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PECULIARITIES OF SOFTWARE PRODUCTS MARKETING
The article deals with the issues of software marketing mix development, taking into account
its specific character as a commodity. The difference between the notions of "software product” and
"software tools" from the marketing perspective is reasoned.
Keywords: marketing; software; market, information technologies.

Terana Cepkyran, Harania IIlnanak, Onaekciii Cepkyran
OCOBJINBOCTI MAPKETUHI'Y ITPOT'PAMHUX ITPOJYKTIB
Y cmammi pozeasnymo npobaemu po3pooKu KOMNAEKCY MapKemunzy npozpamHozo
npooyKkmy 3 ypaxyGawusm iioco cneuyugixu sk moeapy, 006edeHO pI3HUUIO 8 NOHAMMSAX
"npoepamuuii npodyxm " ma "npozpammue 3abesneuennsn” 3 mouxu 30py mapxkemuney.
Karouogi caosa: mapxemune; npoepamme 3a6e3neuents; puHoK, iHghopmayiini mexnonoeii.
Jim. 11.

Tatbana Cepkyran, Haramua Illnanak, Anekceii CepkyTan
OCOBEHHOCTU MAPKETHUHTA ITPOI'PAMMHBIX ITPOJ1YKTOB

B cmamve paccmompenvt npobaemvl paspabomku Komniexca MmapkemuHza
npOZPAMMHO20 NPOOYKMA C Y4emom e20 cneuuuxku Kax moeapda, npooeMoHCMPUpOSAHbl
pazaunus 8 nowamusax "npozpammusiii npodykm'" u "npoepammmuoe obecneuenue” ¢ mouxu
3peHus MapKemunea.
Karoueevie caoea: mapkemumne; npozpammuoe obecneueHue; pPbIHOK; UHGOPMAYUOHHbLE
MexXHOA02UU.

Introduction

The software products market is rapidly developing in Ukraine, and although
foreign-made products still dominate, domestic soft products get increasingly bigger
interest. The market segment of big universal software is mainly filled up, our software
engineers could well compete with foreign companies at the market of specialized and
unique software, provided they use marketing wisely.

Still, experience shows that small companies, specializing in developing software
on demand are unable to arrange the work on a permanent basis. On the one hand,
they do not consider it necessary to hire qualified marketing specialists and the lack
of sufficient knowledge and practice of application of modern marketing tools of soft-
ware designers reduces drastically the efficiency of their sales. At their presentations
they weary their potential buyers with technical details, which often are not clear for
final users, because the latter believe that a software product must sell itself.

On the other hand, marketing specialists, due to specific qualities of software
products, even if they are staff members of IT-companies are unable to promote their
product efficiently at a market, as they cannot describe its advantages in the language
of final users (Yehlakov, 2009).

The research and publications analysis

A number of scientists investigated the problems of application of various mar-
keting elements in the sales of software products. Among them we may mention
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N.V. Makarova, N.G.Marchenkova, V.I. Nardyuzhev et al. Still, the peculiarities of
application of marketing mix for software product as a commodity require further
investigation.

The peculiarities of software marketing are primarily caused by specific features
of this commodity.

Different authors give similar definitions of a software product:

A software product is a combination of separate programmes, their specifica-
tions, quality assurance, advertising materials and measures, aimed at users teaching,
distributing and accompanying of such programmes (Kozyrev, 2003; Kurinin,
Nardyuzhev, 2006).

Some consider software product as a commodity only; "A software product is a
complex of interrelated programmes for the solution of a certain problem (task) of
mass demand, prepared for realization, just like any other type of industrial out-
put"(Makarova, 2004).

According to domestic normative documents a software product is a software
tool, designated for delivery to a user, which may be treated as a complex of comput-
er programmes, assisting user in the process of solving the tasks, without manufac-
turers' participation ("On the general requirements ...", 2009).

ISO 12—-207 international standard defines software product as a set of comput-
er programmes, procedures and documents and data, possibly linked with it.

The unresolved issues

However, from the point of view of marketing, it is advisable to separate the
notions "software products” and "software tools", as they are determined for different
segments of buyers, they possess different consumer qualities as commodities and
require different marketing techniques.

Key research findings

Nowadays the market of IT-technologies is full of many different products,
which are used by consumers at different branches and which are able to satisfy
absolutely different needs. Except software products, these include computer games,
development of Internet sites etc.

Thus, from the marketing perspective "software product” means a prepared com-
puter solution (information technology), specified for a particular final user, and
"software tools" is the development of programmes and information systems for IT
specialists, who model such programmes, creating, in turn, software products of their
own. For the first case it could be consumers, buying goods for their use and also cor-
porate clients, purchasing products to support their main activity, in no way related to
IT-technologies.

Hence, the definition of software products in the domestic standards seems to be
most satisfying.

Experience shows that such division stipulates not only different aims of buying
software products but also different requirements of buyers.

Final consumers are primarily interested in the possibilities for software applica-
tion, its productivity and results. As a rule, they estimate software products by the fol-
lowing criteria:

— functionality of the product proposed, solving particular problems of users
and possibilities for further upgrade;
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— combinability of the processing algorithm with the required standards, regu-
lations and orders of appropriate business processes;

— the possibility of downloading of a complete functional demoversion of a
software product and testing its work capacity;

— software reliability, possibility of its recovery in case of a system failure, avail-
ability of tests and examples of "critical” processing procedures;

— comfort of application, simplicity and intelligibility of interface, quality of
registration and operating speed;

— teaching of personnel and opportunities of regular consultations for staff
(Yehlakov, 2009).

IT specialists evaluate a software product from the point of view of difficulties
with its implementation and further maintenance. The list of parameters under such
analysis most often includes:

— simplicity of software installation and quality documentation;

— future expenses on maintenance and technical support;

— the possibility for product integration with other applications;

— the possibility of exploitation of a proposed product on the existing software
platform and possibility for shifting it to other software platforms;

— the required capacity for installation and its time, and also time, required for
recovery after the programme failure;

— the degree of protection from unauthorized access and possibility of moni-
toring this;

— the availability of qualified support for software products from developers
and the cost of user's support;

— services, connected with supply of software tools;

— product's quality, verified by certificates and other documents;

— sufficiently long period of product's existence, which should be a good sign
of its reliability;

— official status of product, confirming serious, long-term intentions of its
manufacturers, i.e. official registration of a software product and the registered trade
mark;

— the implementation efficiency and quick reaction to users' requests
(Yehlakov, 2009).

The price of a software product is certainly the most important consumer char-
acteristic, both for the first and the second case and as cheaper versions of software
products have appeared lately, price formation is increasingly becoming one of the
major factor in sales (Aglitskiy, 1998).

At the same time specific character of price for software products in a mar-
keting mix often presumes that the price of software products is but a product's
positioning, rather than the reflection of production costs. And if it is still possible
to predict a potential market for a software product, prediction of demand seems
to be very difficult, due to difficulties in assessing the value of a product for poten-
tial buyers and permanent upgrade of technologies (Marchenkova, 2008). For
some software products the price could be sufficiently lower than the price of serv-
ices, related to it, like implementation, personnel training, consulting, technical
support etc.
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That is why marketing strategy of IT companies developing software products
must necessarily take into account time factors, risks and uncertainty, as well as the
influence of competitors and state policy in this sphere.

Sales and promotion within the marketing mix of the software products also have
peculiarities of their own and require separate analysis, due to their importance and
specific character.

Conclusions

Marketing of software products has its own peculiarities, which are explained by
specific character of such commodity. Diversification and permanent renewal of
forms, types and technologies at the IT market, on the one hand, and different aims
and requirements for software products by different groups of consumers, on the
other, require to diversify the entire marketing mix and develop a strategy and tactics
for each its element, which will fully take into account the specific character of a par-
ticular software product, as well as the characteristics of a discrete segment of con-
sumers.
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