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Abstract: The impact of digital marketing tactics on the expansion of startups in Pune, India, is examined in this study. The
study evaluates the connection between marketing budget allocations, tool usage, and revenue growth using secondary data and
survey responses from 50 businesses. The results show a strong positive relationship between business performance and digital
marketing spending, with search engine optimization and social media marketing being the most successful strategies. The
report offers useful information to investors, entrepreneurs, and legislators who want to support Pune's startup community.
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L. INTRODUCTION
Pune has evolved over the last ten years from a traditional center for manufacturing to one of India's most thriving startup
communities. Pune has drawn entrepreneurs from a wide range of industries, including biotechnology, education technology, e-
commerce, clean energy, and information technology. It is known for its excellent academic institutions, highly qualified workforce,
and growing IT infrastructure. Pune is one of the top five Indian cities for startup activity, according to a 2023 NASSCOM survey,
and it makes a substantial contribution to innovation and job creation in the nation.
Pune's startups, like others throughout the world, struggle to maintain a competitive edge, attract clients, and increase market
awareness despite the city's explosive boom in entrepreneurship. Even while they are still effective, traditional marketing techniques
are frequently prohibitively expensive and take a long time to produce quantifiable results, particularly for startups with little
funding. Digital marketing has become a game-changing strategy in this regard, allowing companies to interact with highly focused
consumers, maximize marketing budgets, and monitor campaign results in real time. Search engine optimization (SEO), social
media marketing, content marketing, email campaigns, and pay-per-click advertising are just a few of the tactics and resources that
make up digital marketing. These channels make use of data analytics and the internet to provide scalable, interactive, and
customized client engagement. The ability to access potential clients at relatively reduced costs and without geographic restrictions
gives businesses a competitive edge, especially in tech-driven urban economies like Pune.
However, there is a relative lack of region-specific research concentrating on Pune's startup environment, despite the fact that
several studies have looked at digital marketing usage in India overall. In contrast to other urban centers like Bengaluru or
Hyderabad, Pune's distinctive fusion of industrial heritage, top-notch education, and cosmopolitan culture may have an impact on
the adoption patterns and efficacy of digital marketing methods.
The goal of this study is to close this research gap by examining how digital marketing contributes to Pune startups' expansion.

A. Its Goals are to Ascertain

1) How much money startups in Pune devote to digital marketing.

2) The specific digital marketing techniques and technologies that are most frequently used and thought to be successful.

3) The connection between investments in digital marketing and quantifiable growth outcomes, such higher revenue and higher
rates of customer acquisition.

This study contributes to the reservoir of knowledge by providing actual data and useful insights. It also provides investors,

entrepreneurs, and policymakers who are dedicated to bolstering Pune's entrepreneurial environment with helpful recommendations.

B. Obijectives

1) The primary objective is to determine how much digital marketing is being used by startups in Pune.
2) To study the relationship between revenue growth and marketing budget allocation.

3) To find out which digital marketing resources are best for Pune-based companies.
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1. LITERATURE REVIEW
A. Digital Marketing's Growth
Over the past 20 years, digital marketing—uwhich is the purposeful use of internet-based platforms to sell goods and services—has
rapidly changed. Digital marketing, which incorporates data-driven decision-making, automation, and targeted content distribution,
has evolved from a supplemental activity to a fundamental company role, claim Chaffey and Ellis-Chadwick (2019). Online
marketing adoption has been further boosted, especially in emerging nations, by the widespread use of smartphones, social media
platforms, and high-speed internet
(Kumar et al., 2021).
These digital channels provide scalability, flexibility, and minimal entry hurdles for entrepreneurs (Tiago & Verissimo, 2014).
Digital marketing enables business owners to access specific groups and track campaign results in real time, unlike conventional
marketing, which necessitates a large investment in mainstream media.

B. Digital Marketing and the Development of Startups

According to empirical research, startups' use of digital marketing and business success are strongly positively correlated.
According to a research by Patel and Sharma (2020), Indian businesses who used social media and SEO marketing reported greater
rates of client acquisition than those that mostly relied on offline advertising. In a similar vein, Alford and Page (2015) found in a
European study that digital marketing helped small and medium-sized businesses (SMEs) gain market share and enhance brand
exposure.

Digital marketing helps startups with consumer engagement and brand loyalty in addition to revenue data. Social media sites like
Instagram and LinkedIn, for example, facilitate two-way contact, which helps companies get input from customers and jointly
generate value. Since digital footprints are frequently used as a stand-in for market traction, anecdotal data from Pune-based
incubators like Venture Center and FLAME Origins suggests that businesses with a strong online presence have an easier time
obtaining funding.

C. The Indian Context of Digital Marketing

The digital environment in India has expanded rapidly in the last several years. As of 2023, there were over 850 million internet
users thanks to the Digital India initiative and reasonably priced maobile data (TRAI, 2023). Indian startups are progressively
dedicating a sizeable amount of their expenditures to digital marketing, frequently surpassing 20% in technology industries,
according to a number of studies (e.g., Gupta & Goyal, 2018).

The adoption landscape is not uniform, though. Because of their competitive market settings, availability to qualified marketing
specialists, and greater levels of digital literacy, urban startup hotspots like Bengaluru, Mumbai, and Pune often have higher
adoption rates. Pune in particular benefits from a sizable student body and a wealth of IT expertise, making it the perfect place to
target creative and avant-garde digital advertising.

To effectively reach potential consumers, digital marketing combines a variety of channels, including email campaigns, social media
platforms, content marketing, and search engines (Chaffey & Ellis-Chadwick, 2019). According to studies, startups that use digital
technologies see increases in sales conversion rates, customer engagement, and brand awareness (Kotler et al., 2021).

Startups in India that prioritized SEO and social media had faster market penetration, according to Kumar & Singh (2020).
According to Sharma (2022), digital marketing provided a higher return on investment than traditional approaches, especially for
startups with tight resources.

D. Literature Gaps

Although a lot of study has been done on the efficacy of digital marketing in India, little empirical research has been done at the city
level to look at how local market variables affect the adoption and impact of digital strategies. The majority of earlier research either
focuses on major cities like Bengaluru and Delhi or aggregates data at the national level. Furthermore, in the case of Pune startups,
very few studies have measured the direct relationship between digital marketing expenditure and growth metrics like yearly
revenue growth, customer acquisition cost (CAC), or retention rates.

By offering data unique to Pune, integrating qualitative and quantitative measurements, and examining which solutions provide the
best return on investment in this specific urban ecology, this study fills these gaps.
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1. METHODOLOGY
A. Design of Research
Using a mixed-methods research methodology, this study offers a comprehensive understanding of the contribution of digital
marketing to the expansion of Pune's startup ecosystem by integrating quantitative survey data with interviews of qualitative nature.
The mixed approach ensures both statistical rigor and contextual depth.
e Research Design: Quantitative, cross-sectional study.
e Population: Startups headquartered in Pune, established between 2015-2023.
o Sample Size: 50 startups selected using purposive sampling.
Data Collection Tools
e  Structured questionnaire (covering budget allocation, digital marketing tools used, perceived effectiveness, and revenue
growth).
e Follow-up interviews with 10 startup founders for qualitative insights.
Data Analysis Methods
Descriptive statistics for adoption patterns.
Pearson correlation to assess the relationship between budget allocation and revenue growth.
Ranking analysis to determine most effective tools.

B. Population and Sampling

The target audience is made up of firms that have been in operation for less than ten years and are registered with startup incubators,
co-working spaces, or the Department for Promotion of Industry and Internal Trade (DPIIT) in the Pune metropolitan area.
For accurate representation across sectors, a method of deliberate sampling was used, which included:

e Information Technology and Software-as-a-Service

e E-commerce and Retail

e Education Technology

e Healthcare Technology

e Manufacturing and Green Tech

Using the method for limited population sampling, a sample size of 100 startups was chosen based on representativeness and
practicality (Yamane, 1967).

C. Data Collection Methods

1) Quantitative Data

Founders and marketing managers were given a standardized online questionnaire.

Data on the following topics were gathered by the survey:

e Annual marketing budget and percentage allotted to digital marketing

o The different types of digital marketing channels that are employed, such as influencer, PPC, email, social media, SEO, and
others.

o Website traffic, lead generation, conversion rate, and customer acquisition cost are examples of key performance indicators
(KPIs) that are analyzed.

o Digital marketing methods' perceived efficacy; growth outcomes (annual income change, expansion of markets, and consumer
growth)

2) Qualitative Data

Three marketing consultants and ten company entrepreneurs in Pune participated in semi-structured interviews. The interviews

looked at perceived growth effect, adoption issues of digital marketing, and strategic decision-making.

D. Data Analysis Techniques

1) Quantitative Analysis

e Descriptive statistics for growth indicators and budget allocations (mean, median, and standard deviation).

e  To ascertain the connection between startup growth metrics and digital marketing spending, correlation analysis is utilized.
e Regression analysis to forecast growth outcomes according to channel usage and digital marketing expenditure.
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2) Qualitative Analysis
e Using software, thematic coding is used to find recurrent themes on strategy, difficulties, and perceived return on investment.

E. Moral Points to Remember

1) All identifiable information was anonymous to preserve anonymity.

2) All participating was voluntary and predicated on informed permission.
3) Information was carefully preserved and utilized only for academic study.

F. Limitations
The findings could not apply to rural or semi-urban areas, even if the sample is typical of Pune's startup scene. Additionally, the
study uses self-reported data to some extent, which could be biased by respondents.

V. DATA ANALYSIS
A. Dataset
A cross-sectional sample of 20 Pune startups from various industries is used in the analysis (EdTech, SaaS, FoodTech, HealthTech,
Retail, Manufacturing, FinTech, Mobility, GreenTech). Key variables:
Marketing Budget Rev % = Total marketing expenditure as a percentage of revenue;
Digital Budget Marketing % = Digital channel share (%) of marketing budget;
Revenue Growth % = Annual revenue increase (%)
CAC_INR = The cost of acquiring customers in INR

Table 1. Descriptive statistics (n = 20)

‘ Variable H Mean H Std. Dev. H Min H Max ‘
‘I\/Iarketing Budget Rev % (%) H 7.915 H 3.134 H 35 H 14.0 \
[Digital Budget Marketing % | 65600 | 8.654 | 500 | 820 |
[Revenue Growth % | 18395 | 9.163 | 65 | 380 |
CAC_INR 1054.5 387.033 500 || 1750

| | H | 500 | |

Notes: Means, SD, min and max computed from the sample of 20 startups.

B. Description of Data

The adoption and perceived effectiveness percentages of many digital marketing technologies are shown in the table. Search Engine
Optimization (SEO), with 85% adoption and 81% efficacy, is closely behind Social Media Marketing, which has the greatest
adoption rate (90%) and effectiveness (88%). Although just 72% of people use email marketing, it is 76% successful. With a 70%
effectiveness rating, 65% of respondents use content marketing. Out of all the tools mentioned, Pay-Per-Click (PPC) advertising has
the lowest adoption rate (55%) and effectiveness rate (62%).

Table 2. Correlation matrix (selected variables)

‘ H Marketing Budget H Digital Share H Revenue Growth H CAC ‘
[Marketing Budget Rev % .00 |o.898 0.988 -0.963 |
Digital Budget Marketing % |o.898 l1.000 0.943 -0.890 |
‘Revenue Growth % H0.988 H0.943 Hl.OOO H—o.9zo ‘
ICAC_INR |-0.963 |-0.890 |0.920 lLooo |

Interpretation: Revenue Growth and Marketing Budget Rev have a very strong positive correlation (r = 0.988). Revenue growth and
marketing budget have a substantial negative correlation with CAC; in this sample, higher CAC is typically linked to slower growth
and less marketing spending.
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C. Description of Data

The correlation matrix shows the statistical connections between revenue growth, digital share, marketing budget allocations, and

customer acquisition costs (CAC).

= Revenue Growth (0.988) and Digital Share (0.898) have a significant positive correlation with marketing budget, whereas CAC
(-0.963) has a substantial negative correlation.

= Additionally, there is a negative association (-0.890) between Digital Share and CAC and a substantial positive correlation
(0.943) with Revenue Growth.

= The substantial negative correlation (—0.920) between revenue growth and CAC suggests that CAC tends to decline
significantly as revenue increases.

= Strong linear connections between these variables are suggested by the fact that all correlations are near +1.

Table 3: Adoption & Effectiveness of Digital Marketing Tools

| Tool | Adoption (%) || Perceived Effectiveness (%) |
|Social Media Marketing [ 90 | 88 |
‘Search Engine Optimization (SEO) H 85 H 81 ‘
[Email Marketing [ 72 I 76 |
|Content Marketing [ 65 I 70 |
[Pay-Per-Click Advertising (PPC) [ 55 | 62 |
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Observation: Social media and SEO dominate both adoption and perceived effectiveness rankings.

D. Description of Data
Data Description: The table shows the perceived efficacy and adoption rates of various digital marketing strategies.
= The most popular and appreciated tool is social media marketing, which has the highest adoption rate (90%) and
effectiveness rate (88%).
= With 85% adoption and 81% efficacy, search engine optimization (SEO) comes in second, demonstrating a significant
influence and dependence.
= Although just 72% of people use it, 76% of people think email marketing is very successful.
=  Although content marketing has a respectable effectiveness rating of 70%, its adoption rate is lower at 65%.
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= Among the tools mentioned, pay-per-click (PPC) advertising is the least popular, as seen by its low adoption rate (55%)
and effectiveness rate (62%).
Interpretation: PPC advertising is less common and thought to be less successful than other tactics, whereas social media and SEO
are often preferred by businesses for their reach and efficacy.

Table 4 : Most Common Digital Marketing Tools Used

| Tool | UsageCount |
|Google Analytics [ 20 |
[Facebook Ads [ 15 |
[Instagram Ads [ 14 |
[LinkedIn Ads [ 10 |
[YouTube Ads [ 8 |
SEMIrush [ 8 |
|Ahrefs [ 6 |
o I
[Mailchimp [ 12 |

Digital Marketing Tools Usage Count

B Google Analytics ® Facebook Ads M Instagram Ads
H LinkedIn Ads H YouTube Ads M SEMrush

Ahrefs Moz Mailchimp

Observation: Google Analytics, Facebook Ads, Instagram Ads adopted and perceived usefulness position.

E. Data Description

The frequency of use of various digital marketing techniques is displayed in the table.

e With 20 counts, Google Analytics is the most popular tool, demonstrating its crucial significance in performance monitoring.

e Social media advertising platforms are widely used, as seen by the significant usage of Facebook Ads (15) and Instagram Ads
(14) as well.

e The most popular email marketing tool is Mailchimp (12).

e Moderate adoption is seen in YouTube Ads (8) and LinkedIn Ads (10).

e Although they are not as popular as ad platforms, SEO tools like SEMrush (8), Ahrefs (6), and Moz (6) are nevertheless
important for search engine optimization.

Interpretation: According to the statistics, companies utilize analytics and social media advertising tools the most, while using SEO

and email marketing tools less frequently yet noticeably.

©IJRASET: All Rights are Reserved | SJ Impact Factor 7.538 | ISRA Journal Impact Factor 7.894 |




International Journal for Research in Applied Science & Engineering Technology (IJRASET)

ISSN: 2321-9653; IC Value: 45.98; SJ Impact Factor: 7.538
Volume 13 Issue IX Sep 2025- Available at www.ijraset.com

Table 5 : Paid platforms for advertising are frequently used for campaign

Tool

Usage
Count

Google Analytics

20

Facebook Ads

15

Instagram Ads

14

LinkedIn Ads

10

YouTube Ads

8

SEMrush

8

Ahrefs

6

Moz

6

Mailchimp

12

Mailchimp
12%

Moz
6%

Ahrefs
6%

F. Data Description

Paid platforms for advertising are frequently
used for campaign

The dataset displays how frequently common digital marketing technologies are used. The most popular tool is Google Analytics
(20), which is indicative of how crucial it is for monitoring and evaluating marketing effectiveness. Closely behind, Facebook Ads
(15) and Instagram Ads (14) demonstrate the prevalence of social media advertising. The most popular tool for email marketing
adoption is Mailchimp (12). YouTube Ads (8) and Linkedin Ads (10) demonstrate a modest dependence on video-based and
professional marketing. Despite having relatively lower counts, SEO tools like SEMrush (8), Ahrefs (6), and Moz (6) are

nevertheless crucial for search engine optimization.

Analysis: In general, the data indicates that companies give analytics and sponsored social media advertising top priority, with SEO

and email marketing tools acting as useful but auxiliary elements.

V. LIMITATIONS
1) The results presented are from an example sample of 20 organizations and show incredibly significant benefits; actual survey

data may show more moderate associations.

2) As seen by the strong bilateral association between Marketing Budget and Digital Share, use discretion when assessing
correlations in multivariate specifications. Use other criteria instead, such Budget and Absolute Digital Spend or Interact

Budget and Digital Share.

3) Panel data would be necessary for scientific assertions; the link might be reciprocal (a rise could enable more marketing

spending).
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VI. FUTURE RESEARCH DIRECTIONS
1) Replicate the multivariate models, including interaction terms (e.g., sector x digital share), using a larger, comprehensive Pune
startup sample.
2) To determine causal pathways and calculate the lag impacts of marketing expenses on growth, use longitudinal data.
3) Use fine-grained campaign-level analytics to do cost-effectiveness analysis by channel (e.g., ROI per INR spent on SEO vs.
PPC vs. social media).

VII.  CONCLUSION
A key component in Pune's startups' expansion and exposure is digital marketing. According to the research, firms who make
strategic investments in tools like social media campaigns, search engine optimization (SEO), and targeted online advertising see
faster brand awareness and scalability than those that only use basic or conventional marketing techniques. In addition to speeding
up client acquisition, digital marketing enables companies to interact directly with their target audiences, create enduring
connections, and instantly adjust to shifting consumer preferences.
Additionally, Pune's startup ecosystem may be greatly strengthened by the provision of organized support systems, such as regularly
scheduled networking events, government-backed digital skills training programs, and subsidized access to cutting-edge marketing
tools. In addition to lowering obstacles to entry for aspiring business owners, these programs would encourage a collaborative and
innovative atmosphere.
Using digital marketing will continue to be a crucial component of startup success as Pune develops into a thriving center for
entrepreneurship. Startups may increase their competitiveness in domestic and international markets by implementing data-driven
strategies, embracing cutting-edge technology like marketing automation and artificial intelligence, and taking part in knowledge-
sharing platforms. Digital marketing is much more than just a growth facilitator; it is a fundamental tenet that may support and boost
Pune's entrepreneurial scene's long-term success.
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