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Selling networking on a subscription basis is a relatively  
new concept in the IT services world. Networking technology 
is frequently sold and implemented on a project basis, even by 
MSPs who use a subscription billing model for other IT services. 
Networking technology is mature, straightforward, and reliable, 
so businesses often balk at the idea of suddenly paying an 
ongoing service fee. 

In this ebook, you’ll find tips from successful MSPs on how to articulate the value 
of your services effectively. You’ll also learn why focusing on specific verticals 
matters and how to pitch WiFi as a competitive advantage. If you are looking to 
make the jump to selling managed networking as a service, we’ve got you covered.
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Convincing prospects/clients 

that BDR solutions are worth the 
investment is difficult for a couple 
of reasons...

In a recent survey of Datto partners, 
we learned that a top pain points for 

managed service providers (MSPs) is 
communicating the value of backup 
and disaster recovery (BDR) solutions 
to end users.

It is essential for MSPs to  

sell the value of their services 

rather than the functionality  

of specific products.

SELL YOUR VALUE, NOT PRODUCTS

Networking products are largely considered to be a commodity today. Of course, 

there are standout devices and IT folks will always have personal preferences, but 

generally speaking feature parity is very high among networking gear. As such, the 

vast majority of products lack unique selling points. This can be a challenge for 

technology-focused MSPs. That’s why it is essential for MSPs to sell the value of their 

services rather than the functionality of specific products.

Great White North Technology, an Ontario-based MSP, has been selling networking 

products (specifically, Open Mesh, which was recently acquired by Datto) for three years. 

Originally, Great White North sold the networking products traditionally, i.e. without 

monthly recurring revenue (MRR). “We try not to sell it that way anymore,” said Great 

White North’s Alain Lefebvre. “Though, people aren’t used to consuming networking as a 

service, which can make it a tough sale. But more and more that is changing.”

Lefebvre said that when you are selling Managed Networking Services, it is essential 

to focus on creating an excellent customer experience. “You need to discover the 

customers needs, pain points, and business objectives up-front,” he said. “Then craft a 

solution that meets their needs.”

This sales approach is frequently referred to as “solution selling.” Solution selling 

is a sales methodology in which the salesperson evaluates a customer’s specific 

challenges and goals and recommends products and/or services that meet their 

needs. The discussion is customer service-oriented rather than technology focused. 

For example, if a company wants good WiFi coverage in their office, do you really 

need to talk about concurrent dual band WiFi and PoE injectors? All they care about 

is that the WiFi doesn’t drop when someone walks into a conference room. Know your 

audience and what they care most about and sell directly to that point.
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“Stop focusing on selling 

products. Put customer  

service first.” 

Steve Ryder, President, 
True North Networks

Steve Ryder of True North Networks, a New Hampshire-based MSP and Datto partner, 

recently started selling Datto WiFi Access Points (AP) with SonicWall products for 

firewall and switching. Like Lefebvre, Ryder takes a highly customer service-focused 

approach to selling networking. “We actually sell all the products at cost,” he said. 

“That takes the conversation off the cost of the product. Then, we can talk about a 

monthly maintenance fee. It’s all about selling the value of the services.”

A few years ago, Ryder installed about $600,000 worth of equipment for a customer. 

“I didn’t make a single dime on the hardware,” he said. “I landed a $25,000 a month 

service contract—that’s so much more valuable. Stop focusing on selling products. 

Put customer service first.”

David Pence of Acumen IT, a South Carolina-based MSP and Datto Partner, recently 

started selling Datto APs alongside Fortinet Firewall and HP or Cisco switches. His 

sales approach also places the focus on the value of his services. “The monthly 

fee covers the cost of the products, installation, wireless network design, etc.,” he 

said. “Customers get a lifetime warranty on products and can upgrade whenever 

necessary. Our customers love it because it’s brainless, and they don’t need to invest 

capital up front on hardware.”

TARGET SPECIFIC VERTICALS 

Many MSPs focus their efforts on specific vertical markets. Our 2017 State of the 

MSP Report found that 64% of respondents specialize for verticals. This allows them 

develop expertise about the technology needs of businesses in that vertical. This can 

be particularly effective when delivering Managed Networking Services, for a number 

of reasons. First, networking needs vary widely between businesses. The WiFi needs 

of a hotel are very different than those of a dentist’s office. 

https://www.datto.com/resources/dattos-2017-state-of-the-msp-channel-report?utm_source=196&utm_campaign=Networking-Made-MSPeasy&utm_medium=Content
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46% of travelers said  

that in-room WiFi was a  

“must have” amenity. 

According to a recent TripAdvisor survey, 46% of travelers said that in-room WiFi 

was a “must have” amenity and that they would look for alternate accommodations 

if it was not available. 26% specified that they required “super fast” WiFi in their 

hotel rooms. Interestingly, only 11% said they would be willing to pay extra for it. 

Another survey, conducted by English hotelier Roomzzz, found that 65% of guests 

were online within seven minutes of checking in and over 30% requested the WiFi 

password at registration. 

Lefebvre provides Networking Services to a number of hotels. “Customers want 

good WiFi, but in my experience, hotels are extremely cost conscious about IT 

infrastructure,” he said. “They’re willing to drop a million dollars on a new pool but 

won’t upgrade technology.” 

He said that one of the hotels he works with actually lost business because of their 

refusal to upgrade WiFi access points. “The hotel lost a big contract because the WiFi 

was so slow. The customer literally moved their conference to another hotel across 

the street,” he said. “They finally added additional access points after that.”

Hotels represent a huge opportunity for Managed Networking Service Providers. A 

typical configuration includes an access point (AP) for every three to five rooms. In 

a large hotel, that’s a lot of hardware to manage. According to Lefebvre, front desk 

staffers are usually ill equipped to deal with WiFi issues from a technical standpoint. 

Not to mention strapped for time. Remember: Pitch value not technology. As an 

MSP, you can take tech support off their plate, delivering an excellent WiFi customer 

experience while freeing them to better serve hotel customers in other ways.
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Networking needs vary widely 

between businesses; the WiFi 

needs of a hotel are very different 

than those of a dentist’s office.

WIFI AS A COMPETITIVE ADVANTAGE

Fast and free guest WiFi represents a competitive advantage on a very basic-level. 

The hotel lost revenue to a competitor as a direct result of having poor WiFi. So, it 

is important to present WiFi this way in conversations with prospects and current 

customers, especially in verticals where guest WiFi has become the norm, such as 

Hospitality and Retail. In these industries, guest WiFi has long been viewed simply as 

a cost of doing business. 

However, in 2017 that’s changing. Today, there are WiFi-based products that allow 

businesses to gather valuable information about their customers. For example, some 

tools allow Retail businesses collect contact information from clients when they 

log into the store’s guest network. This allows them to engage these clients in future 

marketing campaigns that generate repeat business (i.e. a customer loyalty rewards 

program, which can be communicated via email or social media). Some businesses 

use WiFi to collect “footfall data” which is a measurement that includes the number of 

people entering a venue, the paths people take through said store, and/or the length of 

time in which they engaged with specific displays. This sort of data helps a brand learn 

more about their customers’ buying habits and optimize the store’s floor plan. 

Bundling these types of features with guest WiFi provides MSPs an opportunity to 

pitch networking as a revenue driver instead of an operating expense. 

CHOOSE THE RIGHT TOOLS 

When choosing networking equipment, there are a number of important 

considerations. First, consider whether the products are designed with MSPs in  

mind or - at least - offer functionality that is useful for managing multiple customers’ 

networks. You need tools that can be easily managed remotely to reduce 
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It is essential that the products 

you install at customer sites 

deliver a satisfactory customer 

experience. You need reliable 

products that “just work.” Look 

for equipment that is self healing, 

so if one connection fails the 

network is intelligent enough to 

re-route traffic.

truck rolls for routine maintenance. You might also consider whether devices can 

managed alongside additional gear you have in service from a single console. Also, 

products must be easy to deploy. For example, some WiFi access points are self 

organizing, which streamlines installation. 

It is essential that the products you install at customer sites deliver a satisfactory 

customer experience. You need reliable products that “just work.” Look for equipment 

that is self healing, so if one connection fails the network is intelligent enough to 

re-route traffic. Another important consideration is WiFi coverage. Choose access 

points that offer wide coverage and seamless roaming to deliver a consistent signal 

throughout the facility.

A great place to start searching for product information: user forums and channel 

networking events. Speaking with people who use the product regularly is a great 

way to get unbiased information on any product. Current users will be able to tell 

you how the product performs in the real world. MSP peer groups, such as HTG, meet 

locally or online and allow members to learn from each other, in formal and informal 

settings. Peer groups offer sessions lead by industry veterans on topics such as 

management, sales and marketing, employee relations, vendor engagement and 

new technologies. Members are encouraged to network and bounce ideas off each 

other as well. These meetings can be an excellent source of unbiased opinions about 

technology. For Datto partners, the Partner Community Forum is an excellent place to 

crowd source as well.

Finally, when delivering IT services to clients, you need to be sure that you’ll have 

adequate, 365/24/7 vendor tech support. Again, speak with customers of the vendor you 

are evaluating. If they are unhappy with tech support, they won’t hesitate to tell you.

http://www.htgpeergroups.com/
https://community.datto.com/
https://www.datto.com/support
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“We try to establish the 

business owner as the primary 

contact. If they have an in-house 

IT team, they should be part of 

the conversation too.” 

Alain Lefebvre, Partner, 
Great White North Technology

CONCLUSION

Selling managed networking services can be a challenge. It can be a tough sell to 

current customers that are used to a one-time fee for hardware and hourly fees for 

break-fix IT support. However, the benefit of monthly recurring revenue far outweighs 

the hassle for both you and your clientele. 

It’s all about articulating the value of your services effectively and, most 

importantly, delivering on that promise. Consider offering a 90-day trial of the 

product to ease reluctant customers into the service model. During those three 

months, make sure you demonstrate your value. Once people see how it works 

first hand, they’ll be much more comfortable with the concept. If they still aren’t 

convinced, oh well. No harm, no foul. They get the break-fix support they are 

comfortable with, and you keep them as a customer.

Finally, whenever possible, try to engage directly with the business owner or decision 

maker. According to Lefebvre this is essential. “We always try to establish the business 

owner as the primary contact. If they have an in-house IT team, they should be part of 

the conversation, but you need to talk directly to the decision maker,” he said. “The 

in-house IT team won’t be able to sell them on the concept as well as you can.” 
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