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This assessment is divided into two parts:
Part One (2000 words*)
Identify a research topic and explain your motivation to investigate it further.
Define a research question arising from this topic.
Conduct a critical literature review of your chosen subject ensuring that you include
at least 10 peer-reviewed articles and/or manuscripts. All sources of data must be
referenced.

Part Two (2000 words*)
This part should be informed by your Literature Review from Part One.
Please translate your research question into an aim and a suitable set of objectives
which employs quantitative or qualitative methods, or a mixture of both.
Please justify your choice of methods by discussing its advantages and limitations.
Using quantitative and/or qualitative information relevant to your topic of research,
please provide an example of secondary data analysis. Where appropriate, use
illustrative figures and tables.
*Excluding references

End
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Marketing Strategies To Increase Sales In The IT Industry
Information technology (IT) industry is the most dynamic and fastest moving sector in the world,
driven by innovation, both in terms of new products and services and trends in buyer behaviour. It is
both a huge industry in itself and the source of dramatic changes in business practices in all other
sectors. In the ranking of the world's most valuable companies 2012, 5 out of the top 10 companies
are IT companies(Financial Times, 2012). Undoubtedly, their marketing strategies play a major role in
their success. One company can have the most innovative idea in the world, but if it can’t get people
excited about it, it doesn’t matter.
In this essay I will explain why I have chosen “Marketing Strategies to increase Sales in the IT
Industry” topic and define a research question emerging from this topic. By researching a range of
peer-reviewed articles and manuscripts, I will conduct a critical literature review of chosen subject.
Then I will translate the research question into an aim and a suitable set of objectives which employs
quantitative and qualitative methods. After I justify my choice of methods by discussing its
advantages and limitations, finally I will provide an example of secondary data analysis by using
quantitative or qualitative information relevant to my topic of research.
Effective marketing is a key to the survival and growth of any sales based business companies.
That is why marketing strategies have become a significant function of success in today’s competitive
business environment. The meaning of marketing is not only selling the products, it also
encompasses company’s orientation on customer needs. Quite often companies forget their
competitors while they focus on satisfaction of the customers, however good marketing strategies
require close attention to both customer and competitors; therefore companies should build up their
marketing strategies based on customer’ fulfillment and competitor’ maneuvers.
IT industry is the fastest growing and progressing sector. While Apple Inc. was on the verge of
bankruptcy only 15 years ago the greatest corporate comeback story of all time realized in just a
decade(Shontell, 2010). As measured by the value of its stock, in May 2010, Apple has been the
world’s most valuable technology company(The New York Times, 2012), in 2011 world's most
valuable brand (Indvik, 2011), and in 2012 the most valuable company of all time(BBC, 2012). With
true marketing strategies and innovative ideas, the balance can be upset in as a short time as just 10
years in IT industry and hit the top from bottom. Undoubtedly, IT industry is the most profitable
sector(CNN,2009) in the world and even it can be said the most important one because it effects the
other industries and changes their business models.
Therefore, when it is considered the importance of the marketing strategies and IT sector, it is
critical to find out the key marketing strategies in the IT industry. Because the greatest need of
companies to find ways to sell their products or services. Nowadays a lot of IT companies are in a
rush to grab the best marketers and sellers to be able to survive in competitive business world or by
putting in job advertisements, they look for professionals to train their sales and marketing staff to
get higher efficiency.
It is seen that obviously there is a deficiency in this area. With this research topic, I aim to fill this
gap by researching and finding out marketing strategies applied by the most successful companies
under different conditions IT industry. After I determine them, I will collect under a resource.
Furthermore, I am quite interested in the Marketing area and like to give trainings. By this research, I
aim to give trainings and illuminate IT companies’ sales and marketing staff.
An important question emerging from this topic is: “What marketing strategies are vital
importance to be successful in the IT industry?”
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Title: Marketing activities of companies in the educational software sector.
Author: Jones, R. and Rowley, J.
Methodology: Semi-structured in-depth interviews
Jones and Rowley (2009, pp. 337-354) suggest a profile of the educational software
marketplace and indicates that a number of marketing issues similarly have an effect on all
businesses. Differences in behaviour and attitudes are associated with company size and respondent
professional/work expertise. In particular, smaller businesses tend to be customer oriented, but
often not market oriented.
This paper is important for that it sheds light on the marketing environment and investigates
whether there are differences in experiences, attitudes and approaches between different sizes of
firms.
Title: New Strategies for Marketing Information Technology
Author: Bryan, A.L.
Methodology: Observation
Bryan (1999, pp. 380-381) criticizes and comments about what kind of marketing book the IT
professional needs.
This article is important because it gains different point of views about whether what is a
necessity or not in marketing in the industry but it has not enough information. Nevertheless, its
references would be quite beneficial.
Title: An exploration of marketing tactics for turbulent environments
Author: Mason, R.B. and Staude, G.
Methodology: A marketing mix model
Mason and Staude (2009, pp. 173-190) illustrate the marketing tactics for a complex, turbulent
environment, when marketing and the environment are viewed through a complexity lens.
This article would contribute to current chosen research topic by emphasizing a new way to
consider future marketing activities of the companies. The model can assist marketers to identify the
tactics to use, dependent on the nature of their environment.
Title: Marketing logics for competitive advantage?
Author: Tollin, K. and Jones, R.
Methodology: Grounded theory technique and 15 personal semi-structured in-depth interviews with
top managers in marketing (CMEs).
Tollin and Jones (2009, pp. 523-550) explain ways in which marketing managers approach similar
marketing problems. They give important managerial insights into the ways in which managers' logics
both limit and provide opportunities for managerial action.
Tollin and Jones use a quantitative study in their research as distinct from the other authors’
researches in this literature research. In addition, they differently represent a new and different way
of addressing marketing management.
Title: Integrated Business Strategy For Internationalization Process: Case Study On Korean Companies
Enter China Consumer Electronic Market.
Author: Lee, J.W. and Arokiasamy, L.
Methodology: Case Study
Lee and Arokiasamy (2011, pp. 1695-1706) suggest a model to integrate international
marketing, business and operation strategy from some literatures on internationalization process
models and a case study on two Korean companies(LG and Samsung) for enter into foreign market.
This article is rather beneficial that they incorporate both theoretical and practical business
strategies into a firm's international expansion.
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Title: The strategic orientation of marketing information systems – an empirical study.
Author: Xu, X.M.
Methodology: Questionnaire(Survey)
Xu (1999, pp. 262 - 272) presents the current practice of the strategic function of marketing, and
the application of information systems in supporting the strategic function. The marketing strategic
function that has been perceived important by marketing managers, and many companies perform
some of the strategic functions, such as market segmentation/targeting, competition and market
analysis.He suggests that a knowledge-enriched, strategic oriented marketing information systems
with an emphasis on environmental scanning, competition mapping, market positioning, and SWOT
analysis needs to be developed through advanced computing technology.
This research is important to show the strategic role and the importance of marketing. He
reveals that the strategic function of marketing.
The limitations of this study need to be noted: This study does not specify what environment
factors are of strategic importance to the computer industry. How to articulate and convert
marketing managers' vision and knowledge in noticing and interpreting marketing information is
beyond the scope of this paper.
Title: Marketing for survival: a comparative case study of SME software firms
Author: Parry, S. , Jones, R. , Rowley, J. , and Kupiec-Teahan, B.
Methodology: A two-case. Participant-observation in both firms and 22 semi-structured interviews
with owner-managers, employees and customers.
According to Parry et al. (2012, pp. 712 - 728), there is a need for small software firms to strike a
balance between customer orientation and innovativeness in order to survive. They present the
success and failure of two similar small software technology firms from a marketing perspective.
This article differs from the other articles because it makes a compare and contrast focusing on
only two companies. It demonstrates the stark contrast between successful and unsuccessful
behaviour, can act as a useful guide for small to medium-sized enterprise (SME) managers in IT
industry who often have technical but less managerial competencies.
Title: Exploitation of Marketing Practices by High and Low Technology Firms in IT Industry
Author: Rajput, A. , Abdul Hamid, A.B. and Muhammad, A.R.
Methodology: A survey method
Rajput and et al. (2011, pp. 1040-1045.) examines the use of marketing practices and the
promotional tools by high and low technology firms in information technology industry. They report
a significant difference between the marketing practices of high and low technology firms.
They collect data with a questionnaire pertinent to use of marketing practices and promotional tools.
This study carries importance because it compared and contrasted the exploitation of marketing
practices and promotional tools among high technology and low technology firms. Consequently, it
can be said from this study that high technology firms heavily imply the marketing practices; while,
low technology firms profoundly exploit promotional tools.
Title: The internet, consumer empowerment and marketing strategies
Author: Pires, G.D., Stanton, J. and Rita, P.
Methodology: Quality gap analysis
Pires and et al. (2006, pp. 936-949) argue that increasing use of information and communication
technologies (ICT) is shifting market power from suppliers to consumers, the ensuing consumer
empowerment is presented as an unintended consequence of marketing. Marketing implications
arising from this consumer empowerment are examined in terms of a process where control and
management by suppliers over consumer access and enablement are increasingly difficult.
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This article is important because it proves that there is a need to regain control over the
marketing process, that is, to either manage the technological empowerment of consumers, or to
devise new strategies cognisant of the possibility that such technological empowerment cannot be
managed. The valuation of consumer loyalty in this environment rises significantly.
Title: Globalizing internationals: product strategies of ICT manufacturers
Author: Gabrielsson, P., Gabrielsson, M., Darling, J. and Luostarinen, R.
Methodology: A theoretical framework and propositions are constructed, which are then examined
in a multiple case study of ICT manufacturers.
Gabrielsson and et al. (2006, pp. 650-671) shed some light on how international information and
communication technology (ICT) manufacturers can meet the huge globalization challenge of
developing products and managing them during global expansion. In particular, they look for an
answer to this question: How do product strategies change when these companies move from
international to global and why?
The article would be beneficial for the research topic because this study provides a deeper
understanding of the impact of the explanatory factors on global product strategies. This study also
describes in detail the product strategy dimensions and standardization alternatives for globalizing
international ICT companies and impacting factors for managers to consider when planning their
global expansion and product strategies.
This research is different from this aspect that it is among the first studies studying globalizing
internationals and their products strategies. An understanding of the evolution of products strategies
and the reasons for this development will contribute to the international marketing field.

This research topic which employs the qualitative methods, aims for realizing the following
items.
Objectives:
•
•
•
•
•
•
•
•
•

To Explore the Information Technologies (IT) Industry
To Explore Vital Marketing Strategies for IT Companies
To Explore Differences in Marketing Experiences and Approaches between Different Sizes of Firms
To Remedy the IT companies’ Marketing and Sales troubles
To Guide Marketing and Sales Staff
To Give Them Trainings and Consultancy Services
To Have a Significant Impact on the Field
To Fill a Gap in Market
To Be an Important Reference Guide

After reading about ten articles, I have decided to use Qualitative(Interview and Case Study)
Methods in my research due to the those advantages.
• The attention to detail, the ability to embrace both verbal and non-verbal behaviour, to penetrate

fronts, discover meanings, and reveal the subtlety and complexity of cases or issues.
• Portraying perspectives and conveying feelings and experiences.
• Encompassing processes and natural environments.
• Actions are contextualised within situations and time.
• Theory is generated from the empirical data, and consequently there is 'closeness of fit' between

theory and data.
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• Although this kind of research is sometimes criticised for not being generalisable, there are two

ways in which it is, namely a) through the theory that is generated. Such theory then becomes
available to others to test and apply - see the example above on differentiation-polarisation; and
b) though it might be only a single case study, it might contribute to an archive of studies on a
particular issue which then become reinterpreted. Hargreaves (1988), for example, working from
a number of existing qualitative studies that had researched the social circumstances of teaching,
developed a different explanation of teaching quality from 'official' ones which placed emphasis
on the personal qualities of teachers. Ball (1987) similarly drew on a number of qualitative studies
to generate a theory of school organisation.
• Other strengths:

a) the way her own self (experience, disposition, interests) related to the research and gave her
opportunities to advance the work;
b) how the quality of her data 'challenged' her to search for interconnections, and how she found
'unexpected reefs' under her feet;
c) the benefits of time to think;
d) the nature of qualitative data as a seed-bed for ideas, and chaos as a prelude to creativity; e)
the recognition of weaknesses in the study, but
f) seeing the main strength as the insights the research generated and how they will be used by
others. As a matter of interest, the insights of Nias' (1989) research have been extensively used
by others throughout the world.
Even though the Qualitative Methods have a lot of advantages as mentioned above, it has some
disadvantages as follows:
• It has been argued that single qualitative studies cannot provide grounds for generalising across

cases - though see above.
• Immersion in the depths of a qualitative study can lead to either or both 'going native' (see above)

and 'macro blindness', that is to say the researcher might offer explanations in terms of the
situation under observation, oblivious to more powerful forces operating on the situation from
outside.
• Qualitative research can be a high-risk, low-yield enterprise. It can take time to negotiate access,

assemble a sample, develop trust and rapport, find out what is 'going on' or what people are
thinking. 'Hanging around' and 'muddling through' can bring worries. Maybe one will not find
'reefs beneath one's feet' and drown in the maelstrom as a result!
• Qualitative studies are often accused of being impressionistic, subjective, biased, idiosyncratic and

lacking in precision. Some of the bias comes through, typically, in the rhetorical presentation of
accounts (Atkinson, 1990). Researchers might use a number of rhetorical devices, such as
metaphor, jargon, 'loaded' terminology, selected and variable use of transcript, quotations,
selective use of examples, to subtly persuade the reader to the author's line of argument.
However, although this is a charge that might be made of particular studies, it is not an essential
one of the approach. As we have seen above, there are procedures available to establish validity
and rigour, and these should be demonstrated in the presentation(Woods, 2006).
The Example of Secondary Data Analysis:
1. Firstly, a research topic has been identified. “Marketing strategies to increase sales in the IT
Industry.”
2. Secondly, a research question has been defined arising from this topic. “What marketing
strategies are vital importance to be successful in the IT industry?”
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3. Then a critical literature review of chosen research topic, including choice of data sources and
their reliability has been conducted to validate research question.
The following data has been used as an example for secondary data analysis in the context of this
literature review and some information is chosen from this data as it is seen for current research
topic.
Comparative case study, Findings (cross-case comparisons) and Discussion parts are received from
this example data, because it would be a good sample to demonstrate the stark contrast between
successful and unsuccessful behaviour, can act as a useful guide for small to medium-sized enterprise
(SME) managers in IT industry. The other parts are discarded because they mention about known
general things about marketing.
4. Finally the research question has been refined. “What marketing strategies are vital importance
to be successful in the IT Software industry?”

“Marketing for survival: a comparative case study of SME software firms.”
Abstract
1. Introduction
2. Marketing in SMEs
3. Marketing in the software industry
4. Methodology
Comparative case study

A two-case comparative case study approach was selected as the primary method of
investigation. Two software SMEs were investigated during the course of the research; Company B
was investigated for a period of three months during 2006 but went into liquidation after six years of
operation, whilst Company A was investigated over a period of two-and-a-half years (until 2008).
Both cases were based on the same technology park in the North Wales region. Indeed they were
both operating in the same technology incubator building. Therefore, this study provided a unique
opportunity to analyse two companies that were of similar size and subject to similar conditions, but
whose fates were at opposite poles. Further information on both SMEs are provided in Table I.
Semi-structured interviews

In order to investigate the dyadic relationships between the firms and their customers, and to
obtain a holistic view of the marketing in both SMEs, 17 face-to-face semi-structured interviews were
conducted with respondents from 15 of the firm’s customers in order to uncover their attitudes and
opinions of the firms.
Therefore a list of topics generally discussed in most interviews included the following:
• background to the relationship;
• perceived benefits and problems which may have arisen during the relationship;
• satisfaction with the product and service;
• communication with the software company;
• behaviour of the staff and their approach to customer service;
• likelihood of recommendations and consideration of further purchases;
• responsiveness of the company to customer needs;
• relationships with other software companies-thoughts and comparisons with
• current company; and
• overall expectations of a software company.
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Additional semi-structured interviews, five in total, were also conducted with Company B’s
employees after it had gone into liquidation, in order to gather their perceptions regarding why the
company failed. Extended participant observation with Company A throughout the study allowed
informal conversations to take place with employees and the owner-manager and a recording of
conversations and observations was made in a diary covering two-and-a-half years.

Cross-case analysis
The analysis of both cases draws upon the following sources of data: semi-structured interviews,
public documentation, archival records and the researcher’s participant observation diary. Construct
validity was established by using these multiple sources of evidence and having key respondents
check their interview transcripts. The data analysis consisted of an iterative analysis of the various
methods. The data was firstly analysed separately by conducting content analysis of documents and
transcripts, then an overall cross-case analysis was conducted whereby a list of common themes
were identified and cross case comparisons were made by using a pattern-matching technique.
5. Findings: cross-case comparisons
The findings below are reported under the main themes surfaced in the cross-case analysis and
include selected quotations from interview respondents.
Communication
Communication was a recurring theme within both SMEs, both internally and externally.
Company A proactively and frequently communicated with customers throughout the buying process
and following delivery of the software solution. A dialogue between the SME and its customers was
deemed necessary in order to develop a match between customer need and software solution.
“there was very little collaboration between the team as a whole . . . all team members had
separate modules. We didn’t work as a team (Company B Employee).”
Management style
The management styles of both SMEs differed quite significantly. Company A’s owner-manager
had a fairly democratic and hands-on style, but all major decisions would be taken by him. Moreover
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he was highly motivated and driven, with an ethical style with regards to the treatment of his
employees. The employees clearly respected and admired their owner manager.
Both partners of Company B exhibited a laissez-faire management style with the aim of
encouraging innovation and did not share the same values, and had conflicting visions for the
organisation.
“There was constant infighting, internal conflict which led to one director having one set of
contacts/relationships and the other having another set of contacts/relationships. Problems between
(both managers) affected client relationships (Company B Employee).”
Delivering on the promise
One of Company A’s promises to prospective customers was timely and effective delivery of the
software solution.
“They deliver everything they say they’re going to deliver on time and if they can’t meet that
timescale, they phone us well in advance and we come up with an alternative (Customer 14).”
Company B struggled to deliver on their promise because they struggled to complete their product.
“No single application was ever finished and taken to the market, no sales, no customers(Company B
Employee).”
Planning
Company A’s owner-manager was keen to formulate a plan in order to set objectives, list tasks,
and to consider the budget and resources required to accomplish objectives. A short-term plan and
longer-term plan proved an effective way of organising and managing work, following work
schedules and achieving deadlines. This helped the company to visualise opportunities for
improvement and learn from past mistakes. Company B had formulated plans to attract government
funding and to satisfy lending from the bank, but they didn’t have a strategic plan.
Market research and promotion
Market research was generally weak in both cases, largely due to limited resources. In Company
A, market information was collated via networking, talking to customers and other stakeholders,
internet research and attending events. Similarly, Company B did not conduct market research and
instead collated ad hoc information through contacts and networks. Unlike Company A, Company B
did not have a database with prospective customers and contacts. As a result, each partner and the
sales manager had their own list of contacts.
Customer orientation
Company A recognised the importance of customer orientation, which they considered to
involve listening to customer needs and tailoring solutions and services to customer requirements:
“They understand what we are trying to achieve, they understand the way that we work and
they bend over backwards to accommodate our wishes (Customer 12).”
They also believed that a balance was necessary between the level of innovation and customer
needs, and that a comprehensive understanding of their business was vital in developing an optimal
software solution for their needs. As for Company B, their focus was not first and foremost on the
consumer, but on creating its own visualised innovative software solution. Nevertheless, the product
was sold to the customers, but they struggled to adapt the software to the consumer’s particular
needs, resorting to amending the product the way it wanted to as opposed to the way the customer
wanted:
“[The SME] listened to our needs but went outside the scope, exploring further in the way of
improvements, ideas, innovation (Customer 15).”
Company B’s focus was on the product itself, innovation and re-developing the product. They
believed that this is what a customer would want: the most innovative product on the market.
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Culture
Company A’s organisational culture was one of hard work, ambition and teamwork where
employees were dedicated to getting the job done. The owner-manager encouraged the sharing of
knowledge in order to stimulate growth, customer and employee satisfaction. The lack of customer
orientation in Company B can be ascribed to the intrinsic research culture of the organisation. The
culture ensured that ideas, innovation and research took priority over customer needs.
6. Discussion
The issues raised in the literature on marketing in SMEs were certainly evident in both case
studies. The difficulties encountered included a lack of resources, limited finance and lack of
marketing expertise. Although Company A’s owner-manager consulted with his employees, the
power and decision making was concentrated solely in the manager and decisions were sometimes
made based on instinct and personal preferences, as opposed to a strategic and logical assessment of
the environment. In Company B, decisions were made without adequate consideration of
opportunities and the environment. Moreover, different decisions were made by both partners, and
their reluctance to communicate with each other caused conflict among the partners.
They also conducted trial and error marketing as they endeavoured to try different marketing
approaches. Company A recognised that marketing was important, but sometimes struggled to
decide which activities to focus on. As for Company B, their marketing was haphazard, reactive and
very basic.
The literature highlights the difficulties often encountered between Marketing and R&D within
technology companies. However, no major difficulties were identified in Company A, and no function
was considered superior. At Company B, problems were evident as the SME’s culture valued
technical knowledge more than marketing knowledge, which concurs with the literature proposing
that spending on R&D in the technology sector is regarded as more important than spending on
marketing. The suggestion that software companies tend to run a business based on projects was
true in both case studies, but neither case had developed into a “productised” company, which is
arguably key to sustained growth.
The comparative case study has demonstrated two different approaches of marketing by two
similar SMEs in the software industry. Company B is a pivotal case in this study, and can be used to
illustrate bad practice when marketing for survival. Therefore, Table IV summarises learning from
both success and failure cases in order to generate a list of good practice to be adopted, and bad
practice to be avoided.
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