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FOREWORD
Welcome to the 5th edition of our "Drivers of Growth" report, a powerful reflection of the rapid transformation and innovation shaping 
marketing in India. This year, we've had the privilege of gathering insights from over 70 marketing leaders, representing a diverse spectrum of 
industries, from established giants to the agile pioneers shaping tomorrow's markets.

As we look towards 2025, one truth remains clear: India's economic resilience is a powerful force. Despite the swirling currents of global 
uncertainty, India stands poised to maintain its position as a leading growth engine. This optimism is anchored in the robust foundations of 
domestic consumption, strategic infrastructure investments, the accelerating digital revolution, and a steadfast commitment to manufacturing 
excellence.

However, this promising outlook is not without its challenges. Maintaining growth momentum in the face of global economic headwinds and
potential domestic fluctuations requires strategic foresight and adaptability. This report sheds light on these challenges, providing a nuanced 
understanding of the landscape marketers must navigate.
In 2025, performance is taking center stage. Marketers are prioritizing stability and profitability, focusing on strategies that deliver tangible results. 
Customer acquisition and retention, coupled with a relentless pursuit of enhancing the customer experience, remain paramount. Innovation 
continues to be a driving force, with increased investment in Martech and emerging technologies like Artificial Intelligence, Social Commerce, and 
Connected TV.
This report is more than just a compilation of trends; it's a strategic compass designed to guide you through the complexities of the 2025 
marketing landscape. We hope the insights shared within these pages will
empower you to make informed decisions, drive growth, and unlock new opportunities in the vibrant Indian market.
We extend our sincere gratitude to all the marketing leaders who contributed their valuable perspectives to this report. We believe their 
collective wisdom will serve as an invaluable resource for marketers across India.
JASWANT SINGH
Country Managing Director, ad:tech
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MARKETERS’ TOP PRIORITIES FOR 2025
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Focus on Media Efficiency & ROI - Amid economic challenges and tighter budgets, marketers are prioritizing better 
media buying strategies (21%) to maximize the impact of their advertising spend through data-driven decision-making, 
AI-powered optimization, and advanced attribution modeling.

Customer Experience as a Key Driver - With 19% of marketers focusing on improving the customer journey, seamless 
and hyper-personalized experiences are seen as critical for enhancing customer satisfaction, retention, and brand 
loyalty.

Balancing Acquisition & Retention - 17% of marketers are emphasizing customer acquisition and retention, 
recognizing their foundational role in long-term business success.

Shifting Toward Revenue Growth & Profitability - While short-term performance remains important, 13% of marketers 
are prioritizing overall revenue growth, reflecting a shift toward sustainable, value-driven strategies that balance 
immediate returns with long-term brand equity.
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ATTRIBUTION
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TOP CHALLENGES IN MEDIA ATTRIBUTION
Final

A single view dashboard for attributing 
ROI from campaigns across multiple 
channels and platforms is the clear 
loud ask of the day. 
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MEDIA CHANNELS WITH MAJOR INCREASE IN SPENDS

Social Media Video Ads Search Chatbots and 
Conversational 

commerce

Retail 
Media

Increase in 
investment

78% 78% 70% 55% 42%

ad:tech & tyroo

Marketers are increasing spends on high-engagement, performance-driven channels, with social media, video advertising, and 
search emerging as the biggest beneficiaries of increased budgets. This reflect a push toward digital engagement, automation, and 
personalized consumer interactions. 
As a result, marketing strategies in 2025 will be highly calculated, ensuring maximum returns with minimal wastage
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MEDIA CHANNELS WITH MAJOR DECREASE IN SPENDS

Publishers and 
Affiliates

Audio Streaming Open 
Network

Retail Media Telcos

Decrease in 
investment

18.07% 14.94% 12.03% 7.67% 7.47

No change in 
Spends

42.12% 41.71% 49.56% 32.95% 34.24

ad:tech & tyroo

With an 18% decrease, Publishers & Affiliates face the steepest drop. Meanwhile, Open Network (12.03), Retail Media (8%) and 
Telcos (7%) are also experiencing slight dip in investments, suggesting that these channels continue to hold value.
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2.1 PERFORMANCE MARKETING
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Performance Marketing Continues to Take a Lead in 
Media Planning in 2025
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Search & Social  Continue to Lead the Game in Performance Marketing

Final



Social Sellers: 25% 
Ad Networks: 25%
Others: 20% 
OEMs: 15% 
Lead Aggregators: 15%

BREAKDOWN OF AFFILIATE MARKETING SPENDS ACROSS 
KEY CHANNELS

Marketers are prioritizing Social Sellers and Ad Networks for their high 
engagement and measurable impact. This shows the growing influence of 
peer-driven commerce and algorithm-optimized ads, offering brands greater 
flexibility, scalability, and real-time performance insights.

Balanced Investment: Companies are splitting focus between 
personalization through social sellers and mass audience through ad 
networks, suggesting a strategy that combines trust-building with scale.

Opportunity in Diversity: A lot of focus has been to find niche affiliates 
that cater to a small but high-intent audience. This enables businesses to 
investigate untapped or growing affiliates, gaining a competitive edge through 
incremental audience.

Specialization Matters: OEMs and Lead Aggregators have shown that 
tailored campaigns can deliver value for various tech and services focussed 
industries.





85% Marketers Believe Performance Marketing Directly Impacts 
Bottom Lines

Marketers are moderately reliant on performance 
marketing, indicating that while it is a key channel, 
its impact on overall revenue remains controlled 
and strategic alongside other marketing efforts.

This reflects a broader trend where businesses 
are prioritizing measurable, high-ROI channels but 
are also being cautious about over-investment due 
to rising acquisition costs and market saturation.

As privacy regulations and platform algorithms 
evolve, marketers are increasingly optimizing 
budgets to balance efficiency with sustainability, 
ensuring that performance marketing remains a 
controlled yet impactful component of their 
overall strategy.
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2.2 INFLUENCER MARKETING
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With 11% of digital marketing budgets allocated to 
influencer marketing, brands are recognizing its growing 
impact on consumer trust and engagement. There is a 
shift toward authentic, community-driven content, as 
traditional ads face declining effectiveness due to ad 
fatigue and privacy restrictions.

SPENDS ON INFLUENCER MARKETING
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Marketers are investing 29% of the total Influencer Marketing 
budget in Micro Influencers. 

Brands are increasingly favouring smaller, niche creators who 
have deeper connections with their followers, resulting in 
better trust, higher engagement rates, and improved 
conversion potential compared to macro-influencers or 
celebrities.

MICRO INFLUENCERS GAINING TRACTION
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Instagram, YouTube, and Facebook continue to 
dominate as the top platforms for influencer 
marketing, driven by their vast user base, visual 
appeal, and strong engagement potential. Instagram 
remains the go-to for short-form content and brand 
collaborations, while YouTube excels in long-form 
storytelling and product deep-dives, making it a 
preferred choice for high-intent audiences. Facebook, 
though evolving, still offers value through 
community-driven content and targeted amplification.

TOP PLATFORMS FOR INFLUENCER MARKETING
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2.3 SOCIAL MEDIA

Page 23

Final



With 42% of digital marketing budgets allocated to 
social media, brands are reinforcing its role as a critical 
driver of engagement, brand visibility, and customer 
acquisition. 

This substantial investment showcased at the growing 
reliance on platforms like Instagram, Facebook, 
LinkedIn, and emerging short-form video apps, where 
consumers actively interact with brands.

42% DIGITAL BUDGETS DIRECTED TO SOCIAL MEDIA
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TOP SOCIAL MEDIA PLATFORMS

With 2 billion monthly active users and an 
increasingly dominant role in content 
marketing, Instagram has solidified its position 
as the leading platform.

Its highly visual format, dynamic content 
ecosystem, and unparalleled engagement rates 
make it the go-to choice for brands aiming to 
foster authentic connections, drive consumer 
action, and maximize brand visibility in an 
ever-evolving digital world.
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REVENUE GENERATED VIA SOCIAL MEDIA

Most businesses generate up to 30% of their 
revenue through social media, with a smaller 
segment seeing a higher contribution. 

While direct sales from social platforms vary, 
they play a key role in marketing, brand 
awareness, and lead generation. The data 
highlights the value of a multi-channel strategy 
for sustained growth.
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2.4 CONNECTED TELEVISION (CTV)
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India’s television landscape is rapidly evolving, fueled by the exponential growth of 
Connected TV (CTV) adoption. 

In just three years, CTV households have surged from 5 million in 2020 to 32 million in 
2023, with projections suggesting this number will exceed 60 million by 2025. 

As more viewers shift to digital platforms, 65% of Indian internet users now consume 
ad-supported video content, while 64% engage with addressable TV services, signaling a 
significant change in viewing habits. 

Advertisers have taken notice, with CTV now accounting for 12.6% of total TV ad 
revenue, firmly establishing India as one of the fastest-growing markets for digital-first 
television advertising.

CTV Trends

ad:tech & tyroo
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Sources GroupM, Financial Express
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The Evolution of CTV Budgets: From Traditional to Digital

CTV's share of budget in the overall 
digital share seems to be rising with 
each year, with an increase in spends 
expected even this year as per our 
survey.

Marketers are seeing more and more 
value in the ecosystem. It seems as if 
CTV is sharing video budgets with 
multiple platforms, given the rise of 
integrated media solutions and 
improving multi-channel attribution 
systems.
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CTV BUDGET TRENDS: WHAT’S CHANGING IN 2025 FROM 2024?

In 2025, 43.86% of respondents plan to 
increase their CTV budgets, signaling strong 
growth in digital advertising. 26.855% expect 
no change, indicating stability in spending. 
21.995% foresee a decrease, suggesting a 
more cautious approach or reevaluation. 

The overall trend is toward increased 
investment in CTV, with some businesses 
maintaining their current budgets. 
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2.5  RETAIL MEDIA
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Retail media has grown rapidly, driven by e-commerce expansion and first-party data 
advantages. In 2023, global retail media ad spend reached $120 billion, up from $88 billion 
in 2022, and is projected to hit $179.5 billion by 2025, growing at an annual rate of 15.4%. 
Major retailers like Amazon, Walmart, and Target have built billion-dollar ad businesses, 
fueling this surge. 

In parallel, India's Quick Commerce industry has seen remarkable growth, with GMV 
soaring 280% from $0.5 billion in FY22 to $3.3 billion in FY24. 

As per our survey, investments in Quick Commerce (63%) and Retail Media (44%) have 
significantly increased compared to other media channels.

Sources: MediaNews4u, Times of India
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RETAIL MEDIA’S SHARE IN 2025 MEDIA BUDGET

23% of the total media budget is expected to be invested in retail 
media by top marketers in 2025, a 36% jump since 2020 showcasing 
the heightened focus on performance-driven channels, the expansion 
of retail media networks, and the need for more precise audience 
targeting. 

This could be due to the increasing influence of e-commerce-driven 
advertising, the rising importance of first-party data, and the need for 
brands to connect with consumers at the point of purchase. 

As retail media networks continue to expand and offer more 
sophisticated targeting and measurement capabilities, marketers are 
prioritizing these platforms to drive higher ROI and enhance their 
omnichannel strategies.
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RETAIL MEDIA’S DUAL ROLE  - BRANDING + PERFORMANCE

Retail media serves a dual purpose in media 
planning, with 48.4% of marketers leveraging it for 
both branding and performance. A significant 30.7% 
prioritize retail media for performance-driven 
campaigns, emphasizing its role in conversions and 
measurable ROI. 

In contrast, only 7.7% use it exclusively for 
branding, indicating that while brand awareness is 
important, most marketers see retail media as a 
more results-oriented channel.
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80% Marketers Believe that Retail Media Directly Contributes to Their Bottom Line
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11% of the Marketing Budget is 
allocated for martech and other 
innovations in 2025, which has 
decreased from 26% in 2024.

Cautious Marketing Spends Lower Experimental Budgets
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In 2025, Martech priorities are heavily focused on data, 
analytics, and performance optimization. 

The top priority is Marketing Analytics, Performance & 
Attribution, highlighting the need for data-driven 
decision-making. 

Audience/Marketing Data and Data Enhancement 
follows closely, emphasizing the importance of clean, enriched 
data. 

Video Marketing is gaining traction as a key engagement 
tool.

Optimization, Personalization & Testing remain crucial 
for improving customer experiences. 

Lastly, Content Marketing  continues to be a strategic focus, 
reinforcing the need for high-quality storytelling and brand 
engagement.

Analytics and Attribution Remain Top Priority in Martech
ad:tech & tyroo
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5.1 EMERGING TECHNOLOGIES
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Investments in Emerging Technology

While there is cautious investment 
expected throughout the year, 
investment in GenAI and Artificial 
Intelligence continue to rise 
addressing the need for better 
efficiency in marketing investments. 
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5.1.1 Gen AI / AI
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HOW MARKETERS ARE LEVERAGING GenAI and AI
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The global conversational commerce market has experienced rapid 
expansion, growing from $7.06 billion in 2023 to $8.17 billion in 
2024, and is projected to reach $20.25 billion by 2030.

A substantial 71% of customers now expect companies to offer 
real-time communication through conversational marketing bots, 
highlighting the increasing demand for immediate and personalized 
interactions

Businesses implementing conversational commerce strategies have 
reported a 10% increase in revenue within the first six months, 
underscoring the effectiveness of personalized, real-time customer 
engagement in driving sale

Top retention channels include mediums for personalized 
communication and direct marketing messaging (CPaaS).

Customer Retention Becomes Crucial Amidst Price-sensitive Acquisitions.
ad:tech & tyroo
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Sources: Qualified, BusinessDasher
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Marketing Budget and Top Platforms for Conversational Commerce in 2025

7.5% of the Marketing Budget is Allocated 
to Conversational Commerce.

It is revolutionizing customer engagement, 
driving real-time interactions through 
chatbots and messaging platforms.

WhatsApp dominates with 72.2% adoption, 
making it the go-to platform for Marketers 
prioritizing reach and efficiency. Secondary 
platforms highlight the industry's focus on 
consumer-friendly channels.
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Learn more about us at  
https://newdelhi.ad-tech.com/ 

Learn more about us at www.tyroo.com 

https://newdelhi.ad-tech.com/
http://www.tyroo.com

