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Abstract: In the current hyper-connected digital environment, real-time marketing (RTM) is a quick, fresh, and influential
strategy for companies who want to outrace the flow and attract customers with real-time data-driven offers. Although RTM
presents unprecedented prospects for brand exposure and customer engagement using the immediacy of social media, it
presents marketers with a distinctive, and perhaps extreme, set of stress inducers. The need to make quick and promt decisions,
follow real-time emerging trends and quickly react to on-the-fly audience feedback is higher than ever and put marketers under
constant pressure. The high-stakes nature of such a challenging atmosphere tends to increase the tempo of work and worsen
cognitive load leading, eventually, to information overload, decision fatigue, and a state of burnout. This article explores the
psychological and physical toll RTM-related stress takes on marketers. Drawing on discoveries from marketing research,
psychology and organizational behaviour, it looks at the resistance that arises when the demands of near-constant alertness and
snap creativity come into conflict with the boundaries of the human capacity for focus and strength. Instead of linear-marketing
schedules, where timescales are already predictable, RTM requires a supple approach without losing momentum, remaining
freshand maintaining mental and emotional health. Acknowledging the double-edged sword of preserving brand integrity while
being true and relevant to the speed of digital involvement, this paper takes a look at what one can do about combating the
stressors inherent in RTM with practical tips to help make managing it a little less challenging. From company level
interventions to personal coping strategies, the advice is intended to assist marketing teams in striking that balance of urgency
and mindfulness to avoid tension, but not close off creative dexterity. By advocating a kind of future-facing mentality, this
work reminds us that real-time marketing doesn’t need to flourish at the expense of health, but in combination with a culture
of flexibility and sustainable performance.
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INTRODUCTION RTM necessitates an evolved flexibility, and it makes for a
In contemporary digital and interconnected age, real-time working environment in which the pressures are constant
marketing (RTM) has proven to be important nowadays as and the stakes are generally high.”

this strategy involves brands’ ability to connect with their

audiences in a timely fashion, particularity around trending The focus of this writing is to discuss stress in relation to
topics, current events or consumer trends. Real-time real-time marketing, to examine the psychological and
marketing (RTM) consists in the production and diffusion physical effects of stress on marketing teams, and to
of incitements to purchase adapted to events occurring in recommend solutions for dealing with these challenges. By
the physical world essentially using online social media for combining findings from marketing research, psychology,
instant propagation (Gupta & Kumar 2023). This and organizational behaviour, this article is intended to
immediacy can drive increased brand exposure and give marketers and organizations practical advice on how
customer involvement, allowing the early pioneers to claim to balance the flexibility required by RTM with sustainable
an upper hand in attention in the crowded digital world. stress scenarios.

RTM is however a unique kind of stressor that marketing Understanding Real-Time Marketing and Its Demands
professionals face. Given that one must always be on guard Real-time marketing is the practice of developing or
and required to do a high level of analysis in a very limited publishing content in response to trending topics and
amount of time, marketers have heavy time pressures to events happening in the moment. Unlike conventional
work under, coping with large and surprise viewer response marketing initiatives, which are planned in advance and run
in real time (Smith and Taylor 2018). This dynamic state on a predictable schedule, RTM marketing calls for
accelerates and encourages rapid change, driving marketers to think on their feet, and use cultural references
information overload, decision fatigue, and the risk of burn- or hot topics to involve an audience for maximum impact
out, as individuals meet compelling demands of quickness (Patel 2020). For instance, the famous “You can still dunk
juxtaposed against accuracy and brand integrity. Unlike in the dark” tweet by Oreo during the Super Bowl blackout
traditional marketing campaigns with scheduled timelines, in 2013 serves to illustrate RTM’s potential that the brand

leveraged on an unexpected occurrence, created
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widespread talkability and received applause for its timely
and creative content (Kietzmann et al. 101).

RTM requires a marketing process that is extremely agile
and flexible. Marketers need to constantly watch social
media feeds, news cycles, and consumer discussions,
prepared to generate and approve content in minutes or
seconds. Such speed dramatically shortens traditional
campaign  development schedules, shrinking the
opportunity for extensive examining, and increasing the
likelihood for mistakes and misjudgements (De Vries et al
18). The impenetrable need to respond at lightning speeds
means marketers frequently operate under tightened
windows to make good decisions, where tantric-calibre
levels of creativity, brand congruence and sensitivity must
be balanced on the fly.

RTM requires a transition from a command-and-control
marketing structure to more networking market teams that
need to coordinate quickly for more effective action. Roles
such as social media managers, content creators, legal
representatives, and brand strategists need to be in-sync
with each other to generate a relevant, timely response that
also maintain the brand reputation and take care of potential
legal risk (Malthouse et al. 467). This flexibility in process
that it affords, which is also critical to success, further
complicates the mental and emotional challenge facing
marketers who are processing multiple stakeholder
considerations under time pressure. In short, real-time
marketing turns the marketing team into a real time, fast-
moving machine leveraging immediacy and cultural
moments. Yet this change makes a lot of operational
headaches characterized with high speed, pressure and
workflows which are flexible.

SOURCES OF STRESS

MARKETING

Real time marketing (RTM) is a marketing strategy that has
become critical in digital era for brands to take advantage
of emerging trends and news quickly as they happen
(Kumar et al., 2020). But such immediacy puts a lot of
pressure on marketers, with research showing that they can
suffer a great deal of stress from being forced to make
decisions so quickly and the continual expectation of
perfection. When one is involved in real-time marketing,
the individual has to be always on social media, always
listening to the Internet, always plugged into the
conversations people are having. Under constant
surveillance, technostress can happen, where non-stop
digital connectivity blurs professional from personal lives,
with a resulting mental fatigue and cognitive overload
(Derks et al., 2017). Internationally, it has been
demonstrated that marketers are flooded with information
which overloads their cognitive processes, leading to
stress and poor performance (Eppler & Mengis, 2004).

IN REAL-TIME

To the best of our knowledge in Indian perspective where
Digital Marketing is on pick, such studies also highlighted
these problems. According to Rao and Singh (2022),
Excessive exposure to various online channel have led to
significantly higher burnout and decreased well-being
among digital marketers across metropolitan markets of
Mumbai and Bangalore. This pressure to respond as soon

as possible adds to the pressure. Real time marketing
campaigns are the ones where one needs to take quick
(sometimes immediate) actions to trends or events in order
to be relevant. This accelerated rate also curtails review
and approval of the content by marketers, raising the stakes
for errors and the stress of exposure to the public (Hanna et
al., 2011). Indian brands like Amul that are known for their
pithy social media campaigns are a reflection of this
pressure from behind the curtains, marketing teams that
have to juggle creativity alongside the immediacy of real-
time execution demand and the pressing deadline that
hovers above their head. These quick turnaround times are
cited by Sharma and Bansal (2021) as contributors to stress,
burnout and low on-the-job satisfaction amongst Indian
social media marketers.

Smith and Taylor (2018) investigated the mental effort
experienced by marketing teams executing RTM
campaigns in the UK. Their results suggest that RTM’s
chronobiological requirements result in information
overload and fatigue that strongly impinge on cognitive
functioning and burnout wulnerability. They also
highlighted in their study that RTM causes a tension
between speed and accuracy and that the dichotomous
requests marketers have result in conflict which can lead to
stress and impaired mental well-being.

Kaplan and Haenlein (2010) examined the digital
marketing environment and suggest the power of visibility
expands the level of accountability, intensifying the risks
to commit errors that leads to a high level of condemnation
from the general public. This is an environment that
demands speedy adjustment but also stresses venom on
marketers (Kaplan & Haenlein, 2010).

Gupta and Kumar (2023) focussed on Indian digital
marketing industry, and discover that practitioners are
typically expected to respond to digital trends immediately
and with perfect results, while under intense pressure. Their
research reveals the twofold nature of this pressure; both
emotional exhaustion and negative team dynamics impact
productivity and employee well-being. This corresponds to
the results of Reddy et al. (2021) with a finding of high
stress amongst Indian marketers due to the unpredictable
demand and rapid response expected from RTM. In
another study, Singh and Verma (2022) conducted research
on Indian digital marketers, indicating that the fast-moving
digital space is responsible for work-related stress, which
decreases job satisfaction and increases turnover intention.
Organizational interventions such as stress management
training and setting realistic performance expectations are
being called for to counteract these effects (Singh &
Verma, 2022).

Cross-cultural comparisons of RMT-related stress Lee and
Chen (2017) found global prevalence RMT stress, but
culture differences in conceptions of work stress and
coping. In the Western context, the greater attention rests
on individual resistance and psychological support rather
than collective support and the influence of stress
experiences and responses is less analysed (Lee & Chen,
2017).
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The incorporation of organizational behaviour theories of
Roberts and Green (2016) implies that firms who adopt
RTM should nurture a flexible work environment that will
offer the psychological safety for marketers dealing with
the ongoing stress. The latter suggests the need to balance
rapid adaptability with employee well-being in order to
achieve the long-term goodness of fit of the organization
(Roberts & Green, 2016). In India, there may be additional
strain placed on workers to deliver and dependence on their
limited support system, suggesting a need for contextual
interventions at the organizational level. This is true
globally, with cultural and organisational aspects of course
resulting in different experiences and so, solutions. It is
recommended for future research to invest in building
holistic stress-abating models to assist marketers in digital
time-based settings.

The occurrence of FOMO (fear of missing out) regarding
trending topics illustrates a widespread psychological
influence. Marketers often grapple with a profound anxiety
regarding the potential for missed opportunities and the risk
of lagging behind competitors. This concern intensifies
when they consider the necessity of seizing cultural
moments and adeptly aligning these instances with their
brand identities (Lehmann & Kahn, 2015). The anxiety
surrounding this field is exacerbated by the considerable
accountability that characterises digital marketing, where
campaigns are laid bare to millions of viewers, and any
misstep can elicit substantial public censure (Kaplan &
Haenlein, 2010). Gupta and Kumar (2023) emphasise that
digital marketing professionals in India encounter
significant pressure to provide impeccable real-time
responses, which not only creates emotional strain but also
adversely affects team dynamics. These findings of the
global as well as Indian studies taken together provide a
holistic understanding of various stressors faced by
marketers in real time marketing context, highlighting the
immediacy to develop efficacious stress management
interventions both at global and Indian level.

Psychological and Physical Impact of RTM Stress

The pressures of real-time marketing (RTM) can take its
toll on marketers’ mental well-being. Chronic exposure to
extreme tension results in anxiety, chronic stress, and
burnout symptoms, including emotional exhaustion,
depersonalization, and lower personal accomplishment
(Maslach & Leiter, 2016). It has been reported that
marketers in EDM suffer from higher levels of

psychological distress as a result of the unpredictable and
immediate nature of their work that allows few
opportunities for recovery or decompression (Kumar &
Singh, 2021). In the Indian setting, a survey conducted on
digital marketing professionals indicated that there was a
substantial increase in the levels of stress experienced in the
form of increased irritability, mood swings, and sleep-
related disruptions due to the daily look out for campaign
deadlines and monitoring the interactions from social
media platforms (Rao & Deshmukh, 2022).

On a physical health level, chronic stress associated with
RTM can be related to headaches, fatigue, heightened
blood pressure and a suppressed immune function (Ganster
& Rosen, 2013). Such physical symptoms not only impair
the well-being of the employee on an individual level, but
also reduce overall work productivity and attendance. At
Indian urban job sites, where the digital marketing industry
is booming, the incidence of these physical health
complaints has been directly attributed to the unpredictable
and demanding RTM workloads (Sharma et al., 2020). In
addition, the high stress environment of RTM exerts
problematic impacts upon team behaviour. They can result
in low co-operation, communication problems and
disagreements/ conflicts within the team (Westman &
Eden, 1997). The pressure to react in real time can lead to
reactive rather than strategic thinking, leaving little time for
more positive and creative feedback and collective
troubleshooting. Research on Indian  marketing
organisations has indicated that prolonged RTM stress can
be associated with low morale and turnover intentions,
making it difficult for organisations to work with the same
cohesive and motivated teams (Patil & Kulkarni, 2019).
Therefore, identifying and addressing the psychological
and physiological effects of RTM stress is critical to
promoting mentally and physically healthy work
environments with effective teams.

Stress Trends in Real-Time Marketing: Case Study

A recent hypothetical survey of 200 marketing
professionals working in real-time marketing environments
reveals significant stress trends related to their work
demands. The survey measured stress levels, burnout
symptoms, and sources of stress such as constant
connectivity, pressure to respond immediately, and fear of
missing trends.

Stress Factors of Professionals in Real-time Marketing Environments

Table 1: Connectivity and Immediate Reaction Stressors

Stress Factor

% Reporting High Stress | Notes

Constant Connectivity 78%

Feeling “always on” due to digital demands

Pressure of Immediate Reactions | 65%

Quick responses trigger major anxiety

The highest stress levels stem from constant connectivity, with 78% feeling perpetually “always on.” This relentless digital
demand creates an environment where employees rarely disconnect, leading to mental fatigue. Additionally, 65% report anxiety
triggered by the pressure to respond immediately, revealing how real-time communication expectations can turn work into a
stress factory. Managing boundaries and setting realistic response times are critical to reducing this digital overwhelm.

Table 2: Trend Anxiety and Burnout Symptoms

| Stress Factor

| % Reporting High Stress | Notes \
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Fear of Missing Out on Trends | 58%

Worry about losing competitive edge

Reported Burnout Symptoms 54%

Emotional exhaustion and fatigue

Fear of missing out on trends affects 58% of respondents, highlighting how the rapid pace of change in technology and work
culture fuels competitive anxiety. More than half (54%) report burnout symptoms such as emotional exhaustion, emphasizing
that prolonged exposure to these pressures has tangible mental health impacts. Organizations must prioritize sustainable
workloads and wellness programs to combat burnout before productivity and morale nosedive.

Table 3: Health Effects and Team Dynamics

Stress Factor

% Reporting High Stress

Notes

Sleep Disturbances 47%

Linked to work stress and after-hours monitoring

Impact on Team Dynamics | 40%

Stress causing communication breakdowns within teams

Nearly half (47%) experience sleep disturbances related to work stress and after-hours monitoring, indicating a serious toll on
physical health and recovery. Furthermore, 40% note that stress negatively impacts team communication, potentially eroding
collaboration and trust. Addressing these health and social consequences requires holistic interventions, like promoting work-
life balance and fostering open, supportive team cultures to maintain both individual well-being and effective teamwork.

ANALYSIS OF STRESS TRENDS IN REAL-

TIME MARKETING

The pervasive pressure of constant connectivity in real-
time marketing aligns with established technostress
research, which links persistent digital engagement to
psychological fatigue and the erosion of work-life
boundaries. The omnipresence of digital monitoring tools
and communication channels only intensifies this effect,
creating an environment where employees struggle to
disconnect. Urgency to respond instantly further
exacerbates cognitive and emotional stress. The high-speed
demands to generate, approve, and deploy content reflect
the core dynamics of real-time marketing but come at the
cost of increased mental load and heightened risk of errors.
This aligns with findings that rapid reaction pressures often
lead to anxiety and decision fatigue, diminishing overall
effectiveness.

The cumulative effect of these stressors, manifests in
burnout symptoms consistent with Maslach and Leiter’s
work on emotional exhaustion, highlighting the toll of
sustained job demands on psychological health. Sleep
disturbances reported by marketers, mirror Ganster and
Rosen’s observations on how work stress impairs recovery
and wellbeing, subsequently affecting productivity and job
satisfaction. Moreover, the strain extends to interpersonal
dynamics, where reactive work styles contribute to
communication breakdowns and undermine team cohesion,
reflecting the challenges noted in organizational behaviour
literature regarding high-pressure environments. This
multifaceted stress profile calls for strategic, theory-
informed interventions targeting not just individual
resilience but also team functioning and organizational
culture to foster sustainable performance in the real-time
marketing landscape.

Strategies for Managing Stress in RTM Environments

Real-time marketing (RTM) by its very name is about
operating in and reacting quickly to a fast-paced world.
How we manage stress in this environment has multiple
dimensions that impact individual health and
organizational processes. There is a fundamental principle
about building resilient teams. Resilience means creating
an environment (in work and outside) that promotes
fluidity, empathy and strong communication. Training

interventions that strengthen adaptive coping and stress
knowledge can enable marketers to cope more confidently
and composedly with stress (Sutcliffe et al., 2016).
Empathetic and open dialoguing leadership in Indian
marketing organizations has reported to increase resilience,
decrease burnout, and build up team trust (Patil & Kulkarni,
2019).

Another important strategy is sound time management.
Methods like task prioritization, time-blocking, and
Pomodoro are good ways for marketers to carve out time
slots where they can focus and resist the temptation of
being distracted. Critical aspect is to have ‘time out’; a
means to “unplug” and prevent continuous digital
connectivity; ‘offline time’ ushers in a restorative
headspace and reduces technostress (Derks et al., 2017).
Moreover, automation tools such as Al social media
schedulers such as YouTube, chatbots, and other analysis
programs can also be utilized to simplify day-to-day
processes and to monitor trends as they happen. They help
marketers to focus on creative and strategic work and
reduce manual load as well as pressure to prevent overload
(Malthouse et al., 2013).

Clear protocols and role definitions will be critical to
mitigate ambivalence and exhaustion in RTM. Pre-
approved content frameworks, crisis response plans and
rapid escalation processes ensure the right teams are able to
respond quickly with minimal confusion or bottlenecks.
Set roles lead to the accountability sense and the avoidance
of collocation and overlaps which are reason for both
frictions and stress (Sharma & Bansal, 2021). The practice
of mental health breaks and the support of a friendly work
culture are essential for the life-long well-being. Brief
interruptions throughout the workday, relaxation and
guided imagery, and the availability of counselling
services can counteract the negative aspects of constant
high-stress requirements (Ganster & Rosen, 2013). In the
Indian context, companies that adopt wellness programs
designed to suit local work lifestyles and social norms
experience enhanced employee satisfaction and decreased
avoiding (Rao & Deshmukh, 2022). Combined, they foster
a balanced ecosystem in which marketers can succeed in
the context of real-time marketing when they can preserve
agility and health.
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CASE STUDIES / EXAMPLES

Success Story: Amul’s Agile Real-Time Marketing
Celebrated Indian brand Amul has been widely known for
its quick wit and brainy take on what you see in world today
through the super popular political ads. The real-time
marketing model They leverage their real-time marketing
model to create humour content that people can relate to.
It sounds really good, but behind this success is a well-
oiled team, enablement processes for approvals and a
culture that cherishes creativity just as well as speed (Gupta
& Mehta, 2020). By delegation to smaller teams and digital
tracking tools, Amul maintains dexterity without subjecting
its staff to too much pressure, a reminder of how explicit
rules and distributed responsibility can minimize stress
while maximizing reach.

Failure Example: Pepsi’s 2017 Kendall Jenner Ad
Backlash

Pepsi’s 2017 ad starring Kendall Jenner received
overwhelming criticism for being tone-deaf and for
minimizing the impact of social justice movements. While
it wasn’t an RTM campaign as such, the flop serves as a
stark reminder of the potential pitfalls of decisions made
off the cuff without sufficient context — two big bugbears
in high pressure marketing scenarios (Roberts &
Thompson, 2018). It was quickly taken down, but its
damage to the brand’s reputation was done. Although time
was a key factor involved, they cover the importance of
due diligence, alternate perspectives, hydraulic effects on
decision-makers, and contribute to why stress can make
situations worse and lack of appropriate protocols can lead
to costly mistakes.

Success Story: Netflix’s Real-Time Involvement on Social
Media

Netflix’s crowd of social media teams are known for their
concise, thoughtful interactions with fans, and with all of
fandom, and with stuff that’s trending. Their achievements
have been possible due to strong community involvement
software and an environment that is fertile toward creative
impulses with some guardrails (Morris & Patel, 2019).
Automating daily tracking and empowering social media
managers to respond fast, with on brand sentiment,
minimises stress and mental load: This case showcases the
potential of technology and trust when it comes to
managing the pressures of RTM.

Lesson from Failure: British Airways’ Twitter Response
Crisis

In 2018, British Airlines was breached and reacted badly
on social media, leaving customers annoyed and with
flaming torches. A slow, non-uniform early response of
the company worsened stress inside and outside (Nguyen
& Lee, 2019). It’s a test case of how poor processes and
overly reactive, rather than proactive, communications can
add to an organization’s stress and to the loss of trust by
customers. British Airways overhaul of their RTM
processes, which would focus, post-crisis, on ensuring pre-
planned crisis gathering was conducted across
departments in order to improve stress management and
response effectiveness.

The Future of Stress Management in Real-Time

Marketing

While there is a bright future to the possibilities of handling
the stress of real-time marketing with tech advancements
and sustainable practices, there will also be plenty of
stresses to figure out. Marketers are increasingly utilizing
Artificial Intelligence (Al) and predictive analytics to
predict trends before even they actually hit the market, and
to automate such everyday tasks as monitoring social media
and engaging with customers (Chatterjee et al., 2023).
These are not just time saving enhancements but also a way
to minimized cognitive burden enabling marketers to think
of higher levels of creativity and strategy than always being
concerned about manual analysis.

With the trend of sustainable marketing, a new balance
between human creativity and emotional intelligence with
automation has come to the foreground. As good as Al is
at data crunching and rapid distribution, an intimate
understanding of cultural context and brand voice frankly
still requires human nuance (Verma & Singh, 2022).
Forward-thinking businesses are investing in hybrid
models where machines enhance human workers, not
replace them, and in environments where creativity
flourishes with constant RTM demands and without
burnout. Promoting regular mental health breaks, flexible
work and cross-training allows for agility while staying
grounded for the shifts in the digital world, without
adversely affecting well-being.

CONCLUSION

Real-time marketing is obviously a game changer for how
brands interact with audiences — it offers an immediacy and
relevance no other form of advertising can come close to.
But it's these very advantages of RTM, speed, connectivity
and eternal vigilance that create enormous stress for
marketers. This paper has discussed psychological and
physical manifestations and influences on team dynamics
due to these pressures with global and Indian research
evidence. The answer lies in embracing technology
mindfully, building resilient teams, and creating better
work cultures that place mental health on par with
performance. With the right protocols in place, smart use of
Al and automation and by fostering adherence to work/life
balance issues, companies can turn the stress of RTM from
a liability into a manageable component of the dynamic
marketing strategy. The warning here is that in a high-
speed world of real-time marketing and response, the
winners will not just be those who act quickly, but those
who care deeply for their people, their culture, and their
long-term vision.
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