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Today, the world is changing every day, so as not to lose their position in the market, let alone increase them; 
companies also need to develop every day. Introduce new technologies and always know what is happening in the 
world. Each development should be planned step by step and evaluated in advance: what risks this or that direction 
can bring, attention to which areas should be increased in order to get the best result in the shortest time. All these 
details are planned in the company's development strategy. It helps to achieve small goals with the intention to 
achieve a global goal step by step. This is especially true for IT-companies that are at the forefront of new 
technologies. 
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Сегодня мир меняется каждый день. Чтобы не потерять свои позиции на рынке, а тем более преумножить 
их, компаниям необходимо также развиваться, внедрять новые технологии и всегда знать, что происходит 
в мире. Каждое развитие должно быть пошагово спланировано и оценено заранее: какие риски может 
принести то или иное направление, внимание на какие сферы стоит увеличить, чтобы получить 
наилучший результат за минимальное время. Все эти детали планируются в стратегии развития 
компании. Она помогает шаг за шагом достигать поставленных небольших целей с намерением достичь 
глобальную цель.  Особенно это актуально для ИТ-компаний, находящихся на передовой развития новых 
технологий. 
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Today, the IT-market is one of the fastest growing and most promising segments of the world. A 
review of the development of the IT-market demonstrates that the most promising direction is the 
provision of IT-services to both corporate clients and individuals. With regard to corporate clients, it 
can be noted that the transfer of non-core IT-processes for servicing to another company 
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(IT-outsourcing) has significant growth trends and, under certain conditions, will provide good 
prospects for full-fledged formation  

The Russian IT-outsourcing market has some differences from western markets. Its functioning 
reflects quite clearly the general culture of doing business and business relations in Russia. The 
domestic IT-market is characterized by a fairly high level of qualification of specialists, but the lack 
of trust between potential participants in business relations limits the possibilities for its development. 
Assessing the Russian IT-outsourcing market, it is rather difficult to talk about the degrees of trust 
between market participants, which creates certain difficulties in the implementation of IT services 
[1]. 

To create the most effective promotion strategy when planning it, you need to know the best 
marketing tools, promotion methods. This will increase speed and minimize costs when implementing  

the strategy. The specifics of creating this company promotion strategy largely depend on the 
company's business model: whether it is a product company or an outsourcing company (this model 
is also called a service company). In service companies, marketing plays a smaller role, but it is also 
very important. It is more accurate to say that marketing performs other tasks here. 

In a product company, a firm creates its own product, which it promotes to the market and 
gradually increases its audience. Food companies tend to focus on a narrow product segment. In turn, 
it service companies develop custom projects to meet specific customer requirements, work is 
underway to find new customers, and marketing methods are used to attract customers. 

Internet resources are mainly used for promotion and subsequent sales of IT-products. The reason 
for this is the specificity of products, the creation and implementation of which is due to the use of 
technical equipment and various types of programs. All Internet marketing tools are widely used 
(corporate site, grocery site, search engine optimization, social media promotion, banner and 
contextual advertising, etc.). The company must have a high-tech, high-quality website adapted to 
mobile devices, content available to the target audience, and well-established channels for receiving 
feedback. 

However, the marketing of this companies is not limited to the Internet. Currently, the so-called 
synthetic promotion tools are additionally distinguished, in particular, corporate identity, 
participation in exhibitions and seminars, merchandising, hidden advertising, reviews and 
recommendations. 

The best type of marketing communications for sales and promotion in IT is advertising, and it is 
necessary to have a different set of advertising materials for each of the levels of each of the target 
audiences. In IT-business, the most important requirement for marketing communications is 
maximum personalization. According to a MediaDirectionGroup study, 41% of users buy more as a 
result of receiving personal offers (micro-element Marketing and digital well-being: trends that 
changed the Internet in 2018, 2018) [2]. To adapt messages to individual features, you can work with 
your own CRM database of clients and plan advertising projects based on the history of client activity. 
The offer can be personalized based on high-quality customer segmentation. It should be noted that 
advertising slogans are ineffective for promoting an established it solution.in this case, you need to 
focus on describing experiences and business cases. Communication on behalf of the client has a 
particularly good effect. At the same time, you can successfully use such channels as articles, 
publications, releases, and video cases. The company's website contains materials describing the 
business problem that existed before the project was implemented, solutions, reasons for choosing 
this particular solution, and the results achieved. Consumers can compare the case with their own 
situation and make a purchase decision. According to a number of professional marketers working in 
it Companies, Digital technologies, presence in social networks, advertising and sponsorship usually 
do not lead to direct sales for B2B clients, but they perfectly support the company's brand. 
Promotional videos are an effective but expensive tool for promoting products and developing the 
company's image. To attract «cold» customers, it is recommended to conduct PR expertise of the 
company. For example, a practically free tool - conducting webinars on a relevant topic with an expert 
[3]. 
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Companies that develop software products often present a minimal working product that represents 
a minimal audit. First, they test the product, supplement it, and then expand it to a larger audience. 
Often giving the audience for example a free trial of the product, and then supplement sales with 
various paid subscriptions and features. Thanks to this method, it is important to understand exactly 
who your audience is and conduct high-quality marketing research that will help identify the specific 
target audience for the product. When analyzing the marketing activities of this companies, it should 
be taken into account that all major players in the it market generally adhere to similar development 
and marketing strategies. For example, they have representative offices in countries where their 
products are already being sold or are planned to be sold. This allows them to work more effectively 
with potential consumers, conduct more thorough marketing research and analysis of customer needs, 
and share cultural and professional experience with partners. For example, Microsoft Corporation has 
a large distribution network in Russia with more than a dozen companies. Often, large it companies 
seek to expand their market positions through mergers and acquisitions. In order to develop an 
expensive innovative product, market leaders can join forces to jointly promote the project. For 
example, Facebook, Amazon, Google, IBM and Microsoft have announced a partnership to develop 
artificial intelligence. 

Thus, marketing in the IT-sphere is aimed at solving the most important task for each enterprise - 
the task of creating and expanding demand for your products or services. This is the main goal when 
forming a marketing strategy for promotion. 

Marketing strategy is a comprehensive market research and step-by-step plan for the growth of the 
company. Before blindly investing in a product, marketing, SMM and other activities, it makes sense 
to order a market analysis or strategy and see how the expectations coincide with reality. And also it 
will help to save the advertising budget [4].  

Thus, the right marketing tool can lead us to a high-quality lead. Lead - a person who in any way 
has shown his interest in your company (left a request on the site, asked a chat question, answered 
your message), but has not yet become a client. This term is widely used throughout marketing: both 
for food companies and outsourcing. Lida, in turn, we will need to turn into a client. This is how a 
sales funnel is formed. Lead generation is a process aimed at collecting and conducting a potential 
customer on a sales funnel (Figure 1): from a person with a need who does not know about you at all, 
to a buyer [6]. 

 
Figure 1 – Сlassic sales funnel [5] 
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Outbound (Outbound lead generation campaigns) is a process during which lead generators collect 
lists of companies, after which they compile contact lists from these companies and contact them 
directly via LinkedIn, email, during cold calls. 

Inbound (Inbound lead generation campaigns) – a ctivities aimed at getting a client (potential lead) 
to go to the IT company’s website, fill out the necessary form and then contact the sales manager or 
lead generator (Figure 2).  

 
Figure 2 – An example of inbound lead generation [5] 

 
Sources of traffic, promotion methods, thanks to which a potential lead may be at the stage of 

filling out an application: 
• company website (for example, due to an SEO-optimized expert article that responds to a user’s 

request); 
• content promotion (articles both on the company's website and on third-party sites); 
• quora, Reddit, Stack Overflow (where a company representative answers questions, confirming 

his expertise); 
• freelance sites, Clutch, Good Firms, Capterra (where the user can see the rating of your company 

based on reviews from previous customers); 
• lists (for example: "TOP-10 companies for the development of children's games"); 
• thematic conferences. 
Referrals is one of the most effective types of channels for lead generation when satisfied 

customers recommend an IT company to their friends. 
Customer Surveys – cases when an account manager grows an existing customer: offers additional 

functionality that will improve the product (upsell) or receive an additional order from the same 
customer. This approach also helps the previous one. It allows you to bring the client to the level 
where he recommends the company to someone else (referrals). 

In the course of this analysis, we consider a situation when a company has just entered the market 
and the main task facing it is to obtain new leads and then customers. Accordingly, based on current 
data, we will perform an analysis. 

To identify the most suitable promotion method, the Paired Comparison Analysis method was 
used. Four most suitable promotion methods were identified: 

1. A: directories (Upwork, Clutch, Good firms, etc.), 
2. B: social networks (Linkindn, Facebook, Instagram, etc.), 
3. C: Conferences, 
4. D: content marketing. 
In the course of this analysis, it is necessary to compare each method in pairs and set points from 

1 to 3 in the appropriate cells, depending on the difference of each method from the other. Thus, 1 – 
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will be and the letter of the method will indicate that the given method is not very different in 
significance from the second compared. And if in the same situation, but there will be a figure of 3, 
then this method is much better than the second. We fill only the top of the table, since the symmetric 
part will completely repeat the values. Therefore, it does not matter (Table 1).  

Then it is necessary to calculate the data obtained for each method: 
A = 8 (67%). 
B = 0. 
C = 1 (8%). 
D = 3 (25%). 

Table 1 – Paired Comparison Analysis of marketing methods 
 A B C D 

A - A, 3 A, 2 A, 3 

B  - C, 1 D, 2 

C   - D, 1 

D    - 

 
Having performed Paired Comparison Analysis, we can conclude that using directories is most 

effective for achieving the goal, obtaining new leads. This conclusion is the most optimal, since to 
directories - the initial task is to reduce the customer with the contractor. In turn, social networks have 
the initial task of creating a community of people with one interest. The objectives of the conference 
and marketing content can be completely different, but mainly these are cognitive, educational tasks. 

Thus, summing up the result of this work, we can conclude that for the formation of a promotion 
strategy in a young company, design and promotion on directories will have a key role. 
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