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STOP EMAILING JUST
ANYONE AFTER AN EVENT
How many times have you gotten a follow-up email 
after an event and not remembered the company it’s 
from? Or worse, known you never even met with that 
company? Annoying, right? Then, why are you still 
doing it to others?

STOP IGNORING
YOUR COMMUNITY
Marketing is not an island in the middle of the ocean. You are not the 
lone survivor. It’s time to stop acting like it. 

Shouting into the void is no longer an efficient marketing strategy. 
Instead, engage in your community, including your partners, 
publishers, and peers. Be a part of the space where your audience is 
connecting and communicating. Instead of static emails, webinars, 
and blogs, consider these community-oriented tactics:

Think about it like this: Modern buyers trust peers, not pitches.

Instead of sending mass emails to anyone and 
everyone, send personal check-ins with your hottest 
leads from the event. Make sure those you actually 
talked to are getting the information they need to 
continue the conversation. Oftentimes, these leads 
are far more valuable than mass emails.

SEGMENT YOUR AUDIENCE! 
Say it with us

Set up the problem

STOP LEADING WITH
TECHNICAL MESSAGING
As marketers, it’s our job to know our product or solution 
better than anyone else; we’re the ones trying to sell it, 
after all. But a major reason your marketing campaigns 
are flopping is because you’re leading with technical 
specs, feature functionality, and complicated terminology. 
Let’s face it, your audience is skimming that information. 

To strengthen your messaging and make it more effective, 
translate those features into benefits. Give your 
customers the answer to the most important question: 
why does this matter to me? 

At the end of the day, marketing your software doesn’t have to feel like an uphill battle. It’s all about making smart 
choices, focusing on what your audience actually cares about, and not falling into the same traps over and over. 
Drop the fluff, stay human, and give your partners and prospects what they really need to move forward. Fix a few 
of these common mistakes, and you’ll be surprised how much more traction you start to see.

Build a partner 
playbook

Provide 
ready-to-use 

Offer joint 
pipeline Check in regularly

CUSTOMER PAIN POINTS, 
BUSINESS VALUE, ROI.

FOCUS ON:

Highlight community wins like shoutouts in newsletters, 
customer spotlights, or contests
Host regular live events or Ask-Me-Anythings (AMAs) 
with your product team, leaders, or customers
Participate in LinkedIn discussions and have a voice 
on hot topics

www.thepartnermarketinggroup.com

HOW CAN WE HELP YOU BE A BETTER MARKETER?

From marketing planning and strategy to campaign creation to professional content 
development and beyond, The Partner Marketing Group offers marketing solutions, programs 

and services designed to elevate your results and strengthen engagement.

info@ThePartnerMarketingGroup.com

Marketing a software product or solution today is harder than ever, 
especially for Independent Software Vendors (ISVs) navigating crowded 

markets and complex sales cycles. While many ISVs build powerful, 
innovative products, their marketing often falls short due to common 
missteps. Here are 5 mistakes ISVs make in their marketing, and how 

to fix them!

Get in touch today to discuss our marketing programs and solutions for ISVs.

5 THINGS ISVs SHOULD
STOP   DOING IN

THEIR MARKETING

Show the solution

Explain the impact

01
STOP MAKING EVERY
WEBINAR A SALES PITCH

NO ONE’S LISTENING!

We get it, you love your product and think it’s the best 
in the world, but stop expecting demos and sales 
pitches alone to sell your product. These days, without 
the full story, buyers aren’t paying attention.

Instead, use thought leadership strategies to build 
your narrative. Here’s a good formula to follow:

So, you signed a new partner? That’s great! However, if you’re 
not going to provide sufficient sales materials, enablement 
decks, or co-marketing resources, why did you even bother?
 
Partners are an integral part of your marketing strategy, 
so you should value them as such. They don’t know how 
to pitch your solution, you do. So, help them!

STOP TAKING YOUR
PARTNERS FOR GRANTED


