
     

Managed IT Success
Chris Ryne of Growth Achievement Partners presented “Eight 

Numbers to Help Deliver Managed IT Success for Dealers,” at 
the Fall Colors Retreat. During the session, he shared the follow-
ing eight “non-financial” data points that will help dealers who are 
considering getting into, or are already in, managed IT services. 
 (1) 100% — The percentage of dealers who have told Ryne 
they wish they would have been more disciplined in adher-
ing to their target markets/ideal client profiles (ICPs) and tech 
stacks from the start. “The sweet spot [for the target market] is 
generally 15 to 75 [employees], but it does not have to be exactly 
yours,” Ryne said, following up with a warning about straying 
too far from your ICP. “ ... It’s hard to serve multiple markets with 
different expectations as you’re getting started, so pick your target 
market ... stay disciplined to it.” 
 (2) 50+ — The head start in years that the copier/MFP 
service side has on the IT service side. “We’re ultimately going 
to get — if not as good, but better — in delivering IT services 
than copier services, just by the nature of the service,” Ryne said.  
“And the office equipment reps need to have that same level of 
confidence and service delivery understanding as they do with the 
traditional business, so ensure they know just how well you are 
doing in delivering IT services too.” 
 (3) ½ = < ½ (or X = (X-Y)) — A managed IT resource that 
is shared with the copier business (Y) will always yield less (X) 
than expected on the managed services side. “I know this is not 
fiscally easy, but the message here is dedicate resources ahead 
of revenue or you may never get the revenue,” Ryne said. “ ... If 
you’re going to do this, you have to make an investment.“ 
 (4) Greater than or equal to 1 — The number of dedicated 
vCIOs or SMEs you will need to get started. “This is the most im-
portant hire in the organization and it’s likely going to come from 
outside of the organization,” Ryne said. 
 (5) 70% and 3 — The percentage of initial contracts that 
will be sold to non-copier customers and the three reasons 
why: low copier rep confidence; wrong level of contact; and 
only 10% to 20% of current copier accounts will fit within your 
ICP. “You don’t need a huge portion of your current client base 
to become managed services clients to build a really, really nice 
business here,” Ryne said. 
 (6) 300 — The size for an appropriate list of ICP prospects 
that represents a “territory.” It should contain 20 to 40 pros-
pects within at least one vertical market you focus on. “Find 
prospects that have outsourced IT relationships that are similar to 
what you sell and then nurture them,” Ryne advised. 
 (7) 16:2.4 — The ratio of initial monthly appointments with 
decision makers within target market prospects to new wins per 
month, over time. “Most [dealers] want to build their proforma 
on two to three deals a month, and most have the resources to be 
able to properly onboard two to three deals per month,” Ryne said. 
“Get 16 [appointments] and they should yield 2.4 [wins] over time.” 
 (8) Greater than 12 and less than 60 — For managed ser-
vices sales, your first contact with a prospect may have been 
more than 12 months ago, but when an event occurs or the 
contract nears its end, the active sales cycle is typically less 
than 60 days. “It’s comparable to the office equipment space,” 
Ryne said. “ ... Play the long game. Find the right accounts ... and 
nurture them ... That’s why I think nurturing is more important 
than sales at this point.” n

— Elizabeth Marvel
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