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A note about Remote Connect

When all the traditional events we count on to build connection and communi-
ty among our peers started to be cancelled because of the Covid-19 lockdown, 
we decided to reach out to some of our friends in the industry. What if we could 
get people together on Zoom and try to replicate the content pieces of a typical 
conference, such as breakout rooms, parallel sessions, etc? What if we made it 
fun, interactive, and focused on the material rather than the sales pitch? What if 
we had a magician? And so Remote Connect was born.  

We tapped on familiar shoulders: Phil Myers of Captain’s Chair and Larry Cobrin 
of MSPCFO, both of which are SmileBack integration partners, and made some 
new friends, including Ted Hulsy at Iron Path and Vera Tucci of T-Consulting. In 
fact, just having an excuse to chat with so many great people in the planning 
stage made this all such a pleasure, before the whole get-together even started.

If you were there, you know it was loads of fun. If you weren’t, we’ve put this to-
gether for you so you could experience some of it, too. We’ll get all the videos—
including of the magician (seriously, it was really cool!)—live at  
https://blog.smileback.com/remoteconnect.

We also raised $1,625 for Doctors Without Borders for their Covid-19 response. 
It’s not a fortune, but it felt good as a community to be able to kick in a few 
bucks for a good cause.

Drop me a line and let me know what you think!

Cheers,

Andrew Wallace
Managing Director, SmileBack
www.smileback.com
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In his keynote and subsequent fireside chat with NinjaRMM’s Jonathan Crowe, 
IT industry maven Richard Tubb departed from this new era’s usual doom-and-
gloom and took aim at some of the opportunities for the MSP industry.

Business as usual has changed forever

Although we’re bound to return to some kind of normalcy again, MPSs who ex-
pect business to get back to the way things were before the pandemic are miss-
ing the boat. Even now, lots of flagship  companies like Twitter, Facebook, and 
Microsoft have made it known that their employees will have either the right to 
work from home going forward, or else far more flexibility than previously to do 
so. This will filter down to companies of all sizes and the MSPs that not only an-
ticipate—but also enable—this shift will win.

This report continues the work of three prior publicationsÑAssociation Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011Ñin assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re

Keynote by Richard Tubb: Managed
services in the time of Corona

Followed by a fireside chat with Jonathan Crowe

“I want you to share in my optimism for the future of the managed 
services industry.”

Richard Tubb

It was the best of times, it was the worst of times.  
How a few months can change everything…
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Some predictions for lasting changes:

• The lines between IT and HR will blur, 
as technology becomes vital in ensuring 
safety, morale, and other aspects ger-
mane to the HR function as working from 
home increases.

• Downstream IT will become a bigger 
market opportunity, as companies that 
have their own IT department specialize 
in the day-to-day digital plumbing but 
look externally for support from MSPs 
that can bring in a level of process excel-
lence, nimbleness, and agility that just 
can’t exist in-house.

Make your clients comfortable at home

What was good enough in a work-from-home 
scenario in the first weeks following lock-
down—think kitchen table, hunched over a lap-
top—is starting to wear thin. What start out 
as minor inconveniences become productivity 
killers over time. That uncomfortable kitchen 
chair becomes a workplace health and safety 
issue and therefore a liability to the company. 

MSPs are dividing into two camps: survival–hoping this 
all goes away vs. opportunity to thrive–embracing new 
ways to serve clients and so pulling ahead of competi-
tors.

Ted Hulsy, IronPath

Ergonomics is a huge liability issue 
for US companies. It is the em-
ployer’s responsibility to give all 
employees an ergonomic set up.

Bottom line: the home office is going to need an upgrade. Make it easy for 
your clients with different WFH kits including things like fit-for-purpose laptops, 
high-resolution webcams, and professional routers. By packaging and offering 
these things to your clients, you’re showing yourself to be a heck of a lot more 
than just the IT help desk: you are enabling their businesses to succeed and be-
coming a trusted advisor. Bonus points for MSPs who team up with HR, training, 
and office supply companies to offer even wider-reaching packages.

Digital transformation is accelerating

As MSPs, we’ve been seeing the shift to more digital, more cloud, more automa-
tion for a while now. But we’ve all lost the luxury of making this a gradual process 
and now we’re forced to compress years of IT acceleration into months.
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Clients are starting to talk to their MSPs more often now. This is a huge oppor-
tunity to cement your role as a trusted advisor by leading clients in this trans-
formation. Where clients were being more transactional before, they are seeking 
advice now. Bottom line: be part of the solution, adapt to the new normal, and 
help your clients do the same.

Some highlights from the Q&A

How is the expectation regarding communications changing?

March 2020 proved beyond the shadow of a doubt that business is technology. 
Companies have been scrambling to get smart on IT and support tickets have 
been way up. The MSPs that overcommunicated were the most successful—the 
ones who picked up the phone to call their clients and proactively solve problems. 
This level of communication should be the new normal and that thought that “I 
should call my clients more often” should become: “I am calling my clients more 
often.”

“Digital transformation is the process of using technology to create or 
modify existing business processes, culture, and customer experiences to 
meet changing business and market requirements.”

NinjaRMM’s Jonathan Crowe, cozy in front of 
the Remote Connect virtual fireplace for a chat 
with his pal Richard Tubb.

“Hold your client’s hand…wait, don’t 
hold their hand, bump their elbow.”

Taking it as a given that lots of MSPs have saved 
the day for lots of clients during this crisis, how can 
they effectively get their stories out there and turn 
them into sales and marketing materials?

This is really important because people forget—and 
a year from now when clients are asking what you’ve 
done for them lately, it’s important to be able to 
point back and remind them. Capture all the good

feedback received from clients—and use this to remind them of your value once 
we reach a “new” new normal and things are ticking along fine. Show off this 
good feedback both internally (we use a Slack channel at Team Tubb) and exter-
nally through LinkedIn, Twitter, your website.

Richard Tubb

Richard Tubb
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Ask for referrals right now, while clients are seeing the huge value you provide 
first-hand. Don’t be shy about it!

What’s a good way to show off your expertise to clients and prospects?

Write answers to the questions people ask. Educate through blogs, videos, events 
like this, a lunch and learn with 5-10 customers or prospects (order pizza to them 
at home, in the Corona era). Show them how you’re using Slack and Microsoft 
Teams. Be the example they want to follow and remember it’s about how you put 
the knowledge into action that matters. And don’t be afraid to let them see be-
hind the curtain. People will like you, trust you, and want to be your customer.

“The way I look at it is, the knowledge isn’t your secret sauce,  
the execution is.”

A final thought?

Now is the time to try new things. And to try things means taking action: as the 
saying goes, vision without execution is hallucination. Any ideas you take away 
from this event, make sure to actually schedule time in your diary to really make 
it happen.

What participants had to say

Kate Watson, CMLW Consulting

There is still a fear and hope by a not 
insignificant number that this will all go 
back to the way it was before, I know 
people who have avoided video meetings 
just on a confidence basis for example and 
still do, and it’s not only technically help-
ing them it’s a winning hearts and minds 
and getting them to trust that you will 
help them without them looking foolish.

Chris Morrell, Pro Drive IT

0% of our clients were ready for 100% of 
their staff to work from home. They had the 
facility for “some” of their staff to work from 
home but not all. We had to up resources/
licenses/ equipment.

Jonathan Philipsen, Green Cloud

Our clients are MSPs (we are a cloud provid-
er). Almost 100% of our partners were ready. 
It was the clients that didn’t take the advice 
of the MSPs that got caught off guard and 
now they are ready to listen. My prediction 
is that the MSP comes out on top as we 
continue to move through Covid-19 for those 
that are proactive.

Phylip Morgan, BizEngine.co.uk

All our clients’ Business Continuity plans in 
place pivoted quickly. Others really suf-
fered.

Richard Tubb



8

Remote Connect hosting partner SmileBack shares insights on the importance 
of getting timely, abundant, and actionable customer feedback—now more than 
ever.

Experience matters

Your customers are making decisions based on their experience with you all the 
time—and most often, you probably don’t know it. In fact, 1 in 27 customers who 
have a bad experience won’t volunteer feedback, which is 26 missed opportuni-
ties to find out how you did. The solution? You have to ask!

The benefits of asking MSP clients for feedback:

• Allows you to identify what’s working well and what’s not, and solve issues be-
fore clients leave

• Boosts team morale—about 90% of the feedback that isn’t given unless explic-
itly asked for is actually positive

• The very act of asking for feedback has a positive impact on customer satis-
faction

It’s also the most important thing you can do to retain your customers. Isn’t in 
funny that, although we all know that attracting new customers is 5-7 times more 
expensive than retaining existing ones, we spend such an outsized effort on new 
customer acquisition? Now, more than ever, do everything you can to keep your 
customers happy and that means keeping as many communications channels 
open as possible.

This report continues the work of three prior publicationsÑAssociation Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011Ñin assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re

Keynote by Richard Tubb: Managed
services in the time of Corona

Followed by a fireside chat with Jonathan Crowe
This report continues the work of three prior publications—Association Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011—in assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re-

By Jamison West and Eben Marks

“Giving your customer a voice makes for a more profitable business.”

Jamison West
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Positive vs. negative customer experiences, in numbers

• 91% of unhappy customers will not will-
ingly do business with you again

• 67% of leaving customers say bad cus-
tomer experience caused them to churn

• Bad customer service reaches 2x as 
many ears as positive

• Social media is making this very easy

• 85% of consumers would pay up to 25% 
more to ensure a superior customer 
experience

• 55% will recommend a company be-
cause of outstanding service, over 
product or price

• 89% of companies see customer experi-
ence as a key factor in driving customer 
loyalty and retention

What kind of feedback matters for MSPs?

To have a full view of where you stand with your customers, we recommend using 
two metrics:

• Measures a specific transaction
• Send after every closed ticket
• Tells you how the “date” went

• Measures customer loyalty
• Send quarterly
• Tells you how the “relationship” is going

CSAT – Customer Satisfaction NPS – Net Promoter Score

Kate Watson, CMLW Consulting

I try and make clients feel ‘safe’ to give 
honest feedback and that by suggesting 
things that they think need improvement 
they are helping me much more than just 
responding with a safe ‘great thanks’ state-
ment.

Erin S, Stratosphere Networks

I have to be really mad to spend the time 
filling out a form like the Microsoft one.



10

With more than 15 years experience in marketing to—and as a vendor in—the 
channel, Ted brings a 360-degree view of the industry. He boiled down his advice 
for MSPs to get a piece of the vendor marketing funds pie for us.

This report continues the work of three prior publicationsÑAssociation Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011Ñin assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re

Keynote by Richard Tubb: Managed
services in the time of Corona

Followed by a fireside chat with Jonathan Crowe
This report continues the work of three prior publications—Association Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011—in assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re-

7 secrets to more vendor
Market Development Fund (MDF)

By Ted Hulsy

Target and plan to work with up to 
four vendors, and no more. This will 
keep your time and efforts focused.

Vendor marketing management is not 
a front-desk job, it’s about building re-
lationships and a deep understanding 
of each other’s goals and needs. This 
takes time and attention.

Vendors have more money than they 
have partners asking for it, so don’t 
be shy. A good rule of thumb is to aim 
to get 1/12 of what you spend with a 
vendor back in marketing spend.
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Plan ready? Now put it in a 1-page 
memo. This will force you to boil down 
the essential points and it’s easily di-
gestible to anyone reading it. Can’t fit 
something in the 1-page? It’s proba-
bly safe to leave it out.

The focus of these marketing activities 
should be on leads. This will always line 
up with the priorities of the vendors 
who are funding the activities and in 
general creates lots of win-wins.

Track, write, and report back on re-
sults. Your vendors will be thrilled 
that you’ve kept a close eye on what 
worked, what didn’t, and what you’ll 
do next time. And by showing this lev-
el of attentiveness, there probably will 
be a next time.

“Keep in mind that marketing is no good if 
you don’t have your ducks in a row on your 
sales process.”

Ted Hulsy

You’ll have far more success if you 
plan, rather than ask. Sit down with 
your vendors, figure out where your 
goals line up, ask key questions about 
budget, and now devise a plan for how 
you can reach their desired outcomes 
using their marketing funds.
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Thousands of MSPs rely on Erick’s MSP Mastered Methodology and it’s no wonder. 
He makes sales prospecting seem so easy, but that’s just because he’s managed 
to capture all the hard work involved into 7 very comprehensible steps. Erick 
shared these with us and we’ve simplified them even more here for you.

This report continues the work of three prior publicationsÑAssociation Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011Ñin assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re

Keynote by Richard Tubb: Managed
services in the time of Corona

Followed by a fireside chat with Jonathan Crowe

If you’re calling your prospect before 
you know anything about them, you’re 
getting ahead of yourself. Start by 
“web qualifying” them by checking out 
online resources like their web page, 
social media, and just by googling 
their name and company name.

Nobody wants to talk to a salesperson! 
But people do want to talk about what 
business problems are on their mind, 
and more generally about themselves. 
Warm them up by building rapport 
and be an active listener. Transition 
by asking if it would be ok to ask some 
specific questions about their business. 

Qualify using these sub-steps: ask di-
agnostic questions to establish cred-
ibility, ask questions to identify or 
bring to light a need, ask implication 
questions to create emotional con-
nection and build urgency. Figure out 
budget, let them know you can help, 
and seek a mandate to move forward.

This report continues the work of three prior publications—Association Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011—in assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re-

Follow these 7 steps to double
your sales closes

By Erick Simpson
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In four steps: identify the objection, 
acknowledge the objection, qualify the 
objection (i.e. ask more questions), 
and answer the objection as appro-
priate. This is a good opportunity to 
remind the prospect that the route of 
“doing nothing” is also a decision, and 
very often the most expensive one!

Assume the sale and keep moving to-
wards a close until the prospect says 
to stop. Choose your moment—you 
should have a sense for if they are 
ready or not and you don’t want to 
oversell. Make the ask!

Far too many people skip this step. 
Use the service implementation as a 
chance to check in and then every 30 
days after the service implementation, 
as well as during every QBR. Following 
up results in more business and refer-
rals!

Check in and see if anything has 
changed since the last conversation. 
Focus on the business and personal 
outcomes and not technology. Move 
through the presentation assuming 
you’re going to get to a “yes”.
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Having been in the IT space since 1995, Daniel is an industry veteran. He found-
ed an MSP in 2002 which he sold in 2014, at which time he started getting more 
interested in the strategic side of the industry. Of particular interest has been 
the M&A space in the channel. He talked with us about the all-important quarter-
ly business review (QBR).

What is it?

Seems straightforward: a review of the business every three months. But there 
are some important variations on the theme. Firstly, it doesn’t have to be quar-
terly—it just needs to occur at a regular, anticipated frequency, so that could be 
monthly or yearly too. It should follow a predictable format, be seen as valuable, 
quality time from the perspective of the client, and mostly be about the client’s 
business although you can provide some updates about yours as well. Although 
it’s a review, there should be some time devoted to looking forward.

Why do it?

QBRs are expected by a lot of clients these days. But there are many reasons why 
everyone wins when QBRs are well-planned and executed. These include:

• Continued rapport building between you and your client
• Client discovery—uncover new client needs that you wouldn’t find out about in 

the day-to-day
• Learn from client feedback—actively seeking out feedback and the client real 

view of your MSP. Very important to do in addition to the CSAT tools you use
• Opportunity to educate—quality time for you to educate your client on the 

changing IT landscape—opportunities and threats
• Qualify & advance your sales plan for the client. What more can you be doing 

together?

This report continues the work of three prior publicationsÑAssociation Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011Ñin assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re

Keynote by Richard Tubb: Managed
services in the time of Corona

Followed by a fireside chat with Jonathan Crowe
This report continues the work of three prior publications—Association Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011—in assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re-

No alarms and no surprises:
Acing the QBRs

By Daniel Welling



15

 

 
 

How do you do it?

Figure out what works between you and your client and then stick to that for-
mat—whether it takes an hour-and-a-half or half a day. Just make sure it’s in the 
diary well ahead of time, with a pre-set agenda.

Before you meet with the client, have a look at the PSA and get a sense of the 
profitability of this customer: is profitability healthy or is this client a drain? Fig-
ure out how to address any issues. Look at CSAT for the period to get a sense of 
where you stand with the customer at this point in time. Talk with your lead en-
gineer and get briefed.

At the meeting, show up 15 minutes early with the agenda in mind—though be 
prepared to adapt the agenda if the client wants to make changes. Here’s an 
agenda structure that works well:

 
 

“Fail to prepare, prepare to fail!”

Daniel Welling

1.  Business update
2.  What feedback have users and management given you?
3.  MSP review of relationship: outcomes and activity
4.  Roadmap check-in: reviewed, added, adjusted to changing IT landscape
5.  What is on the horizon in your business?
6.  Summary of expectations

Sample QBR Agenda

After the meeting and as quickly as possible, 
capture the meeting outcomes in writing 
and share with the client. Follow the maxim 
that “if it’s not written down, it didn’t hap-
pen.” Confirm all actions, who is responsible, 
and when they will take place—use calendar 
tools like Outlook to get these in the diary. 
Share feedback gleaned from the meeting 
with your team!
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With Captain’s Chair, Phil Myers has built a product that gives clients of MSPs 
tons of transparency into what’s happening with their account, from their ticket 
queues to their CSAT. For an increasing number of clients, the cadence of month-
ly, quarterly, or annual business reviews just isn’t right for them anymore. As such, 
few people in our industry are thinking as much as Phil about what it means to 
be a Next-Generation MSP, because to a large extent, he’s helping to forge them.

Characteristics of a Next-Generation MSP

• Facilitating the shift from hardware to software and helping clients under-
stand protocols and processes for a cloud-based IT environment

• Investing in automation and managing the unique challenges that come with 
more automation

• Moving from a service provider to an advisor

This report continues the work of three prior publicationsÑAssociation Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011Ñin assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re

Keynote by Richard Tubb: Managed
services in the time of Corona

Followed by a fireside chat with Jonathan Crowe
This report continues the work of three prior publications—Association Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011—in assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re-

Transforming your clients’
experience

By Phillip Myers

100% of MSPs in Phil’s session are keen to evolve their service offering.

Challenges of a Next-Generation MSP

Finding ways to continuously prove your value in an environment where you 
have:

• Fewer calls to the service desk 
• Fewer client interactions
• Uncertainty of services being delivered
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Opportunities for a Next-Generation MSP

• Relationships based on trust, as you provide account stats 24/7
• Bigger, more mature clients, and co-management with internal IT
• Identify clients that you want to work with because they’re going to be 

bought into the process and outcome

“By providing way more transparency to clients, at our MSP we were steal-
ing market share left, right, and center. If you don’t do it, you can expect 
to lose business.”

Phillip Myers
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It was a Zoom superstar panel led by George Bardissi, President and CEO of 
bvoip talking with experts like:

• Daniel Wang, an MSP founder who liked automation so much that he created 
MSPbots, a platform that automates routine processes for IT companies.

• James Riley of JNR Networks, who has been at the MSP game for 25 years  
(“before anyone called them MSPs”) and is an evangelist for automation.

• Christian Nagele, Senior Director of EMEA Strategy at Datto, which bought his 
last company CentraStage in 2014.

What do we mean by automation?

Automation as a term conjures up lots of imagery for people and it can seem 
pretty intimidating on its own. Simply put though, it’s the term we use for tech-
nology performing a task that people would otherwise do. Put another way, it’s 
the process of using computer language to run a standard operating procedure.

What is the state of play for automation in the MSP space now?

This report continues the work of three prior publicationsÑAssociation Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011Ñin assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re

Keynote by Richard Tubb: Managed
services in the time of Corona

Followed by a fireside chat with Jonathan Crowe

“Automation works 24/7, doesn’t sleep, will never  
argue with or file a lawsuit against you.”

Daniel Wang

This report continues the work of three prior publications—Association Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011—in assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re-

Power and potential
of automation

Interactive panel facilitated
by George Bardissi

Panelists:

Daniel Wang, MSPbots

James Riley, JNR Networks

• Lots of opportunity. There is so much more that MSPs can be doing to take 
advantage of the efficiencies offered by automation. Most MSPs have only 
scratched the surface of what’s possible and continue to handle some pretty 
basic tasks in a human-resources intensive way. One of the reasons MSPs are 
slow to adapt to automation is because many of us get the sense that it’s a 
much bigger hill to climb than it actually is.
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• Needs to be demystified. One of the most useful things to do as MSPs is to get 
past the term itself and focus on the specifics of what you’re trying to achieve. 
Name and specify the simple, repetitive task that you don’t want to have to 
do manually every single time and recognize that this is usually what we’re 
talking about with automation.

• Shifting from “nice to have” to “must have”. Both in terms of what clients are 
asking for—think speed of delivery—and the drive to compete on outcomes, 
the MSPs that are using automation now are setting the new standard for ser-
vice delivery. MSPs that are too late to the game in automating some of their 
processes will be left behind.

Some practical insights and advice

Automation isn’t magic and the most valuable thing you can do is to get the 
manual processes right first before automating them. A worst-case scenario is to 
automate a flawed manual process, as automation will amplify the errors. Start 
small, and aim to put into place a simple script that automates a very simple 
request you see over and over—good candidates are reports, ticket assignment, 
and adding new assets to contracts. Don’t be one of the MSPs that gets caught 
up in the shiny new automations at the cost of getting the simple, mundane stuff 
right first. This can mean some basic monitoring, collecting information to plug 
into a support ticket, or defragging a hard drive.

Don’t let perfect be the enemy of good: you don’t need to (and shouldn’t) aim to 
have a broad array of processes automated right away. While it’s good to have a 
roadmap in mind, worry less about an end state and focus on evolving your pro-
cesses over time.

Before swiping your credit card to add every new MSP-focused SaaS product to 
your repertoire, make sure you have the resources, time, and dedication to prop-
erly implement the ones you’re already committed to. Continuously rationalize 
these subscriptions and be weary of the ones that promise a silver bullet.

“At JNR Networks, our auto-
mations represent about 400 
man hours per week.”

James Riley

None of the session participants were using Chat Bots at their MSPs—the 
feeling is that the technology for this isn’t where it needs to be to appear 
authentic.
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• Getting PSA and billing to talk together more fluidly
• Auto-assigning assets from the support desk to contracts
• Cuing up suggested customer responses for technicians

Some automation opportunities our panel identified:

This report continues the work of three prior publications—Association Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011—in assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re-

what is going on in the world!

By Greg Jones

With all the chaos around us, Greg joined to let us know some of what Datto is 
doing to support the MSP community.

This includes making an array of new resources available at the Datto website, on 
topics like:

• 6 Phases to guide your Covid-19 planning & response
• The MSP’s Guide to UK’s Stimulus Packages
• And a selection of work-from-home resources, aimed at both MSPs and their 

clients
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What’s Datto hearing from MSPs 
right now?

• They’re feeling pretty stressed, just like 
everyone else

• They were in a real rush to get customers 
set up for WFH

• Our biggest request was to help make 
sure everyone is secure in their new set-
ups

We love Datto’s annual State of the MSP Report.  
Did you know that the channel’s favorite TV show is 
Game of Thrones? Figures, right?  Download your copy 
from the Datto website.

This report continues the work of three prior publications—Association Virtual 
Events 2014, Association Virtual Events 2012, and Association Virtual Conferences 
2011—in assessing the role of virtual conferences, trade shows, and other events 
and providing insight into how these events may evolve.
At the core of the report is an online non-statistical survey. Of the 229 survey re-

MSP, this is our call to
IT Leadership

By Vera Tucci and Larry Cobrin

Vera is the co-founder of T-Consulting an MSP based in Italy and is self-taught in 
the areas of IT and finance. Larry has a wide-ranging background that he brings 
to bear as founder of MSPCFO, a business intelligence platform designed to give 
MSP owners insight into and control over their finances. They talked about the 
importance of understanding your numbers, showing up for your team, and using 
this crisis to come out a better IT leader on the other side.

“During this emergency time, the MSPs have had their revenge, on some 
level. They’ve been called the first responders of IT, and they are the rea-
son why many companies were able to survive in the first two months of 
lockdown. And maybe they will be the reason why a lot of companies will 
still be in business when this will become the new normal.”

Vera Tucci
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Rationalizing your numbers for the new normal

We should always be analyzing our profitability, diving into the data, knowing 
which of our customers and staff is performing best. But let’s face it: when you’re 
in a period of growth, you usually don’t have the capacity to do that. Right now, 
though, you just might. Use this slower time to really understand the fundamen-
tals of your business and strive for clarity—after all, if things are getting tight, 
your margin of error is diminishing too. Start with your clients and look at them 
through these lenses:

• Make sense of the data. First things first, get a handle on how much you’re 
earning from different clients in gross terms, hourly, and in other ways that 
you want to shine a light on.

• Rationalize your clients. Does it make sense to keep customers who might be 
overly demanding and whose overutilization is driving down your profitabili-
ty? Remember you’re paying staff to support these customers and maybe this 
is the opportunity to become a bit smaller but a lot leaner. Which are your 
best and most profitable customers? Are they profitable only because you 
never hear from them, in which case they might be a churn risk as they ratio-
nalize their own costs in this period? Also, now more than ever, it makes sense 
to look at the vertical markets your customers are in and understand which 
ones are at greatest risk.

• Act accordingly. Reach out to the less-profitable customers and let them go, 
renegotiate, or figure out what isn’t working. Maybe they need more training, 
or have systems issues. Do what it takes to get them either in the black or off 
the books. For those clients who are underusing you, you want to avoid them 
asking “what are we paying you for?” These might be good candidates to roll 
out VCIO services to at no additional cost. Find ways to stay relevant in their 
eyes and to keep them happy: don’t lose a good client by being invisible!

“Finance and healthy cashflow is the core of every business.”

Show up for your team

In a time of economic contraction, you might not be able to retain all your staff. 
So now, more than ever, you owe it to them to make sure they’re getting a fair 
chance. This means really diving in to ensure that your team is working on the 
highest-value client work possible. Are they doing something you already have an 
automated solution for? Then coach them away from redundant work and to-
wards higher-order efforts.

Vera Tucci
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Make the connection here between the hours your staff is spending on specific 
clients and see what kinds of outcomes it’s yielding. Even if it means some peo-
ple have to move on, using this period to make sure your staff has its priorities 
straight will lead to a more sustainable company.

Seize the leadership opportunity

The MSPs that survive and thrive on the other side of this crisis are the ones who 
take the opportunity to understand their business inside and out. As above, know 
your customers and your people and focus on delivering value. You have the op-
portunity now to change the way your customers see you from “the printer fixing 
people” to business enablers.

“For MSPs, the future’s bright, because 
companies will need us. They will not just 
need IT in their companies, but MSPs spe-
cifically: our polices, our tools, and our 
mindset. We know how to work remotely 
and how to train their people to do the 
same. Our job and responsibility right are 
to be ready for that bright future, which is 
around the corner.”

Vera launched a workbook for MSPs in this 
session. Find her on LinkedIn at /veratucci  
to get your copy.

Participants’ worries in the last month were squarely on finances.

Vera Tucci



24

 

 
 

• Package, Price, Profit: The Essential Guide to Packaging and Pricing Your MSP Plans 
by Nigel Moore

• The Go-Giver by Bob Burg and John David Mann
• Secrets of Question Based Selling by Thomas A. Freese   
• The E-Myth Revisited by Michael E. Gerber

These books were recommended during Remote Connect

Did we mention we had a magician?

We hired New York-based mentalist Gary Ferrar to change things up a bit since 4 hours 
talking tech at a computer can be a bit overwhelming. Everyone agreed it was awesome–
all Zoom calls should have a magician.

Remote Connect was put together by SmileBack, the Feedback Specialists for 
MSPs. You can start a free trial at www.smileback.com. A huge thanks to our  
presenting partners for taking part:

© 2020 SmileBack


