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Best Practices for Sales 
Pipeline Management
For every business, sales is the cornerstone of growth. 

But as with any strategy, you can be reactive or proactive. 


Stable recurring profit needs a process. Sometimes when you’re just starting 
out, this is hard to nail down. But as you perfect your pitch, find a niche, and 
learn how your service approach excites and engages prospects, you need to 
move this information out of your head and into three places: process, people, 
platform.


Building a pipeline is a lot of work — we’re not going to sugarcoat it. But with a 
repeatable set of actions, practiced habits, and shared learnings amongst your 
sales team, you will convert opportunities faster and more often. Let’s get to 
work.

In this ebook, we’ll cover,
Why managing your sales pipeline is important

How to keep track of the MSP sales process

How to get started with your sales pipeline

How you can build a sales team to support growth

How to manage a team converting from a manual, reactive model to a 
quick-moving, automated pipeline 



Why Managing 
Your Sales Pipeline 
Is Important

At the most fundamental level, the sales pipeline is a 
representation of your company's sales process. 
True pipeline management means you’re designing, 
measuring, and optimizing the sales process to drive 
performance. 

Developing a solid sales pipeline is particularly important 

for MSPs that might be acquired.

A well-thought sales pipeline indicates that you have recurring revenue 
generation, which in turn suggests stability. This predictable revenue stream 
and steady cash flow make you more attractive to potential buyers as their 
investment comes with minimal risk. 



But even if you’re not looking to get acquired, a sales pipeline gives you the 
ability to make long-term business decisions, knowing your predictable 
revenue can accommodate growth or unforeseen changes (the global 
financial crisis of 2007 and last year’s global pandemic are two such 
instances we’ve heard IT Partners mention). 

A well-managed sales pipeline allows you to analyze 
and implement different sales techniques, manage 
and allocate resources, and provide valuable data to 
review your progress year-over-year. 

You’ll learn more and more about what kinds of deals 
are best for your business and maybe even dial 
down to a specific niche. It’s all about attracting 
more of the same.



How to Keep Track of the 
MSP Sales Progress
A sales pipeline maps deal progression across various steps or stages of 
your sales process. 


Represented as either a funnel, a horizontal bar, or even a vertical bar 
divided into stages, your pipeline often reflects the typical buyer's journey. 
Your sales reps should change how they engage with a prospect depending 
on which stage they’re in. 
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The buyer’s journey begins with making 
potential customers informed and aware of 
your MSP's services or products.

Awareness
Prospects begin to develop an interest 
in your product or service.


Consideration 

Prospects evaluate your product against 
competitors or their own goals. 


Decision 
Once satisfied, the customer purchases 
your product or service.

Action/Purchase 



Each prospect will move through the buyer’s journey at a different rate, 
depending on their level of interest and urgency. Take time to assess how long 
potential clients spend in each stage on average. 


Knowing that not every prospect starts with awareness, you’ll want to identify 
how many opportunities enter each funnel stage in any given month.


But keep in mind, they may even skip steps in this journey. For example, 
word-of-mouth referrals are already in the decision phase when reaching out. 
They short-listed awareness and consideration by asking others who they 
know and trust.

What Are the Ideal Sales Pipeline Stages?
We discussed a standard buyer’s journey above. Still, to really track how 
prospects move from start to finish, you need to build a comprehensive 
mechanism to deal with different types of prospects, scenarios, and situations 
that might occur. 


These are called sales pipeline stages. Without stage setting and mapping, 
prospects and deals can easily slip your mind. This attrition leads to fewer sales 
and impacts the vitality of your business. 

The number and type of stages in your pipeline can vary. For example, some 
businesses prefer five stages, some eight; in the end, it depends on your IT 
product/service and where you get your leads.

6 STAGE PIPELINE EXAMPLE



Sales 

Process Steps


Most sales pipelines have 
the following stages:


I. Lead Generation/Prospect

The first stage of any sales pipeline 
should be Prospecting - where you 
generate qualified leads. 

When leads have not voluntarily opted 
into any communication with you and 
developed through proactive, direct 
contact, they are brought in through 
outbound channels and categorized as 
cold leads. Sources for these include 
email lists, IT networking events, cold 
calling, display advertising, etc.


Leads may come from various sources. 

Suppose their contact information was 

received via content campaigns such 
as webinars, blogging, social media, 

downloadable content, or via customer 

referrals or word-of-mouth. In that 
case, they are brought in through 
inbound channels and categorized as 
warm leads. 

Lead 
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II. Assess Needs/Qualification

Qualifying leads is perhaps the most crucial step of your sales pipeline. 

Ascertain potential customers based on criteria, including company size, 
geography, and industry, during this phase of the sales process. You’ll be looking 
for qualities that match your ICP (ideal customer profile) or even simply mimicking 
what your most enjoyable or successful clients “look like.” : 

If answers to most questions are 
YES, advance to the next stage. If 
you have some NO as answers, 
probably dig in a bit more to 
understand what objections may 
arise and if you can overcome them. 

In some cases, leads might be ideal 
customers but may not make IT 
decisions during the initial contact. 
In such cases, keep track of these 
leads, and follow up at a later time.

What is the current status of the 

prospect’s IT build?

What is the employee headcount? 

Where is the organization located, and 
what is its field of business?

Do they understand the value of IT 
and/or are ready to educate themselves?

What changes would your prospect like 
to see in their current IT infrastructure?

Do you have enough manpower and 
technological capacity to handle the 
client’s assets?

Does the prospect have enough budget 
to buy your services? 

Do they have another IT Partner 
employed? 

What issues do they face with their 
current IT provider?

Is the prospect/business ready to 
buy/switch now? 



III. Building 
Relationships/

Evaluation


IV. Closing/Won


At this point, you’ve gained their 
trust by showing them you know who 
they are, what they care about, their 
issues, and that you've developed a 
proven process that will deliver the 
results they want. 

Building relationships can feel slow but 
is immensely valuable to the future of 
your business. 












As you probably already know, 
pitching is the last thing you should do 
when meeting a new contact — 
instead, focus on making a friend. 
Reach out regularly, schedule it into 
your calendar but keep it personal.

Sports, the weather, maybe even their 
children - find common ground. And 
take notes! That shopkeeper will be 
touched if you remember to ask about 
her daughter’s wedding next month. 

Keep the conversation going on social 
media too! Perhaps engaging in 
industry conversations on LinkedIn or 
liking their cute dog pics on Facebook.

Friends support each other, right? In 
the small business community, it’s 
important to attend or promote events 
- sharing bake sale details, eating at a 
restaurant that recently expanded its 
menu, or attending virtual workshops, 
etc. You can also send them a physical 
gift such as a book on a topic that you 
have expertise on and follow up later.

Remembering the details of their 
personal lives and finding reasons to 
reach out is the KEY to building 
relationships.

You’ll close quicker when you can 
describe the customer's problem 
better than they can. 










You’ll know the right time to go for 
buy-in from decision-makers and 
negotiate prices. Keep it flexible and 
conversational.

Present your quote as a well-tailored 
offering that can solve the 
customer’s challenges and enable 
growth. 

Assuage any doubts and keep their 
trust. SMBs don’t have the technical 
expertise to manage all their 
operations and they’re counting on 
us to deliver. Make sure they know 
they’ll be taken care of and provided 
the highest level of service. 

Once you have a healthy conversation 
flowing, you can start understanding 
their current IT-related pain points, 
what bothers them, and how to best 
solve their problems. 




Each conversation leads to more 
information and builds trust. 

Read Next

Ten Tips to Speed Up and 
Streamline Your MSP’s Sales 
Closing Process



V. Following Up/ Lost

What to do with leads that don’t qualify? 











You may move them to a backlog/future pipeline stage and pick them up later. 

This can be either done manually or automated - typically after a specific 
number of inactive days have passed.

Just because a deal doesn’t immediately convert, don’t mean it’s lost forever. 

Here’s a small checklist to keep in mind as you engage with your cold leads. 

Look out for prospects that have gone silent or are in one stage for 
longer than expected. Nudge them via a simple email checkup or a 
phone call.

Identify prospects that did not convert because of external factors 
such as budget constraints or an existing vendor. Maybe they have 
enough budget now or are facing issues with their current IT provider. 
It’s time to give them a follow-up.




For all other cold leads, check in occasionally (you can even automate 
it) to see what they’re up to and their status. Do this activity every week 
or month, depending on the length of your sales cycle.

Read Next

How To Use Video To Add A Personalized 
Touch To Your Sales Proposals



When to Move a Deal 
from One Stage to 
Another? 


How to Get Started 
Managing Your Sales 
Pipeline?

1. Understand Your 
Ideal Customer 
Profile (ICP) 

Once you have the sales pipeline 
outlined, the movement of the deals 
from one stage to the other needs to 
be on track. 






Assessing budget, scheduling a team 
demo, negotiating a quote — these 
are all events associated with specific 
stages. 

At each stage, there are repeatable 
actions or habits that you must 
perform to move a deal/prospect 
across stages. 

The following sections outline how to 
get started managing your sales 
pipeline

But not following repeatable steps 
throughout your sales pipeline leads to 
lost leads and lost money. Give 
yourself and your team a playbook 
that helps you win.

Managing a growing pipeline is 
exhausting. 

Truthfully, at least 50% of your 
prospects are not a good fit for 
what you sell


Not every SMB is going to be the 
perfect fit for your business, and 
that’s okay.


Focus on customers who fall under 
your ideal customer profile. To 
identify your ICP, look at your most 
successful customers and contrast 
them with the lost ones to develop 
an ideal profile. 




Not every SMB is going to be the perfect 
fit for your business, and that’s okay.

However, the following 5 characteristics 

can help you develop an ideal profile.

The  Customer Ideal

MSP Customer Characteristics 
to Look Out For


Your ideal customer profile would be the decision-maker with a 
can-do attitude, positive and passionate about their own business. 




They are in charge of the IT budget. They should be inclined towards 
your initial budget and meet your minimum spend commitment.

Decision-maker

View IT strategically

Solution-oriented

In-charge of IT budget

Solid communicators



2. Evaluate Past Sales 
Performance and Deals


What did they need to hear from you to gain trust and 
continue the conversion? 


They should be solid communicators. You can’t qualify them if you 
can’t get the information! They know what they want but are open to 
trying new technologies.

They view IT strategically. Meaning they understand the importance 
of technology in their business and consider technology spending as 
an investment rather than an expense. 

They are solution-oriented. When issues arise in their IT 
environment, they don’t panic, inform the vendor right away and give 
them enough time to implement a solution. 


To build a healthy and fast sales pipeline, identify your most successful 
deals. 


Indicators include short time-to-close, highest revenue, or even the 
one where you’ve enjoyed the client relationship. Distill commonalities 
of the opportunities, seeing what converts as you move from stage to 
stage — for example, a follow-up email or agreeing for a quote. 


Tweak your sales process based on this data to help your sales 
reps consistently close deals. 




Here’s some data you can analyze 

to build your pipeline:


Lead Quality

Account Quality

Analyze the ratio of MQLs to SQLs to true opportunity. 


Take a note of the account holders of your most successful deals. 

These key account holders are your most valuable customers. 
They contribute to consistent revenue growth, are excellent 
referrals, and build your reputation in their space.

Take a note of the time each successful deal spends on these 
stages. Then, look at activities and the type of conversations 
that led to deal closure. 

Tweak your sales process and forecasting accordingly.

 MQLs or Marketing Qualified Leads are gathered at the 
Lead Generation/ Prospecting stage. 

 SQLs or Sales Qualified Leads are when you make the 
first contact at the Assess Needs/Qualifying stage. 

 True Opportunity is your ideal customer profile, those 
mostly at Building Relationships/Closing stages. 



How to Identify Your Most 
Valuable Customers

Here’s a pretty solid list of questions that you can ask 
yourself to determine your most valuable customers:

What was their IT budget? 

How long do you retain clients like 

these? What is the customer lifetime 

value - total revenue you can expect 

from a single customer account?

What is the level of their influence 

within their vertical or their 

organization?

Do they often make referrals? How 

many a month?

What are they like to work for? List 

traits, qualities, and 

communication styles that seem 

to be a good match for your 

business.

Did they easily meet your minimum 

spend commitment?

What percentage of your monthly 

recurring revenue can be attributed 

to this account?

How did you find them? Can you 

attribute them to a specific 

marketing campaign, or did they 

seek you out? If the latter, why?

How big is the account? Are there 

abilities to re-sell and cross-sell?

How big is the account? Are there 

abilities to re-sell and cross-sell?

What is their appetite for spending 

with you?

How much profit do you earn from 

accounts like this? (revenue taking 

into account cost)

Once identified, spend more time, 
energy, and resources, to service 
these accounts. Now that you have 
a good relationship, don’t be afraid 
to ask how they evaluated your 
services and why they stay loyal. 
This is valuable feedback that you 
can work into sales conversations — 
also, study activities and the type of 
conversations that led to success 
with these accounts.


Replicate the process for other deals.



They’re also important signposts that 
guide your business activities.


Tracking metrics and KPIs (Key 
Performance Indicators) is just the first 
step towards running a data-driven 
business. 


These indicators let you effectively 
gauge the efforts of your sales reps and 
your sales process. 


Lead Velocity: This metric measures 
the real-time growth of qualified 
opportunities month over month. Use 
this to determine which prospects are 
most likely to convert to actual 
customers.  




Leads to Close Ratio: Percentage of 
opportunities that the sales team 
converts to actual clients. With this 
key metric, you can analyze and 
adjust your proposals, pricing, and 
typical buying cycle. You can also 
determine when your sales reps 
should start looking for other clients 
to drive consistent revenue growth.

 

3. MRR and 
Forecasting

Average Deal Size: This metric 
determines the average cost of the 
contracts closed in a given period. 
This metric also provides insight 
into the types of prospects or 
services that deliver the highest 
revenue. Knowing which suite of 
services performs best for your 
business allows you to devote more 
time to attracting similar deals. 

Recurring Revenue: Key metrics 
such as monthly recurring revenue 
(MRR) and year-over-year (YOY) 
indicate stability, as your MSP 
business expects to receive 
revenue every month. These 
metrics help sales leaders identify 
trends and develop 
performance-related forecasts - 
measuring progress on goals and 
future-proofing the year ahead with 
new strategies.

Upsell Rate: The number of additional 
products, services, or support 
programs your sales team sells to 
existing clients beyond the initial 
commitment. This is mainly 
determined by trust and a consultative 
sales approach. Clients are usually 
more receptive to adopting new 
solutions and support options from 
people they know and trust.


Time to Close: Which indicates the time 
taken to close a deal. It's calculated 
from the time a proposal is submitted to 
when the deal is closed. This metric can 
help you accurately forecast throughout 
the year. Ensure you make consistent 
improvements to speed this up.

Read Next

The 9 Key Sales Metrics Every 

MSP Should Be Tracking



Key Sales Metrics Every MSP 
Should Be Tracking

How Can You Build a 
Sales Team to Support 
Growth?


Key Sales Metrics 
Every MSP Should Be 

Tracking


Lead Velocity 

Time to Close
Recurring 
Revenue

Average Deal 
Size

Leads to 
Close Ratio Upsell Rate

Time taken from 
when a proposal is 
submitted to when 
the deal is closed

Real-time growth of 
qualified opportunities 
month over month

Revenue generated 
month over month 
or year over year

Average cost of the 
contracts closed in a 
given period

Percentage of 
opportunities 
converted to actual 
clients


Number of additional 
products, services, 
or support programs 
sold

How to hire? For busy IT Partners 
handling client needs, it can be hard to 
know when to grow — or if you can 
sustain that growth long-term. Another 
concern? The time and money it takes 
to hire and train expert sales staff. 


The most sustainable option for MSPs 
is to train existing employees (with 
deep technical knowledge) to sell. 
Since they interact with the clients the 

Of course, you may not be able to 
move a current team member into the 
sales process full-time. But if you 
intend to scale, it is imperative to 
select future hires with specific 
qualities and help them to understand 
the sales process, even if it’s just a 
small portion of their time.


most, they can better identify possible 
sales opportunities that are both 
beneficial to the client and your 
business.

Remember, it’s not selling; it’s helping. 
Always do what’s in the client’s best 
interest.



Select and Train Sales Staff - Qualities 
in Top IT Service Sales Reps


When hiring a new salesperson or 
transitioning an existing employee into 
a sales role, it is crucial to look for 
specific qualities. These are often 
future indicators of success.

Highly motivated: Probably the 
most essential quality, a salesperson 
should have a never-ending 
enthusiasm for clients, eager to 
solve their problems, be highly 
motivated to close deals, but of 
course, enjoy building long-term 
relationships.

Persistent: Don’t forget to follow 
up! Ongoing contact with potential 
and current clients is key to 
understanding their needs, 
building trust, and presenting the 
right solutions. Successful 
business communication isn't just 
a few back-and-forth exchanges 
but ongoing.


Empathetic/Authentic: Sales is 
always about listening to the 
customer. Your “pitch” doesn’t 
matter if you can’t understand and 
empathize with their problems. 
Show them you understand before 
you try to be a problem-solver. 
Pay close attention to their needs, 
take note of their pain points, and 
then present a customized sales 
pitch tailored to their challenges. 
Show you care about helping 
them grow!


Confident: Confidence in their 
ability to handle clients. Many micro 
businesses seek help from MSP and 
IT Partners because they are unsure 
of what they need; IT is unfamiliar to 
them. Salespeople need a firm 
understanding of your offerings to 
make recommendations that build 
the client’s confidence in your 
business.




Adaptable: Every day has the potential to be different in the world of sales. 
While we try to create good habits to minimize the shock of changes, 
ultimately, clients make decisions we had to be ready to act on. Furthermore, 
we know not every client is the same! Roleplay with your team and throw them 
for a loop with unexpected answers to see how well they can think on their 
feet. Some improv theaters offer corporate training; consider utilizing this if 
you need to help your team get used to dealing with surprises! 

Define Roles and Responsibilities

Generally, an IT Partner would employ a salesperson or a sales rep. A sales rep 
showcases product offerings and holds onsite or virtual meetings with 
prospects to convert them to clients. Some of your best technicians may be 
conversational, helpful, and politely persistent, making them a natural choice 
when building your team.

All MSPs have a different approach to defining sales team roles.

Once your salesperson closes clients, their ongoing needs are seen by their 
Account Manager or the Sales Technician. Account Managers mitigate churn 
by helping retain the client, providing excellent services, and act as the 
primary contact for support. They are also responsible for growing the 
account through upselling products and services.


And remember, scale is proactive, not reactive.

Instead of waiting for calls, some MSPs also have a Business Development 
rep role, who primarily does the outbound calling, qualifying leads, and 
handing them to your sales rep to convert. For MSPs just starting with a 
small team, the sales rep is usually responsible for the business development 
role. 




Set a Specific and 
Repeatable Process


And of course, some IT Providers 
have the responsibilities of these 
roles reside all in one person, which 
can be overwhelming. Trust us, break 
up your hunters and farmers.


If you’re unsure about what role to 
hire or are looking out for a specific 
job role, ask around for advice in the 
IT community. 

Keep a note of the five or six 
actions your sales rep takes 
every time they close deals. 

This is the beginning of building a 
repeatable sales process. 

As you evaluate these notes, 
document procedures in an 
easy-to-reference format. 


When you’re ready, you will have a 
repeatable set of actions and tactics 
that your sales reps can use to 
become successful from day one.

Building a sales pipeline is iterative. 
Once a process starts to emerge, 
and the first few reps start having 
success, keep testing it. Every won 
opportunity and a lost deal is a good 
time to tweak your sales process.


Business Development rep

Qualifies Leads


Sales rep

Holds meetings

Account Manager

Provides support

How MSPs Define 
Sales Roles


All MSPs have a different approach to 

defining sales team roles. Most MSPs have:




Whether you are creating the sales pipeline from scratch or building on it, your 
sales reps are the ones who will reference it every day. It will help them stay on 
track and see where they stand against monthly, quarterly, and yearly goals.



Talk to your sales teams, gather their inputs, understand how they perform 
their sales activities and the roadblocks faced with the current process. Some 
questions you can ask:

How do reps approach the lead?

How do they position the business with prospects?


What are the most common sales objections they receive from 
prospects? How do they handle it?

What is their follow-up approach? How many times do they follow up 
with a prospect?

After collecting this feedback, set about building a process. Set some ground 
rules and figure out what would work best.

How to Manage Your Team as You 
Start Building a Pipeline Model 




4 Essential Steps for 
Building a Pipeline with 

Your Team


Identify and develop a unique process for your sales 
teams and make sure they understand how to use it. 


Start training employees on the basics of pipeline 
management - dedicate enough time and resources. 

Teach them how to structure their pipeline and 
determine the ideal pipeline size. 


Also, coach them on making better pipeline 
management decisions by identifying points in the 
sales process where their actions have the most 
impact. Collaborate to win faster!


Remember, there is a difference between pipeline management 
and sales forecasting. 


Once you understand this, you can spend less time discussing 
close dates, probabilities, and deal sizes (sales forecasting) and 
hounding your sales teams to get numbers. 


Instead, you’ll talk about the overall health of your pipelines, 
identify cracks, suggest ways to fill them, and develop a plan to 
move deals forward. 




PSA (Professional Service Automation)

Quote and Proposal Builder 

CRM (Customer Relationship Management)

RMM (Remote Monitoring and Management)

Patch Management Automation

QBR/vCIO (Quarterly Business Review)

Let's face it, IT sales can be cumbersome. 

It's hard to prepare network assessments, explain offerings, create 
proposals, clarify objections, and track buyer's journeys— especially 
in different tools. Dozens of emails are sent between you and your 
clients just to complete this and approve the deal. 

Most IT Partners and MSPs, especially in the initial days of the 
business, use word documents and spreadsheets to organize their 
sales process. 


While it may seem easier at the start, it can be inefficient in the long 
run. Growth requires methodical, repeatable operations. 


Some common pieces of technology that MSPs use:


In fact, 79% of sales teams currently use or are planning to use sales 
analytics technology to increase efficiency*.

*Bova, T. (2019). 26 Sales Statistics That Prove Selling Is Changing. Salesforce 360 Blog. 

But once you’ve invested in a stack of tools or an integrated platform, 
there is still one major challenge — getting your salespeople to use it! 



Why Using Technology is Vital 
to the Sales Process

https://www.salesforce.com/blog/15-sales-statistics/


Invite Sales reps

to demo calls and 
highlight which features 

you find valuable
1

Test everything
is working correctly 

before going live, 
once data migration 

is done

3

Consistently 
communicate

why you are 
implementing a new 

sales platform

5

Assign a 
specialist

to migrate all of your 
data to the automation 

software

2

Conduct user 
training 

and management 
with specialists and 

your sales reps

4

Communicate Value and 
Build an Implementation 
Plan

The best way to do this is to 
communicate its value. 




Considering a Sales Acceleration 
Platform For IT Channel Sales


You have the people. You’re developing a 
process. Now you need a platform.


Assess Design

ConvertAutomate

Analyze Expand



Sales Acceleration Platform Benefits


Assess and determine the right course of action and present options for 
current clients as their business needs. Use assessments to perform 
routine risk analysis and identifying gaps before they become a problem for 
your clients. Send proactive alerts for domain expirations, certificate 
renewals, mismatched configurations.

Design professional-looking quotes and proposals with customizable 
templates. Check availability of IT products, compare prices, enter categories, 
descriptions, and other data automatically. Provide multiple pricing options to 
prospects, set product bundles, and upsell within a quote by allowing clients 
to manipulate quantities. Digitally sign documents and schedule and collect 
automatic recurring/one-time payments.

Convert opportunities into revenue as you can visualize opportunities 
moving from one stage to another with automated activities and tasks. You 
can also set multiple pipelines to cover alternate sales funnels like upselling 
and cross-selling.

Automate your pipeline by logging all conversations and activities that a 
client has with your business. Set automatic alerts when your client opens 
an email, comments on a quote, or e-signs a proposal.



Analyze pipeline health with intuitive reports and learn which sales patterns 
are most successful for your team. Then, see how to maximize each rep's 
productivity. 

Expand your revenue streams with automatic templates for designing 
detailed but easy-to-understand Quarterly Business Reviews.

https://www.zomentum.com/sales-acceleration-platform/assess
https://www.zomentum.com/sales-acceleration-platform/design
https://www.zomentum.com/templates
https://www.zomentum.com/templates
https://www.zomentum.com/sales-acceleration-platform/convert
https://www.zomentum.com/sales-acceleration-platform/automate
https://www.zomentum.com/sales-acceleration-platform/analyze
https://www.zomentum.com/sales-acceleration-platform/expand


”
”
”
”“I just sent a customer quote for one laptop for $1,000, and my proposal went 

from $1,000 to over $6,200 because the automation platform allowed my client 
to change the quantity of the items ordered and also upsell items [monitors, 

docking stations and wireless combos] to the quote on their own.”

“I can get quotes out faster, and that can lead to more potential sales because I 
can be very responsive. For me, it sped up the sales cycle and made it smoother, 
leading to better first impressions with clients. I look like I have my act together.”

When software does these activities for you, on-time, you are set up for 
success. Automation that’s specific to MSPs gets your sales cycle streamlined, 
transparent, and collaborative. 

When your sales processes are efficient, you get more time to focus on 
customer support and satisfaction to build strong client relationships and foster 
long-term customer loyalty.

Learn how to unlock efficiency and 
boost the productivity of your managed 
services sales team.

Steve Dempsey

Micheal Leonard

Principal - Neotech Networks

President CompuNet

Related Reading

https://www.zomentum.com/ebooks/ultimate-guide-to-msp-sales-efficiency
https://www.zomentum.com/ebooks/ultimate-guide-to-msp-sales-efficiency
https://www.zomentum.com/ebooks/ultimate-guide-to-msp-sales-efficiency


The art of selling is about building a process that your sales team can 
rely on whenever they talk to a prospect. Operationally, strategies and 
tools can support and accelerate your pipeline, but first, you have to 
bring this process online.

Take the time to create a sales pipeline so you can effectively manage 
the growth of your business. Use this framework, and you’re well on 
your way to mapping a process your team will embrace. 


Now, it's time to get to work. 

Build Your Sales Pipeline 
Today

Start Building Your 
Sales Pipeline Now

Get Started For Free

https://www.zomentum.com/signup

