's Head 

of Marketing and Digital, whose list of top technologies is constantly growing. "One noteworthy 

development is the application of data to enable more precise targeting strategies. Marketers are 

utilising data analytics to acquire more profound understanding of consumer behaviour, 

inclinations,and demographics. This makes it possible to target audiences more precisely and deliver 

marketing messages with interesting and relevant content to the right people at the right time. 

Personalised suggestion, interactive experiences, and narrative strategies are being used by brands to 

draw in customers and forge closer bonds. 

 

Automobile Sector 

Martech products are receiving a large share of marketing expenditures in the Indian auto industry. Over 

65% of respondents, as reported in the India Martech and CommerceTech Report 2024, said they spend 

more than 16% of their budgets on Martech, indicating the growing significance of this field in 

marketing strategies (BMI). Recursive artificial intelligence (AI) is becoming more and more popular; 

20% of marketing executives view it as essential to their plans. Predictive analytics, enhanced client 

involvement (SAS), and personalised marketing are all being achieved with AI and machine learning. In 

India, the popularity of electric cars is opening up new markets for Martech. According to 

YourStory.com, the EV market is expected to grow substantially. By using Martech effectively, 

businesses can target an appropriate audience, educate consumers about the advantages of EVs, and 

encourage adoption through customised campaigns. Customer preferences are clearly shifting in favour 

of bigger, more potent cars. Through data analytics, Martech is helping manufacturers grasp these 

developments so they can adjust their marketing strategies to match consumer demands 

(YourStory.com). India's car industry is adopting Martech to boost sales, improve customer interaction, 

and maintain its competitiveness in a market that is changing quickly. The way automakers market their 

goods and engage with consumers is changing as a result of the strategic application of artificial 

intelligence, data analytics, and integrated technology platforms. 

 

Retail Sector 

Taste growth and Martech with cutting-edge technologies like automated replenishing systems (ARS), 

customer relationship management (CRM) tools, and learning management systems (LMS), retail 

brands can reinvent their retail strategies and open up fresh possibilities, enhance operations, 

and develop outstanding customer experiences that connect with their intended customer base. There is 

an upstart in the retail space, and it is rapidly altering the way we shop. Rapidly becoming a retail 

phenomenon, quick commerce, or "q- commerce" for short, feeds consumers' ravenous need for instant 

satisfaction. However, what's causing q-commerce to soar, and how does Martech support this 

revolution in retail? Partner at Deloitte Karishma Gupta provides insightful background on the fast- 

growing e-commerce industry, highlighting its explosive rise in our time-constrained society. She 

notably points out that the q-commerce market is expected to grow to $5 billion in India solely by 2025. 

A focus on essential product categories, such as food, personal hygiene and household goods, pet 

supplies, and medications, is the main driver of this growth. 
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Challenges 

The utilisation of blockchain, AI, and ML technologies for digital campaign aid is becoming more 

common in India. Indian marketers, according to Smita Salgaonkar, the country manager of S4 Capital's 

MightyHive, are just beginning to use full-funnel thinking. As the performance marketplace became 

crowded and acquisition costs peaked, low-cost achievement media was the primary driver of quick 

gains for a considerable amount of time. 

 

 The integration of multiple tools and systems is a major obstacle to the adoption of Martech. 

The inability of Indian companies to integrate Martech solutions with their current 

IT infrastructure frequently results in data silos and inefficiencies. Large investments in technology 

and trained personnel are necessary for seamless integration, which presents a challenge for small 

and medium-sized businesses (SMEs). 

 Data security and privacy issues are becoming more pressing as data-driven marketing becomes 

more common. Strict privacy precautions are required due to the implementation of regulations 

such as the General Data Protection Regulation (GDPR) and India's safeguarding personal 

information Bill. Adoption is made more difficult by the need for businesses to use Martech while 

maintaining compliance with these regulations. 

 According to the report findings, 64% of marketers believe that a lack of internal skills is impeding 

the growth of martech, even though martech spending in India is on the rise. 

 Chief marketing officer, chief technology officer, and chief digital officer disputes frequently arise 

over who will be responsible for martech, according to Dr. Kushal Sanghvi, Integral Ad Science's 

India Lead. According to him, India is not an exception, and considering the size of the nation's 

organisations, layers, and population, the issue is more significant and needs to be divided into 

distinct roles, domains, or even projects. 

 According to the report, Indian marketers are leery of technologies like voice search and wearables 

because they believe these innovations must first demonstrate a strong use case before being taken 

seriously. 

 According to Salgaonkar, this is because wearables are pricey, have small screens, little interactive 

features, and an even smaller user base. She points out that voice offers a unique reach at scale and 

is only applied sparingly to intricate, feature-rich goods and services like insurance and education. 

It follows that voice marketers move in lockstep with the rest of the technology adoption curve. 

There is a lack of affordability or measurement capability, not everyone can be an early adopter of 

new technology. Voice, however, has the potential to be the next revolutionary media experience if 

it is packaged and priced properly. 

 

The challenge for organisations adopting diverse MarTech solutions is to optimise their activation and 

value creation. Presently, only thirty to thirty-five percent of MarTech tools are effectively being used, 

which emphasises the disparity between adoption and effective use. Data, the lifeblood of MarTech, can 

sometimes become a burden, bombarding consumers with pointless messages and impeding 

conversions. Even though the number of devices and data available has increased dramatically over the 

last five to seven years, the use of MarTech in post-sale, user engagement, and the first-party domain is 

still relatively new. Aligning MarTech initiatives with a distinct business strategy and set of objectives 

is a crucial step in this optimisation process. Finding the ideal final client becomes a difficult 

undertaking in the absence of a clear strategy. 
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Conclusion 

In India, martech is revolutionising a number of industries by supplying instruments and technologies 

that boost marketing effectiveness, yield insightful data, and raise consumer involvement. Despite 

certain difficulties in putting Martech into practice, the advantages greatly exceed the drawbacks. The 

integration of Martech is expected to be increasingly important in propelling business expansion and 

enhancing customer satisfaction in various industries as technology advances. In order to fully utilise 

Martech's potential in India's evolving market, this study emphasises how important it is to comprehend 

sector-specific applications and challenges. India's embrace of Martech is revolutionising the field of 

marketing by empowering companies to use technology to improve productivity, engage customers, and 

make data-driven decisions. Even though there are obstacles like skill gaps,data privacy issues, and 

integration problems, the future of Martech adoption looks bright. Given the ongoing digital revolution, 

evolving consumer trends, and a welcoming regulatory framework, Martech is poised to become a 

major force in shaping the direction of marketing in India. Companies that use Martech and keep up 

with technology developments will be in a strong position to succeed in the cutthroat marketplace. 

India's acceptance of Martech is growing quickly due to the country's digital transformation, shifting 

consumer preferences, and desire for a competitive edge. Even though companies must deal with 

obstacles like cost constraints, skill shortages, privacy concerns, and integration problems, the future of 

Martech adoption looks bright. India's Martech landscape will be shaped by growing omnichannel 

marketing, growing Martech startups, increasing use of AI and ML, and emphasising data privacy and 

ethics. This study offers a thorough overview of Martech adoption in India through secondary research, 

providing insightful information for researchers, businesses, and policymakers. 
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