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This Lead Generation Guide provides tools and 
insights for independent software vendors (ISVs) 
in Software-as-a-Service (SaaS) and On-Demand 
environments to extend market reach and improve 
marketing results. It includes articles that address: 
• Value of & Methods for Establishing Expertise 
• Guerrilla Marketing Basics 
• Whitepapers, Seminars, and Panel Discussions 
• Effective Traditional Marketing Methods 
• Channel Partners & Strategic Alliances 
• Executing an Integrated Marketing Plan 

We are pleased to make this information available 
to the industry in the hope it will help accelerate 
the growth of SaaS and On-Demand companies. 
Please feel free to contact us with questions about 
marketing program design or on executing a par-
ticular plan. 
We have been providing successful strategic mar-
keting, business development, and sales leader-
ship to technology companies for over twenty 
years and will be pleased to assist in the develop-
ment of your marketing strategy and team. 

T h e  M a r k e t  G o e s  t o  t h e  E x p e r t s  

Fully-integrated marketing campaigns using both 
traditional and guerrilla elements are key to ex-
panding brand awareness and demonstrating the 
expertise companies require of service vendors. 
This guide provides Software-as-a-Service (SaaS) 
and On-Demand independent software vendors 
(ISVs) with ideas and recommendations for identi-
fying their customers’ business problems and 
leveraging their business and technical expertise 
to raise their brand profile in any vertical market. 

By following the principles in this guide, SaaS and 
On-Demand ISVs can become their customers’ 
trusted advisors. By helping solve the business 
problems their applications are designed to ad-
dress, ISVs will generate high-quality leads and 
improve revenue growth. 
The goal is to accelerate ISV transformation.  
Beyond this guide, we are available to provide 
additional support and detailed recommendations. 
Topics in the guide include: 

L e a d  G e n e r a t i o n  G u i d e  Ta b l e  o f  C o n t e n t s  

Demonstrating Expertise & Building Credibility 
• The Value of Expert Service....................................................................................................2.a 
• Guerrilla Marketing Techniques ..............................................................................................2.b 

Beyond Branding: The Goal of Quality Marketing 
• Generating & Percolating Quality Leads .................................................................................3.a 
• Traditional Marketing & Alternate Channels............................................................................3.b 
• A Guerrilla Marketing Resource Guide....................................................................................3.d 

Going to Market as a Service Provider 
• Executing an Integrated Marketing Campaign ........................................................................4.a 
• Software Lead Generation Guide Summary ...........................................................................4.b 
• About Keychain Logic..............................................................................................................4.d 
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The aim of any marketing campaign is the same 
for the independent software vendor (ISV) in the 
software-as-a-service (SaaS) or On-Demand 
space as traditional ISVs, but the approach must 
be significantly different. 
SaaS and On-Demand ISVs expanding their 
base, moving into new verticals, and providing 
additional value-added services are responding to 
market demand for less complex technology and 
more service-focused solutions. 
The application is the means by which they deliver 
these solutions; the operative words in the new 
business model are service and expertise. While 
customers shun the expense and complexity of 
perpetual licenses, they are hungry for solutions in 
the quickly evolving information age. 
The key, then, to SaaS and On-Demand market-
ing is the demonstration of the business expertise 
that went into the application’s development. Few 
product lifecycle management ISVs could build a 
quality tool without understanding everything 

about developing, producing, manufacturing, and 
bringing new products to market. 
Thus, a guerrilla campaign broadcasts the ISV’s 
expertise, builds credibility in the appropriate verti-
cals as a quality service-provider, and attracts 
prospective customers to the solution. 
Such a campaign will establish the SaaS and On-
Demand ISV as a trusted advisor by establishing 
the brand as the de facto solution in the field. It 
will help maintain high profits because customers 
will have identified the solution and bought it for its 
effectiveness rather than its features or price. 
Moreover, positioning the application as a service 
offering attracts new and different channel part-
ners, particularly if it solves their business prob-
lems, too. 
Finally, higher-quality leads, percolated from 
“cold” to “hot” will result in higher conversion, 
more customers per salesperson, and a higher 
return on the sales and marketing investment. 

webinars, panel discussions, and work groups 
focused on customers’ problems and which also 
consider several possible solutions. The purpose 
is not to sell; rather, it is to raise the ISV’s profile 
in its target market’s ecosystem and establish it as 
a resource for company-specific solutions. 
Also effective are press releases, electronic news-
letters, surveys, and trade event participation. 
With each, the ISV includes research-based 
analysis, cites other industry experts, and dis-
cusses the pros and cons of suggested solutions. 
Such analyses cannot offer blanket solutions; 
every enterprise is different and, therefore, ap-
proaches problems differently. 
The guerrilla marketer attempts to identify the 
60% to 70% of the problem and solution shared 
by all players and establish a basis from which the 
remaining 20% to 30% can be customized. 
For the SaaS and On-Demand ISV, this basis 
must be a common understanding of the business 
problem for which the application provides a solu-
tion; the remaining piece is embodied in the 
amount and kind of customization the user can 
implement with the software, but, more impor-
tantly, the kind of expert advise the ISV’s sales 
and service personnel can bring to the users’ 
business. 

Well-crafted, comprehensive guerrilla marketing 
campaigns share one common element: The ser-
vice provider first gives to its customers its exper-
tise and know-how, and, by so doing, establishes 
itself as the resource for customized solutions. 
For SaaS and On-Demand ISVs, the first step is 
always to plainly identify the business issue 
solved by the on-line application in terms of the 
user’s pain.  The approach works best if the solu-
tion relieves the ISV’s customer’s customers’ pain. 
On-line retailers, for example, suffer extremely low 
conversion rates a result of their customers facing 
too many choices. A SaaS provider, as expert in 
on-line consumer marketing as in software devel-
opment, that offers an application to improve the 
shopping experience and increase conversion 
rates will be invaluable to retailers. Its guerrilla 
campaign will be targeted at the retailers’ sales 
organizations (rather than their IT groups) and 
focus primarily on how to grow on-line sales. 
SaaS and On-Demand ISVs can demonstrate 
such expertise by publishing whitepapers and 
trade articles about the problems their customers 
face, including discussion of various available 
solutions. Such articles must give useful informa-
tion and not merely advertise the application. 
The best guerrilla marketers also lead seminars, 

B e i n g  t h e  M a r k e t ’ s  8 0 0 l b  G u e r r i l l a  Lead Generation Guide 

G i v e  t h e  G i f t  o f  K n o w l e d g e  

“It is not enough to have 
knowledge; 
one must also apply it. 
It is not enough to have 
wishes; 
one must also accomplish.”  
— Johann Wolfgang von Goethe 

“The sole purpose 
of business is service. 
The sole purpose 
of advertising 
is explaining the service 
which business renders.” 
          — Leo Burnett 
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Face it:  Cold calling is a waste. 
If you were talking about any other business activ-
ity with a success rate of less than 20%, you 
would have scrapped it long ago. Salespeople 
don’t like cold calling not only because it keeps 
them from selling but also because their prospects 
hate it. Consider: Do you like picking up the phone 
to hear an unsolicited sales pitch? 
While cold calling has its place in a fully-integrated 
plan, guerrilla marketing benefits the software-as-
a-service (SaaS) and On-Demand independent 
software vendor (ISV) because it prompts target 
customers to initiate contact while revealing the 
level of their need of the solution the ISV provides. 
The guerrilla marketer tracks where its materials 
go and the responses they generate. With each 
contact, the ISV collects more data – first, name 
and email address; then, company name and title; 
then, decision-making authority; finally, a descrip-
tion of the problem – that further qualify the lead 
and assess the customer’s interest in the solution. 

By thus percolating contacts, the ISV hands its 
sales department higher quality, “hotter” leads.  
When the first sales call is made, the customer 
generally expects it; at a minimum, s/he is familiar 
with the ISV’s solution and recognizes the ISV’s 
expertise in the field. 
Often, this first call is initiated by the customer. 
Ask any salesperson: They love these conversa-
tions. 
The thrust then becomes the customer’s problem 
and how the ISV’s application can be used to 
address it.  Moreover, the salesperson is talking 
with the person who is experiencing the pain – not 
an overburdened IT director with insufficient re-
sources to take on the implementation and sup-
port of yet another “killer app.” 
The results are shorter sales cycles, higher con-
version rates, less downward pressure on rates, 
more effective channel partnerships, and, with 
successful deployments, the beginnings of an 
effective viral marketing campaign. 

dustry problem; an alternative to selling the appli-
cation is to offer a whitepaper or an invitation to a 
free seminar on possible solutions. 
These changes also can expand channel opportu-
nities. Traditional hardware and systems integra-
tor relationships retain their value, but ISVs can 
also partner with lower-technology companies in 
the target customer’s supply chain. This is particu-
larly effective when ISVs give the app to their 
partners and pay reduced commissions for suc-
cessful referrals or channel sales. 
SaaS and On-Demand ISVs also should partici-
pate in trade shows, join trade and professional 
associations, and attend social networking and 
education functions. While contributing to these 
are excellent guerrilla tactics, ISVs still need feet 
on the street to promote the company name and 
discuss the solution it offers. 
Informed discussion of the solution is what sets 
SaaS and On-Demand ISVs apart; such differen-
tiation is important in establishing market credibil-
ity for the application. 
It is critical in this time when enterprises are ques-
tioning the need for new applications and evaluat-
ing them in total cost of ownership terms that are 
beyond the ISV’s control of the SaaS and On-
Demand vendors. 

Even the best guerrilla campaign would be insuffi-
cient if it neglected traditional marketing elements 
(Product, Price, Place & Promotion), lead genera-
tion, and branding. Even cold calling has its place. 
To integrate guerrilla techniques into a software-
as-a-service (SaaS) and On-Demand marketing 
plan, independent software companies (ISVs) will 
shift their position in their customers’ supply chain.  
“Product” is the solution delivered by the on-line 
app; “place” is with the executive experiencing the 
pain of the business problem; “promotion” in-
cludes distribution of the ISV’s expertise. 
“Price,” then, is not a function of the ISVs’ devel-
opment cost but is determined by what the cus-
tomer will pay by not solving its problem. 
The challenge SaaS and On-Demand ISVs face is 
branding themselves as service providers that use 
technology for product delivery, as opposed to 
technology companies with little understanding of 
the business issues suffered by their customers.  
Corporate identities (such as logos and color 
schemes) do not need to change, but the manner 
in which ISVs present themselves needs to focus 
less on the app and more on the solution. 
These shifts also change in how outbound calling 
is conducted. The script is re-crafted to ask ques-
tions about how the target is dealing with the in-

A GUERRILLA MARKETING 
RESOURCE GUIDE 

 
Chris Forbes, a Guerrilla Marketing 

Coach, assures executives that, 
“Contrary to what the name may 

imply to you, guerrilla marketing is 
not about taking advantage of 

customers in some unsuspecting 
way.  It’s about deepening your 

understanding of your customers so 
you can serve them better.” 

Developed in 1984 by Jay Conrad 
Levinson in his popular book, 

Guerrilla Marketing: Secrets for 
Making Big Profits from Your Small 
Business (paperback, about $10), 
guerrilla marketing techniques are 
designed promote companies and 

products cost-effectively. 

In addition to Levinson’s book and 
website (www.GMarketing.com), 

there are countless resources 
available on the internet and in print. 

Perry Marshall, a professional trainer 
specializing in high-technology sales, 
offers many short articles on his site 

at www.PerryMarshall.com.  His 
discussions regarding promoting 

whitepapers and the importance of 
marketing information instead of 
products are particularly useful. 

Like Marshall, many guerrilla 
marketing advocates position their 
resources for sales organizations, 
increasing their value to the SaaS 

and On-Demand ISV.  Anthony 
Parinello, author of Selling to VITO 

(The Very Important Top Officer), 
offers his take on guerrilla tactics in 

the excellent Stop Cold Calling 
Forever! (paperback, about $12). 

Finally, Canadian coaching and 
strategic consulting firm 

DramatisPersonae.org offers an 
excellent article on guerrilla 

marketing that includes numerous 
examples, case studies, and a 

guerrilla marketing test at 
www.DramatisPersonae.org/

GuerrillaMarketingandFinance/
GuerrillaMarketing.htm.  

Lead Generation Guide S e r v e  P r o s p e c t s  H o t  t o  t h e  S a l e s  Ta b l e  

A P l a c e  f o r  A l l  T h i n g s  
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Incorporate Traditional Marketing Techniques 
Standard techniques involving identity branding, 
trade shows, promotion, even outbound calling, all 
have value in SaaS and On-Demand ISVs’ mar-
keting programs; however, the focus needs to be 
shifted from the applications’ technology, features, 
and ROI. Instead, these efforts are best concen-
trated on repositioning the ISVs service providers 
that use technology to deliver their solutions. 

Guerrilla Marketing Resources 
Jay Conrad Levinson developed guerrilla market-
ing in 1984; an industry has grown from his ideas. 
Many resources are available on the web and in 
print. Highly recommended for both sales and 
marketing organizations is Anthony Parinello’s 
Stop Cold Calling Forever! 

Fully-Integrated Lead Generation Plans 
Cost-effective on their own, guerrilla techniques 
work best in conjunction with traditional branding 
and promotion. Whitepapers, articles, press re-
leases, newsletters, etc., must be published regu-
larly. They must include real content that offers 
workable solutions. When they do, and when the 
ISV is established as an expert service provider, 
new quality leads accelerate revenue growth. 

Be an Expert in the Customer’s Field 
Today’s enterprise looks to its vendors for worka-
ble business solutions. By focusing on the service 
of the Software-as-a-Service (SaaS) and On-
Demand models and by establishing themselves 
as experts, independent software vendors (ISVs) 
can differentiate themselves. The combination of 
expertise and service establishes the ISV’s brand 
as the de facto solution. 
Sharing Knowledge and Marketing Services 
With full understanding of their customers’ pain, 
SaaS and On-Demand ISVs demonstrate exper-
tise and raise their profile by publishing white-
papers and articles and by leading seminars and 
panel discussions. Press releases and newslet-
ters further expand brand awareness. All provide 
useful information, including solutions, but none 
should sell the application. 
Percolate Leads for Maximum Sales Results 
ISVs record contact information from those who 
receive whitepapers, attend seminars, and make 
other inquiries into the ISVs’ solutions, gathering 
additional data each time. When the prospect’s 
interest is sufficiently high or problem sufficiently 
acute, the lead is passed to a salesperson. 

Lead Generation Guide M e s s a g i n g  E x p e r t i s e  i n  t h e  M a r k e t p l a c e  

By conducting an aggressive guerrilla marketing 
campaign in conjunction with its traditional mar-
keting efforts, Software-as-a-Service (SaaS) and 
On-Demand independent software vendors (ISVs) 
can significantly raise their reputations as service 
providers. With the goal of establishing and con-
veying industry expertise and offering solutions to 
widely recognized problems, a successful guerrilla 
campaign will generate quality leads and increase 
successful sales conversions. 
Guerrilla ISVs must maintain their high profile by 
publishing new, content-rich whitepapers and 
articles on a regular basis, preferably at least 
once a quarter. Leadership of industry work 
groups, panel discussions, and other widely publi-
cized forums should occur just as frequently. 
In addition to articles, SaaS and On-Demand ISVs 
should publish newsletters and send them to inter-
ested customers and prospects. These, too, must 
contain useful content and be emailed regularly, 
no less frequently than once a month. 
Press releases are another excellent way of main-

taining a high profile. ISVs must issue them to 
market-appropriate outlets, and, like newsletters, 
do so at least once every month. 
Probably the most powerful way to demonstrate 
expertise is to conduct seminars and workshops 
that address some of the issues faced by targeted 
customers. Such forums are most effective when 
hosted by a “disinterested” third party – such as a 
trade association, business development agency, 
or business incubator – and when several, compli-
mentary vendors make presentations on different 
aspects of the business problem. 
In all cases, guerrilla materials must offer practical 
outlines for solutions to real problems, and the 
information included should be shared extensively 
with channel and other strategic partners. 
When combined with traditional marketing such as 
trade shows, websites, outbound calling, advertis-
ing, association membership and sponsorship, 
guerrilla tools will prove a cost-effective way for 
SaaS and On-Demand ISVs to penetrate new 
markets and accelerate revenue growth. 

L e a d  G e n e r a t i o n  G u i d e  S u m m a r y  

About 
Keychain Logic 

 
Keychain Logic accelerates revenue 
growth in the emerging Software-as-
a-Service and On Demand sectors 
by delivering customized tools and 
services to independent software 
vendors that supercharge their entire 
revenue production engine. 
These sales, marketing, and 
business development strategies 
have been generating explosive 
growth in technology businesses for 
over twenty years, resulting in more 
than $3.2 billion in new contract 
revenue. 
A major contributor to the Software & 
Information Industry Association’s 
SaaS Working Group committee on 
ISV Transformation, Keychain Logic 
leads workshops and seminars on 
accelerating SaaS revenue growth 
and publishes articles that address 
specific marketing and sales issues 
faced by vendors and VARs in the 
new enterprise software industry.  
Additional resources can be found at 
www.KeychainLogic.net. 
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