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Abstract

Artificial intelligence (Al) has moved from experimental pilots to the core of marketing strategy
in India. It now influences how brands understand consumers, design offerings, set prices, place media,
run promotions, manage channels and partners, and deliver service. India’s unique market structure—
massive linguistic diversity, a mobile-first internet, ubiquitous digital payments, and a long tail of small
and midsize enterprises (SMEs)—creates distinct adoption paths and opportunities. This article
synthesizes how Al is transforming each element of the marketing mix; maps India-specific enablers such
as UPI, ONDC, WhatsApp commerce, and vernacular content ecosystems; evaluates implications for
organization, governance, and capabilities; and offers an implementation roadmap and measurement
framework. The paper also highlights sectoral nuances (FMCG, retail, BFSI, telecom, media, healthcare,
education, travel), ethical and regulatory considerations (data protection, consent, algorithmic fairness),
and pragmatic constraints (data quality, talent, legacy systems). We conclude with five scenarios for
2025-2030 and actionable recommendations for Indian marketers and policy stakeholders.
Keywords-Al marketing, India, UPI, ONDC, vernacular Al, WhatsApp commerce, martech, retail media,
data privacy, personalization, marketing mix, growth

Introduction

India is one of the world’s most dynamic consumer markets: young demographics,
fast-growing digital adoption, intense price competition, and a fragmented distribution
landscape where modern retail coexists with millions of kirana stores. Over the past decade, two
structural shifts have set the stage for Al-led marketing:

Digital rails at population scale: Cheap data, high smartphone penetration, UPI for
instant payments, and Aadhaar-enabled e-KYC have created high-frequency, high-quality
behavioral signals. These “digital public goods” reduce friction across the purchase journey and
unlock granular marketing measurement.  Messaging-centric ommerce: WhatsApp has
become an everyday utility. Business APIs, chatbots, and catalog features make conversational
marketing natural for discovery, service, and reorders—particularly in vernacular languages.
Together, these create a living laboratory for applied Al: models can learn from dense, real-time
data; engage consumers through chat and voice; and close the loop with instant payments and
delivery orchestration. The implication for strategy is profound: Al isn’t merely an efficiency
lever; it is a design substrate for new growth models.

Objectives
To explore the role of Al in reshaping marketing strategies in India.
To assess the impact of Al across the marketing mix (7Ps).

Research Methodology

This study adopts a qualitative research methodology, synthesizing insights from secondary
sources including academic papers, industry reports, government publications, and case studies
from 2020-2025.
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The article draws upon theoretical frameworks in marketing (7Ps model, customer journey mapping, and
personalization theory) and integrates them with Al adoption trends in India. Sectoral case vignettes are used as
illustrative evidence. Additionally, comparative analysis with global markets is included to highlight India-specific
dynamics.

Defining Al in Marketing

Al in marketing refers to predictive analytics, generative tools, automation, statistical and machine-learning systems
specialized for tasks—is the workhorse of Indian marketing today. Its building blocks include likelihood to
convert/churn, demand forecasts, price elasticity, media ROI. It helps in copy, images, video variants, landing pages,
product descriptions, chat responses. It is next-best-action, next-best-offer, dynamic pricing, real-time bidding. It is also
lead routing, prospecting, segmentation updates, creative testing, CRM cadences. It helps in customer journey mapping,
topic/intent classification, sentiment, voice-of-customer.

What Al doesn’t do?

It doesn’t replace strategy or brand positioning; it amplifies them. Without a clear value proposition, distinctive assets,
and governance, Al can accelerate you in the wrong direction. The art is to clarify the human choices—who to serve,
what to stand for—and then let Al enact, personalize, and optimize those choices at scale.

India-Specific Enablers and Frictions

Digital rails such as UPI, Aadhaar, ONDC...

Enablers

UPI and instant settlement: Enables closed-loop attribution (ad — chat — pay) and micro-experiments at low cost.
ONDC (Open Network for Digital Commerce): Standardized protocols that let sellers discover demand and logistics
providers at the edge; opens new retail media and local targeting surfaces.

Jio-scale connectivity and the “Rs-per-GB” revolution: High content consumption supports creative testing and
shoppable video.

Vernacular internet:

Hindi-first and other Indic-language users expand the TAM for Al-powered voice and chat.

Retail media networks (RMNSs): Marketplaces and quick-commerce apps offer intent-rich ad inventory with strong
measurement.

Frictions:

Data fragmentation: Siloed POS, distributor, D2C, marketplace, and media data hinder unified modeling.

SME capability gaps: Many businesses lack clean data, clear consent flows, and martech integration.

Regulatory complexity: Evolving privacy norms and sectoral guidelines require conservative data handling and
auditable models.

Talent shortages: Experienced data engineers, MLOps specialists, and applied scientists remain scarce relative to
demand.

Legacy IT: On-prem ERPs and patchwork CRMs slow experimentation.

Al Across the Marketing Mix (7Ps)

Al has reshaped product design, pricing, place, promotion, people...

Product: From Insight to Co-Creation

Needs discovery: Topic modeling and clustering on reviews, call transcripts, and social chatter reveal unmet needs by
region and language.

Variant design: Generative systems can propose pack sizes, fragrances, or features tailored to micro-segments (e.g.,
humidity-specific skincare for coastal cities).

Vernacular onboarding: Voice bots reduce friction for first-time users in financial services, healthcare, and edtech.
Accessibility: Lightweight apps, offline modes, and voice-first flows serve price- and bandwidth-sensitive users.
Metrics to track: Feature adoption by cohort, review sentiment shifts, support ticket themes, NPS/CSAT by language.
Price: Dynamic, Fair, and Transparent

Elasticity modeling: City- and channel-level elasticity estimates enable differentiated price packs.

Promotions optimization: Causal lift models (vs. simple correlations) reduce wasteful discounts.

Fairness constraints: Guardrails prevent exploitative pricing (e.g., surge caps during crises).

Metrics: Net price realization, promo RO, price-per-unit variance by channel, fairness incidents.

Place: Smart Distribution and ONDC

Route and assortment intelligence: Predictive models optimize SKU lists by neighborhood and seasonality.

Kirana enablement: Al-guided reorder suggestions via WhatsApp; image recognition for shelf audits.

ONDC participation: Dynamic catalog and demand routing; local discovery ads within the network.

Metrics: Fill rate, stockouts, delivery SLA, distributor ROI, ONDC conversion rate.

Promotion: Creative at Scale, Media with Causality
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Generative creative: Produce multiple language/format variants; auto-localize for cultural references.
Media mix and incrementality: Geo holdouts and switchback tests estimate true lift by channel.

Retail media: Close the loop with basket-level outcomes on marketplaces and quick-commerce apps.
Influencer Al: Authenticity checks and audience overlap modeling; dynamic briefs from brand memory.
Metrics: Incremental sales, cost per incremental action (CPIA), creative fatigue half-life, share of voice in vernacular
contexts.

People: Augmenting Sales and Service

Agent copilot: Summarizes customer history; suggests compliant responses; translates across languages.
Field sales: Route optimization, next-best-outlet, assisted negotiation playbooks.

Training: Simulated role-plays in Hindi and regional languages.

Metrics: First-contact resolution, average handle time, sales velocity per rep, quality audit scores.
Process: Experimentation and Governance as Default

Test-and-learn fabric: Feature flags, holdouts, and pre-registered experiments make learning systematic.
Data contracts: Standardize schemas across marketing, sales, and finance to stabilize pipelines.

Model observability: Drift, bias, and performance dashboards; retraining SLAS.

Physical Evidence (CX): Service Recovery and Trust

Proactive care: Predict churn/complaints and preempt with credits or concierge outreach.

Quiality loops: Computer vision for packaging defects; NLP for recurring complaints.

Transparency: Clear consent logs and preference centers build trust with privacy-conscious users.

Conclusion

Al is redefining marketing strategy in India not as a bolt-on efficiency tool but as a foundational capability
that integrates insight, creativity, decisioning, and execution. The country’s digital public infrastructure, messaging-first
habits, and vernacular diversity make it a uniquely fertile ground for AI’s practical impact. Winning teams will treat Al
as a system—data, models, orchestration, governance, and talent—applied to sharply defined customer problems,
measured with causal rigor, and guided by brand purpose and ethics. Marketers who move beyond pilots to build
durable capabilities will earn an enduring advantage in cost efficiency, customer lifetime value, and trust.
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