
Sales & Marketing
That Get Results

You know that saying, the one we usually say to our kids, “Do what I say, not what I do?” 

 Do NOT do what I did.

 Do NOT spend millions of dollars (including your health, your marriage

 and your peace of mind) to figure out your IT firm’s sales and marketing.

You understood that right. 

MILLIONS were spent trying to grow an emerging SaaS company, whose marketing I ran nearly eight 

years ago. The results were negligible or too confusing to be helpful. We felt like we were constantly 

shooting in the dark. IT WAS INFURIATING.

Though it took four long, arduous years to get there, our efforts eventually paid off. 

Not every business is so lucky. Especially, if you’re a small to medium-sized managed IT Services provider. 

Most of you don’t have sizable sales and marketing spending or expertise. So, how do you make the most 

of your investment to grow your business? 

Want the five second advice? Get a sales and marketing audit NOW.

Why? Because an audit, like any technology or cybersecurity assessment, gives you the information you 

need to make educated sales and marketing decisions. 

I didn’t get an audit. Here’s what happened. 
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THE SITUATION

Eight years ago, ConnectBooster (CB) hired me to run their marketing. At the time, they were an
emerging SaaS vendor in the MSP space. And I was bright-eyed and bushy tailed.

Within the first 30 days, it became clear that they had ZERO sales and marketing strategy.

They also had some MAJOR sales and marketing problems. Looking back this is how I would
categorize them now.

 • A brand identity that was in flux

 • Services and features that were still evolving

 • A poorly understood and defined target audience

 • No documented sales and marketing plan

 • Non-existent alignment between sales and marketing

But I wasn’t worried. I had all the confidence in the world. We had vision, energy, and money. 

That was enough, right? 

Nope. And it cost us millions to figure out why it wasn’t.

WHERE WE WENT WRONG

How’d we remedy it? 

By doing everything ass-backwards the ENTIRE first year I served as their Chief Marketing Officer (CMO).

Instead of taking the time to dial in our brand identity, define our services and target audience, plan our 
marketing strategy, and align with sales, we threw everything we had at marketing tactics including: 

 • Paid ads 

 • Blogging 

 • Multiple new websites

 • Trade Shows

We put the cart before the horse.

The cost? Millions of dollars.

The results? Negligible. 

Was I worried now? FUCK YES. 

As the CMO, the buck stopped with me. I was the pig at a BBQ every day I spent in the office.

Let’s just say that life got hairy while I desperately sought the right solution. 

• Hired a series of marketing agencies and vendors  

• Worked with IT channel influencers

• Marketing automation software
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WHAT WE DID RIGHT

What do you think I did, now that everything was basically on fire? 

I let it burn down. 

It needed to. That was the only way we were going to learn that we were doing EVERYTHING wrong. We 
needed it to hurt a LOT to get us to dig deeper and pivot. 

When nothing was left. We stood and surveyed the smoldering ashes. It became clear that not only did we 
have to rebuild but we had to make the foundation of our sales and marketing INDESTRUCTIBLE. 

It was time to do all the deep work that should have been done in the beginning. 

What was and wasn’t working? (Was ANYTHING working?)

We performed an audit

What were the patterns that reality was trying to show me? Were we misled by false 
assumptions and beliefs? What were our strengths and weaknesses?

We analyzed the data

What were our objectives and priorities? How could we build on our strengths? Which 
weaknesses needed to be addressed and how? Where did we need to gather more info to 
make more educated decisions?

We made a plan

We followed the plan with consistency. We tracked our progress. We continued to review 
and analyze available data. We made the improvements when needed. We admitted 
wrong turns before they burned the ground out from under us. It made us stronger, 
smarter, and better than ever. 

We fought long and hard to get our growth marketing back on track. There were a lot of 
sacrifices made along the way.

We implemented the plan
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Please, please, please spend the time and do the work of creating a solid brand 
identity. Get started by pondering and answering these questions: 

 • What is your reason for being (mission)? What problems do you solve and
  for whom? Why does this matter? 

 • What are your company’s goals (vision)? Why does this matter?

 • What are your guiding ethics (values)? Why do these matter? 

 • What do you want to do after you’re done with your business? 

 • What next step, stage or goal are you using your business as a vehicle to attain? 

 • How do you want to use your business to make an impact in the world?

 •  What matters most to you in your life?

Be sure to speak plainly, be specific and concrete, and if possible, tie them back to who 
you are as a person and to your future goals. Defining your future objectives will help 
you better understand who you need to be NOW to be what and where you want to be 
in the future. 

2. Know Thy Services  

Yes, this seems obvious. Of course, you understand your services, BUT does everyone 
in your organization truly know your services? Are they at least talking about them 
using the same common language so as not to confuse your prospective customers?

In our experience, we rarely find this to be the case. Especially when it comes to the 
sales team. This tends to cause numerous conflicts between leadership and sales. 
Don’t believe us? Go ask your salesperson or team to explain your managed IT services 
to you now. Are they explaining it the way you would to a prospect? If not, then it's your 
job to make sure they know how to. 

Here are some questions that will help you guide your sales team through this process: 

 • What problems do your services solve? 

 • How do your services solve these problems?

 • Do you have an accessible framework set up for explaining your services to 
  prospects? (If not, we recommend the TruMethods approach. Bucket out your 
  services into 5-8 overarching categories.)

 • Is your services list up to date? Are you still offering everything on your list? 

 • What cybersecurity services do you offer? Do you have mandatory 
  cybersecurity services requirements that all customers MUST sign up for to 
  work with you? (If not, we highly recommend you do).

1. Know Thyself

So often MSP owners assume that because they know how to perform their services, 
they know their brand. Or worse, they treat their brand like an item on their to do list 
and throw together a name, tagline, and logo in 30 minutes or less. 

Yes, you’re busy. However, doing a cliff notes version of a branding process will limit 
your ability to effectively market and sell your services in the long run. 

You need a cohesive, relatable, trustworthy, and distinguishable brand identity to 
attract customers. In any saturated market such as the MSP space, the thing that 
makes you stand out won’t be your services. It’ll be who you are and how you conduct 
your business. 

Why? Because it’s all about the relationship, what you know, and what you’ve done to 
help your other customers succeed. All these things are communicated via your brand 
identity and marketing program. 

DON’T DO WHAT I DID

I don’t want you, dear SMB managed IT Services provider, to find yourself in a similar situation where your 
business and/or your life is on the line. 

Please, please, please do NOT do what we did. You have SO much more to lose. 

To prevent you from the same shitshow, I’ve complied and simplified an abridged list of my top sales and 
marketing advice to all SMB MSPs that are spending a TON on sales and marketing, with little results.  

This is the advice I wish I could have given to my younger self all those years ago. It would have saved me 
more than money. 

My biggest hope is that you can benefit from what I know now.

TAKE MY SCHOOL OF HARDKNOCKS ADVICE

Here are four main things, that if you take the time to learn them, will save you tons of money, your health, 
your marriage, and your peace of mind. This may sound like an exaggeration. I wish it were. The truth is, 
it’s not. I’ve been in the field a LONG time and this story is by no means unique to me and CB. 

PLEASE NOTE that if you need help sorting through these four areas, then hire a marketing professional 
to assist you. This investment will save you time and money while helping prevent stress eating, stress 
drinking, stress yelling, stress isolating, stress working, stress what have you. 

Got it? 

Good. Let’s get started.

 • Are industry regulatory compliance requirements listed out and
  understood? Do you have a cheat sheet for the sales team to use when talking 
  with prospects?

 • Have you mapped out wedge offerings (free offers that help open the doors for 
  sales to interact and get to know the prospect)? (Examples include free dark 
  web scan, free external network scan, free cybersecurity quiz, etc.)

 • Have you documented your services in a way that enables you to quickly train
  in new sales and marketing hires? 

The most successful sales teams we’ve encountered are the ones that truly 
understand Managed IT Services offerings and are able to explain them to prospects. 
Giving your sales team an operational understanding of your offerings would be VERY 
beneficial. If you don’t have the time or ability to do this, then team them up with a vCIO 
or an engineer with people skills to fill in the knowledge gaps. 

A few things to keep in mind, it's easier to trust people who demonstrate an 
understanding of their services and who can explain them in an accessible way. It’s 
easier to purchase services from people we trust and understand. 

3. Know Thy Target Audience

Finding your target audience is a mix between marketplace demand, the problems your 
offerings solve best, and the industries and people you enjoy working with the most.

Whether you’re a new or an established MSP, you will benefit from gathering specific, 
concrete data about your target audience. This will cost time and money. There’s no 
way around this if you want your marketing and sales efforts to be successful. 

Some MSPs prefer to serve everyone or remain industry “agnostic.” That’s all fine and 
good until you get to your marketing. Marketing that targets everyone reaches no one. 
Good marketing is compelling. To be compelling, you must know who your audience is. 
You must be able to speak to your target’s particular problems. They need to know that 
you get them in order to trust you with their technology. 

Also, as you mature, saying yes to every Tom, Dick and Harry, is going to hurt your 
business because not every prospect will be a good fit for your services. Knowing who 
your target is will save you time and money over the long term. 

 • Do you have basic demographic data (age, location, income level, etc.) on
  your target audience? 

 • Do you send surveys to your current clients to collect info?

 • Do you talk regularly with your clients to find out what they like best about
  your services and ask for feedback on where you can improve? 

These are all ways to collect data that will help you better identify your prospects and 
fuel your marketing efforts.

Other things to consider include:

 • Who are your services a best match for? 

 • Which industries have you served the most?

 • Which of your services are the most popular in each industry?  

 • Which clients/industries bring in the most revenue?

 • Which clients/industries do you enjoy working with the most? 

As your MSP matures, it’s vital that you continue to collect data and refine your target 
audience. Keep an eye out for any patterns or trends that seem to be appearing. 

Lastly, if you’re an emerging MSP and unsure of which industries to focus on, focus on 
industries that must conform to regulatory compliance requirements. Generally, these 
requirements center around cybersecurity and protecting private consumer data. 
Industries, such as healthcare, financial services, and manufacturing must adhere to 
some strict regulations, which will only grow more robust over time in response to an 
evolving threat landscape. They will be forced to invest in cybersecurity services to 
stay in business, so they would be a wise audience to target.  

4. Get Thee A Plan

After you’ve dialed in your brand identity, defined your services, and identified your 
target audience, you’re ready to make a sales and marketing plan. Everyone needs a 
plan. You know this, that’s why you’re always preaching assessments. You need to 
know what your strengths, weaknesses, and opportunities are to know where you can 
invest, improve, and grow your MSP. 

This is a good time to review your future goals, particularly, the end goal for your business. 

Let’s return to this question from the brand identity section:

 • What next step, stage or goal are you using your business as a vehicle to attain?

Take this opportunity to go deep. This is a good time to do some soul searching 
because you need to know why you’re spending 20-30 years running an MSP. You’ve 
got one life to live, make sure you’re spending it wisely, right? 

If you’re struggling to get started, ask yourself (or your partner, best friend, or dog):

 • Why did you start your MSP in the first place?

 • Who did you want to be or what did you want to accomplish when you were
  8 years old? 

 • Who do you want to be or what do you want to accomplish in the next 1-3 years? 

 • Who do you want to be or what do you want to accomplish when you’re 65?
  Or what is your next big thing? 

 • What will make you feel proud and fulfilled when you’re at the end of your life? 

 • What impact do you want to have on future generations?

Once you’ve answered these questions, focus on who or where you want to be after you 
leave, sell, donate, or give away your MSP. Then, look back at where you are today and 
figure out how you can best use your business to get there. Because at the end of the 
day, if you’re giving up 20-30 years of your life to run this thing, shouldn’t it at least get 
you to where you want to be next? 

5. Get Thee A Partner To Help Implement Thy Plan

Everyone needs help. Yes, even you, the owner of an MSP. Listen, I get it. I’m an 
entrepreneur too. I started my own business. I thrive on figuring out and doing everything 
myself. Everything was going great until I had more work than I could handle. Great 
problem to have, right? 

So, I hired a copywriter. Then, we got more business. This time I hired an admin. We kept 
growing, I brought on more staff. The irony is that the more work we got, the more I had to 
delegate to my expanding team so that I could steer the ship. 

In the beginning, I tried to steer the ship AND still do ALL the things. Why? Because I 
thought that’s what made me a good business owner. Successful company leaders have 
their hands in everything, right?

Wrong. 

Nothing will cause you to fail 100% of the time except trying to do everything yourself. 
Just one more lesson I had to learn the hard way. 

This is why most MSPs struggle with their sales and marketing. The owner thinks they can 
run their sales and marketing successfully while also still running their operations. This 
rarely, if ever, pays off. 

Operations will trump your sales and marketing every single time. You will always be 
forced to put your current clients’ needs first, which will prevent you from being 
consistent with your sales and marketing. 

Plus, each area requires completely different mindsets to accomplish their goals. 

Operations is about maintaining what already is, whereas sales and marketing are all 
about hunting opportunities.

If you want to grow your MSP, you’ll need to choose which part of your business you bring 
the most value to and focus on that. For everything else, hire the right people to help.

I know, I know. You still don’t believe me. Why can’t you do it all and save all that money? 

After decades spent working with technology companies on their sales and marketing, 
I’ve seen it all. Here’s what happens to the MSP owners that believe they can do it all.

They crash and burn. 

And take out their health, marriage or sanity with it.

They didn't realize that their actions would wreak havoc on those around them – their 
families, their teams, their partners, clients – until it was too late.

Unfortunately, sometimes, there is a “too late.” 

I know because I did the same thing. 

Don’t do what I did. Don’t fall for this trap. 

Know and accept your limits. Be real about who you are and what matters to you. 
Identify and live your values. Be willing to not know and not do everything.
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Please, please, please spend the time and do the work of creating a solid brand 
identity. Get started by pondering and answering these questions: 

 • What is your reason for being (mission)? What problems do you solve and
  for whom? Why does this matter? 

 • What are your company’s goals (vision)? Why does this matter?

 • What are your guiding ethics (values)? Why do these matter? 

 • What do you want to do after you’re done with your business? 

 • What next step, stage or goal are you using your business as a vehicle to attain? 

 • How do you want to use your business to make an impact in the world?

 •  What matters most to you in your life?

Be sure to speak plainly, be specific and concrete, and if possible, tie them back to who 
you are as a person and to your future goals. Defining your future objectives will help 
you better understand who you need to be NOW to be what and where you want to be 
in the future. 

2. Know Thy Services  

Yes, this seems obvious. Of course, you understand your services, BUT does everyone 
in your organization truly know your services? Are they at least talking about them 
using the same common language so as not to confuse your prospective customers?

In our experience, we rarely find this to be the case. Especially when it comes to the 
sales team. This tends to cause numerous conflicts between leadership and sales. 
Don’t believe us? Go ask your salesperson or team to explain your managed IT services 
to you now. Are they explaining it the way you would to a prospect? If not, then it's your 
job to make sure they know how to. 

Here are some questions that will help you guide your sales team through this process: 

 • What problems do your services solve? 

 • How do your services solve these problems?

 • Do you have an accessible framework set up for explaining your services to 
  prospects? (If not, we recommend the TruMethods approach. Bucket out your 
  services into 5-8 overarching categories.)

 • Is your services list up to date? Are you still offering everything on your list? 

 • What cybersecurity services do you offer? Do you have mandatory 
  cybersecurity services requirements that all customers MUST sign up for to 
  work with you? (If not, we highly recommend you do).

1. Know Thyself

So often MSP owners assume that because they know how to perform their services, 
they know their brand. Or worse, they treat their brand like an item on their to do list 
and throw together a name, tagline, and logo in 30 minutes or less. 

Yes, you’re busy. However, doing a cliff notes version of a branding process will limit 
your ability to effectively market and sell your services in the long run. 

You need a cohesive, relatable, trustworthy, and distinguishable brand identity to 
attract customers. In any saturated market such as the MSP space, the thing that 
makes you stand out won’t be your services. It’ll be who you are and how you conduct 
your business. 

Why? Because it’s all about the relationship, what you know, and what you’ve done to 
help your other customers succeed. All these things are communicated via your brand 
identity and marketing program. 

 • Are industry regulatory compliance requirements listed out and
  understood? Do you have a cheat sheet for the sales team to use when talking 
  with prospects?

 • Have you mapped out wedge offerings (free offers that help open the doors for 
  sales to interact and get to know the prospect)? (Examples include free dark 
  web scan, free external network scan, free cybersecurity quiz, etc.)

 • Have you documented your services in a way that enables you to quickly train
  in new sales and marketing hires? 

The most successful sales teams we’ve encountered are the ones that truly 
understand Managed IT Services offerings and are able to explain them to prospects. 
Giving your sales team an operational understanding of your offerings would be VERY 
beneficial. If you don’t have the time or ability to do this, then team them up with a vCIO 
or an engineer with people skills to fill in the knowledge gaps. 

A few things to keep in mind, it's easier to trust people who demonstrate an 
understanding of their services and who can explain them in an accessible way. It’s 
easier to purchase services from people we trust and understand. 

3. Know Thy Target Audience

Finding your target audience is a mix between marketplace demand, the problems your 
offerings solve best, and the industries and people you enjoy working with the most.

Whether you’re a new or an established MSP, you will benefit from gathering specific, 
concrete data about your target audience. This will cost time and money. There’s no 
way around this if you want your marketing and sales efforts to be successful. 

Some MSPs prefer to serve everyone or remain industry “agnostic.” That’s all fine and 
good until you get to your marketing. Marketing that targets everyone reaches no one. 
Good marketing is compelling. To be compelling, you must know who your audience is. 
You must be able to speak to your target’s particular problems. They need to know that 
you get them in order to trust you with their technology. 

Also, as you mature, saying yes to every Tom, Dick and Harry, is going to hurt your 
business because not every prospect will be a good fit for your services. Knowing who 
your target is will save you time and money over the long term. 

 • Do you have basic demographic data (age, location, income level, etc.) on
  your target audience? 

 • Do you send surveys to your current clients to collect info?

 • Do you talk regularly with your clients to find out what they like best about
  your services and ask for feedback on where you can improve? 

These are all ways to collect data that will help you better identify your prospects and 
fuel your marketing efforts.

Other things to consider include:

 • Who are your services a best match for? 

 • Which industries have you served the most?

 • Which of your services are the most popular in each industry?  

 • Which clients/industries bring in the most revenue?

 • Which clients/industries do you enjoy working with the most? 

As your MSP matures, it’s vital that you continue to collect data and refine your target 
audience. Keep an eye out for any patterns or trends that seem to be appearing. 

Lastly, if you’re an emerging MSP and unsure of which industries to focus on, focus on 
industries that must conform to regulatory compliance requirements. Generally, these 
requirements center around cybersecurity and protecting private consumer data. 
Industries, such as healthcare, financial services, and manufacturing must adhere to 
some strict regulations, which will only grow more robust over time in response to an 
evolving threat landscape. They will be forced to invest in cybersecurity services to 
stay in business, so they would be a wise audience to target.  

4. Get Thee A Plan

After you’ve dialed in your brand identity, defined your services, and identified your 
target audience, you’re ready to make a sales and marketing plan. Everyone needs a 
plan. You know this, that’s why you’re always preaching assessments. You need to 
know what your strengths, weaknesses, and opportunities are to know where you can 
invest, improve, and grow your MSP. 

This is a good time to review your future goals, particularly, the end goal for your business. 

Let’s return to this question from the brand identity section:

 • What next step, stage or goal are you using your business as a vehicle to attain?

Take this opportunity to go deep. This is a good time to do some soul searching 
because you need to know why you’re spending 20-30 years running an MSP. You’ve 
got one life to live, make sure you’re spending it wisely, right? 

If you’re struggling to get started, ask yourself (or your partner, best friend, or dog):

 • Why did you start your MSP in the first place?

 • Who did you want to be or what did you want to accomplish when you were
  8 years old? 

 • Who do you want to be or what do you want to accomplish in the next 1-3 years? 

 • Who do you want to be or what do you want to accomplish when you’re 65?
  Or what is your next big thing? 

 • What will make you feel proud and fulfilled when you’re at the end of your life? 

 • What impact do you want to have on future generations?

Once you’ve answered these questions, focus on who or where you want to be after you 
leave, sell, donate, or give away your MSP. Then, look back at where you are today and 
figure out how you can best use your business to get there. Because at the end of the 
day, if you’re giving up 20-30 years of your life to run this thing, shouldn’t it at least get 
you to where you want to be next? 

5. Get Thee A Partner To Help Implement Thy Plan

Everyone needs help. Yes, even you, the owner of an MSP. Listen, I get it. I’m an 
entrepreneur too. I started my own business. I thrive on figuring out and doing everything 
myself. Everything was going great until I had more work than I could handle. Great 
problem to have, right? 

So, I hired a copywriter. Then, we got more business. This time I hired an admin. We kept 
growing, I brought on more staff. The irony is that the more work we got, the more I had to 
delegate to my expanding team so that I could steer the ship. 

In the beginning, I tried to steer the ship AND still do ALL the things. Why? Because I 
thought that’s what made me a good business owner. Successful company leaders have 
their hands in everything, right?

Wrong. 

Nothing will cause you to fail 100% of the time except trying to do everything yourself. 
Just one more lesson I had to learn the hard way. 

This is why most MSPs struggle with their sales and marketing. The owner thinks they can 
run their sales and marketing successfully while also still running their operations. This 
rarely, if ever, pays off. 

Operations will trump your sales and marketing every single time. You will always be 
forced to put your current clients’ needs first, which will prevent you from being 
consistent with your sales and marketing. 

Plus, each area requires completely different mindsets to accomplish their goals. 

Operations is about maintaining what already is, whereas sales and marketing are all 
about hunting opportunities.

If you want to grow your MSP, you’ll need to choose which part of your business you bring 
the most value to and focus on that. For everything else, hire the right people to help.

I know, I know. You still don’t believe me. Why can’t you do it all and save all that money? 

After decades spent working with technology companies on their sales and marketing, 
I’ve seen it all. Here’s what happens to the MSP owners that believe they can do it all.

They crash and burn. 

And take out their health, marriage or sanity with it.

They didn't realize that their actions would wreak havoc on those around them – their 
families, their teams, their partners, clients – until it was too late.

Unfortunately, sometimes, there is a “too late.” 

I know because I did the same thing. 

Don’t do what I did. Don’t fall for this trap. 

Know and accept your limits. Be real about who you are and what matters to you. 
Identify and live your values. Be willing to not know and not do everything.
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Please, please, please spend the time and do the work of creating a solid brand 
identity. Get started by pondering and answering these questions: 

 • What is your reason for being (mission)? What problems do you solve and
  for whom? Why does this matter? 

 • What are your company’s goals (vision)? Why does this matter?

 • What are your guiding ethics (values)? Why do these matter? 

 • What do you want to do after you’re done with your business? 

 • What next step, stage or goal are you using your business as a vehicle to attain? 

 • How do you want to use your business to make an impact in the world?

 •  What matters most to you in your life?

Be sure to speak plainly, be specific and concrete, and if possible, tie them back to who 
you are as a person and to your future goals. Defining your future objectives will help 
you better understand who you need to be NOW to be what and where you want to be 
in the future. 

2. Know Thy Services  

Yes, this seems obvious. Of course, you understand your services, BUT does everyone 
in your organization truly know your services? Are they at least talking about them 
using the same common language so as not to confuse your prospective customers?

In our experience, we rarely find this to be the case. Especially when it comes to the 
sales team. This tends to cause numerous conflicts between leadership and sales. 
Don’t believe us? Go ask your salesperson or team to explain your managed IT services 
to you now. Are they explaining it the way you would to a prospect? If not, then it's your 
job to make sure they know how to. 

Here are some questions that will help you guide your sales team through this process: 

 • What problems do your services solve? 

 • How do your services solve these problems?

 • Do you have an accessible framework set up for explaining your services to 
  prospects? (If not, we recommend the TruMethods approach. Bucket out your 
  services into 5-8 overarching categories.)

 • Is your services list up to date? Are you still offering everything on your list? 

 • What cybersecurity services do you offer? Do you have mandatory 
  cybersecurity services requirements that all customers MUST sign up for to 
  work with you? (If not, we highly recommend you do).

1. Know Thyself

So often MSP owners assume that because they know how to perform their services, 
they know their brand. Or worse, they treat their brand like an item on their to do list 
and throw together a name, tagline, and logo in 30 minutes or less. 

Yes, you’re busy. However, doing a cliff notes version of a branding process will limit 
your ability to effectively market and sell your services in the long run. 

You need a cohesive, relatable, trustworthy, and distinguishable brand identity to 
attract customers. In any saturated market such as the MSP space, the thing that 
makes you stand out won’t be your services. It’ll be who you are and how you conduct 
your business. 

Why? Because it’s all about the relationship, what you know, and what you’ve done to 
help your other customers succeed. All these things are communicated via your brand 
identity and marketing program. 

 • Are industry regulatory compliance requirements listed out and
  understood? Do you have a cheat sheet for the sales team to use when talking 
  with prospects?

 • Have you mapped out wedge offerings (free offers that help open the doors for 
  sales to interact and get to know the prospect)? (Examples include free dark 
  web scan, free external network scan, free cybersecurity quiz, etc.)

 • Have you documented your services in a way that enables you to quickly train
  in new sales and marketing hires? 

The most successful sales teams we’ve encountered are the ones that truly 
understand Managed IT Services offerings and are able to explain them to prospects. 
Giving your sales team an operational understanding of your offerings would be VERY 
beneficial. If you don’t have the time or ability to do this, then team them up with a vCIO 
or an engineer with people skills to fill in the knowledge gaps. 

A few things to keep in mind, it's easier to trust people who demonstrate an 
understanding of their services and who can explain them in an accessible way. It’s 
easier to purchase services from people we trust and understand. 

3. Know Thy Target Audience

Finding your target audience is a mix between marketplace demand, the problems your 
offerings solve best, and the industries and people you enjoy working with the most.

Whether you’re a new or an established MSP, you will benefit from gathering specific, 
concrete data about your target audience. This will cost time and money. There’s no 
way around this if you want your marketing and sales efforts to be successful. 

Some MSPs prefer to serve everyone or remain industry “agnostic.” That’s all fine and 
good until you get to your marketing. Marketing that targets everyone reaches no one. 
Good marketing is compelling. To be compelling, you must know who your audience is. 
You must be able to speak to your target’s particular problems. They need to know that 
you get them in order to trust you with their technology. 

Also, as you mature, saying yes to every Tom, Dick and Harry, is going to hurt your 
business because not every prospect will be a good fit for your services. Knowing who 
your target is will save you time and money over the long term. 

 • Do you have basic demographic data (age, location, income level, etc.) on
  your target audience? 

 • Do you send surveys to your current clients to collect info?

 • Do you talk regularly with your clients to find out what they like best about
  your services and ask for feedback on where you can improve? 

These are all ways to collect data that will help you better identify your prospects and 
fuel your marketing efforts.

Other things to consider include:

 • Who are your services a best match for? 

 • Which industries have you served the most?

 • Which of your services are the most popular in each industry?  

 • Which clients/industries bring in the most revenue?

 • Which clients/industries do you enjoy working with the most? 

As your MSP matures, it’s vital that you continue to collect data and refine your target 
audience. Keep an eye out for any patterns or trends that seem to be appearing. 

Lastly, if you’re an emerging MSP and unsure of which industries to focus on, focus on 
industries that must conform to regulatory compliance requirements. Generally, these 
requirements center around cybersecurity and protecting private consumer data. 
Industries, such as healthcare, financial services, and manufacturing must adhere to 
some strict regulations, which will only grow more robust over time in response to an 
evolving threat landscape. They will be forced to invest in cybersecurity services to 
stay in business, so they would be a wise audience to target.  

4. Get Thee A Plan

After you’ve dialed in your brand identity, defined your services, and identified your 
target audience, you’re ready to make a sales and marketing plan. Everyone needs a 
plan. You know this, that’s why you’re always preaching assessments. You need to 
know what your strengths, weaknesses, and opportunities are to know where you can 
invest, improve, and grow your MSP. 

This is a good time to review your future goals, particularly, the end goal for your business. 

Let’s return to this question from the brand identity section:

 • What next step, stage or goal are you using your business as a vehicle to attain?

Take this opportunity to go deep. This is a good time to do some soul searching 
because you need to know why you’re spending 20-30 years running an MSP. You’ve 
got one life to live, make sure you’re spending it wisely, right? 

If you’re struggling to get started, ask yourself (or your partner, best friend, or dog):

 • Why did you start your MSP in the first place?

 • Who did you want to be or what did you want to accomplish when you were
  8 years old? 

 • Who do you want to be or what do you want to accomplish in the next 1-3 years? 

 • Who do you want to be or what do you want to accomplish when you’re 65?
  Or what is your next big thing? 

 • What will make you feel proud and fulfilled when you’re at the end of your life? 

 • What impact do you want to have on future generations?

Once you’ve answered these questions, focus on who or where you want to be after you 
leave, sell, donate, or give away your MSP. Then, look back at where you are today and 
figure out how you can best use your business to get there. Because at the end of the 
day, if you’re giving up 20-30 years of your life to run this thing, shouldn’t it at least get 
you to where you want to be next? 

5. Get Thee A Partner To Help Implement Thy Plan

Everyone needs help. Yes, even you, the owner of an MSP. Listen, I get it. I’m an 
entrepreneur too. I started my own business. I thrive on figuring out and doing everything 
myself. Everything was going great until I had more work than I could handle. Great 
problem to have, right? 

So, I hired a copywriter. Then, we got more business. This time I hired an admin. We kept 
growing, I brought on more staff. The irony is that the more work we got, the more I had to 
delegate to my expanding team so that I could steer the ship. 

In the beginning, I tried to steer the ship AND still do ALL the things. Why? Because I 
thought that’s what made me a good business owner. Successful company leaders have 
their hands in everything, right?

Wrong. 

Nothing will cause you to fail 100% of the time except trying to do everything yourself. 
Just one more lesson I had to learn the hard way. 

This is why most MSPs struggle with their sales and marketing. The owner thinks they can 
run their sales and marketing successfully while also still running their operations. This 
rarely, if ever, pays off. 

Operations will trump your sales and marketing every single time. You will always be 
forced to put your current clients’ needs first, which will prevent you from being 
consistent with your sales and marketing. 

Plus, each area requires completely different mindsets to accomplish their goals. 

Operations is about maintaining what already is, whereas sales and marketing are all 
about hunting opportunities.

If you want to grow your MSP, you’ll need to choose which part of your business you bring 
the most value to and focus on that. For everything else, hire the right people to help.

I know, I know. You still don’t believe me. Why can’t you do it all and save all that money? 

After decades spent working with technology companies on their sales and marketing, 
I’ve seen it all. Here’s what happens to the MSP owners that believe they can do it all.

They crash and burn. 

And take out their health, marriage or sanity with it.

They didn't realize that their actions would wreak havoc on those around them – their 
families, their teams, their partners, clients – until it was too late.

Unfortunately, sometimes, there is a “too late.” 

I know because I did the same thing. 

Don’t do what I did. Don’t fall for this trap. 

Know and accept your limits. Be real about who you are and what matters to you. 
Identify and live your values. Be willing to not know and not do everything.
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Please, please, please spend the time and do the work of creating a solid brand 
identity. Get started by pondering and answering these questions: 

 • What is your reason for being (mission)? What problems do you solve and
  for whom? Why does this matter? 

 • What are your company’s goals (vision)? Why does this matter?

 • What are your guiding ethics (values)? Why do these matter? 

 • What do you want to do after you’re done with your business? 

 • What next step, stage or goal are you using your business as a vehicle to attain? 

 • How do you want to use your business to make an impact in the world?

 •  What matters most to you in your life?

Be sure to speak plainly, be specific and concrete, and if possible, tie them back to who 
you are as a person and to your future goals. Defining your future objectives will help 
you better understand who you need to be NOW to be what and where you want to be 
in the future. 

2. Know Thy Services  

Yes, this seems obvious. Of course, you understand your services, BUT does everyone 
in your organization truly know your services? Are they at least talking about them 
using the same common language so as not to confuse your prospective customers?

In our experience, we rarely find this to be the case. Especially when it comes to the 
sales team. This tends to cause numerous conflicts between leadership and sales. 
Don’t believe us? Go ask your salesperson or team to explain your managed IT services 
to you now. Are they explaining it the way you would to a prospect? If not, then it's your 
job to make sure they know how to. 

Here are some questions that will help you guide your sales team through this process: 

 • What problems do your services solve? 

 • How do your services solve these problems?

 • Do you have an accessible framework set up for explaining your services to 
  prospects? (If not, we recommend the TruMethods approach. Bucket out your 
  services into 5-8 overarching categories.)

 • Is your services list up to date? Are you still offering everything on your list? 

 • What cybersecurity services do you offer? Do you have mandatory 
  cybersecurity services requirements that all customers MUST sign up for to 
  work with you? (If not, we highly recommend you do).

1. Know Thyself

So often MSP owners assume that because they know how to perform their services, 
they know their brand. Or worse, they treat their brand like an item on their to do list 
and throw together a name, tagline, and logo in 30 minutes or less. 

Yes, you’re busy. However, doing a cliff notes version of a branding process will limit 
your ability to effectively market and sell your services in the long run. 

You need a cohesive, relatable, trustworthy, and distinguishable brand identity to 
attract customers. In any saturated market such as the MSP space, the thing that 
makes you stand out won’t be your services. It’ll be who you are and how you conduct 
your business. 

Why? Because it’s all about the relationship, what you know, and what you’ve done to 
help your other customers succeed. All these things are communicated via your brand 
identity and marketing program. 

 • Are industry regulatory compliance requirements listed out and
  understood? Do you have a cheat sheet for the sales team to use when talking 
  with prospects?

 • Have you mapped out wedge offerings (free offers that help open the doors for 
  sales to interact and get to know the prospect)? (Examples include free dark 
  web scan, free external network scan, free cybersecurity quiz, etc.)

 • Have you documented your services in a way that enables you to quickly train
  in new sales and marketing hires? 

The most successful sales teams we’ve encountered are the ones that truly 
understand Managed IT Services offerings and are able to explain them to prospects. 
Giving your sales team an operational understanding of your offerings would be VERY 
beneficial. If you don’t have the time or ability to do this, then team them up with a vCIO 
or an engineer with people skills to fill in the knowledge gaps. 

A few things to keep in mind, it's easier to trust people who demonstrate an 
understanding of their services and who can explain them in an accessible way. It’s 
easier to purchase services from people we trust and understand. 

3. Know Thy Target Audience

Finding your target audience is a mix between marketplace demand, the problems your 
offerings solve best, and the industries and people you enjoy working with the most.

Whether you’re a new or an established MSP, you will benefit from gathering specific, 
concrete data about your target audience. This will cost time and money. There’s no 
way around this if you want your marketing and sales efforts to be successful. 

Some MSPs prefer to serve everyone or remain industry “agnostic.” That’s all fine and 
good until you get to your marketing. Marketing that targets everyone reaches no one. 
Good marketing is compelling. To be compelling, you must know who your audience is. 
You must be able to speak to your target’s particular problems. They need to know that 
you get them in order to trust you with their technology. 

Also, as you mature, saying yes to every Tom, Dick and Harry, is going to hurt your 
business because not every prospect will be a good fit for your services. Knowing who 
your target is will save you time and money over the long term. 

 • Do you have basic demographic data (age, location, income level, etc.) on
  your target audience? 

 • Do you send surveys to your current clients to collect info?

 • Do you talk regularly with your clients to find out what they like best about
  your services and ask for feedback on where you can improve? 

These are all ways to collect data that will help you better identify your prospects and 
fuel your marketing efforts.

Other things to consider include:

 • Who are your services a best match for? 

 • Which industries have you served the most?

 • Which of your services are the most popular in each industry?  

 • Which clients/industries bring in the most revenue?

 • Which clients/industries do you enjoy working with the most? 

As your MSP matures, it’s vital that you continue to collect data and refine your target 
audience. Keep an eye out for any patterns or trends that seem to be appearing. 

Lastly, if you’re an emerging MSP and unsure of which industries to focus on, focus on 
industries that must conform to regulatory compliance requirements. Generally, these 
requirements center around cybersecurity and protecting private consumer data. 
Industries, such as healthcare, financial services, and manufacturing must adhere to 
some strict regulations, which will only grow more robust over time in response to an 
evolving threat landscape. They will be forced to invest in cybersecurity services to 
stay in business, so they would be a wise audience to target.  

4. Get Thee A Plan

After you’ve dialed in your brand identity, defined your services, and identified your 
target audience, you’re ready to make a sales and marketing plan. Everyone needs a 
plan. You know this, that’s why you’re always preaching assessments. You need to 
know what your strengths, weaknesses, and opportunities are to know where you can 
invest, improve, and grow your MSP. 

This is a good time to review your future goals, particularly, the end goal for your business. 

Let’s return to this question from the brand identity section:

 • What next step, stage or goal are you using your business as a vehicle to attain?

Take this opportunity to go deep. This is a good time to do some soul searching 
because you need to know why you’re spending 20-30 years running an MSP. You’ve 
got one life to live, make sure you’re spending it wisely, right? 

If you’re struggling to get started, ask yourself (or your partner, best friend, or dog):

 • Why did you start your MSP in the first place?

 • Who did you want to be or what did you want to accomplish when you were
  8 years old? 

 • Who do you want to be or what do you want to accomplish in the next 1-3 years? 

 • Who do you want to be or what do you want to accomplish when you’re 65?
  Or what is your next big thing? 

 • What will make you feel proud and fulfilled when you’re at the end of your life? 

 • What impact do you want to have on future generations?

Once you’ve answered these questions, focus on who or where you want to be after you 
leave, sell, donate, or give away your MSP. Then, look back at where you are today and 
figure out how you can best use your business to get there. Because at the end of the 
day, if you’re giving up 20-30 years of your life to run this thing, shouldn’t it at least get 
you to where you want to be next? 

5. Get Thee A Partner To Help Implement Thy Plan

Everyone needs help. Yes, even you, the owner of an MSP. Listen, I get it. I’m an 
entrepreneur too. I started my own business. I thrive on figuring out and doing everything 
myself. Everything was going great until I had more work than I could handle. Great 
problem to have, right? 

So, I hired a copywriter. Then, we got more business. This time I hired an admin. We kept 
growing, I brought on more staff. The irony is that the more work we got, the more I had to 
delegate to my expanding team so that I could steer the ship. 

In the beginning, I tried to steer the ship AND still do ALL the things. Why? Because I 
thought that’s what made me a good business owner. Successful company leaders have 
their hands in everything, right?

Wrong. 

Nothing will cause you to fail 100% of the time except trying to do everything yourself. 
Just one more lesson I had to learn the hard way. 

This is why most MSPs struggle with their sales and marketing. The owner thinks they can 
run their sales and marketing successfully while also still running their operations. This 
rarely, if ever, pays off. 

Operations will trump your sales and marketing every single time. You will always be 
forced to put your current clients’ needs first, which will prevent you from being 
consistent with your sales and marketing. 

Plus, each area requires completely different mindsets to accomplish their goals. 

Operations is about maintaining what already is, whereas sales and marketing are all 
about hunting opportunities.

If you want to grow your MSP, you’ll need to choose which part of your business you bring 
the most value to and focus on that. For everything else, hire the right people to help.

I know, I know. You still don’t believe me. Why can’t you do it all and save all that money? 

After decades spent working with technology companies on their sales and marketing, 
I’ve seen it all. Here’s what happens to the MSP owners that believe they can do it all.

They crash and burn. 

And take out their health, marriage or sanity with it.

They didn't realize that their actions would wreak havoc on those around them – their 
families, their teams, their partners, clients – until it was too late.

Unfortunately, sometimes, there is a “too late.” 

I know because I did the same thing. 

Don’t do what I did. Don’t fall for this trap. 

Know and accept your limits. Be real about who you are and what matters to you. 
Identify and live your values. Be willing to not know and not do everything.
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Please, please, please spend the time and do the work of creating a solid brand 
identity. Get started by pondering and answering these questions: 

 • What is your reason for being (mission)? What problems do you solve and
  for whom? Why does this matter? 

 • What are your company’s goals (vision)? Why does this matter?

 • What are your guiding ethics (values)? Why do these matter? 

 • What do you want to do after you’re done with your business? 

 • What next step, stage or goal are you using your business as a vehicle to attain? 

 • How do you want to use your business to make an impact in the world?

 •  What matters most to you in your life?

Be sure to speak plainly, be specific and concrete, and if possible, tie them back to who 
you are as a person and to your future goals. Defining your future objectives will help 
you better understand who you need to be NOW to be what and where you want to be 
in the future. 

2. Know Thy Services  

Yes, this seems obvious. Of course, you understand your services, BUT does everyone 
in your organization truly know your services? Are they at least talking about them 
using the same common language so as not to confuse your prospective customers?

In our experience, we rarely find this to be the case. Especially when it comes to the 
sales team. This tends to cause numerous conflicts between leadership and sales. 
Don’t believe us? Go ask your salesperson or team to explain your managed IT services 
to you now. Are they explaining it the way you would to a prospect? If not, then it's your 
job to make sure they know how to. 

Here are some questions that will help you guide your sales team through this process: 

 • What problems do your services solve? 

 • How do your services solve these problems?

 • Do you have an accessible framework set up for explaining your services to 
  prospects? (If not, we recommend the TruMethods approach. Bucket out your 
  services into 5-8 overarching categories.)

 • Is your services list up to date? Are you still offering everything on your list? 

 • What cybersecurity services do you offer? Do you have mandatory 
  cybersecurity services requirements that all customers MUST sign up for to 
  work with you? (If not, we highly recommend you do).

1. Know Thyself

So often MSP owners assume that because they know how to perform their services, 
they know their brand. Or worse, they treat their brand like an item on their to do list 
and throw together a name, tagline, and logo in 30 minutes or less. 

Yes, you’re busy. However, doing a cliff notes version of a branding process will limit 
your ability to effectively market and sell your services in the long run. 

You need a cohesive, relatable, trustworthy, and distinguishable brand identity to 
attract customers. In any saturated market such as the MSP space, the thing that 
makes you stand out won’t be your services. It’ll be who you are and how you conduct 
your business. 

Why? Because it’s all about the relationship, what you know, and what you’ve done to 
help your other customers succeed. All these things are communicated via your brand 
identity and marketing program. 

 • Are industry regulatory compliance requirements listed out and
  understood? Do you have a cheat sheet for the sales team to use when talking 
  with prospects?

 • Have you mapped out wedge offerings (free offers that help open the doors for 
  sales to interact and get to know the prospect)? (Examples include free dark 
  web scan, free external network scan, free cybersecurity quiz, etc.)

 • Have you documented your services in a way that enables you to quickly train
  in new sales and marketing hires? 

The most successful sales teams we’ve encountered are the ones that truly 
understand Managed IT Services offerings and are able to explain them to prospects. 
Giving your sales team an operational understanding of your offerings would be VERY 
beneficial. If you don’t have the time or ability to do this, then team them up with a vCIO 
or an engineer with people skills to fill in the knowledge gaps. 

A few things to keep in mind, it's easier to trust people who demonstrate an 
understanding of their services and who can explain them in an accessible way. It’s 
easier to purchase services from people we trust and understand. 

3. Know Thy Target Audience

Finding your target audience is a mix between marketplace demand, the problems your 
offerings solve best, and the industries and people you enjoy working with the most.

Whether you’re a new or an established MSP, you will benefit from gathering specific, 
concrete data about your target audience. This will cost time and money. There’s no 
way around this if you want your marketing and sales efforts to be successful. 

Some MSPs prefer to serve everyone or remain industry “agnostic.” That’s all fine and 
good until you get to your marketing. Marketing that targets everyone reaches no one. 
Good marketing is compelling. To be compelling, you must know who your audience is. 
You must be able to speak to your target’s particular problems. They need to know that 
you get them in order to trust you with their technology. 

Also, as you mature, saying yes to every Tom, Dick and Harry, is going to hurt your 
business because not every prospect will be a good fit for your services. Knowing who 
your target is will save you time and money over the long term. 

 • Do you have basic demographic data (age, location, income level, etc.) on
  your target audience? 

 • Do you send surveys to your current clients to collect info?

 • Do you talk regularly with your clients to find out what they like best about
  your services and ask for feedback on where you can improve? 

These are all ways to collect data that will help you better identify your prospects and 
fuel your marketing efforts.

Other things to consider include:

 • Who are your services a best match for? 

 • Which industries have you served the most?

 • Which of your services are the most popular in each industry?  

 • Which clients/industries bring in the most revenue?

 • Which clients/industries do you enjoy working with the most? 

As your MSP matures, it’s vital that you continue to collect data and refine your target 
audience. Keep an eye out for any patterns or trends that seem to be appearing. 

Lastly, if you’re an emerging MSP and unsure of which industries to focus on, focus on 
industries that must conform to regulatory compliance requirements. Generally, these 
requirements center around cybersecurity and protecting private consumer data. 
Industries, such as healthcare, financial services, and manufacturing must adhere to 
some strict regulations, which will only grow more robust over time in response to an 
evolving threat landscape. They will be forced to invest in cybersecurity services to 
stay in business, so they would be a wise audience to target.  

4. Get Thee A Plan

After you’ve dialed in your brand identity, defined your services, and identified your 
target audience, you’re ready to make a sales and marketing plan. Everyone needs a 
plan. You know this, that’s why you’re always preaching assessments. You need to 
know what your strengths, weaknesses, and opportunities are to know where you can 
invest, improve, and grow your MSP. 

This is a good time to review your future goals, particularly, the end goal for your business. 

Let’s return to this question from the brand identity section:

 • What next step, stage or goal are you using your business as a vehicle to attain?

Take this opportunity to go deep. This is a good time to do some soul searching 
because you need to know why you’re spending 20-30 years running an MSP. You’ve 
got one life to live, make sure you’re spending it wisely, right? 

If you’re struggling to get started, ask yourself (or your partner, best friend, or dog):

 • Why did you start your MSP in the first place?

 • Who did you want to be or what did you want to accomplish when you were
  8 years old? 

 • Who do you want to be or what do you want to accomplish in the next 1-3 years? 

 • Who do you want to be or what do you want to accomplish when you’re 65?
  Or what is your next big thing? 

 • What will make you feel proud and fulfilled when you’re at the end of your life? 

 • What impact do you want to have on future generations?

Once you’ve answered these questions, focus on who or where you want to be after you 
leave, sell, donate, or give away your MSP. Then, look back at where you are today and 
figure out how you can best use your business to get there. Because at the end of the 
day, if you’re giving up 20-30 years of your life to run this thing, shouldn’t it at least get 
you to where you want to be next? 

5. Get Thee A Partner To Help Implement Thy Plan

Everyone needs help. Yes, even you, the owner of an MSP. Listen, I get it. I’m an 
entrepreneur too. I started my own business. I thrive on figuring out and doing everything 
myself. Everything was going great until I had more work than I could handle. Great 
problem to have, right? 

So, I hired a copywriter. Then, we got more business. This time I hired an admin. We kept 
growing, I brought on more staff. The irony is that the more work we got, the more I had to 
delegate to my expanding team so that I could steer the ship. 

In the beginning, I tried to steer the ship AND still do ALL the things. Why? Because I 
thought that’s what made me a good business owner. Successful company leaders have 
their hands in everything, right?

Wrong. 

Nothing will cause you to fail 100% of the time except trying to do everything yourself. 
Just one more lesson I had to learn the hard way. 

This is why most MSPs struggle with their sales and marketing. The owner thinks they can 
run their sales and marketing successfully while also still running their operations. This 
rarely, if ever, pays off. 

Operations will trump your sales and marketing every single time. You will always be 
forced to put your current clients’ needs first, which will prevent you from being 
consistent with your sales and marketing. 

Plus, each area requires completely different mindsets to accomplish their goals. 

Operations is about maintaining what already is, whereas sales and marketing are all 
about hunting opportunities.

If you want to grow your MSP, you’ll need to choose which part of your business you bring 
the most value to and focus on that. For everything else, hire the right people to help.

I know, I know. You still don’t believe me. Why can’t you do it all and save all that money? 

After decades spent working with technology companies on their sales and marketing, 
I’ve seen it all. Here’s what happens to the MSP owners that believe they can do it all.

They crash and burn. 

And take out their health, marriage or sanity with it.

They didn't realize that their actions would wreak havoc on those around them – their 
families, their teams, their partners, clients – until it was too late.

Unfortunately, sometimes, there is a “too late.” 

I know because I did the same thing. 

Don’t do what I did. Don’t fall for this trap. 

Know and accept your limits. Be real about who you are and what matters to you. 
Identify and live your values. Be willing to not know and not do everything.
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Please, please, please spend the time and do the work of creating a solid brand 
identity. Get started by pondering and answering these questions: 

 • What is your reason for being (mission)? What problems do you solve and
  for whom? Why does this matter? 

 • What are your company’s goals (vision)? Why does this matter?

 • What are your guiding ethics (values)? Why do these matter? 

 • What do you want to do after you’re done with your business? 

 • What next step, stage or goal are you using your business as a vehicle to attain? 

 • How do you want to use your business to make an impact in the world?

 •  What matters most to you in your life?

Be sure to speak plainly, be specific and concrete, and if possible, tie them back to who 
you are as a person and to your future goals. Defining your future objectives will help 
you better understand who you need to be NOW to be what and where you want to be 
in the future. 

2. Know Thy Services  

Yes, this seems obvious. Of course, you understand your services, BUT does everyone 
in your organization truly know your services? Are they at least talking about them 
using the same common language so as not to confuse your prospective customers?

In our experience, we rarely find this to be the case. Especially when it comes to the 
sales team. This tends to cause numerous conflicts between leadership and sales. 
Don’t believe us? Go ask your salesperson or team to explain your managed IT services 
to you now. Are they explaining it the way you would to a prospect? If not, then it's your 
job to make sure they know how to. 

Here are some questions that will help you guide your sales team through this process: 

 • What problems do your services solve? 

 • How do your services solve these problems?

 • Do you have an accessible framework set up for explaining your services to 
  prospects? (If not, we recommend the TruMethods approach. Bucket out your 
  services into 5-8 overarching categories.)

 • Is your services list up to date? Are you still offering everything on your list? 

 • What cybersecurity services do you offer? Do you have mandatory 
  cybersecurity services requirements that all customers MUST sign up for to 
  work with you? (If not, we highly recommend you do).

1. Know Thyself

So often MSP owners assume that because they know how to perform their services, 
they know their brand. Or worse, they treat their brand like an item on their to do list 
and throw together a name, tagline, and logo in 30 minutes or less. 

Yes, you’re busy. However, doing a cliff notes version of a branding process will limit 
your ability to effectively market and sell your services in the long run. 

You need a cohesive, relatable, trustworthy, and distinguishable brand identity to 
attract customers. In any saturated market such as the MSP space, the thing that 
makes you stand out won’t be your services. It’ll be who you are and how you conduct 
your business. 

Why? Because it’s all about the relationship, what you know, and what you’ve done to 
help your other customers succeed. All these things are communicated via your brand 
identity and marketing program. 

 • Are industry regulatory compliance requirements listed out and
  understood? Do you have a cheat sheet for the sales team to use when talking 
  with prospects?

 • Have you mapped out wedge offerings (free offers that help open the doors for 
  sales to interact and get to know the prospect)? (Examples include free dark 
  web scan, free external network scan, free cybersecurity quiz, etc.)

 • Have you documented your services in a way that enables you to quickly train
  in new sales and marketing hires? 

The most successful sales teams we’ve encountered are the ones that truly 
understand Managed IT Services offerings and are able to explain them to prospects. 
Giving your sales team an operational understanding of your offerings would be VERY 
beneficial. If you don’t have the time or ability to do this, then team them up with a vCIO 
or an engineer with people skills to fill in the knowledge gaps. 

A few things to keep in mind, it's easier to trust people who demonstrate an 
understanding of their services and who can explain them in an accessible way. It’s 
easier to purchase services from people we trust and understand. 

3. Know Thy Target Audience

Finding your target audience is a mix between marketplace demand, the problems your 
offerings solve best, and the industries and people you enjoy working with the most.

Whether you’re a new or an established MSP, you will benefit from gathering specific, 
concrete data about your target audience. This will cost time and money. There’s no 
way around this if you want your marketing and sales efforts to be successful. 

Some MSPs prefer to serve everyone or remain industry “agnostic.” That’s all fine and 
good until you get to your marketing. Marketing that targets everyone reaches no one. 
Good marketing is compelling. To be compelling, you must know who your audience is. 
You must be able to speak to your target’s particular problems. They need to know that 
you get them in order to trust you with their technology. 

Also, as you mature, saying yes to every Tom, Dick and Harry, is going to hurt your 
business because not every prospect will be a good fit for your services. Knowing who 
your target is will save you time and money over the long term. 

 • Do you have basic demographic data (age, location, income level, etc.) on
  your target audience? 

 • Do you send surveys to your current clients to collect info?

 • Do you talk regularly with your clients to find out what they like best about
  your services and ask for feedback on where you can improve? 

These are all ways to collect data that will help you better identify your prospects and 
fuel your marketing efforts.

Other things to consider include:

 • Who are your services a best match for? 

 • Which industries have you served the most?

 • Which of your services are the most popular in each industry?  

 • Which clients/industries bring in the most revenue?

 • Which clients/industries do you enjoy working with the most? 

As your MSP matures, it’s vital that you continue to collect data and refine your target 
audience. Keep an eye out for any patterns or trends that seem to be appearing. 

Lastly, if you’re an emerging MSP and unsure of which industries to focus on, focus on 
industries that must conform to regulatory compliance requirements. Generally, these 
requirements center around cybersecurity and protecting private consumer data. 
Industries, such as healthcare, financial services, and manufacturing must adhere to 
some strict regulations, which will only grow more robust over time in response to an 
evolving threat landscape. They will be forced to invest in cybersecurity services to 
stay in business, so they would be a wise audience to target.  

4. Get Thee A Plan

After you’ve dialed in your brand identity, defined your services, and identified your 
target audience, you’re ready to make a sales and marketing plan. Everyone needs a 
plan. You know this, that’s why you’re always preaching assessments. You need to 
know what your strengths, weaknesses, and opportunities are to know where you can 
invest, improve, and grow your MSP. 

This is a good time to review your future goals, particularly, the end goal for your business. 

Let’s return to this question from the brand identity section:

 • What next step, stage or goal are you using your business as a vehicle to attain?

Take this opportunity to go deep. This is a good time to do some soul searching 
because you need to know why you’re spending 20-30 years running an MSP. You’ve 
got one life to live, make sure you’re spending it wisely, right? 

If you’re struggling to get started, ask yourself (or your partner, best friend, or dog):

 • Why did you start your MSP in the first place?

 • Who did you want to be or what did you want to accomplish when you were
  8 years old? 

 • Who do you want to be or what do you want to accomplish in the next 1-3 years? 

 • Who do you want to be or what do you want to accomplish when you’re 65?
  Or what is your next big thing? 

 • What will make you feel proud and fulfilled when you’re at the end of your life? 

 • What impact do you want to have on future generations?

Once you’ve answered these questions, focus on who or where you want to be after you 
leave, sell, donate, or give away your MSP. Then, look back at where you are today and 
figure out how you can best use your business to get there. Because at the end of the 
day, if you’re giving up 20-30 years of your life to run this thing, shouldn’t it at least get 
you to where you want to be next? 

5. Get Thee A Partner To Help Implement Thy Plan

Everyone needs help. Yes, even you, the owner of an MSP. Listen, I get it. I’m an 
entrepreneur too. I started my own business. I thrive on figuring out and doing everything 
myself. Everything was going great until I had more work than I could handle. Great 
problem to have, right? 

So, I hired a copywriter. Then, we got more business. This time I hired an admin. We kept 
growing, I brought on more staff. The irony is that the more work we got, the more I had to 
delegate to my expanding team so that I could steer the ship. 

In the beginning, I tried to steer the ship AND still do ALL the things. Why? Because I 
thought that’s what made me a good business owner. Successful company leaders have 
their hands in everything, right?

Wrong. 

Nothing will cause you to fail 100% of the time except trying to do everything yourself. 
Just one more lesson I had to learn the hard way. 

This is why most MSPs struggle with their sales and marketing. The owner thinks they can 
run their sales and marketing successfully while also still running their operations. This 
rarely, if ever, pays off. 

Operations will trump your sales and marketing every single time. You will always be 
forced to put your current clients’ needs first, which will prevent you from being 
consistent with your sales and marketing. 

Plus, each area requires completely different mindsets to accomplish their goals. 

Operations is about maintaining what already is, whereas sales and marketing are all 
about hunting opportunities.

If you want to grow your MSP, you’ll need to choose which part of your business you bring 
the most value to and focus on that. For everything else, hire the right people to help.

I know, I know. You still don’t believe me. Why can’t you do it all and save all that money? 

After decades spent working with technology companies on their sales and marketing, 
I’ve seen it all. Here’s what happens to the MSP owners that believe they can do it all.

They crash and burn. 

And take out their health, marriage or sanity with it.

They didn't realize that their actions would wreak havoc on those around them – their 
families, their teams, their partners, clients – until it was too late.

Unfortunately, sometimes, there is a “too late.” 

I know because I did the same thing. 

Don’t do what I did. Don’t fall for this trap. 

Know and accept your limits. Be real about who you are and what matters to you. 
Identify and live your values. Be willing to not know and not do everything.

HOW THE STORY ENDS

You might be wondering, how does my story end? 

Though the software company’s sales and marketing program was back on track and thriving, I wasn’t. 

My 20-year marriage was ending. It shook the very foundation of my values. I felt lost, numb, broken, you 
name it. I felt it. I was stressed and burnt out, beyond belief. 

I left my role as the CMO to regroup. 

As I repaired and healed, it was clear that I needed a different way. I realized that I wanted to use my 
experience and knowledge to help other tech firms struggling to successfully use sales and marketing to 
accelerate their growth by implementing the steps I outlined earlier.

So, that’s what I did and I’ve been doing this ever since. 

And you know what? I’ve never been happier. All MSP owners know exactly what I’m talking about.
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If you're looking for help with your sales and marketing, I invite you to come 
and try our way. It’s tried and true. I’ve lived it and implemented it for 
multiple MSPs over the past 20 years, which means I can guide you. 

All you need to do to get started is to sign up
for our sales and marketing audit.

You Need A
Lifesaving Audit

*Typically, I charge $3,500 for a sales and marketing audit. We cover a LOT 
of ground. However, for a limited time I’ll be offering this lifesaving audit 

for $500 to all attendees of the 2022 IT Nation Connect Conference. 

Sign up by December 1, 2022, with proof of attendance to get this
$500 audit offer. Head into 2023 equipped with the info you need

to grow your company wisely. You’ll be glad you did.

scottgrowthstrategies.com

GET THIS LIFESAVING AUDIT NOW!

Sign Up

https://scottgrowthstrategies.com/itn/

