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Web-service promotion
of SaaS service for mining
design
Abstract
The market of software for automating the processes of mining enterprises is represented by foreign solutions, which increases the dependence of Kazakhstani enterprises on
third-party developers. The marketing strategy for promoting the domestic software
product focus on conquering the market segment and increasing competitiveness.
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The study aims to develop a marketing strategy for promoting the national cloud service
“3D-quarry” as a SaaS, taking into account the modern development of Kazakhstan and
the globalization of the world’s economy. When writing the matrix of strategic analysis,
an analysis of pricing models was used. The possibility of using various measures to
promote the service was assessed. A marketing strategy for promoting software for
subsoil use is proposed, including tactics of online and offline marketing. The choice of
a pricing model for a SaaS product for specialized universities and small design organizations is substantiated. Within the SaaS framework, a set of indicators for evaluating
the effectiveness of a marketing strategy is proposed. A comparative analysis of the
payback period of the project when using different tariff plans is carried out. Planning
horizon – 3 years, planned market share – 5%, conversion rate – 1%, expected payback
period – 4.4 years.
The developed pricing policy allows obtaining competitive advantages in comparison
with the main representatives of the software market: in the segment of small design
organizations – at the expense of an acceptable price, in the segment of educational
institutions – at the expense of the freemium pricing model.

Keywords

marketing strategy, pricing, SaaS, digitalization, subsoil
use, promotion channels, 3D-quarry, Kazakhstan

JEL Classification
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INTRODUCTION
Trends in the modern development of the economy cloud services
are showing growth rates of up to 25%. This growth rate is not typical of any other sector of the economy. 90% of all web services have
been created in just the last 20 months. The digitalization of society
leads to total automation and computerization of tasks (Zarubin et al.,
2021). According to the Ministry of National Economy of the Republic
of Kazakhstan, the share of innovative products, including digital
solutions, to GDP in 2019 was only 1.41% (Agency for Strategic planning and reforms of the Republic of Kazakhstan Bureau of National
Statistics, 2021).
Kazakhstan currently has a significant sector of the economy associated
with the extraction and processing of minerals. Optimal mine planning
is critical for the economic success of mining companies and the country’s economy. The share of mining and quarrying in industrial production in 2020 was 43.6% (Agency for Strategic planning and reforms of
the Republic of Kazakhstan Bureau of National Statistics, 2021).
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When designing new mining enterprises, the factors of resource costs and the quality of calculations
play a decisive role in the formation of the cost, and hence the success and competitiveness of a mining
enterprise. Enterprises’ access to a fast, low-cost, and locally-focused digital mine design system can
significantly improve the efficiency of mining operations (Vagonova et al., 2018).
The importance of such decisions is also emphasized by the main directions of the country’s economy,
expressed in the state program “Digital Kazakhstan”. According to this program, the growth of labor
productivity in 2022 in the mining industry and quarrying should be 38.9% (Yurist, 2020).
At the same time, in Kazakhstan, the market of software for automating the processes of mining enterprises is represented by such leading solutions as Surpac, Micromine, Vulcan (Australia), Carlson, Rock
Works (the USA), and Mainframe (the Russian Federation). All software products are foreign and expensive, which increases the dependence of Kazakhstani enterprises on third-party developers.
The introduction to the market of the new Kazakhstani digital service “3D-quarry”, designed to solve
the problems of subsoil users, will provide dividends both at the macro and micro levels. At the same
time, the process of withdrawal and promotion is fraught with several difficulties: limited resources,
opposition from competitors, etc. Effective foresight and overcoming of these events are possible only
through the development of a strategy for bringing a product to the market – a marketing strategy.
Many mechanisms for the development of goods for markets are currently well studied and formalized.
However, the emergence of new channels for promoting goods (services), as well as the specifics of these
goods (services), leads to the need to search for new solutions to the promotion strategy. This is especially true with the concept of promoting cloud technologies. The promoted digital service “3D-quarry”is
considered a special case of cloud solutions – SaaS. For a successful introduction to the market, it is
necessary to develop and adapt elements of a marketing strategy.

1. LITERATURE REVIEW

Market research has shown that the dominant
software model for this sector is the user acquiThe software market for subsoil users is quite at- sition of software licenses or bespoke solutions.
tractive for developers and is represented by more Only in recent years, elements of using the ASP
than 1,000 titles of various software products, both and SaaS concepts based on cloud computing have
small free and large proprietary. Freely distributed appeared (Zarubin et al., 2019).
systems do not provide the required range of tasks
for the enterprise and cannot seriously affect the Information technologies are characterized by an
development of both subsoil users and the market accelerating pace of development, a high level of
innovation, and an increase in the GDP share of
segment (Gu et al., 2010).
most countries. Naturally, as for any complex proCommercial systems are presented in various price duction, all stages of the life cycle of a software
niches and solutions. However, as studies have product should be sufficiently formalized by cershown, products from no more than the top 10 tain models, including business models. Software
manufacturers are mainly used. Up to 74% (Burdin, companies must be able to apply different business
2015) of them are presented in the form of pirated models to be successful both in the promotion
copies, which have several significant drawbacks: stages and in the support and development stages
from problems with the law, ending with the lack of systems (Heredia et al., 2015).
of more or less adapted versions to their local tasks.
At the same time, the interviewed potential subsoil Many different concepts are presented to prousers are interested in the appearance on the mar- mote the software market. However, since the
ket of a product for solving local problems of design mid-2000s, the trend of cloud computing and the
SaaS concept has become clear (Kolesov, 2009).
and planning of mining operations.

50

http://dx.doi.org/10.21511/im.17(4).2021.05

Innovative Marketing, Volume 17, Issue 4, 2021

a specific period. Thus, the fees they pay for
each user are usually a fraction of the traditional perpetual user license fees.

Although the use of these paradigms solves many
potential problems for service consumers, it also
raises new questions for developers and software
vendors.
•
Software-as-a-service providers are growing rapidly, while the current research literature does not
pay enough attention to analyzing their businesscritical marketing and sales processes. By increasing the effectiveness of marketing to promote a
service, one can also increase the efficiency of a
profit-oriented organization (Chari et al., 2014).
The SaaS concept, being the development of the
rental model, inherits part of the mechanisms for
working with clients. The model of the main factors of marketing and selling software as a service
is based on the use of the Internet for marketing
communications (Tyrvainen & Selin, 2011). The
use of digital technologies creates new opportunities and nuances for the promotion of SaaS.

Brown (2021) reviewed a marketing strategy
for SaaS with 12 elements: content marketing,
service search engine optimization, contextual advertising, referral marketing, industry
awareness, customer selection, pricing, offering free trials and/or freemium models, simplifying registration, improving the usability
of the service, offers, and discounts, the use of
clear calls to action.

Marketing must ensure continuous and uninterrupted search and attraction of potential customers for their subsequent conversion into real customers. According to Indiani and Fahick (2020),
96% of the surveyed experts in the field of SaaS
promotion noted that now their priority tactic is
to engage and retain consumers using, first of all,
emails and social networks.

As a result of the analysis of publication on marketing strategies for promoting SaaS for other However, converting the intent of an online purmarket niches, it was revealed that:
chase into an actual purchase must be facilitated
by the convenience of both purchase transactions
• Hall (2020) researched B2B digital marketing and service support. In Marketing 5.0, renowned
strategy, innovative digital methodologies in “Four Pillars of Marketing” advocate Philip Kotler
critical processes such as lead generation, cus- offers an approach to how marketers can use techtomer retention, and customer experience nology to meet customer needs and deliver a serpersonalization.
vice. In the face of digital business transformation
and changing customer behavior, he proposes the
• Lopez-Lopez and Giusti (2020) compared dig- use of marketing automation (Kotler et al., 2021).
ital strategies and social media usage across
the B2B and B2C industries in Spain. B2B Thus, the purpose of the study is to develop a marcompanies are slower to create an overall digi- keting strategy for promoting the national cloud
tal strategy compared to B2C firms. Moreover, service “3D-quarry” as a SaaS, taking into account
B2B companies adopting a digital strategy the modern development of Kazakhstan and the
favor more professional platforms (such as globalization of the world’s economy.
LinkedIn), while B2C companies prefer more
socially oriented services (such as Facebook).

2. RESEARCH METHODS

•

•

Tak and Park (2018) analyzed the market
success of software as a service (SaaS) ven- The paper provides a SWOT analysis of competdors based on customer growth and financial ing programs of typical representatives of the
studied segment of the software market. Leading
performance.
specialists of mining enterprises of the Republic
Dempsey and Kelliher (2018) investigated of Kazakhstan (SSGPO JSC, Aluminum of
revenue models and pricing strategies in the Kazakhstan JSC, as well as representatives of highB2B SaaS market. Customers in B2B SaaS er educational institutions training specialists in
subscribe to a specific service and usually for the field of mining, IT technologies, and mar-
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keting) took part in determining the estimated
indicators.

the 2,125 registered companies in 2017, 634
are active. The analysis carried out over the
years shows fairly high stability of the number of registered and operating companies
(KazData Insider, 2021). The number of operating enterprises engaged in mining of metal ores – 123, mining of coal and lignite – 38,
companies in the field of development of stone,
clay, and sand quarries – 473.

Based on the arithmetic mean, the most significant components are highlighted, allowing focusing on the most important criteria and the development of strategic development alternatives. The
main strategic actions of enterprises-representatives of software have been determined, which
made it possible to highlight the main factors for
On the territory of the Republic of Kazakhstan
improving the cloud service.
alone, educational institutions that train mining
To determine the marketing strategy for promot- specialists are represented by 11 universities that
ing the “3D-quarry” software product, an analysis have the right to teach using educational grants.
of the terms of subscription and price proposals In addition, the target consumer can be universiof key representatives of this market segment was ties that train specialists involved in organizing
carried out. The strategy of differentiation and the work of mining companies: logisticians, ecolopositioning of the developed software product for gists, power engineers, etc.
specialized universities and small design organizations has been substantiated. Activities have Thus, the target market of potential consumers of
been developed, including offline and online mar- a software product in the Republic of Kazakhstan
alone is about 645 operating companies and edketing tactics.
ucational organizations. With the similarity of
The analysis and selection of a pricing model for approaches and technologies for the development
a SaaS product for specialized universities and of open-pit mines in Kazakhstan and the EAEU
small design organizations were carried out. Key countries, the potential market for this region
performance indicators are proposed for a com- alone can amount to about 5,000 clients (Zarubin
prehensive assessment of the effectiveness of a & Zarubina, 2019).
marketing strategy.
To identify threats to the project and opportunities for its development, an analysis of the
3. RESULTS AND DISCUSSION strengths and weaknesses of competing programs
on the market was carried out. The analysis of
To identify the market niche and target consumer, the strengths and weaknesses of commercial prothe analysis of mining calculations for consumers grams is presented in Table 1.
was carried out. Potentially, these systems can be
used by three types of users:
Based on the arithmetic mean for each of the four
directions, the most significant components are
• mining companies and subsoil user identified, which allow focusing on the most imenterprises;
portant criteria and developing strategic development alternatives. Table 2 includes factors with
• design organizations in the field of design; and significance above the arithmetic mean for each
block.
• educational institutions that train specialists
in the field of mining, ecology, logistics, trans- The main strategic actions of enterprises-repreport, and the provision of auxiliary processes. sentatives of software should be aimed at inteThe market of subsoil users of the Republic of gration with technological equipment and the
Kazakhstan with licenses for the extraction ability to work in real time, as well as the develof solid minerals or licenses for the design of opment of measures to combat using the exclumining enterprises is represented by large cor- sion of the possibility of using unpaid software
porations, medium and small companies. Of copies.
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Table 1. Strengths and weaknesses of competing programs
Characteristics

Significance

Grade

Weighted score
in points

Share

Strengths
Coverage of most of the tasks of any mining enterprise

3

3

9

0.18

Well-developed technical support service

2

3

6

0.12

Well-developed marketing service

3

3

6

0.12

Availability of methodological support of the software used

3

3

9

0.18

Established positive reputation among consumers

4

4

16

0.32

Availability of own high-performance servers

2

2

4

0.08

Total

50

Average value

1
0.16

Weaknesses
High price

5

5

25

0.34

High requirements for consumer hardware

1

1

1

0.01

The need for the consumer to have its own IT service

4

4

16

0.22

The need for a consumer to have a Data center or servers

4

4

16

0.22

Significant functional redundancy paid for by the consumer

2

2

4

0.05

Closeness of algorithms

3

2

6

0.08

The difficulty, and often the impossibility, of integration with own
developments and third-party products

2

3

6

0.08

Total

74

Average value

1
0.14

Threats
Legal nihilism and consumer use of unpaid (unlicensed) copies of the
product

4

4

16

0.48

Lobbying by large “players” of their software product and non-price
competition

3

3

9

0.27

LAN attacks and server power outages

3

2

6

0.18

Changes in the legislation in the field of subsoil use

2

1

2

0.06

Total

33

Average value

1
0.25

Opportunities
Integration with technological equipment and the ability to work in
real time

5

5

25

0.49

Attracting highly qualified specialists for the development of systems

4

5

20

0.39

Collaboration with educational institutions

2

3

6

0.12

Total

51

Average value

1
0.33

Table 2. Strategic analysis matrix
Strengths
Coverage of most of the tasks of any mining
enterprise
Availability of methodological support of the
software used
Established positive reputation with consumers
Threats
Legal nihilism and consumer use of unpaid
(unlicensed) copies of the product
Lobbying by major “players” of their software
product

http://dx.doi.org/10.21511/im.17(4).2021.05

Specific
gravity
0.18
0.18
0.32

0.48
0.27

Weaknesses
High price
The need for the consumer to have his own IT
service
The need for a data center or servers for the
consumer
Opportunities
Integration with process equipment and the
ability to work in real time
Attracting highly qualified specialists for the
development of systems

Specific
gravity
0.34
0.22
0.22

0.49
0.39
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All mining software products today offer tools •
only for reserve estimation, individual design operations, and mine planning. At the same time,
such areas as the calculation of ventilation, power •
supply, and drainage systems are poorly provided
with effective computer-aided design systems.
•
To determine the marketing strategy for promoting the “3D-quarry” software product, an analysis
of the terms of subscription, price proposals of key
representatives of the developers of this market
segment was carried out. Typical representatives
of software in the studied market segment are presented in Table 3. Currently, in Kazakhstan, the
market of software for automating the processes of
mining enterprises is represented by such leading
foreign solutions as Surpac (Geovia Surpac, 2021),
Micromine (Micromine, 2021), Vulcan (Capterra,
2021), Carlson (Carlson, 2021), RockWorks
(Rockware, 2021), and Mainframe (Technology
Credo, 2021).

•

concept of providing the system to the end
user;
means of implementation;
strategy for promoting the system on the market; and
system commercialization strategy.

It was revealed that a distinctive feature of modern digital systems of subsoil use is the use of only
the ASP concept in software development, which
imposes certain restrictions on their use and additional difficulties in their “deployment” and support by consumers.

The main market players are represented by such
countries as Australia, the USA, and Canada.
The market entry of a domestic software product
should be attractive at prices for consumers, and
also include marketing activities to promote the
product both offline and online.

The analysis of trends in the development of the
IT market in other areas revealed a gradual abandonment of localized products and a shift to the
“clouds” for most IT solutions. Taking into account
this and the active development of cloud technologies, a logical conclusion arises about the need
to switch to the use of cloud technologies and to
manage mining operations. In this regard, a decision was made to implement the “3D-quarry” system as a cloud service built using web application
technology.

For the successful implementation and further advancement of the system, taking into account the
results of the analysis, the main conceptual solutions have been identified:

The proprietary systems of large manufacturers
presented on the market are built on the principle of a single application; they have significantly redundant functionality and do not allow the

Table 3. Price proposals of typical representatives of mining design software
Name
Mainframe boxed
products open pit
mining 8.0
RockWorks
Vulcan
Carlson
Micromine

Surpac

54

Price of software,
$

Annual subscription cost,
$

Additional characteristics

Country of origin

5,282

135

One can order a temporary version
for 2 weeks,GGIS MINEFRAME is
included in the Unified Register of
Russian programs for computers
and databases

the Russian
Federation

1,500, single license

The option is available after
the registration

Free trial,standard, advanced level
3,000, 5,000 $

USA

–

424

No free version, free trial

Australia

3,950, single license

The option is available after
registration

Demo version

USA

16,977, double license

The option is available after
the registration

Trial license

Australia

There is no
information in the
public domain, price
on request

The option is available after
registration the

No free version, free trial

Australia
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client to select the minimum required configuration for purchase. For the flexibility of the formation of subsystems required by a specific end
user, and to reduce his costs for the system, an approach to building a “3D-quarry” system, as a set
of connected services (SaaS-solution), is proposed.
Accordingly, it is assumed that each end user determines the required list of subsystems.

The strategy for promoting the cloud system
“3D-quarry” to the market includes:

In the future, if necessary, the user will be able to
both pay and connect new additional subsystems
and disconnect unused ones. The use of the SaaS
cloud computing model makes it possible to reduce
the cost of maintaining software on the user’s side
by refusing to self-administer the resource, to provide users with ease of use due to the cross-platform nature of the resource and independence
from the hardware and software resources used
on the client’s side. Thus, from the point of view of
the client, classical computers, tablets, and smartphones can be used as equipment.

•

strategy of differentiation and positioning;

•

PR and advertising strategy;

•

product strategy; and

•

pricing strategy.

The development of differentiation and positioning strategy is aimed at determining its place in
the market and the target group of consumers and
forming a list of differences from competitors. As
the world and practical experience show, there
are only two ways to compete in the market: to be
different from others (differentiation) and to be a
leader in terms of costs. Moreover, these two strategies – the differentiation strategy and the cost
reduction strategy – should exist in parallel and
complement each other.

The software resource required for operation is
only a browser included in the basic package of
any operating system and an Internet connection.
An additional requirement for the implementation
of this approach is the implementation of an adaptive interface (for the formats used and the screen
resolution of the devices used by the user).

Adhering to a differentiation strategy leads to
an increase in competitive advantage and an increase in the efficiency of the organization. It
has also been noted that the success of manufacturing organizations is determined by their
ability to be flexible in strategic planning and
to integrate internal and operational factors in
Important factors for the choice of SaaS as a pro- creating a differentiation strategy (Islami et al.,
motion model were the economic parameters and 2020).
use of the resources of the system owner: the convenience of controlling the monetization of the re- “3D-quarry” is positioned as a system of intellisource, the convenience of protecting against the gent management and digitalization of an open
use of unauthorized copies in comparison with field, where they value their time and their money.
the concept of Application Service Provider (ASP), When differentiating the “3D-quarry” system, the
and the elaboration of mechanisms for the promo- following differentiation criteria were identified:
tion of the resource as a web-site.
• An acceptable subscription price. While maintaining full functionality and high reliability,
Additional parameters of the strategy areselectable
unlike competitors, the pricing policy is fomodularity of the application for the end user, and
cused on the domestic market and its finantransparency of the methods used for the end user.
cial capabilities.
The market is in the process of constant transformation, at the moment of economic develop- • Functional completeness of the accounting
system. The system is initially focused on the
ment there are huge potential opportunities for
domestic market, accordingly, it is built under
its growth. The strategy of promoting a cloud ERP
the current legislation: does not require adsystem, as one of the most important strategies,
aptation, is adequate to changes in the norms
also has great potential and can change following
and rules of financial and tax reporting.
changes in the economic environment.

http://dx.doi.org/10.21511/im.17(4).2021.05
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•

•

•

Modularity of the system. The system assumes
the ability to connect, and therefore pay, only
those modules that are needed by the client at
the current time.

•

•
Security of customer data. Availability of a reliable and secure centralized backup storage •
of customer data. Availability of cryptographically protected data transfer protocols and
encryption algorithms for client data.
•
Geographic independence of the client. The
ability of a client (especially a manager) to
work in the system from anywhere in the
•
world.

•

development and promotion of a business card
site with information about the “3D-quarry”
system and the landing page “3D-quarry”;
buying contextual and targeted advertising;
creation of communities in social networks
(Odnoklassniki, VKontakte, Facebook) and
SMM;
presentation of the system at business meetings with associations of subsoil users and educational institutions;
cold sales (outbound telemarketing, distribution of newsletters to small businesses and individual entrepreneurs); and

Cross-platform system for the client. The ability for the client to use gadgets and programs
convenient for him to work, and not only • advertising in news and business print media.
computers and regulated operating systems.
The marketing strategy should include measures
• Multilingualism. Ability to work in a language to promote the service of both online marketing
convenient for the client (Kazakh, Russian, and offline marketing tactics (Table 4). The develor English) with automatic generation of re- oped site must meet the required conversion goals.
porting documents in the state or Russian
language.
The product strategy is aimed at continuous improvement of the software product through the
• Prompt customer support. Online customer development of new modules. The choice and
support center.
preference of using various pricing models for a
SaaS product for the target audiences under conAttracting visitors to a software or SaaS solution sideration (educational institutions that provide
using content that engages them should include training in educational programs “Mining”, as
the following areas:
well as for small project enterprises) are presented
in Table 5.
• author’s website and other platforms on which
software is sold using a Gutenberg diagram As part of the marketing strategy, at the first stage,
describing the most typical pattern of behav- the optimal pricing model for educational instituior when viewing a page on a monitor, tablet, tions is supposed to use the Freemium model, folor smartphone screen;
lowed by the application of tariff plans; for small
project enterprises – the use of tariff plans.
• third-party content platforms such as blogs,
video sites such as YouTube, Vimeo, podcasts, A company with limited resources may qualify for
or software review sites;
one or more specific segments. This strategy limits
sales but can be very profitable.
• search engines such as Google; and
The marketing strategy for the elements of the
• social media platforms.
marketing mix includes:
To promote the system within the framework of
the advertising strategy, it is planned to perform
the following actions:

56

•

continuous improvement of the software
product through the development of new
modules;
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Table 4. Online marketing activities to promote the service
Direction
Sales quotation automation
Changes to the registration process
for purchases:
two-step authentication
third party authentication services
reducing the number of required
fields during registration
Freemium business model to attract
leads and increase conversions
Content marketing
Partner pages to expedite
registration of related SaaS partner
products
Product overview

Characteristic

Possibility of application

Embedding automatic subscriptions and payment
forms
At the first stage, enter the identifier,
at the second – the password

Applicable for further development
of the service when promoting solution
At the stage of promoting the core
of the system, it is functionally impractical

Linking through social networks

It is advisable to apply with a limitation
of up to three attributes

Using the free version with limited functionality
Call booking to receive highly qualified potential
customers for software product demonstration
A page on a website that features other related SaaS
products that are not directly competitive
to promote similarly on its website
Demonstration of the product’s capabilities on the
service

Referral marketing to increase
website conversions
Hosting a SaaS software product on
third-party review sites
Business meetings
Blog

Online catalog
Newsletter
Artificial intelligence for marketing
automation

Expedient

Sales by referral to customer partners

Expedient

Buying advertising on third-party resources

Expedient

Webinars, web conferences. Target business
audience for more product details
Substantial content, constant updates, discussion
platform, use of the Gutenberg diagram

Virtual exhibition of software
product

Applicable for the kernel due to the
minimum required implemented
functionality
It is impossible in online mode due
to the small staff of employees involved
Difficult to apply due to limited target
audience and SaaS solutions focused
on them

Demonstration of software product

Expedient
Expedient
Expedient

Accommodation in a business segment with contact
information
Newsletter by e-mail
Advanced analytics, dialogue marketing platforms

Expedient
Expedient
At the stage of implementing the kernel,
due to the limited time and financial
capabilities, it is impractical

Table 5. Choosing a SaaS product pricing model
Educational institutions

Small engineering/mining

Not acceptable for universities due to the
complexity of the payment mechanism

Little applicable due to the impossibility of
entering real data in a small number of sessions

Optimal at the stage of system promotion

Due to the rather small demanded functionality of
the system, it is economically inexpedient

Pricing model
Based on usage, fee based on the
amount of use, the amount of
connection
Freemium, the free version with
limited features encourages
upgrades to paid plans with
additional features
Tariff fees
Active user pricing – offers the entire
product or feature set, billed per
user
Price per feature – offers different
sets of features at different prices

Applicable
Applicable, but due to the need for groups
of users to work on the same project, it is
difficult to implement management policies
At the stage of implementing the basic
functions of the kernel, it is not very
attractive to the client

•

increase in sales volume, market share, establishment of flexible prices, tariff plans that are
acceptable to the consumer; and

•

offline and online methods to promote the
service. Within the offline framework, first of

http://dx.doi.org/10.21511/im.17(4).2021.05

Applicable
Applicable, but due to the need for groups of
users to work on the same project, it is difficult to
implement management policies
At the stage of implementing the basic functions
of the kernel, it is not very attractive to the client

all, it is necessary to focus on personal, or personal, sales – the process of personal presentation of a software product to individual entrepreneurs with a presentation and demonstration of the benefits.
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Table 6. Key objectives and performance indicators
Target benchmark, per year
2nd
3rd
1st

Index

Perspective

Conversion rate, %
Share of the domestic (Kazakhstani) market, %
Number of software product exhibitions, including virtual ones, units
Conducting business meetings, including virtual (webinars, web
conferences), units
Placement of a SaaS software product on third-party review sites,
units
Number of proposed solutions, units
Advanced analytics, AI-powered dialogue marketing platforms, units

Client perspective
Client perspective
Client perspective

0,5
1
10

0,75
3
15

1
5
15

Client perspective

10

15

15

Client perspective

5

10

15

Business processes
Business processes
Personnel training and
development

2
–

3
1

4
2

70

80

85

Employee satisfaction index

The payback period of the project is determined
taking into account discounted cash flows. The
discount rate is 10%, the refinancing rate in 2021
in the Republic of Kazakhstan is 9.25%.

The implementation of the marketing strategy ensures the achievement of key indicators covering
various areas of the organizational activities: financial perspective, client perspective, business
process perspective, personnel training and development. This approach allows evaluating the
effectiveness of the proposed marketing business
strategy thoroughly (Kaplan & Norton, 1996) Key
performance indicators are presented in Table 6.

Capital investments for the project are 5,000,000
tenge. With the cost of an annual subscription of
40,000 tenge, the payback period of the project
within the framework of the five-year plan does
not come.

The planned market share is 5%. Within the framework of this project, an analysis of the estimated
payback period was carried out, with a range of
changes in the tariff plan of 40,000–60,000 tenge
(1 USD = 425,41 tenge as of September 1, 2021).
The price range is selected based on the minimum
prices offered by competing firms in the given
market. In particular, the Russian manufacturers
of boxed products Mainframe open pit mining
8.0 offer a tariff in terms of the national currency
– 60,000 tenge.

The calculation of the payback period of the project with the cost of an annual subscription of
50,000 tenge is presented in Table 8.
As calculations show, the payback within the
framework of the five-year plan does not come.
Table 9 shows the calculation of the payback period of the project when using the cost of an annual
subscription – 60,000 tenge.
Payback on the project comes in the fifth year. The
payback period of the project is 4.4 years. Figure 1
shows the dynamics of net cash flow for different
tariff plans.

Tables 7–9 suggest the calculation of the payback
period for this project, provided that a 5% market
share is reached with a change in the annual tariff
plan from 40,000 to 60,000 tenge.

Table 7. Calculation of the payback period of the SaaS-product “3D-quarry” (the cost of an annual
subscription is 40,000 tenge)
Index
Capital investments, tenge
Number of potential annual SaaS product
subscriptions
Tariff, tenge
Income, tenge
Discounted income, tenge
Net cash flow, tenge

58

0 year

1 year

2 year

3 year

4 year

5 year

–5000000

–

–

–

–

–

0

12

20

30

35

40

40000
0
–
–5000000

40000
480000
436363,6
–4563636

40000
800000
661157
–3902479

40000
1200000
901577,8
–3000902

40000
1400000
956218,8
–2044683

40000
1600000
993474,1
–1051209
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2000000
1000000

-567024,1104

0
-1000000
-2000000

1

2
-4345454,545

3
-2001352,367

-3353719,008

923187,065

4

5

-3000000
-4000000
-5000000
rate 40000 tenge

rate 50000 tenge

rate 60000 tenge

Figure 1. Dynamics of net cash flow for different tariff plans
Table 8. Calculation of the payback period of the SaaS product “3D-quarry” (the cost of an annual
subscription is 50,000 tenge)
Index
Capital investments, tenge
Number of potential annual SaaS product
subscriptions
Tariff, tenge
Income, tenge
Discounted income, tenge
Net cash flow, tenge

0 year

1 year

2 year

3 year

4 year

5 year

–5000000

–

–

–

–

–

0

12

20

30

35

40

50000
0
10
–5000000

50000
600000
545454,5
–4454545

50000
1000000
826446,3
–3628099

50000
1500000
1126972
–2501127

50000
1750000
1195274
–1305853

50000
2000000
1241843
–64010,8

Table 9. Calculation of the payback period of the SaaS product “3D-quarry” (the cost of an annual
subscription is 60,000 tenge)
Index
Capital investments, tenge
Number of potential annual SaaS product
subscriptions
Tariff, tenge
Income, tenge
Discounted income, tenge
Net cash flow, tenge

0 year

1 year

2 year

3 year

4 year

5 year

–5000000

–

–

–

–

–

0

12

20

30

35

40

60000
0
10
–5000000

60000
720000
654545,5
–4345455

60000
1200000
991735,5
–3353719

60000
1800000
1352367
–2001352

60000
2100000
1434328
–567024

60000
2400000
1490211
923187,1

Analysis of the payback period of the project with
different tariff plans allows concluding the need to
use the tariff – 60,000 tenge. In this case, the return on investment will come in the fifth period
or in 4.4 years.
Reducing the price when reaching 5% of the
market share is impractical, but it is possible

with an increase in the share of the market in
question.
A marketing strategy for promoting a software product in the domestic market is visualized by a set of indicators that ensure its achievement. Effective cloud
service promotion focuses on maximizing customer
satisfaction and improving the software product.

CONCLUSION
As part of the development of a marketing strategy for the promotion of the 3D-quarry web service, the
commercial prospects for the development of domestic fourth-generation subsoil use systems as cloud
services have been proved. The use of a product strategy to promote the cloud system, the use of online
and offline marketing activities for selected market segments – specialized universities and small design

http://dx.doi.org/10.21511/im.17(4).2021.05
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organizations – has been substantiated; the calculations of the optimal tariff plan and the application of
the freemium model for educational institutions were carried out.
It is proposed to embed the indicators for evaluating the effectiveness of a marketing strategy into a set
of indicators for evaluating a business strategy, taking into account financial, client prospects, business
processes, and personnel training and development.
The pricing policy of the leading representatives of software in the field of subsoil use is poorly available
for small enterprises in the Republic of Kazakhstan. The lack of available software for the selected segment creates prerequisites for the use of pirated software. The pricing policy of the “3D-quarry” service
available to small businesses, especially in the context of the tightening of the fight against piracy in
Kazakhstan, makes it possible to gain competitive advantages at the stage of the system’s formation. The
use of the service in question in the educational process will allow, in the long term, to create an attractive image of the product for purchase by specialized subsoil users.
As part of further research, it is planned to investigate SMM methods to promote the “3D-quarry” service.
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