
Target: Managed Services
GAP, Continuum introducing new business model

by: Mitch Morgan, Growth Achievement Partners

The office technology industry is mov-
ing quickly toward the managed serv-
ices business. BTA Channel dealers are 

primed to make a significant impact into this 
adjacent space, which  offers them a unique 
opportunity for profitable growth.

Since 2009, Growth Achievement Partners 
(GAP) has been teaching the BTA Managed 
Services Workshop to dealers. Our experience 
in the IT services market goes back to the ear-
ly 1990s. We have worked closely with a vari-
ety of companies to help guide their success in this space and 
have consistently focused on the appropriate metrics that 
drive high performance. Based on our experience, we believe 
dealers need a business plan for managed services — sup-
ported by a time-tested business model — to be successful.

The existence of a business model for managed services 
can help accelerate successful entry into the market. For 
dealerships that have been in the managed services busi-
ness, the opportunity to utilize historical data and ongo-
ing model enhancements will provide a continually refined 
road map for future success, much as the model for the 
traditional business has guided success in the past. The up-
coming announcement and release of a business model at 
the ITEX National Conference and Expo in Las Vegas (April 
17-18) will represent a “difference-maker” for dealer success 
in the managed services space.

The business model for our industry has served as an 
important guide through the many changes that have oc-
curred in the industry. Through BTA’s ProFinance course, 
dealers have had access to important measures to help 
guide business activity and drive financial performance.  
Adherence to a time-tested and consistently updated tem-
plate has provided many companies the necessary road 
map to build healthy businesses, or to recognize and make 
adjustments, when appropriate, to get back on track.  

The same principles apply to the managed services busi-
ness, with one notable difference. The IT services business 
model has been in a constant state of transition, and the key 

metrics to measure success have changed 
with it. The industry has moved from busi-
ness activity that has shifted from project 
revenue, to hourly billed service and support, 
then to a managed services model character-
ized by recurring revenue. As the business 
has changed, the success measures have 
changed with it. For example, effective hourly 
billing rates, revenue per engineer and billing 
utilization percentage were primary success 
drivers in the past. These have been replaced 

by key metrics, such as recurring revenue per seat, number 
of seats under contract, and gross margin on managed ser-
vices contracts. 

I am pleased to introduce the Managed Services Business 
Model to the BTA Channel. The model reflects a combined 
effort between GAP and Continuum, a leading managed 
services platform provider in the IT services market. Con-
tinuum has brought years of experience and currently man-
ages more than 500,000 devices in this environment.

The model starts with a consistent chart of accounts to 
record the revenue and expenses into consistent “buck-
ets.”  Additionally, the model includes a description of select 
key metrics and operational targets reflecting some of the 
more important “guideposts” that can bring value to deal-
ers. For instance, the most important financial measure for 
high-performance companies in managed services is gross 
profit on core managed services. That number should be ap-
proaching, if not exceeding, 60 percent in order to achieve 
appropriate profitability levels.

Some additional key metrics in the model include:
n Revenue — The appropriate targets, mixes and types, 

and how those should change over time. 
n Contracts & Account Expansion — Seats under man-

agement, revenue per seat and growth expectations via  
additional products and services.
n Activity & Pipeline — Sales cycle duration, pipeline 

metrics and activity targets to achieve business model rev-
enue targets. 
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n Head Count — 
Productivity mea-
sures for sales and 
vCIO personnel, tar- 
get head-count lev-
els based on seats 
managed and cus-
tomers under con-
tract, and personnel 
mix between sales 
and operations. 

n Compensation — Who to pay, how to pay and when to 
pay, as well as target compensation levels as they relate to 
gross profit and revenue.
n Profitability — Target contribution level and opera-

tional levers to enhance performance.
The model also incorporates a focus on next-generation 

services to guide dealers to appropriate strategies to opti-
mize the business. Two notable examples that are impor-
tant to the model and reflect the strategic direction are 
hardware-as-a-service (HaaS) and cloud services. HaaS re-
flects providing hardware and software on a monthly pay-
ment basis and managing it. It lines up with a core compe-
tence of our industry — selling a payment. Based on our 
analysis, it is a key driver of success for high-performance 
companies. Additionally, the sale of the appropriate cloud 
services can bring greater revenue per contract and in-
creased account control. The model will guide participants 
through issues, such as the percentage of  seats under HaaS 
contract and target gross profit margins on cloud services.

The Managed Services Business Model will be distributed 
in the ITEX breakout session, “Catapult Your Profits With 
Unified IT and Cloud Services,” 8:30 to 9:20 a.m. on April 18. 

Dealers can learn about the use of the model in the newly 
updated BTA Managed Services Workshop. The workshop 
will next be held on June 19 in Chicago, following the Cruise 
to Success district event, hosted by BTA Mid-America, on 
June 17-18. In this one-day class, the model will be reviewed 
in detail. Attendees will receive a business planning tem-
plate for dealers to use in developing appropriate action 
plans for this critical new business opportunity. n

Mitch Morgan is a partner at Growth Achievement Partners. 
He founded the Connectivity Dealer Program from NIA in 

1991. After his business was acquired by IKON Office Solutions 
in 1996, he led its Technology Services 

division. Morgan has been consulting with 
CEOs on strategy, operations, organizational 
development and sales since 2005. He can be 

reached at mitch@growthachievement 
partners.com or at (913) 269-7255.  

Visit www.growthachievementpartners.com.

The model also 
incorporates a focus 
on next-generation 
services to guide 
dealers to appropriate 
strategies to optimize 
the business.
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