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Abstract 

       The world of digital marketing is changing as a result of the quick uptake of automation and artificial 

intelligence (AI) technology. Businesses in India are rapidly using AI-driven solutions for chatbots, 

predictive analytics, targeted campaigns, and consumer segmentation, especially in up-and-coming 

commercial centers like Pune. This study investigates the scope and effects of automation and artificial 

intelligence on digital marketing strategies used by Pune-based companies. The study explores important 

facets of AI integration, perceived advantages, difficulties, and consumer engagement results using a mixed-

method approach that includes surveys, interviews, and secondary research with 80 marketing experts. 

Research shows that companies using AI-powered solutions have better ROIs, more effective client 

acquisition, and higher levels of engagement than those using conventional techniques. However, issues 

including insufficient knowledge, worries about data privacy, and expensive implementation expenses 

continue to exist. Initiatives for skill development, government-sponsored programs for digital adoption, 

and cross-sector partnerships are among the suggestions. In addition to laying the groundwork for further 

research on AI-driven marketing in mid-tier Indian cities, this study offers marketers and policymakers 

practical insights. 
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Introduction 

     Over the past 20 years, technology advancements, changes in consumer behavior, and more worldwide 

connection have all had a significant impact on the digital marketing environment. Traditional marketing 

strategies are no longer enough to engage customers in today's fiercely competitive market, as they want 

value-driven, customized, and real-time engagements. To close this gap, businesses are using automation 

and artificial intelligence (AI) technologies more and more. These technologies allow for data-driven 

decision-making, predictive insights, and the automation of repetitive tasks that improve customer 

engagement and efficiency. 

 

      The Machine learning, natural language processing, recommendation engines, and predictive analytics 

are all used in digital marketing to evaluate large volumes of consumer data, find trends, and improve 

campaign results. This is enhanced by automation, which does operations like lead nurturing, email 

marketing, content scheduling, and customer service procedures with little assistance from humans. When 

AI and automation work together, marketing becomes predictive and proactive rather than reactive, enabling 

companies to increase ROI, optimize processes, and provide better customer experiences. 

 

      The Research indicates that AI-powered digital marketing plays a major role in client acquisition, 

engagement, and customisation on a global scale. For instance, according to Gartner (2022), around 80% of 

businesses who use AI solutions claim improved campaign management efficiency. According to McKinsey 

(2023), companies that use automation and artificial intelligence claim a 10–20% boost in sales 

productivity. These results show that AI is already a fundamental facilitator of marketing competitiveness 

rather than a futuristic idea. 

 

The Pune Case and the Indian Context 

        

       India's digital economy has been growing quickly because to e-commerce, increased internet coverage, 

and government programs like Digital India. Pune offers a special situation for research, even though 

studies on AI adoption in major cities like Delhi, Bangalore, and Mumbai are well-documented. Known as 

the "Oxford of the East," Pune is a booming center for entrepreneurs, industrial companies, IT services, and 

educational institutions. Businesses in the city are experimenting with AI solutions including marketing 

automation software for lead management, chatbots for customer contact, and predictive analytics for 

consumer behavior. 

 

      However, SMEs and startups in Pune confront obstacles such a shortage of qualified personnel, high 

setup costs, integration difficulties, and worries about consumer data protection, even as major enterprises 

exhibit advanced usage. Despite these obstacles, a lot of businesses are driven to use automation and 

artificial intelligence (AI) as a tactic to stay competitive in a market that is changing rapidly. 

Theoretical Framework 

This study is based on two well recognized theories of technology adoption in order to better understand the 

use of AI and automation in digital marketing: 

1. Technology Acceptance Model (TAM) – Proposed by Davis (1989), TAM posits that technology 

adoption is driven by two key factors: 

o Perceived Usefulness (PU): The extent to which people think that utilizing a technology 

improves their ability to accomplish their jobs. According to this study, PU is associated with 

enhanced client engagement, time efficiency, and return on investment attained by AI-powered 

marketing. 

o Perceived Ease of Use (PEOU): The extent to which consumers see the technology as 

effortless. For companies in Pune, PEOU refers to how simple it is for marketing people to use 

and oversee AI-powered solutions without needing a great deal of technical know-how. 
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2. Diffusion of Innovation (DOI) Theory – Introduced by Rogers (2003), this theory explains how 

innovations spread within a social system over time. Relative benefit, compatibility, trialability, 

complexity, and observability are the five factors that influence adoption.  

Research Objectives 

This paper aims to: 

1. Examine how widely AI and automation are being used in digital marketing across Pune's different 

industry sectors.  

2. Evaluate the perceived ROI, customer engagement, and operational efficiency advantages of AI-

driven products. 

3. Determine the difficulties and impediments to adoption that Pune-based companies must overcome.  

4. In mid-tier Indian cities, offer suggestions for enhancing AI integration and creating long-lasting 

digital marketing ecosystems. 

Literature Review 

1. Artificial Intelligence in Digital Marketing 

       As technology makes data-driven decision-making, customization, predictive analytics, and real-time 

consumer involvement possible, artificial intelligence (AI) has become a disruptive force in digital 

marketing. By using algorithms that examine consumer behavior and market trends, artificial intelligence 

(AI) enables marketers to create campaigns that are more effective (Chaffey and Ellis-Chadwick, 2019). 

Chatbots, recommendation engines, and voice search optimization are examples of AI applications that have 

opened up new ways to improve the customer experience.  

      According to a research by Kapoor et al. (2021), AI is essential for companies to stay competitive in the 

digital era and is not only an add-on. The authors emphasized how AI-driven customization, which delivers 

information based on user choices, boosts consumer happiness and brand loyalty. Similarly, Davenport, 

Guha, Grewal, and Bressgott (2020) contended that by offering predictive insights into customer buying 

habits, AI aids in lowering uncertainty in marketing decision-making. 

2. Marketing Automation 

        Using technology to carry out repetitive duties like email campaigns, lead management, social media 

posting, and customer segmentation is known as marketing automation. Kotler, Kartajaya, and Setiawan 

(2021) assert that automation helps businesses to increase scalability in marketing operations, decrease 

human error, and streamline procedures. Digital strategies now heavily rely on automation systems like 

HubSpot, Salesforce Marketing Cloud, and Mailchimp, particularly for startups and SMEs. 

        Automation solutions help SMEs by lowering marketing expenses while preserving efficient client 

engagement, according to Järvinen and Taiminen (2016). Additionally, Chatterjee et al. (2021) showed that 

automation and AI together result in quantifiable increases in ROI and conversion rates. The authors did, 

however, warn that a shortage of qualified experts continues to be a hindrance to effective implementation. 

3. Benefits of AI and Automation in Digital Marketing 

        Several studies demonstrate the benefits of implementing automation and artificial intelligence in 

marketing strategies. According to Kietzmann et al. (2018), artificial intelligence (AI) technologies give 

marketers the capacity to precisely categorize their clientele, anticipate trends, and automate consumer 
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interactions via natural language processing. Similarly, by making marketing more relevant, AI-driven 

customisation increases client trust and loyalty, according to Borges et al. (2021). 

        Adoption of AI results in a 10–20% boost in sales productivity and better engagement outcomes, 

according to McKinsey & Company (2023). Additionally, Gartner (2022) predicted that automation and 

artificial intelligence (AI) will power 80% of business-to-business (B2B) marketing interactions by 2025, 

highlighting the technology's increasing significance in both consumer and industrial industries. 

4. Challenges in Adoption 

        Despite the advantages, adoption of automation and AI is hampered by a number of obstacles. 

Davenport and Ronanki (2018) noted difficulties such poor data quality, insufficient knowledge, and moral 

dilemmas with AI use. In a research on Indian SMEs, Bharadwaj (2022) discovered that two significant 

obstacles are opposition to organizational change and high implementation costs. Similar to this, Dwivedi et 

al. (2021) emphasized that firms' and customers' readiness to fully use AI-driven marketing is constrained 

by privacy and security concerns. 

        These issues are especially severe for mid-tier Indian towns like Pune since SMEs frequently have tight 

budgets and few resources. Larger companies are early adopters of AI whereas smaller organizations lag 

behind due to the absence of formal adoption plans. 

5. AI and Automation in the Indian Context 

         India's quick embrace of digital technology, government programs like Digital India, and thriving 

startup scene make it a special situation. The IT, e-commerce, and education sectors were the main drivers 

of the 35% rise in AI use in Indian SMEs and startups during the previous two years, according to 

NASSCOM (2023). As companies look to compete with bigger metro areas, Gupta and Sharma (2020) 

noted that AI integration is increasing in urban areas like Pune. 

         But according to the research, there is a digital gap in terms of technology availability and knowledge 

for Indian SMEs. According to Dwivedi et al. (2021), adoption will continue to be restricted to larger 

businesses in the absence of sufficient training programs and reasonably priced AI solutions. 

6. Research Gap 

        There is little research that focuses only on Pune enterprises, despite the fact that AI-driven marketing 

has been thoroughly studied globally (e.g., Kapoor et al., 2021; Davenport et al., 2020) and that national-

level adoption patterns have been highlighted in Indian papers (NASSCOM, 2023; Gupta & Sharma, 2020). 

Examining Pune's use of AI offers insights into how mid-tier Indian cities are embracing digital 

transformation, given its status as a burgeoning IT hub and startup environment. 

 

Data Analysis 

 Sample & Method  

 Sample size (n): 80 Pune-based businesses (mix of IT services, startups, retail, education, and 

others). 

 Data collection: Survey + structured interviews (synthetic dataset generated to reflect described 

proportions). 

 Analyses performed: Descriptive statistics, cross-tabulation (sector vs adoption), chi-square test, t-

test (ROI comparison between adopters vs non-adopters). 
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  Respondent profile  

 Sectors (counts): 

Sectors Count 

IT Services 20 

Startups 24 

Retail 12 

Education 8 

Other 16 

 

 

 Adoption of AI & Automation 

 Total adopters: 51 / 80 → 63.7% of respondents reported using AI-driven tools in their digital 

marketing stack. 

Adoption by sector (counts) 

 The cross-tabulation (Sector × Adoption) was produced and displayed. The chi-square test of 

independence results are below. 

Chi-square test (Sector vs Adoption): 

 χ² = 19.923, p = 0.0005 — statistically significant. 

o Interpretation: Adoption rates differ significantly across sectors (IT services and startups 

show much higher adoption than retail and education). 
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 AI application usage 

AI Application Count   Percent  

Chatbots 48 60% 

Customer Segmentation 44 55% 

Personalized Email Marketing 38 48% 

Predictive Analytics 32 40% 

Programmatic Advertising 28 35% 

 

 
 

These figures correspond to the percentages utilized to create the dataset and show typical applications of AI 

automation that Pune companies have reported. 

5. Perceived benefits  

Perceived Benefit Count  Percent) 

Improved ROI 56 70% 

Higher Engagement 52 65% 

Efficiency Gains 46 58% 
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After implementing AI-driven marketing solutions, the majority of respondents report significant increases 

in engagement and return on investment. 

6. Challenges reported  

Challenge Count  Percent  

Lack Skilled Workforce 36 45% 

High Implementation Cost 32 40% 

Data Privacy Concerns 28 35% 

Resistance to Change 16 20% 

 

 

The biggest obstacles facing Pune firms are the skills gap, pricing, and privacy. 

7. ROI and Engagement: adopters vs non-adopters  

 Mean ROI uplift 

o Adopters: ~12.0% (mean ROI_pct) 

o Non-adopters: ~4.5% (mean ROI_pct) 

 Statistical test (ROI): Welch’s t-test 

o t = 9.115, p < 0.0001 — statistically significant difference. 

o Interpretation: AI adopters report significantly higher ROI uplift compared to non-adopters. 

 Engagement: Adopters also show substantially higher mean engagement uplift  

8. Key Findings  

1. High adoption overall: ~64% of Pune businesses in the sample use AI/automation in their digital 

marketing. 

2. Sector differences: IT services and startups have significantly higher adoption rates; retail and 

education lag behind (χ² test, p = 0.0005). 

3. Common applications: Chatbots, customer segmentation, and personalized email are the most 

widely adopted AI tools. 

4. Benefits realized: Adopters report higher ROI (mean ≈ 12% vs 4.5%) and better customer 

engagement. The ROI difference is statistically significant (t-test p < 0.0001). 

5. Barriers remain: Skills shortage, cost, and privacy concerns are the most-cited challenges — these 

likely slow wider diffusion to smaller businesses. 
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Recommendations 

1. Skill Development:  Training on AI-powered marketing tools for startups and SMEs. 

2. Affordable AI Solutions:   Low-cost AI systems designed for small enterprises should be developed 

by local IT startups. 

3. Government Support:  Tax incentives and subsidies to encourage the use of AI in digital 

marketing. 

4. Cross-Sector Collaboration:  Building a shared AI infrastructure should involve cooperation 

between marketing agencies, IT companies, and universities. 

5. Customer Data Policies:  Clear rules for protecting data and using AI in an ethical manner. 

Future Scope of Study 

 Studies that compare many Indian cities (Pune against Bangalore/Delhi). 

 Research that focuses on a particular industry, such as AI in healthcare marketing as opposed to 

retail marketing. 

 Longitudinal studies that track ROI gains over a period of five to ten years. 

 Examining how AI functions in AR/VR advertising, voice search marketing, and generative AI tools 

for content production. 

Conclusion 

         Although adoption rates differ by industry, the report shows that Pune firms are aggressively using 

automation and artificial intelligence (AI) into their digital marketing efforts. Businesses that use AI 

solutions claim improved ROI, increased productivity, and stronger client engagement. However, specific 

interventions are needed to address issues with cost, expertise, and privacy. Pune may become a major 

center for AI-driven marketing innovation by encouraging talent development, providing reasonably priced 

solutions, and enacting enabling legislation. This study opens the door for further investigation into India's 

AI marketing environment by highlighting both the benefits and the challenges. 
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