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Step 2: Ask The Right Clients
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Ask The Right Clients

You want to target those clients who are WILLING and ABLE to 

help you. 

Are They ABLE?

Let’s start with the ABLE part first. It’s much more straight-

forward. Focus first on the clients who are likely to KNOW your 

ideal target clients. Are they in the same business? Belong to the 

same associations? Tend to use the same LOB applications? 

Have common vendors? 

Or, you can go so far as to review their Linked In connections. 

Anybody catch your eye? What patterns do you see in the 

categories of people they know?

This part of the process is really about prioritization – identifying 

clients that you go to see first. Start with the clients that are best 

positioned with the specific people/types of people that you MOST

want to be introduced to. You just want to start with the most 

fertile field first. 

Ultimately, you will be asking all of your “A-rated” clients for 

referrals and introductions. But, you want to start with the most 

connected ones first. 

Are they WILLING?

Now, take a look at the client relationship pyramid on the previous 

page. I first built this framework while I was at Accenture – an IT 

industry leader in the systems integration and outsourcing arena. 

Frankly, over the years, I have applied this framework with 

hundreds of clients across a range of IT industries. Over the past 

four years, we have found that it has profound implications for the 

MSP business as well. 

The pyramid depicts the way that clients view and value their 

relationships with you and your company.  All of your current 

client relationships fall into one of the four categories on this 

pyramid. 
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• Remember this is THEIR view of the relationship NOT 

YOURS.

• At the lowest level are clients who just have a transactional 

relationship with your company. They don’t seek you out for 

counsel or a lot of project work. You take care of their needs in 

the way they expect you to. You provide a sound, base level of 

service. Service tickets are done promptly. No major blow ups 

in service. Quotes handled efficiently. 

• The next level up are those clients who view you as a more 

ongoing vendor relationship. They value the way that you 

have served them over time. On occasion, you may do an 

office move, server re-fresh or another project. Their business 

reviews go fine. But, they don’t see you as having a major 

impact on their business success. But, they do see you as a 

relationship manager – and value the interpersonal 

connections they have with you.

• The third level of relationship value is business advisor.

Clients at this level see you as being integral to their business 

success. You impact their job performance and make them 

look good. You may have come through in a crisis. They value 

your advice and act on it. They buy into your technology 

roadmap. They appreciate the preventive measures that you 

put in place. You don’t get too much pushback on prices and 

fees that you charge – because they see the business value. 

• The highest level is personal chemistry. This is where the 

client sees you as important to their personal success. They 

treat you as a peer. Seek out your counsel and advice. Call 

you BEFORE they make important business decisions. 

Appreciate your business insights – even on issues outside of 

technology.

Now, think about your clients and be completely honest with 

yourself. Here is what you do: 
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1. Carefully consider which of your clients value you at either the 

business advisor or personal chemistry level? What evidence 

do you have?

2. Create a list of these clients. These are your “A-rated” clients

For most MSPs, this should represent 25-33% of your clients 

at most.

3. Now, prioritize this list by which clients are the best positioned 

in your niches? Who is MOST likely to know your ideal 

clients? 

These “A-rated” clients are the clients they you will first ask 

for introductions 

• They are the clients who would go out of their way to introduce 

you

• They value you and want to help

• They would “pre-sell” you more adeptly than clients who value 

you less

• It will be easier for you to ask for their help.

So, let’s get this list done and move on to the next step in the 

business process
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