e-ISSN :
&IPREMS\Z INTERNATIONAL JOURNAL OF PROGRESSIVE 2583-1062
—~— —~J RESEARCH IN ENGINEERING MANAGEMENT

AND SCIENCE (IJPREMS) Impact
WWW.ijprems.com Factor:

editor@ijprems.com Vol. 04, Issue 06, June 2024, pp: 2006-2008 5.725

A STUDY ON THE CHALLENGES IN MARKETING Al SOFTWARE
PRODUCTS WITH REFERENCE TO BOSCH GLOBAL SOFTWARE
TECHNOLOGIES

Mr. A. Prasanth!, Munavir Badhusha?
Assistant Professor, Department of Management Science, Hindusthan College of Engineering and
Technology, Coimbatore, Tamil Nadu, India.
2Student 11 MBA, Department of Management Science, Hindusthan College of Engineering and
Technology, Coimbatore, Tamil Nadu, India.

ABSTRACT

The marketing landscape for Al software products presents unique challenges, especially in the B2B sector. This study
aims to explore B2B behavior and preferences in marketing Al software products, identify key factors influencing
decision-making, evaluate the effectiveness of various marketing channels, and assess the roles of branding, pricing
strategies, and customer support. Through a comprehensive analysis of Bosch Global Software Technologies, this
research seeks to provide actionable insights to optimize marketing strategies for Al software products.
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1. INTRODUCTION

The rapid advancements in artificial intelligence (Al) have led to a surge in the development and commercialization of
Al software products. Marketing these products in the B2B sector presents unique challenges due to the complex nature
of Al technologies and the specific needs of business clients. Understanding B2B behavior and preferences is crucial
for devising effective marketing strategies that resonate with target audiences.

Bosch Global Software Technologies, a leading player in the Al software market, provides a valuable case study for
examining these challenges. This study aims to investigate the behavior and preferences of B2B clients in the context
of Al software marketing, identify the factors that influence their decision-making processes, and evaluate the
effectiveness of different marketing channels. Additionally, the study will assess the roles of branding, pricing strategies,
and customer support in shaping the market success of Al software products.

2. OBJECTIVES OF THE STUDY

- Study B2B behavior and preferences for marketing software products.

- Determine the factors influencing decision-making in the software market.

- Evaluate the effectiveness of various marketing channels in promoting software products.
- Assess the role of branding, pricing strategies, and support in software marketing.

SCOPE OF THE STUDY

The purpose of this study is to examine how businesses behave and what they prefer when purchasing software products.
It aims to identify the key factors that influence their decision-making processes. The study will assess the effectiveness
of different marketing channels, comparing traditional methods with digital strategies to determine the most impactful
approaches for promoting Al software. Additionally, it will evaluate the importance of branding, pricing strategies, and
customer support in shaping market success. A case study of Bosch Global Software Technologies will be conducted to
provide a detailed analysis of the specific challenges faced by the company and their strategies for overcoming them.
The study seeks to offer actionable recommendations and best practices for enhancing the marketing effectiveness of
Al software products in the B2B sector.

LIMITATION OF THE STUDY

- The study focuses on Bosch Global Software Technologies, and the findings may not be applicable to other
companies or sectors within the Al software industry.

- Theresearch may mainly concentrate on specific regions where Bosch operates, potentially overlooking differences
in marketing challenges and preferences in different global markets.

- Rapid technological advancements in the Al software industry could make the study's findings quickly outdated,
necessitating frequent updates to ensure relevance.

- The study might rely on a limited sample size of B2B clients and industry experts, impacting the strength of the
conclusions. Additionally, biases in data collection methods, such as surveys and interviews, could skew results.
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- Market conditions, including competition, economic factors, and customer preferences, are dynamic and can change
rapidly, potentially affecting the long-term relevance of the study's findings.

3. METHODOLOGY
RESEARCH DESIGN

Research design is the framework or plan for a study that guides the collection and analysis of data. It serves as a
blueprint for completing a study. The research design for this study is descriptive in nature, which means it attempts to
obtain a clear and accurate description of a situation. In descriptive research, the researcher has no control over the
variables and can only report what has happened or what is happening. The methods used in descriptive research include
various survey methods, as well as comparative and correlation methods.

SAMPLING METHOD

The research used simple random sampling, ensuring each respondent had an equal chance of being selected without
any bias. The study involved 120 respondents.

Data was collected through structured questionnaires during field surveys, providing original information (primary
data). Additionally, secondary data was gathered from company websites, books, and journals.

STATISTICAL TOOLS

*  Percentage Analysis
*  Chi-Square Test
Correlation

Anova

FINDINGS AND STUDY

. 52.9% of the respondents are female.

. The largest proportion, 30.4% of the respondents, falls within the 20-25 age range.

. 50% of the respondents are unmarried.

. The highest percentage, 47.1% of the respondents, earn Rs. 30,000 or more.

. 34.3% of the respondents are in product management roles.

. 55.7% of the respondents have 1-3 years of experience in marketing software products.

. 31.4% of the respondents work in the retail industry.

. 23.2% of the respondents agree with understanding and targeting the right audience.

. 26.1% of the respondents are neutral about communicating the value proposition effectively.
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. 31.9% of the respondents are neutral about differentiating from competitors and generating quality leads.
. 31.9% of the respondents agree with converting leads into customers.
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. 35.3% of the respondents strongly agree with retaining customers post-sale.
. 24.6% of the respondents are neutral about allocating a sufficient budget for marketing activities.
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. 27.5% of the respondents strongly agree with keeping up with technological advancements.
. 34.3% of the respondents prefer using industry research and reviews to gather insights.
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. 23.5% of the respondents find features and functionalities to be the most influential factor for decision making.

17. 21.7% of the respondents favor social media marketing as the most popular channel for promoting Al software
products.

18. 23.5% of the respondents are satisfied with digital advertising.

19. 31.4% of the respondents are highly satisfied with content marketing.

20. 31.9% of the respondents are highly satisfied with email marketing.

21. 41.4% of the respondents are highly satisfied with social media marketing.
22. 30.4% of the respondents are highly satisfied with search engine optimization.
23. 31.4% of the respondents are highly satisfied with events and conferences.

24. 24.3% of the respondents are highly satisfied with direct sales efforts.

5. SUGGESTIONS

- Utilize a combination of traditional and digital marketing channels to reach a wider audience. This includes content
marketing, social media, webinars, and online demos to educate potential customers about the capabilities of the Al
software.
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6.
Th

Develop educational resources such as whitepapers, case studies, and tutorials to help potential customers
understand the benefits and applications of Al software. Hosting workshops and training sessions can also increase
customer engagement and confidence in the product.

Use data analytics to understand the specific needs and preferences of different B2B segments. Tailor marketing
messages and campaigns to address the unique pain points and goals of each segment, thus enhancing the relevance
and impact of marketing efforts.

Focus on building a strong brand identity that clearly communicates the unique value propositions of the Al
software. Highlight Bosch’s competitive advantages, such as innovation, reliability, and superior customer support,
to differentiate the product from competitors.

Conduct market research to determine optimal pricing strategies that balance competitiveness with profitability.
Consider offering flexible pricing models, such as subscription-based or usage-based pricing, to cater to varying
customer budgets and usage patterns.

CONCLUSION
e decision-making process in the software market is influenced by technological advancements, competitive

pressures, and organizational goals. Trust and credibility play a pivotal role in this process. The effectiveness of
marketing channels varies. Digital strategies such as content marketing and SEO have been highly effective, though
traditional methods like trade shows remain valuable. Branding is essential for market differentiation. Flexible pricing
strategies and robust customer support are crucial for customer acquisition and retention. The case study of Bosch Global
Software Technologies highlights the importance of leveraging brand reputation, focusing on innovation, and providing
exceptional customer support to navigate market challenges successfully. Overall, businesses must continuously adapt
to market trends and leverage customer feedback to enhance their marketing effectiveness and achieve sustained growth
in the competitive Al software industry.
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