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Today’s Perfect Storm Driving 
Technology 

Cloud 
Computing 

Social 
Media 

Mobility 

Big 
 Data 

A day at the News-Stand 
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Impact on Businesses 

Jeff Immelt 
GE 

John Chambers 
Cisco Systems 

“I am seeing a series of disruptions at a faster pace 
than I have seen in my career… the “Internet of Things” 
will bring 50 billion connected devices by 2020.” 

“The Industrial Internet leverages the power of the cloud 
to connect machines with sensors and sophisticated 
software to other machines…they will deliver the right 
information to the right people, all in real time…this 
opportunity will bring $15 trillion to the global GDP by 
2030…the equivalent of adding another US 

economy to the world.” 

Disruption 
•  New ways of doing things that overturn the traditional business 

methods. Business Dictionary.com 
 

•  Advances will transform life, business, and the global economy. 
McKinsey & Company 

•  12 leading technologies will have a potential economic impact of 

up to $33 trillion by 2025 McKinsey Global Institute 
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“With the overwhelming, unprecedented 
growth in social media, mobility, and 
cloud computing……if all companies don’t 
see the impact on every facet of their 
business and their lives, they simply are 
not paying attention.” 
  

February, 2013 

Marc Andreesen 
Andreesen, Horowitz 

This is about Technology, not IT! 

Technology is a 
tool IT is a guy 
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The Business Owner 

https://www.youtube.com/watch?v=jWTETDH2Jpc 

Here  we 
are again… 
Another  
Crossroad 
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Core Competencies for BTA Channel 

1.  Aftermarket/Recurring 
Revenue 

2.  Selling a Payment  
–  Lease transactions or monthly service contracts 

3.  Customer Relationships 

4.  Business Model/Metrics 

Managed Services “Must Do’s” 

•  Ownership commitment & involvement 
•  Staff 6 months ahead of needs 
•  Dedicate roles, and look outside if needed 
•  Proper list development is critical 
•  Say within the target market of 10-100 

–  “We wish we would have been more diligent to the target market 
sooner.” –  Every dealer that has come before you 

•  Train and educate reps, and role play a lot 
•  Position the vCIO as the vCIO, not the IT guy 

–  The dealers with the best vCIO’s win more deals 



9/21/15	
  

7	
  

The vCIO 

•  The vCIO role is the key role to the success of the program 
–  Pre-Sales Support 
–  Post-Sales Administration and On-going Account Development 
–  Provides significant differentiation 
–  Becomes the CIO SMB’s want…and need 

–  “Don’t cheap out here!” 

•  Characteristics: 
–  A – Energized by technology 
–  S – Able to describe technical  

 subject matter to a business level 
 audience (verbal and writing skills) 

–  K – Demonstrated knowledge of  
 networking and strategy (hands on and planning level) 

Word from the street..9-17-15 

•  Prospects are more aware of managed services 
and cloud and it has become easier to discuss  

•  You have the right program and products to fit 
prospect needs  

•  Competition has increased and prospects are 
getting multiple proposals 

•   “We’ve got a guy” is still the most common 
objection 

•  The sales process works! 
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List Development & List Management 

•  As markets develop, sales efforts tend to be focused 
to “informing and educating” suspects and “seeking” 
ones that are looking to be ahead of the curve. 

•  As that market matures and becomes more 
commonplace, sales must adapt to “identifying and 
prioritizing” the right prospects and “targeting” them 
with answers to what they need TODAY.  

•  List development is typically a challenge 
–  Too often your “list” is your active pipeline 

•  Need enough at-bats and a group to nurture 
•  “Demand Fulfillment” and “Demand Generation” 

Critical Success Factors (CSF) 

1	
   Average	
  Seats	
  Per	
  Contract	
   Size	
  of	
  Contract	
  by	
  Seats	
   20	
  

2	
   Contracts	
  
Number	
  of	
  New	
  Contracts	
  WriEen	
  

(annually)	
  
30-­‐36	
  per	
  MS	
  Sales	
  Rep	
  

3	
   Revenue	
  per	
  Seat	
   Contract	
  Value/Total	
  Seats	
   $80	
  

4	
   Seats	
  Managed	
  per	
  Engineer	
   Includes	
  vCIO,	
  SE,	
  TSC	
   200	
  

5	
  
TradiUonal	
  IT	
  Service	
  and	
  

Support	
  
Projects	
  and	
  Billable	
  Support	
  per	
  

Mo./Per	
  vCIO/Eng.	
  
$3,118	
  

6	
  
Hardware	
  SoZware	
  Mix	
  and	
  

Margin	
  
HaaS	
  and	
  Cash	
  Equipment	
  Sales	
   35%+	
  

Critical Success Factor Description GAP Model @ Maturity 
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The MSP Model Works 

Acquisitions as a Strategy:  
MSP Market 

•  Organic growth is slow and 
painful 

•   There is too much of a 
temptation to seek the wrong 
business just to get a few 
contracts 

•  Acceleration & Synergy 

•  Its Getting Late 
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Focus is on Business Processes 
•  Every business is a series of Business 

Processes, starting when the time the door 
opens for business  

•  What are they? 
–  A group of activities that lead to some output or 

result 

–  The means by which work gets done 

–  A mechanism to create and deliver value to a 
customer 

•  Why are they important 
–  They describe virtually all work activities in an office 

or manufacturing environment 

–  60% of the cost of a Product or Service is based on 
a series of Business Processes 

0 

20 

40 

60 

80 

100 

Process 

People 

Where do 
organizational problems  

originate ? 

HERE and NOW 

•  The concepts that we teach require in many 
cases a significant behavior change.  

•   In our experience only 20% +/- of sales reps 
can immediately "cross the chasm” to 
broader, higher, “bigger message” solutions 
sales. Others take more time. 

•  We can point (with pride)  to many examples 
of reps that have crossed the chasm quickly.  

•  Development of the entire rep population is 
critical 
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Getting There from Here & Now 

STRATEGIC SALES PROCESS 

•  Industry Trends 

•  Business Goals 

•  Business Processes 

•  Solutions 

HERE AND NOW PROCESS 

•  Extend current functionality 

•  Wrap solution into upgrade 

•  Determine Business Processes that 
are supported 

•  Broaden Solution 

Elements of Future-Proofing 
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Strategic Plan Operational Plan 
Results 

Management 

Operational 
Analysis 

 
Financial Targets/Projections 

 
Budgets 

 
Action Plans  

 

Integrated Planning Process 

For more information: 

!  Mitch Morgan 
913-269-7255 

Mitch@growthachievementpartners.com 

!  Chris Ryne 
913-522-5454 

Chris@growthachievementpartners.com 

 

Visit us at: 
www.GROWTHACHIEVEMENTPARTNERS.com 

 


