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How to automate lead qualification, sales handoff, and customer retention to scale revenue
for Managed Service Providers.

HUBSPOT-SPECIALIZED CRM CONSULTING | WWW.DIGREVOPS.COM d |9
RevOps



INTRODUCTION

A GAME CHANGER IN MARKETING FOR MSPS

The Game Changer in
Marketing for MSPs

Selling Managed Services (cybersecurity, cloud, co-managed IT, outsourcing) is a unique
challenge. The decision-making cycle is long, involves multiple stakeholders (CEO, CTO, CFO),
and requires building a solid relationship of trust before any contract is signed.

Addressing the specific challenges these companies face, Dig RevOps — a HubSpot-specialized
CRM consultancy — developed this playbook. Our goal is to help your operation overcome the
most common bottlenecks in the industry: sales time wasted on unqualified leads, rising

Customer Acquisition Costs (CAC), and drawn-out sales cycles.

Market data confirms the impact of this transformation: 80% of companies that adopt marketing
automation see a direct increase in lead volume, and 77% report higher conversion rates.

The key to achieving these results isn't trying to guess who is ready to buy today, but getting
your house in order: defining your customer lifecycle stages, delivering the right content
throughout the buyer's journey, and leveraging automation to drive operational efficiency and

accelerate revenue growth.
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HIGHLIGHTS

The time is now.

807%

177%

Companies adopting marketing
automation see an increase in lead
volume.

Report higher conversion rates.
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The Importance of Mapping the
Customer Lifecycle Stages
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CHAPTER 1 LIFE CYCLE

MAP THE CUSTOMER LIFECYCLE

Imagine a restaurant trying to serve dessert before you've even sat
down at the table. That's exactly how a prospect feels when they
receive a sales proposal before understanding the value of your
solution.

To create a continuous and predictable flow of new customers, the
first step is to clearly define where the lead is in the journey within
your strategy:

01 Attraction: Subscriber / Lead

The moment a prospect identifies an operational pain point and seeks guidance.

02 Qualification- MQL °
The contact fits your Ideal Customer Profile (ICP — e.g., 20+ workstations, IT-
dependent business) and holds a decision-making role (CTO, CIO, CEO). 0

03 Sales Conversion* SQL / Opportunity
The sales team steps in to perform a technical discovery, assess infrastructure, and increase in sales mee’ring conversion rate with

siellver & propesel structured qualification

PRACTICAL IMPACT ON METRICS

04 Retention & Expansion - Customer / Upsell
Customer Success focuses on driving satisfaction, contract renewals, and cross-
selling add-ons (e.g., adding cybersecurity services to standard IT support).
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CHAPTER 1-IMPACT

THE PRACTICAL IMPACT ON METRICS

Clear criteria transform the customer lifecycle into
revenue predictability.

Structuring your lifecycle isn't just an organizational best practice — it's the engine driving your funnel's performance. By defining clear transition
rules for each stage, your operation unlocks immediate gains in sales meeting efficiency, team alignment, and revenue predictability.

MQLTO SQL — Lessinternal friction —  More predictability —  The Bottom Line —  +30%

By combining ideal profile fit Marketing and Sales finally Each stage of the life cycle Structured qualification increase in sales meeting
with engagement scoring, speak the same language, has clear criteria, content, and directly boosts the conversion show-rates and conversions.
meeting conversion rates can eliminating pipeline disputes. next steps. rate of your sales calls.

jump from 10% to over 30%.
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The Buyer's Journey and the Right
Content for Every Stage
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CHAPTER 2 - JOURNEY

CONTENT FOR EVERY MOMENT OF THE JOURNEY

Before creating any email, article, or guide, you need to understand
how your customer makes decisions. No one wakes up one morning
deciding to hire a managed IT service out of the blue. There's a
mental path the decision-maker follows—the Buyer's Journey.

Studies indicate that companies that structure lead nurturing
generate 50% more qualified sales leads at a 33% lower cost. This
efficiency gain occurs precisely by aligning each format with the
correct stage of the journey:

1. Top of the Funnel: Learning and Discovery

At this stage, the client doesn't yet know they need your service. They are only
experiencing "symptoms": slow systems, compliance concerns (e.g., HIPAA, SOC2,
CMMQ), or fear of cyberattacks.

The content's objective: To educate the market, draw attention to hidden pain points,
and help the reader diagnose their own situation.

Formats that work: Best practice checklists, IT trend guides, and maturity diagnostics.

Business Metric: Reducing Cost Per Lead (CPL) and attracting the right type of
business from the first click.
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EMPHASIS

S50%

More qualified sales leads at a 33% lower
cost.

07



CHAPTER 2 - JOURNEY

CONTENT FOR EVERY MOMENT OF THE JOURNEY

2. Middle of the Funnel: Problem Recognition and Consideration

At this point, the reader has already realized that they have a real problem and can no longer
ignore it. They then begin to research how to solve this problem and what possible approaches
exist (e.g., hiring an in-house team vs. outsourcing to an MSP).

The objective of the content: To show the solution paths, deepen the technical level, and position
your company as a trusted expert.

Formats that work: Operational templates, architecture playbooks, and hands-on webinars.

Business Metric: Generating high-quality MQLs and genuine engagement from key decision- EMPHASIS

makers.

3. Bottom of the Funnel: Purchase Decision

The prospect has already decided to hire a managed service and is comparing providers. They
want to know: "Why should | choose your company?" and "What will my return on investment
be?".

reduction in Cost Per Lead (CPL) with
stage-based lead nurturing.

The goal of the content: To eliminate final objections, prove your ability to deliver, and facilitate
scheduling with the sales team.

Formats that work: Case studies, ROl analysis, and complimentary IT audit/assessment offers.

Business Metric: Shortening the Sales Cycle and increasing the Contract Closing Rate (Win
Rate).
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The Power of Automation and
Segmentation: Multichannel
Efficiency and Scale
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CHAPTER 3 - AUTOMATION

THE POWER OF AUTOMATION AND
SEGMENTATION

Efficiency and Multichannel Scale

If you try to manually track the customer journey for dozens or hundreds of contacts, your
team wiill collapse. This is where intelligent automation and data segmentation become the
engine for increasing margin, efficiency, and scalability of your operation.

STEP1-THE BASIS OF EVERYTHING

Strategic Segmentation of the Database

Sending the same content to your entire list is the fastest way to increase unsubscribes
and end up in the spam folder. In Managed Services, contact segmentation is what
transforms a generic message into a highly relevant conversation.

Advanced segmentation must cross two crucial pillars:
Profile Data (Firmographic and Demographic): Segment by company size (e.g., 20 to 50
users vs. 100+ users), industry (healthcare, finance, retail), and contact person's job title

(CFO focused on costs vs. CTO focused on stability and security).

Behavioral Data (Lead Interactions): Group contacts based on the content they
downloaded, service pages visited, or emails clicked.

The Business Impact: Targeted campaigns generate up to 50% higher open rates and

drive higher MQL conversion, as decision-makers feel your company truly understands
their specific industry challenges.

DIG REVOPS

Profile Data Behavioral Data

Firmographics and

, Lead Interaction:
Demographics:

e Downloaded content
o Visited service pages
e Clicked email links

e Company size.
e sector/industry
e job title (CFO vs. CTO).

EMPHASIS

+50%

open rate in campaigns
segmented by profile and
behavior.
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CHAPTER 3 - MULTICHANNEL

THE BACKBONE OF LEAD NURTURING

STEP 2:-EMAIL MARKETING AND LEAD SCORING

The Backbone of Lead Nurturing

Email remains the premier B2B channel for building authority, educating decision-makers, and keeping your brand top-of-mind throughout the sales
cycle. However, the real impact occurs when you eliminate manual email blasts and deploy automated CRM-integrated nurturing workflows,

enabling your team to:

Read also: 15 HubSpot Automations That Fix Sales Marketing Service

1) Immediate Responses 2> Dynamic Nurturing

Delivering materials in seconds. Contextual content delivery. If a lead
Contacting a qualified lead within the downloads a cybersecurity guide, the
first b minutes increases the chance of next automated email serves a case
conversion to a meeting by up to 9x. study from the same industry.

' Active Lead Scoring

Engagement scoring based on email
opens and clicks. Once a lead reaches
the target score, the CRM instantly
triggers a sales outreach task for the
rep.

DIG REVOPS
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CHAPTER 3 - MULTICHANNEL

THE POWER OF AUTOMATION AND SEGMENTATION

STEP 3- MULTICHANNEL AUTOMATION

Orchestration of automated campaigns across multiple channels.

The B2B buying journey has become decentralized and non-linear. Relying on a single channel means leaving revenue on the table, as IT and
business decision-makers constantly switch between inboxes, professional networks, and direct communication channels.

Orchestrating these four pillars within your CRM ensures your brand stays visible wherever leads engage, dramatically speeds up sales
response times (SLAS), and builds a seamless authority experience — turning scattered interactions into a predictable meeting booking engine.

1) E-mail Marketing 2) Direct Messaging 3 Paid Media 45 Al-Powered

Builds authority through in- Instant CRM alerts via SMS Syncing your CRM with Automation

depth content and strengthens and LinkedIn tasks for SDRs to Google and LinkedIn Ads to Workflow-integrated
brand positioning. immediately follow up with retarget leads with ads aligned algorithms that enrich account

high-intent MQLs. with their current nurturing data, adapt messaging tone
stage. and context, and trigger

hyper-personalized outreach
at scale.
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Beyond Marketing: How
Automation Drives Sales and
Account Expansion
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CHAPTER 4 - SALES

BEYOND MARKETING: SALES PROCESS AUTOMATION

One of the biggest misconceptions among Managed Service Providers is
believing that automation belongs exclusively to marketing. When technology is
limited to sending educational emails, you leave more than half of your revenue
potential on the table.

Introducing process intelligence into sales workflows reduces the sales cycle by an
average of 14% and increases sales team productivity by 14.5%. True RevOps
automation connects the end-to-end journey: attracting the right leads,
accelerating deal closing, and driving expansion revenue across your active client
base.

Read also: 10 Essential RevOps Handoff Rules for Mid-Market B2B SaaS Growth

01 Intelligent Distribution and Assignment
As soon as a lead qualifies (MQL), the system automatically routes the contact to the appropriate SDR or

Account Executive based on territory, vertical, or workload rules — eliminating manual triage.

02 Sales Reminders and Follow-up Sequences
Sales reps no longer need to remember proposal follow-ups. Automated sequences keep deals warm

and notify the rep the moment a prospect opens the proposal PDF.

03 Automated Task Creation with SLAs
If a proposal remains unviewed or inactive for 3 days, the CRM triggers a high-priority alert so the

sales manager can step in before the deal goes cold.

DIG REVOPS

HIGHLIGHTS

-147%

reduction in sales cycle length and +14.5%
boost in sales team productivity.
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CHAPTER 4 - RETENTION

RETENTION, UPSELL, AND CHURN PREVENTION

In MSPs, the real margin and profitability lie in customer retention (low churn) and the ability to sell more services
to existing customers (cross-selling of cybersecurity, backup, cloud, or consulting).

Automation turns your post-sales and Customer Success operations into a engine for retention and recurring
expansion revenue.

Read also: HubSpot Onboarding: Why the First 20 Days Define Your ROI.

Automated onboarding Expansion triggers Active churn prevention
Automated delivery of support Satisfied, established clients Drops in NPS scores or a surge in
channels, team introductions, ticket automatically enter upsell and cross- high-priority tickets immediately
submission guides, and infrastructure sell campaigns for cybersecurity, pause upsell offers and alert the
discovery forms to accelerate Time- backup, cloud migration, and IT Account Manager for urgent
to-Value. consulting. intervention.

DIG REVOPS
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NEXT STEPS

Structure your operation for
scale.

Optimizing the sales and marketing engine of your MSP requires process clarity: mapping the buyer's
journey, producing targeted content for each stage, and leveraging multichannel automation to drive
scale and client retention.

Do you need help structuring this model in your company?

Dig RevOps is a consultancy specializing in lead generation, automation, and Revenue Operations
strategies for MSPs and tech companies.

Click the button to schedule your free automation audit. -

DIG REVOPS - CRM & AUTOMATION CONSULTING FOR MSPS
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