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Abstract: Fast evolution of digital technologies, cloud computing, artificial intelligence, and Software-as-a-

Service (SaaS) has greatly changed the business environment of the software industry. In this environment, 

marketing principles play an important role in meeting customer needs, generating value, competing in the 

market, and establishing relations with customers. The current review paper emphases on the application of 

marketing values in the software business environment including such issues as market segmentation, targeting 

and positioning, marketing mix tactics, software pricing, digital marketing, customer relationship management, 

customer acquisition, customer retention, and SaaS business models. A narrative literature review methodology 

was chosen to review existing studies related to marketing principles and software businesses. The results of this 

literature review show that traditional marketing principles continue to remain important, but they should be 

adapted to new business environments. From the analyzed literature, it is evident that efficient software 

marketing is based on customer-oriented software development, proper pricing policies, digital communication, 

and customer involvement. Moreover, the reviewed literature shows that in SaaS businesses, customer 

onboarding, product adoption, and retention and renewals are particularly important. Based on the analyzed 

literature, an integrated view of marketing principles applied in software businesses is outlined.The study 

concludes that integrating marketing principles with technological capabilities can enhance customer value, 

strengthen competitive advantage, and support sustainable software business growth. 

Keywords: Marketing Principles, Software Business, Digital Marketing, Software-as-a-Service, Customer 

Relationship Management, Customer Acquisition, Customer Retention, Software Pricing.

I. INTRODUCTION 

Marketing is one of the basic business functions 

involved in studying the needs of customers, 

value creation, value communication, and 

customer relationship building [1], [2]. Even 

though the traditional marketing principles were 

developed for goods and traditional services first, 

they can be applied to software firms as well. 

However, due to digital revolution, the processes 

of value creation, distribution, pricing, promotion, 

and consumption have undergone changes [3], 

[5]. 

First, it should be noted that the software industry 

is very dynamic and competitive, has no 

geographical boundaries, and the requirements of 

its customers change very often. Thus, customers 

can use digital tools to analyze the software 

product, its price, and alternatives prior to making 

the decision about the purchase. This fact implies 

that not only functionality of a software product 

is sufficient to ensure its commercial success. 

The emergence of the SaaS paradigm has yet 

again changed the nature of the relation between 

the provider and the client. Whereas software 

licensing is typically based on the one-off 

transaction, SaaS implies subscription billing, 

continual updates, Web-based access, and 

ongoing interaction with the client [5], [8].  

Thus, software vendors should not only consider 

the problem of attracting clients but also the 

problems of onboarding the client, making him 

adopt the solution, be satisfied with it, retain him, 

renew the subscription, and possibly even act as 

an advocate for the software. It turns out that 
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SaaS client retention depends not only on 

functional features of the product but also on the 

nature of the relationship. 

The cumulative significance of digital marketing 

in software industry cannot remain unnoticed. 

Several techniques like SEO, content marketing, 

social media marketing, e-mail marketing, demo 

of software on Internet, webinars and even online 

advertising assist software companies in reaching 

their target audience through highly measurable 

channels [3], [6]. 

This article considers the relationship between 

marketing concepts and software industry and 

illustrates how marketing concepts may be used 

in software industry settings. In this paper the 

following topics will be covered: marketing mix 

strategy, segmentation and positioning, digital 

marketing, software pricing, SaaS business 

model, CRM, customer acquisition and customer 

retention. 

II. REVIEW METHODOLOGY 

A narrative literature review is used as the 

methodology for investigating the interaction of 

marketing principles and software business 

strategies in this study. Academic books, journal 

papers, review articles, and latest studies related 

to marketing management, digital marketing, 

software business models, SaaS, pricing, CRM, 

customer retention, and digital transformation 

have been reviewed [1] - [8]. The selection of 

literature has been based on its relevancy to the 

major themes of the study. 

The major themes considered in the review are 

customer orientation, value creation, 

segmentation, targeting, positioning, marketing 

mix, software product strategy, pricing, digital 

marketing, customer acquisition, customer 

retention, CRM, data-driven marketing, and SaaS 

business models. Comparative tables have been 

included to analyze the difference between 

traditional software business model and SaaS 

business model and major software pricing and 

digital marketing strategies. This review does not 

include primary data but only an integrated 

conceptual framework from the literature. 

2.1 Marketing Principles in Software Business 

Marketing theories offer a framework for 

analyzing the process of identification of 

customer requirements, creation of value, 

communication of value, and establishment of 

relationships with the customers [1], [2]. 

Customer orientation is especially important, 

since software customers usually buy the solution 

to their problems rather than the technical 

capabilities. This means that organizations can 

choose business intelligence software to solve 

decision-making issues, CRM software to 

manage customers better, or enterprise software 

to automate their business processes. 

Consequently, marketing of the software should 

focus on the outcome for the customers rather 

than technical characteristics [1], [4]. 

Value creation is very similar to customer 

orientation. Some of the ways to create value by 

using software include reduction of operational 

costs, increase in productivity, automation of 

routine tasks, support of decision-making, 

communication improvement, increase in 

security, and scalability of organization [2], [4]. 

Thus, the value proposition of the software 

should explain how the software solves customer 

problems and why it offers better results 

compared to other options. 

Another marketing principle which should be 

considered is segmentation as software 

consumers have different needs, budgets, 

technological sophistication levels, and patterns 

of product usage. Segmentation can be based on 

industry, size of the company, geographical 

market, technological sophistication level, 

customer needs, or pattern of product usage [1], 

[3]. In this case, targeting allows organizations to 

focus on attractive customer segments, whereas 

positioning creates a clear image of the product 

compared to its competitors [1], [2]. 

2.2. Marketing Mix and Software Business 

Product, price, place, and promotion are the 

components of the traditional marketing mix [1], 

[2]. They are relevant for software businesses too, 

although their application differs significantly 
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since software is mainly an intangible product. 

The software product strategy involves not only 

its functionalities but also its usability, security, 

reliability, integration, support, documentation, 

updating, and customer experience [4], [5]. 

The pricing in software businesses has moved 

from the traditional licensing model to 

subscription, freemium, tiered, usage-based, and 

hybrid models [11], [13]. The distribution of the 

software product takes place using the internet 

(websites of companies producing software, 

cloud services, mobile application stores, online 

marketplaces), and promotion is done using such 

means as SEO, content marketing, social media, 

email marketing, webinars, and digital advertising 

[3], [6]. The following table 1 provides a 

comparison of the marketing mix in traditional 

and software businesses. 

Table 1. Comparison of the Marketing Mix in Traditional and Software Businesses 

Marketing 

Element 

Traditional Business Software Business 

Product Physical products or 

conventional service 

Application, platform, SaaS, or digital 

service 

Price Purchase price or service fee Subscription, license, freemium, usage-

based, or tiered pricing 

Place Physical stores and 

distributors 

Website, cloud platform, app store, 

marketplace 

Promotion Advertising and sales 

promotion 

SEO, content, social media, email, webinars, 

digital advertising 

The comparison demonstrates that the 

fundamental marketing mix remains relevant but 

has been adapted to digital distribution, 

continuous product development, flexible pricing, 

and interactive communication [1], [3]. 

2.3 Software Product Strategy 

The software product strategy varies from the 

traditional product management strategy because 

a software application is continuously 

upgradeable even after it goes live. Additional 

features, improved security, enhanced integration, 

performance improvements, and interface 

alterations can always be made during the product 

life cycle [4], [5]. As a result, the evaluation of 

software by customers does not stop at just the 

functionality provided initially. 

Thus, customer feedback plays a very crucial role 

in the software product strategy as well. 

Customer feedback, user feedback, sales 

feedback, support feedback, and other feedback 

data can highlight various usability issues, feature 

gaps, and market requirements. Thus, 

incorporating such feedback into the software 

development process can make the software 

better fit the market requirements and increase 

customer satisfaction [4]. 

2.4 Software Pricing Strategies 

Pricing is an important strategy because it affects 

how customers perceive the value proposition, 

generates income, positions the business within 

the market, adoption, and retention [1], [11]. 

Software firms adopt different pricing strategies 

depending on various factors including market 

segment, product, usage, and competition. The 

following table 2 displays the comparison of 

software pricing models. 

Table 2. Comparison of Software Pricing Models 

Pricing Model Characteristics Advantages Limitations 

One-time 

license 

Single payment Immediate revenue Limited recurring 

revenue 

Subscription Monthly or annual 

payment 

Recurring revenue Churn risk 
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Pricing Model Characteristics Advantages Limitations 

Freemium Basic version free Low entry barrier Conversion challenge 

Tiered pricing Multiple packages Supports different segments Pricing complexity 

Usage-based Payment according to 

usage 

Value aligned with 

consumption 

Revenue variability 

Hybrid Combination of 

approaches 

Flexible More complex 

management 

The findings from studies regarding SaaS pricing 

show that pricing is becoming increasingly 

complicated and can affect decisions regarding 

software development and operation [11], [13]. 

Further studies have shown the application of 

intelligence and artificial intelligence in software 

pricing decision-making [12]. Therefore, software 

pricing can be viewed as a marketing and product 

decision rather than a financial one. 

2.5 Traditional Software Licensing and SaaS 

Change from the conventional software licensing 

model to the SaaS is one of the most significant 

shifts in the software business model. 

Conventional software normally entails a license 

and installation, while SaaS provides ongoing 

availability through the Internet and typically 

requires subscription payment [5], [11]. The 

following table 3 presents the traditional software 

and SaaS comparison. 

Table 3. Traditional Software and SaaS Comparison 

Dimension Traditional Software SaaS 

Payment Usually, one-time Usually recurring 

Access Local installation Cloud-based 

Updates Periodic Continuous 

Revenue Transaction-oriented Recurring 

Customer relationship Often limited after purchase Continuous 

Retention importance Moderate High 

Scalability Relatively limited Generally high 

Support Often post-sale Continuous 

Due to this reason, the significance of customer 

retention becomes greater in the SaaS model, as 

the income generated is a result of recurring 

subscriptions from customers [8], [10]. 

Consequently, marketing efforts are becoming 

more inclusive and encompassing all aspects of 

customer lifecycle. 

2.6 Digital Marketing for Software Businesses 

Digital marketing is especially important for 

software companies because clients tend to find, 

consider, try, and buy software using digital 

means [3], [6]. SEO will improve visibility when 

clients are searching for solutions, while content 

marketing may provide clients with education 

through articles, videos, tutorials, case studies, 

and other types of guides. Social media will help 

build brand awareness and communities, while 

email marketing may help to onboard and educate 

clients [6], [7]. 

The fact that digital channels allow tracking 

customer activity and analyzing marketing efforts 

makes digital marketing especially suitable for 

software companies. Visits, trial signups, 

conversion rates, engagement, and retention may 

all be analyzed to evaluate which marketing 

efforts were efficient [3], [7]. The following table 

4 provides the digital marketing strategies for 

software businesses. 
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Table 4. Digital Marketing Strategies for Software Businesses 

Strategy Primary Purpose Software Application 

SEO Increase visibility Attract solution-oriented searches 

Content marketing Education Blogs, tutorials, guides 

Social media Engagement Community and brand awareness 

Email marketing Relationship building Onboarding and retention 

Webinars Product demonstration Customer education 

Free trials Reduce purchase risk Product evaluation 

Referral marketing Customer acquisition Customer recommendations 

2.7 Customer Acquisition and Retention 

Customer acquisition is an important factor for 

software business success, yet acquisition alone is 

not sufficient to guarantee sustainable 

performance. This is particularly true of SaaS 

businesses since customers can terminate 

subscriptions if they feel there is no added value 

[8], [10]. Software businesses need to devise 

approaches to facilitate adoption and usage of 

their products by customers. 

There are many factors affecting customer 

retention, such as quality, usability, reliability, 

customer support, onboarding, price, security, 

customization, and innovation [8], [9]. According 

to research related to SaaS customer retention, 

non-tangible factors such as trust and knowledge 

sharing affect customers' intention to form long-

term relations with software vendors [8]. 

2.8 The Customer Relationship Management 

The Customer Relationship Management 

procedure has become significant for software 

firms as online dealings create information that 

can be employed to analyze customers during 

their entire lifecycle [15].CRM data combined 

with information about the use of the product 

would offer an even greater insight into customer 

behavior. A decrease in the usage of the product 

might signify the customers' dissatisfaction with 

the software and the chances of them leaving the 

company. The firm could act by offering the 

clients assistance, training programs, products, or 

customer success initiatives. CRM will no longer 

be merely about managing customer records but 

will become strategic [15], [18]. 

2.9 Data-Driven Marketing 

Software companies collect large volumes of 

customer and behavioral data by way of digital 

interactions. The information from websites, trial 

behaviors, feature utilization, subscriptions, 

service queries, and customer feedback may serve 

as a helpful basis for marketing decisions [3], 

[7].Data-based marketing could help with 

customer segmentation, personalization, 

campaigns optimization, product 

recommendation, and churn prediction. Thus, 

customers using only the basic functionality of 

the software product may be recognized and 

offered targeted tutorials/demos to promote 

further utilization of the product. Nonetheless, the 

utilization of the customer data imposes certain 

obligations about privacy, security, and data 

governance [16], [17]. 

2.10 Comparison of Traditional and 

Contemporary Software Marketing 

The development of digital software businesses 

has shifted promotion from a transaction-oriented 

approach toward a continuous customer-lifecycle 

method. The following table 5 shows the 

traditional and contemporary software marketing.

  



Pan Myo Phyu, International Journal of Advanced Trends in Computer Applications (IJATCA) 

Volume 11, Number 2, September - 2026, pp. 22-30 

ISSN: 2395-3519 

 www.ijatca.com                                                      27 

Table 5. Traditional and Contemporary Software Marketing 

Dimension Traditional Approach Contemporary Approach 

Main objective Initial sale Long-term customer value 

Relationship Transaction-oriented Relationship-oriented 

Product development Periodic Continuous 

Pricing Fixed license Subscription, usage, tiered, hybrid 

Promotion Conventional Digital and interactive 

Customer data Limited Extensive 

Feedback Periodic Continuous 

Retention Secondary Strategic priority 

Decision-making Experience-based Data-driven 

The comparison shows that contemporary 

software marketing is more strongly connected 

with product development, customer experience, 

analytics, and relationship management [3], [5], 

[8]. 

III. PROPOSED INTEGRATED 

MARKETING FRAMEWORK 

FOR SOFTWARE BUSINESS 

An integrated marketing framework in figure 1 is 

thus suggested for the software business based on 

the synthesis of the reviewed literature. This 

framework links basic marketing concepts with 

the market strategy, software business strategy, 

digital marketing, lifecycle management of the 

customers, customer relationship management, 

and data analytics. It further explains how these 

processes help in creating customer value, 

satisfaction, loyalty, revenue generation, and 

competitive advantage. 

 

Figure 1. The proposed framework of the study 
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The first part of the framework includes 

marketing principles, which serve as the basis for 

knowing about the needs of customers, creating 

customer value, finding market opportunities, and 

creating market strategies. Such basic principles 

include customer orientation, value creation, 

market segmentation, positioning, product 

strategy, pricing, and promotions. These 

principles help software firms create their 

products in accordance with changing needs of 

the customers [1], [2]. 

The second part of the framework is software 

business strategy, which serves as a translation of 

the above-mentioned principles into practice. 

Software firms need to figure out what product 

features, pricing models, distribution channels, 

and promotions can be considered appropriate in 

relation to their target markets. SaaS and other 

digital models of software require constant 

product development, pricing, distribution, and 

promotion [3], [5]. 

Thirdly, the customer lifecycle is described as 

several steps through which customers engage 

with the software company. Lifecycle steps can 

include awareness, acquisition, evaluation, trial, 

conversion, onboarding, product adoption, 

retention, renewal, and advocacy. In contrast with 

typical software markets, the SaaS firms require 

maintaining relationships with the customers 

post-sales as subscriptions and usage are essential 

for the revenue generation and sustainable 

performance of the company [8], [10]. Hence, 

customer satisfaction, customer support, product 

adoption, and retention become the key 

components of software marketing. 

Finally, business outcomes are discussed. 

Appropriate application of marketing principles 

and software business strategies during the 

customer lifecycle can lead to customer value, 

satisfaction, loyalty, retention, revenue growth, 

competitive advantage, and sustainable business 

performance. Such business outcomes will serve 

as evidence that the company has been able to 

translate marketing and customer relationships 

into sustainable business value. 

The framework under consideration highlights the 

idea that marketing cannot be viewed as a 

separate promotional process. Marketing 

principles need to affect software business 

strategy, which will be applied continuously 

during the customer lifecycle. Such approach 

provides a good conceptual base for the analysis 

of software marketing and customer relationships. 

IV. FINDINGS AND DISCUSSIONS 

The review reveals that even though marketing 

has transformed with time, there are some 

concepts which are still applicable to software 

companies. Customer orientation remains 

relevant because software products must serve 

customers by solving their problems and not 

being just a functional product [1], [2]. 

Segmentation, targeting and positioning help to 

find appropriate market niches and distinguish the 

product in the competition environment. 

The concept of marketing has also been changed 

significantly. Software products require 

continuous update, security, support, integration 

and customer experience [3]. Pricing has 

transformed from licensing to subscription, 

freemium, tiered, pay-per-use, and hybrid models 

[11], [13]. Distribution has turned into digital one, 

while promotion includes SEO, content 

marketing, social media, e-mail, webinars [3], [6]. 

Another distinctive feature of marketing modern 

software is customer retention. In SaaS 

environments, the acquisition process is just the 

start of the relationship with the customer. The 

client should successfully adapt the product and 

find enough value to keep paying for the 

subscription [8], [10]. 

The review highlights the necessity to integrate 

marketing and software development processes. 

Customer feedback may affect product 

development processes, whereas product usage 

data may provide valuable information about 

segmentation and marketing [4], [7]. 

Artificial intelligence will play a critical role in 

changing software marketing practices due to the 

implementation of such practices as 
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personalization, predictions, automatic CRM, 

customer service, and intelligent pricing [12]. 

Nevertheless, responsible usage of those 

technologies will be required. 

Despite considerable body of literature dedicated 

to marketing and software business practices, 

there are some research gaps that require filing. 

First, further empirical research is necessary to 

investigate the connection between marketing 

factors and software customer satisfaction, 

adoption, and retention. Secondly, comparative 

studies are essential to understand the impact of 

different types of pricing (subscription, freemium, 

usage-based, tiered, and hybrid) on customer 

lifetime value and churn [11], [13]. 

Fourthly, more research must be done to look at 

how artificial intelligence can be used in software 

marketing. Segmentation, personalization, CRM, 

churn prediction, and pricing intelligence are 

some areas that require research [12]. Finally, 

issues of trust, privacy, and data protection should 

be studied more since software companies are 

relying more on behavioral and personal 

information [16], [17]. 

Fifthly, more research should be done into 

software marketing in developing countries. 

Issues related to the digital infrastructure, cost of 

access, payment methods, technology knowledge, 

and trust can affect software adoption and 

retention. 

There are several important implications of the 

findings for software business management. 

Firstly, marketing activities must be linked to 

software development and not just seen as an 

advertisement activity. Secondly, organizations 

must define the clearly identified target segment 

and develop the product based on customer 

problems [1], [2]. Thirdly, the price must be 

developed considering the customer value, 

competition, usage, and retention [11]. 

Fourthly, the complete customer lifecycle must be 

managed from acquisition, onboarding, adoption, 

retention, renewal to advocacy [8], [10]. Fifthly, 

CRM and product analytics must be linked to 

identify customer behavior and possible churn 

[15]. Finally, software businesses must be 

prepared for the growing role of artificial 

intelligence and do that while respecting 

customer privacy and transparency [12], [16]. 

V. CONCLUSION 

This literature review looked at the application of 

marketing concepts in modern software 

companies and found that despite many 

developments in the field of digital businesses, 

traditional marketing concepts are still very 

relevant. Customer orientation, value proposition, 

market segmentation, market targeting, 

positioning, product concept, price, promotion, 

and relationship management form the basis of 

effective marketing decisions [1], [2]. But the fact 

is that digital nature of software and the 

development of SaaS have changed the way these 

concepts are used. 

The results of the literature review showed that 

software companies need to go from transactional 

marketing to customer life-cycle management. In 

traditional software industry, maybe the main task 

of marketing was the formation of purchase 

decision, while in SaaS business, companies 

should continually create value to make people 

use their products, be satisfied, stay loyal and 

renew services [5], [8], [10]. 

In addition to these points, the review shows that 

the marketing mix has developed in the context of 

digital transformation. Modern software solutions 

provide continuous updates, support, security, 

integration, and user experience. Pricing has 

become more complex, including different forms 

such as licensing, subscription, freemium, tier 

pricing, usage pricing, and hybrid models [11], 

[13]. The distribution has become more 

digitalized, and SEO, content marketing, social 

media, email marketing, webinars, and other 

digital channels have become key tools for 

customer acquisition and communication [3], [6]. 

It is also essential that marketing has been 

integrated with software development, CRM, and 

analytics. Customer feedback could influence the 
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development process, and product usage data 

could help with segmentation and personalization 

of the offers [7], [15]. Thus, software businesses 

have more chances to create products that 

correspond to customers' demands. 

In summary, technological advancements alone 

cannot ensure sustainable software business. 

Software firms must integrate their technological 

know-how with customer-oriented marketing, 

proper pricing strategies, communication, 

relationship building, analytics, and product 

improvements. The integration framework 

outlined above serves as a basis for linking these 

functions within the customer life cycle of 

software products. Emerging technologies in AI, 

software pricing, personalization, and data-driven 

marketing will undoubtedly have aimportant 

impact on the interaction of marketing and 

software business in the forthcoming. The 

organizations that will integrate these functions 

while preserving the trust of customers are likely 

to benefit from them. 
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