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Marketing Fails on Decisions, Not Tactics

Ask an MSP owner if marketing matters, and
almost everyone says yes. Ask what happens to
marketing the moment a big project lands or a
technician quits, and the answer tells you what
they actually decided.

Most MSP marketing plans don't fail because the
tactics were wrong. They fail because no one ever
actually decided marketing gets to survive a busy
month.

Every Owner Says Marketing Matters. Almost None Protect It.
Say the word marketing to an owner, and you'll get agreement fast. Of course it
matters. Of course they want more leads, more visibility, a better website.

What's rare is an owner who has actually decided that marketing gets the same
protection as a client SLA. Not an agreement that it's a good idea... a decision that

when things get tight, marketing doesn't move to the bottom of the list by default.
(Continued on page 3)

4 Signs You're Writing for the Wrong Reader

1 Most MSP marketing gets written, reviewed, and
approved by people who already understand IT.
The one person whose opinion actually decides
whether you get hired—the business owner—
usually isn't in that room.

This means that a lot of MSP marketing is written
to sound competent to other IT people, not to
convince the SMB owner who's actually deciding
= whether to hire you. This isn’t the goal you should
be chasing.

The right reader for your marketing is the business owner, executive, or
operations lead evaluating whether to trust you with their IT, not another
technician who already understands why the work matters.

That reader doesn't care how something works. They care what happens to their
business if it doesn't. A lot of content gets it backward without anyone noticing,
because the writing sounds smart and the metrics look fine. Here are four signs it's
happening in yours.

Your Homepage Headline Describes Your Stack, Not Their Problem
"Managed IT, Cybersecurity, Cloud Solutions." Swap in a competitor's logo and
nothing about that headline changes, because it's a list of services, not an
argument for why a business owner should care.

The right reader isn't shopping for a stack. They're trying to answer one question:
what happens if their IT stays exactly as unreliable, exposed, or expensive as it is
(Continued on page 2)
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Why Pausing Marketing During
Your Slow Season Costs You
Next Quarter

Every MSP hits a slow stretch at
some point in the year where
leads thin out and easing off
marketing starts to feel like the
responsible move. That instinct is
understandable. It's also how one
quiet stretch turns into a quiet
quarter.

Pausing marketing during your
slow season doesn't save you
anything. It costs you the pipeline
you were counting on once
business picks back up.

The Slow Season Isn't Actually
Slow for Your Prospects

The businesses you want as clients
go through the same seasonal dip
you do. Fewer active projects,
lighter schedules, more time to
think instead of react.

What that dip does not mean is
that decision-makers stop paying
attention to who handles their IT.

A dental practice slows down
between patient rushes. A
construction firm has a stretch
between bids. A regional
manufacturer runs lighter shifts
before a busy push. A law office
clears its docket during a slower
stretch on the court calendar...

4 Signs You're Writing for the Wrong Reader

(Continued from page 1)

right now? A headline that speaks
to that question does more work
than a list of services ever will,
because it's written for the person
deciding, not the person who
already knows what managed IT
means.

This shows up beyond the headline
too. Service pages that lead with
acronyms and platform names are
doing the same thing on a larger
scale: describing the toolkit rather
than the outcome. A business
owner comparing two MSPs rarely
has the context to judge one stack
against another, but they can still
judge which company sounds like it
understands what a bad week of
downtime actually costs them.

Your Blog Explains What a Term
Means Instead of Why It Matters
to Them

A lot of that content spends its first
three paragraphs defining a
technical term. What zero trust is.
What a firewall does. That's writing

for a reader who doesn't exist on the
buying side, because the business
owner reading it doesn't need the
definition; they need to know what
happens to their business if they
ignore it. So what does writing for
the right reader actually sound like?

It sounds like translating a technical
fact into a business consequence in
the same sentence, not "we
implement zero trust architecture,"
but "we assume any device could be
compromised, so one bad click can't
take down your whole network." The
technical accuracy stays. The
business stakes lead.

Your Case Studies Read Like Project
Logs, Not Before-and-After
Outcomes

Most case studies list what got done:
migrated the environment, deployed
new endpoint protection, cleaned up
the network. That's a project log...

% Read the Rest Online!
-2 jmct.io/wrongreader
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Your New MSP Website Launched. Now What?

Al You finally
- launched
the new
site. It
looks
sharp, the
pages are
live, and
the
project feels done. A few weeks
later, the phone hasn't changed, and
the contact form is quiet, and the
quiet starts to feel like a bad
investment.

The site isn't broken. It's just not be-
ing used as the hub it's built to be
yet.

A launched website doesn't generate
leads by sitting online. It generates
leads once you treat it as the hub of
your marketing, not as a project you
check off the list and move on from.

If you worked with a partner who
builds websites specifically for man-
aged service providers, the technical
foundation is already in place: tested
contact forms, fast and secure
hosting, and a structure that helps Al
search tools actually read the site.
That part isn't on your list of tasks.

Here's what actually is. Three moves
decide whether the site becomes the
hub of your marketing or just an ex-
pensive brochure:

1. Pointing the relationships you al-
ready have towards it

2. Making it part of how your team
sells and follows up, day-to-day

3. Committing to feeding it
consistently...

ot Read the Rest Online!
w i jmct.io/launchingsite



Marketing Fails on Decisions, Not Tactics

(Continued from page 1)

That distinction matters because
almost nothing else in the business
gets treated this way. Payroll runs
whether it's a slow week or not.
Client tickets get worked whether
the technician wanted to or not.
Those things happen automatically
because somewhere along the way,
an owner decided they're non-
negotiable, and built the business
around protecting them.

Marketing rarely gets that status. It
gets enthusiasm in January, a burst
of posts and a redesigned
homepage, and then it gets quietly
dropped the first time a hire falls
through or a big implementation
eats the calendar.

Nobody decided to stop marketing.
Nobody decided to keep it either.

It just lost by default, because it was
never actually protected in the first
place, only hoped for.

The Decision That's Actually Missing
Here's a useful way to check whether
marketing has actually been decided
on or just agreed with in theory: the
survive-contact test.

Would your current marketing
activity survive contact with your

next genuinely busy month? If the
honest answer is no, the newsletter
would slip, the blog would go quiet,
the social calendar would go dark,
then marketing hasn't been decided
on yet. It's been scheduled around
everything else, which means
everything else always wins when
the calendar gets tight.

Passing that test doesn't require a
bigger budget or a marketing hire.

It requires three specific things:

1. A named owner for marketing,
even if that's you and it's ten
percent of your week.

2. A protected block of time or
budget that isn't the first thing
raided when a project runs over.

3. A standing cadence that goes out
on a fixed schedule instead of
“whenever there's time.”

Without those three things in place,
every downstream tactic—the
website, the LinkedIn posts, the
email sequence—is optional.
Optional things are the first
casualties of a busy quarter, every
single time, no matter how good the
tactic actually was.

So what does actually deciding look
like in practice, not just in theory?

, TELL EVERYONE

Making the Decision to Market
Consistently

It looks like treating a monthly
newsletter deadline the way you'd
treat a client renewal date.
Something with a specific day it
goes out, a specific person
accountable for it, and a real cost if
it slips. That's the difference
between marketing being a priority
and marketing being an idea you
have about your business that
surfaces whenever things are calm
enough to think about it.

Picture the version of this that plays
out at most MSPs: a technician
gives notice in the middle of a big
migration, the owner spends three
weeks covering tickets personally,
and the newsletter that was
supposed to go out that month
quietly doesn't.

Nobody called to skip it. It just fell
off the list because it had no built-
in protection. Three months later,
someone asks why the pipeline
feels thin, and the honest answer
traces back to a decision that was
never made, not a tactic that
failed...
.:""
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We’re Here to Support
Your Marketing Success!

Whether it’s implementing a
campaign, refining your messaging, or
exploring new strategies, our team is
ready to help you make the most of
your marketing efforts.

Let’s talk! Reach out to us at
888-546-4384 or jmct.io/schedule

Stay Ahead of Google Updates: Flexible, Done-for-You SEO

Google tweaks its algorithms hundreds of times
each year. We stay on top of every update so your

rankings don’t tumble and your pipeline never SHOW UP, GET I.EADS,
slovs GROW YOUR MSP

Title, Metadata & Content Optimization — Getting F d Online is M I Than Ever!
continual fine-tuning that search engines Al i MRl S Sl e S UL CLR A

recognizes. Boost your rankings on Google to drive more
traffic and get more customers.

e Geo-Focused Citation Building — strengthen
local authority across trusted directories.

e Proactive Monitoring — spot and solve JMCT.IO/SEO ’
problems before they cost clicks.

e Competitive Benchmarking — know exactly how
you stack up (and leap ahead).

e Conversion-Focused Consultation — align
content with buyer intent, not vanity metrics.

Know where you stand with jargon-free monthly
reports that spotlight growth and ROI. Page-one
positioning is achievable —visit the SEO service
page and sign up today!
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