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Office Product Dealers and Managed Service Providers Collaboration Strategy:  

A Structured Approach for Sustainable Growth 

 

Executive Overview 
In an era where digital transformation is reshaping industries, Office Products 
Dealers (OPDs) and Managed Service Providers (MSPs) find themselves at a 
crossroads. OPDs, long reliant on transactional sales, are experiencing shrinking 
margins and increased competition from e-commerce giants. At the same time, 
MSPs—despite their expertise in IT services—struggle with lead generation and 
scaling their businesses. This white paper presents a strategic partnership model 
designed to address these challenges by leveraging the complementary strengths of 
OPDs and MSPs. 

The proposed partnership structure enables OPDs to modernize their business 
model by integrating IT services into their existing product offerings. By collaborating 
with MSPs, OPDs can enhance customer value, automate manual processes, and 
transition towards a service-based revenue model that fosters long-term 
sustainability. In return, MSPs gain direct access to a warm customer base, 
significantly lowering acquisition costs and accelerating revenue growth. 

A structured partnership framework—including a bi-directional commission model, 
customer segmentation strategies, and dedicated strategy champions within 
OPDs—ensures seamless implementation. This collaboration not only enhances 
operational efficiency but also improves customer retention and business valuation 
for both partners. 

Moreover, this paper will explore the financial advantages of this partnership over 
traditional lead generation strategies and illustrate how shifting from a transactional 
to a service-based model increases business resilience. Through this strategic 
alliance, OPDs and MSPs can drive innovation, expand their market share, and secure 
a competitive edge in the evolving business landscape. 

 



WHITE PAPER – Office Product Dealers and Managed Service Providers Collaboration Strategy 

 

3 | P a g e  
 

Introduction 
The rapid evolution of technology has fundamentally altered the business landscape, 
forcing traditional industries to adapt or risk obsolescence. Office Products Dealers 
(OPDs), once thriving on a model of transactional sales, now face growing challenges 
from online marketplaces such as Amazon, Walmart, Google, Staples, and Office 
Depot. These competitors offer unparalleled convenience, pricing power, and 
technology-driven efficiencies, putting OPDs at a significant disadvantage. Without 
substantial innovation, OPDs risk continued revenue decline, reduced profitability, 
and eventual market irrelevance. 

Conversely, Managed Service Providers (MSPs) operate within a highly profitable and 
expanding industry but struggle with a fundamental barrier to growth—lead 
generation. While MSPs provide essential IT services, their access to potential clients 
remains limited. Unlike OPDs, which have long-standing relationships with business 
customers, MSPs often spend significant resources on marketing efforts with limited 
success in acquiring new accounts. 

This white paper proposes a strategic partnership between OPDs and MSPs to 
overcome these challenges by leveraging each other's strengths. OPDs possess an 
extensive customer base and established procurement relationships, while MSPs 
bring technical expertise and the pathway for introduction of automation capabilities 
that OPDs lack. Through collaboration, OPDs can transition toward a service-based 
revenue model, while MSPs gain an efficient and cost-effective means of expanding 
their client portfolio. 

Key to this partnership is the seamless integration of MSP services into the OPD value 
proposition. By embedding solutions such as cloud backup, email security, and print 
management into their existing business framework, OPDs can enhance their 
relevance in an increasingly digital marketplace. Meanwhile, the implementation of 
Remote Monitoring and Management (RMM) software and Data Capture Agents 
(DCAs) enables OPDs to automate supply replenishment, optimize inventory, and 
deliver proactive support—further solidifying their role as indispensable business 
partners. 

Additionally, the collaboration will establish a bi-directional commission structure, 
ensuring equitable financial incentives for both parties. A dedicated strategy 
champion within each OPD will drive the adoption of MSP services, overcoming 
internal resistance and aligning sales efforts with the new business model. 
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This white paper will outline the structural elements of this partnership, explore 
methods to mitigate resistance from legacy sales teams, and present a compelling 
case for transitioning OPDs from a vulnerable transactional model to a more 
sustainable, service-oriented approach. Through this alliance, OPDs and MSPs can 
mutually benefit from increased revenue, stronger customer relationships, and 
enhanced business valuation—positioning both entities for long-term success in the 
digital age. 

Chapter 1: Challenges Facing Office Products Dealers 
The office products industry has undergone significant shifts in recent years, with 
Office Products Dealers (OPDs) facing increasing headwinds that threaten their 
traditional business model. Once the primary suppliers of office essentials to 
businesses of all sizes, OPDs now find themselves under mounting pressure from e-
commerce giants, declining demand for paper-based products, and an evolving 
business landscape that favors automation and digital solutions. To remain viable, 
OPDs must acknowledge these challenges and actively seek strategic solutions that 
reposition them for future growth. 

The Erosion of Market Share 

The most pressing challenge for OPDs is the steady erosion of their market share to 
online marketplaces such as Amazon, Walmart, and Staples. These e-commerce 
platforms have transformed the way businesses procure office supplies, offering: 

• Unmatched Convenience: Customers can place orders in seconds, track 
shipments in real time, and benefit from fast delivery options. 

• Competitive Pricing: With bulk purchasing power and algorithm-driven 
pricing strategies, online giants consistently offer lower prices than traditional 
OPDs. 

• Automated Procurement: Subscription-based models and AI-driven 
recommendations simplify the purchasing process, reducing the need for 
manual reordering. 

In contrast, many OPDs still rely on manual processes, phone orders, and fragmented 
e-commerce solutions that fail to provide a seamless purchasing experience. 
Without significant technological investment, OPDs will continue to lose customers 
to more efficient online competitors. 

Operational Inefficiencies 
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Another key challenge facing OPDs is the inefficiency of their internal operations. 
Unlike large-scale e-commerce platforms that leverage automation to minimize 
costs, many OPDs still depend on labor-intensive workflows that increase 
operational expenses and slow down service delivery. Common inefficiencies 
include: 

• Manual Order Processing: Sales teams and customer service 
representatives spend a disproportionate amount of time managing routine 
orders instead of focusing on value-added sales activities. 

• Lack of Integration Between Systems: Many OPDs operate outdated 
Enterprise Resource Planning (ERP) software that does not integrate smoothly 
with modern e-commerce or inventory management platforms. 

• Inconsistent Pricing Structures: Unlike automated pricing algorithms used 
by competitors, OPDs often rely on manual price adjustments, which lead to 
errors, inconsistencies, and missed opportunities for margin optimization. 

These inefficiencies not only impact profitability but also diminish the customer 
experience, further driving business buyers toward online alternatives. 

Declining Demand for Traditional Office Products 

The shift toward digital workflows has led to a declining demand for traditional office 
products, particularly paper-based supplies such as printer paper, filing cabinets, 
and ink cartridges. As businesses adopt cloud storage, digital collaboration tools, 
and paperless workflows, the need for consumables has decreased. This decline in 
demand presents a significant revenue challenge for OPDs, requiring them to explore 
new product and service offerings to remain relevant. 

Lack of Technological Integration and Automation 

One of the biggest competitive disadvantages for OPDs is their failure to adopt and 
implement the latest technology solutions. While e-commerce platforms and large 
office supply chains leverage data analytics, AI-driven purchasing recommendations, 
and automated inventory management, OPDs often lag behind in several key areas: 

• Inadequate E-commerce Capabilities: Many OPDs lack modern, user-
friendly e-commerce platforms that can compete with the efficiency of major 
online retailers. 
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• No Integration with Procurement Systems: Larger businesses expect 
seamless integration with procurement platforms like Ariba, Coupa, and SAP, 
but most OPDs do not support these integrations. 

• Limited Use of Data Capture Agents (DCAs): Without DCA software to track 
and manage print supply usage, OPDs miss opportunities to optimize 
replenishment, reducing their ability to compete with Managed Print Service 
(MPS) providers. 

Without addressing these technological shortcomings, OPDs risk becoming obsolete 
in a market that increasingly values automation, efficiency, and seamless digital 
transactions. 

Vulnerability Due to Transactional Business Model 

Historically, OPDs have relied on a transactional sales model, where revenue is 
dependent on one-time purchases rather than ongoing service contracts. This model 
exposes OPDs to several risks: 

• Unstable Revenue Streams: Unlike subscription-based services, which 
provide predictable income, one-time sales fluctuate based on market 
conditions, making financial planning more difficult. 

• Limited Customer Loyalty: Customers are more likely to switch suppliers if 
there is no ongoing service agreement or added value beyond the product 
itself. 

• High Customer Acquisition Costs: OPDs spend significant resources on 
acquiring new customers without a structured mechanism for long-term 
retention. 

A transition toward a service-based revenue model—where OPDs offer managed 
services, automation tools, and integrated IT solutions—would provide greater 
financial stability and customer stickiness. 

Limited Access to IT Decision-Makers 

One of the major barriers preventing OPDs from modernizing their business is their 
limited access to IT decision-makers within customer organizations. Traditionally, 
OPDs have maintained relationships with purchasing managers, administrative staff, 
and procurement teams—departments focused on cost savings rather than 
technology integration. 
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However, as office procurement becomes increasingly tied to IT infrastructure (e.g., 
cloud-based document management, print security, and networked supply 
management), decisions about office supplies and technology solutions are shifting 
to IT departments. OPDs without established relationships in IT are at a severe 
disadvantage when competing with MSPs and IT vendors who already have direct 
access to these decision-makers. 

Summary: The Need for a Strategic Pivot 

The challenges facing OPDs are multifaceted, but they are not insurmountable. The 
key to survival lies in transformation—specifically, leveraging technology, 
streamlining operations, and moving toward a service-oriented business model. This 
is where a strategic partnership with Managed Service Providers (MSPs) becomes a 
game-changer. By aligning with MSPs, OPDs can gain access to IT expertise, facilitate 
the automation of manual processes, and introduce service-based revenue streams 
that counteract the vulnerabilities of their traditional transactional model. 

The next chapter will explore the opportunities that MSPs bring to the table and how 
their existing business model complements the needs of OPDs, creating a 
partnership that benefits both parties. Together, OPDs and MSPs can redefine their 
market positioning and create a sustainable path forward in an increasingly digital 
world. 

Chapter 2: Opportunities for Managed Service 
Providers 
Managed Service Providers (MSPs) operate in a fast-growing, high-demand industry, 
providing essential IT solutions such as cloud computing, cybersecurity, and network 
management. However, despite their technical expertise and the increasing reliance 
of businesses on IT infrastructure, MSPs face a significant roadblock to growth: lead 
generation. The ability to consistently acquire new customers at a sustainable cost 
remains one of the most pressing challenges for MSPs. 

The proposed partnership with Office Products Dealers (OPDs) presents a 
transformative opportunity for MSPs to break through these barriers, access a pre-
established customer base, and accelerate their revenue growth. By leveraging the 
strengths of OPDs—deep-rooted relationships with business customers, an 
established salesforce, and an extensive procurement network—MSPs can position 
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themselves as indispensable technology partners within these existing customer 
ecosystems. 

The Growing Demand for IT Services 

The increasing digitization of business processes has amplified the demand for 
managed IT services. Companies of all sizes are investing in: 

• Cloud-Based Solutions: Businesses are rapidly migrating to cloud platforms 
for enhanced scalability, security, and collaboration. 

• Cybersecurity Services: The surge in cyber threats has made security 
solutions like endpoint protection, email security, and firewall management 
critical. 

• Remote Work Support: The shift to hybrid and remote work models has 
increased the need for remote monitoring and management (RMM) tools. 

• Data Backup & Disaster Recovery: Companies prioritize business continuity 
plans, ensuring minimal downtime in case of system failures or cyber 
incidents. 

Despite this demand, MSPs struggle to reach and acquire new customers efficiently. 
The high cost of marketing, the complexity of IT sales cycles, and the need to build 
trust with decision-makers contribute to slow lead conversion rates. 

Challenges MSPs Face in Lead Generation 

While MSPs provide high-value services, generating consistent leads presents 
multiple challenges: 

• Cold Outreach Fatigue: Many businesses are inundated with sales pitches 
from IT providers, making traditional outreach efforts less effective. 

• High Customer Acquisition Costs (CAC): Digital advertising, content 
marketing, and networking events require significant investment, with 
uncertain ROI. 

• Complex Sales Cycles: Unlike transactional sales, IT solutions require 
education, trust-building, and long-term engagement before a deal closes. 

• Limited Access to Key Decision-Makers: MSPs often struggle to connect 
with decision-makers, such as IT managers and business owners, who control 
IT budgets. 
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Without an efficient way to connect with potential clients, many MSPs remain reliant 
on slow, referral-based growth, limiting their scalability and revenue potential. 

The Opportunity: Access to Warm Leads Through OPDs 

The partnership with OPDs offers MSPs a direct and cost-effective path to lead 
generation by providing access to a pre-existing, loyal customer base. OPDs serve as 
trusted procurement partners for businesses, managing supply chain needs, office 
equipment, and print solutions. This established trust creates an ideal gateway for 
MSPs to introduce their services. 

Key Benefits for MSPs: 

• Reduced Customer Acquisition Costs: Instead of investing heavily in cold 
outreach and digital marketing, MSPs gain access to warm leads through 
OPDs’ existing relationships. 

• Faster Sales Cycles: Trust built by OPDs accelerates decision-making, 
shortening the time required to convert leads into clients. 

• Higher Retention & Cross-Selling Potential: MSP services, once embedded 
in a client’s IT infrastructure, create long-term engagement opportunities for 
additional offerings. 

By embedding IT solutions into OPD sales conversations, MSPs can seamlessly 
introduce services such as cloud backup, cybersecurity, and print management 
automation—aligning their solutions with the customer’s operational needs. 

Embedding MSP Services Into OPD Sales Conversations 

To maximize the success of the partnership, MSP services must be positioned as 
natural extensions of OPDs’ core offerings. This can be achieved by: 

• Bundling Managed IT With Print & Office Solutions: Customers who 
purchase print management solutions from OPDs can be introduced to IT 
security and cloud backup services as complementary offerings. 

• Leveraging Data Capture Agents (DCAs): By installing DCAs on print devices, 
OPDs can gain visibility into network usage patterns, creating a perfect entry 
point for MSPs to offer network security assessments and monitoring services. 

• Targeting High-Value Customers: Segmenting OPD customer bases to 
identify businesses most likely to benefit from managed IT solutions ensures 
a focused and strategic approach to lead conversion. 
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Structuring a Win-Win Partnership 

To fully leverage the MSP-OPD partnership, a structured and mutually beneficial 
agreement must be in place: 

• Bi-Directional Commission Structure: OPDs earn incentives for referring 
customers to MSPs, and MSPs reciprocate by driving OPD sales through IT-
integrated solutions. 

• Dedicated Strategy Champion: Each OPD should designate an internal 
champion responsible for managing MSP introductions and educating sales 
teams on IT service offerings. 

• Joint Marketing Initiatives: Co-branded campaigns, webinars, and 
educational materials should be developed to introduce customers to the 
value of integrated IT and office solutions. 

Summary: The Strategic Advantage of the MSP-OPD Partnership 

The partnership between MSPs and OPDs presents a game-changing opportunity to 
solve one of the biggest roadblocks to MSP growth: lead generation. By aligning with 
OPDs, MSPs can tap into a trusted customer network, dramatically reducing 
acquisition costs and accelerating sales cycles. Meanwhile, OPDs benefit by 
expanding their value proposition and transitioning towards a more service-based 
revenue model. 

In the next chapter, we will explore the structural elements necessary to formalize 
this partnership, ensuring seamless implementation, sustainable revenue 
generation, and long-term success for both parties. 

Chapter 3: Structuring the OPD-MSP Partnership 
A successful partnership between Office Products Dealers (OPDs) and Managed 
Service Providers (MSPs) requires a structured framework that ensures mutual 
benefit, clear processes, and seamless execution. While the potential synergies are 
clear, establishing an effective working relationship demands careful planning in 
terms of roles, responsibilities, and incentives. This chapter outlines the foundational 
elements necessary for building a sustainable OPD-MSP partnership, including 
financial arrangements, customer segmentation, lead handover protocols, and the 
role of a strategy champion within OPD organizations. 

Defining the Partnership Model 
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A well-structured partnership must be built on transparency, clearly defined goals, 
and financial incentives that motivate both parties. The key aspects of structuring this 
collaboration include: 

• Bi-Directional Commission Arrangement: OPDs should receive 
commissions for referring customers to MSPs, while MSPs should offer 
reciprocal incentives to OPDs for helping facilitate the sale of managed 
services alongside office products. 

• Customer Segmentation Strategy: Not all OPD customers will be a fit for 
MSP services, so segmenting the customer base based on technology 
adoption, company size, and operational needs will optimize conversion 
rates. 

• Defined Handover Process: A clear protocol for warm introductions ensures 
that MSPs engage with OPD customers at the right time, reducing friction in 
the sales process. 

• Ongoing Performance Tracking: Regular review meetings and data-driven 
insights should be utilized to refine strategies and ensure both OPDs and 
MSPs are benefiting from the partnership. 

Financial Structure: A Win-Win Model 

For the partnership to be sustainable, both parties must see clear financial benefits. 
The following structures ensure a balanced and mutually rewarding collaboration: 

OPD Revenue Opportunities: 

1. Referral Commissions – OPDs earn a commission when they successfully 
introduce a customer to an MSP and a service contract is signed. 

2. Bundled Service Agreements – OPDs can bundle IT services with office 
product sales, creating a higher-value offering and increasing average order 
value. 

3. Recurring Revenue Share – By participating in the ongoing managed services 
revenue, OPDs can build a predictable, long-term income stream. 

MSP Revenue Opportunities: 

1. Access to Warm Leads – MSPs reduce their customer acquisition costs by 
leveraging OPDs’ relationships. 
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2. Cross-Selling & Upselling – MSPs can introduce complementary services 
such as security monitoring, cloud backups, and print management 
automation. 

3. Customer Retention – Bundling MSP services with office product purchases 
increases customer stickiness, reducing churn rates. 

A bi-directional revenue-sharing agreement ensures that both partners are equally 
invested in each other's success, driving higher engagement and long-term growth. 

Customer Segmentation: Targeting the Right Clients 

For maximum effectiveness, OPDs and MSPs must collaborate on segmenting the 
OPD customer base to identify businesses that are the best fit for managed IT 
services. 

Segmentation Criteria: 

• Size & IT Maturity: Businesses with 10+ employees and growing IT needs are 
prime targets. 

• Existing IT Infrastructure: Companies with outdated IT systems are strong 
candidates for upgrades. 

• Print & Document Management Needs: Businesses relying heavily on 
printers and document workflows can benefit from integrated print and IT 
solutions. 

• Regulatory Compliance Requirements: Industries with strict compliance 
regulations (e.g., healthcare, finance) often require advanced security and 
backup solutions. 

By focusing on the right customers, OPDs can ensure higher conversion rates for 
MSPs, increasing overall partnership success. 

The Role of the Strategy Champion 

One of the most critical factors in the success of an OPD-MSP partnership is the 
appointment of a Strategy Champion within the OPD organization. This individual 
will: 

• Align Sales Teams – Educate and train OPD sales reps on the benefits of MSP 
services and how to position them in sales conversations. 
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• Facilitate Warm Introductions – Ensure that customer handoffs to MSPs are 
seamless and positioned as value-driven solutions. 

• Monitor Performance & Feedback – Track key metrics such as conversion 
rates and customer engagement to optimize the partnership. 

This dedicated role is essential for overcoming resistance from legacy OPD sales 
teams and ensuring the consistent integration of managed services into the OPD 
business model. 

Joint Marketing & Lead Handover Process 

To further streamline customer acquisition, OPDs and MSPs should collaborate on 
joint marketing initiatives that drive demand and educate customers on the value of 
the partnership. Key strategies include: 

• Co-Branded Webinars & Content Marketing: Educating customers on IT 
best practices and the advantages of bundled services. 

• Automated Lead Handoffs: Developing an internal system where OPDs can 
refer leads through an integrated CRM for streamlined tracking. 

• Incentive-Based Engagement: Rewarding sales reps and account managers 
for successfully introducing MSP services to their customers. 

Summary: A Blueprint for Long-Term Success 

A well-structured partnership between OPDs and MSPs creates a powerful, mutually 
beneficial business model. By implementing a clear financial structure, customer 
segmentation strategy, and a dedicated strategy champion, OPDs and MSPs can 
drive sustainable revenue growth while enhancing their value propositions. 

The next chapter will address common resistance from OPD sales teams and outline 
strategies for overcoming objections, ensuring widespread adoption of this new 
business model. 

Chapter 4: Overcoming Salesperson Resistance 
While the strategic partnership between Office Products Dealers (OPDs) and 
Managed Service Providers (MSPs) presents a clear path to growth, one of the biggest 
hurdles to successful implementation is overcoming resistance from legacy OPD 
sales teams. Many salespeople, particularly those with years of experience in 
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transactional selling, may view the introduction of MSP services as a threat to their 
established relationships, commission structures, and overall control over accounts. 

To ensure widespread adoption of this partnership, OPDs must proactively address 
salesperson concerns, align incentives, and implement structured training and 
support programs. This chapter explores the common sources of resistance, the 
strategies to mitigate them, and the key steps to gaining salesperson buy-in for the 
MSP partnership. 

Understanding the Sources of Sales Resistance 

Salespeople’s hesitation to embrace MSP services typically stems from several key 
factors: 

1. Fear of Losing Control Over Customer Accounts 
Many OPD sales reps have spent years building trust with their customers. 
They may see MSPs as outside entities that could disrupt these relationships 
or introduce complexity that reduces their influence over customer 
decisions. 

2. Unfamiliarity with IT Services 
Traditional OPD sales teams are accustomed to selling tangible products 
such as paper, ink, and office equipment. Introducing IT services requires a 
different sales approach—one that is solutions-based and involves recurring 
contracts rather than one-time transactions. 

3. Concerns About Commission Structures 
Salespeople are often driven by their compensation plans. If they perceive 
MSP services as competing with or replacing their existing revenue streams 
without offering equivalent commission potential, they may resist promoting 
the partnership. 

4. Lack of Confidence in Selling IT Services 
Without the technical background to explain IT solutions effectively, OPD 
sales teams may feel uncomfortable discussing managed services with their 
customers, leading to reluctance in offering these solutions. 

5. Perceived Additional Workload 
Some sales reps may see the partnership as adding another layer of 
complexity to their sales process, requiring them to learn new skills and 
navigate unfamiliar conversations. 

Strategies to Overcome Salesperson Resistance 
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To overcome these challenges, OPDs must take a proactive and structured approach 
to salesperson engagement. The following strategies can help shift mindsets and 
encourage adoption: 

1. Position MSP Services as an Enhancement, Not a Replacement 

Sales teams need to understand that the introduction of MSP services is not about 
replacing their role but rather strengthening their customer relationships. By bundling 
managed IT services with office product sales, sales reps can increase their value to 
customers while generating additional revenue. Key messaging should focus on how 
MSP services: 

• Increase customer retention by making OPDs indispensable business 
partners. 

• Allow sales reps to sell higher-value, solution-based offerings. 

• Help protect customer accounts from competitors that offer full-service IT 
solutions. 

2. Implement a Compensation Model That Incentivizes MSP Sales 

Compensation concerns are often the biggest roadblock to change. OPDs must 
design an incentive structure that ensures salespeople are rewarded for selling MSP 
services. Some approaches include: 

• Offering commission on both initial MSP service sales and recurring revenue 
from managed service contracts. 

• Creating sales bonuses for sales reps who successfully onboard customers to 
MSP solutions. 

• Providing additional margin-sharing opportunities for bundled service deals 
that include OPD and MSP products. 

3. Simplify the Sales Process with a Clear Handoff System 

Salespeople may be hesitant to promote MSP services if they feel they are expected 
to explain complex IT solutions. To alleviate this concern, OPDs should develop a 
streamlined lead handoff process where sales reps: 

• Focus on identifying potential MSP customers and positioning the value 
proposition. 
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• Pass warm leads to a dedicated MSP sales specialist who handles the 
technical conversation and service agreement. 

• Receive commissions and credit for successful conversions, even if they are 
not directly involved in closing the sale. 

4. Provide Training and Ongoing Sales Support 

Sales reps cannot be expected to sell what they don’t understand. OPDs should 
invest in MSP sales training that: 

• Educates sales teams on key IT concepts without requiring deep technical 
expertise. 

• Provides clear, customer-facing value statements that sales reps can easily 
communicate. 

• Offers role-playing exercises and scenario-based training to build confidence. 

• Establishes a resource library with FAQs, battle cards, and objection-handling 
guides. 

5. Introduce a Dedicated Strategy Champion 

As outlined in Chapter 3, a Strategy Champion within the OPD organization is critical 
to bridging the gap between the sales team and MSPs. This individual should: 

• Act as the internal advocate for MSP services, providing ongoing coaching and 
support. 

• Facilitate smooth lead handovers to ensure sales reps feel involved without 
being burdened. 

• Regularly communicate success stories and early wins to build momentum 
within the sales team. 

6. Use Customer Success Stories to Demonstrate Value 

Sales reps are more likely to embrace change when they see tangible benefits. OPDs 
should create case studies and testimonials from customers who have adopted MSP 
services and experienced: 

• Cost savings and operational efficiencies. 

• Improved IT security and compliance. 
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• A better overall purchasing experience through bundled office product and IT 
services. 

Highlighting these success stories helps sales teams see the real-world impact of 
MSP partnerships and builds confidence in promoting these services. 

Driving Long-Term Adoption of the MSP Partnership 

Achieving widespread buy-in requires a long-term commitment to integrating MSP 
services into the OPD sales culture. To sustain momentum, OPDs should: 

• Establish KPIs – Track sales engagement, conversion rates, and revenue 
growth from MSP services to measure success. 

• Recognize & Reward Early Adopters – Publicly acknowledge sales reps who 
successfully integrate MSP sales into their workflow. 

• Continuously Refine Training & Support – Adjust training programs based on 
feedback and real-world challenges faced by sales teams. 

Summary: Overcoming Resistance to Unlock Growth 

Salesperson resistance is a natural challenge when introducing any major business 
shift. However, by aligning incentives, simplifying the sales process, and providing 
ongoing training and support, OPDs can successfully integrate MSP services into 
their sales strategy. The result is a stronger, more competitive business model that 
benefits both OPDs and their sales teams, ensuring long-term profitability and 
customer loyalty. 

The next chapter will explore the value proposition for OPDs, detailing how the 
partnership enhances revenue streams, strengthens customer relationships, and 
secures long-term sustainability. 

Chapter 5: Value Proposition for Office Products 
Dealers 
The partnership between Office Products Dealers (OPDs) and Managed Service 
Providers (MSPs) presents a transformative opportunity for OPDs to strengthen their 
market position, increase revenue, and transition from a vulnerable transactional 
business model to a more sustainable, service-driven approach. As traditional OPD 
sales continue to decline due to online competition and shifting business practices, 
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integrating MSP services allows OPDs to enhance their value proposition and secure 
long-term customer relationships. 

This chapter explores the tangible benefits OPDs gain from partnering with MSPs, 
including revenue diversification, customer retention, operational efficiencies, and 
the ability to compete more effectively in an evolving business landscape. 

Expanding Revenue Streams with Service-Based Offerings 

Historically, OPDs have operated within a transactional sales model, relying on one-
time purchases of office supplies, print consumables, and equipment. This model 
exposes OPDs to revenue volatility and declining margins. By incorporating MSP 
services into their portfolio, OPDs can: 

• Generate Recurring Revenue: Unlike one-time sales, managed IT services 
provide a steady, predictable income stream through monthly service 
contracts. 

• Increase Average Order Value: Bundling IT services with traditional OPD 
products allows for larger sales transactions and greater customer spend. 

• Improve Profit Margins: Service-based revenue models typically carry higher 
margins than commodity-based office products, improving overall business 
profitability. 

Strengthening Customer Retention and Loyalty 

Customer retention is a growing challenge for OPDs as businesses increasingly turn 
to online retailers for their office product needs. The integration of MSP services helps 
OPDs solidify their role as strategic business partners, rather than mere suppliers. 
Key retention advantages include: 

• Higher Switching Costs: When IT services are bundled with office supplies, 
businesses are less likely to switch vendors, as doing so would require 
transitioning IT support as well. 

• Stronger Customer Relationships: OPDs can evolve into full-service 
providers, positioning themselves as indispensable partners rather than 
transactional vendors. 

• Enhanced Customer Experience: A seamless procurement experience that 
combines office products and IT services reduces complexity for business 
buyers, increasing satisfaction and long-term loyalty. 
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Competing Effectively in a Digital Marketplace 

The rise of e-commerce giants such as Amazon and Staples has made it difficult for 
OPDs to compete on price and convenience alone. Partnering with MSPs provides 
OPDs with the tools to differentiate themselves and offer value beyond low-cost 
office supplies. Competitive advantages include: 

• Technology Integration: Unlike traditional office suppliers, OPDs that offer IT 
services can provide businesses with technology-driven procurement 
solutions, automated inventory management, and security-focused print 
services. 

• Custom-Tailored Solutions: OPDs can work with MSPs to create customized 
bundles that meet the unique needs of each business, rather than relying on 
standardized product catalogs. 

• Consultative Selling Approach: Shifting from product-based selling to 
consultative selling enables OPDs to address business challenges rather than 
just fulfill supply orders. 

Reducing Operational Costs and Enhancing Efficiency 

Beyond revenue growth and customer retention, OPDs also benefit from the 
operational efficiencies enabled by MSP partnerships. By leveraging managed IT 
services, OPDs can streamline their own business processes and reduce overhead 
costs: 

• Automated Procurement & Inventory Management: Integration with MSP 
systems allows OPDs to optimize supply chain management, reducing excess 
inventory and manual processing. 

• Improved Internal IT Support: OPDs that leverage MSPs for their own IT 
infrastructure can enhance cybersecurity, reduce downtime, and improve 
system reliability. 

• Data-Driven Decision Making: By incorporating IT monitoring and analytics, 
OPDs can gain insights into customer purchasing behavior, enabling better 
forecasting and personalized service offerings. 

Monetizing Print & Document Management Services 

A major pain point for OPDs has been the inability to fully monetize print management 
due to limitations in accessing customer data. Through MSP partnerships, OPDs can 
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integrate Data Capture Agents (DCAs) and Remote Monitoring and Management 
(RMM) tools to: 

• Optimize Consumable Replenishment: Automating toner and supply 
replenishment ensures timely deliveries and eliminates unnecessary 
inventory stocking at customer sites. 

• Offer Managed Print Services (MPS): By working with MSPs, OPDs can 
provide a full-service print management offering, reducing customer costs 
and increasing OPD revenue. 

• Enhance Security & Compliance: Many industries require secure document 
management solutions. OPDs that partner with MSPs can offer encrypted 
print workflows and compliance-based document solutions. 

Building a Future-Ready Business Model 

The office products industry is undergoing a fundamental transformation, and OPDs 
that fail to adapt risk obsolescence. By incorporating IT services into their offerings, 
OPDs can future-proof their business in several ways: 

• Transition to a Services-Based Model: Moving beyond product sales into 
managed services positions OPDs for long-term financial stability. 

• Higher Business Valuation: Recurring revenue models and diversified 
service offerings increase the valuation of OPDs, making them more attractive 
for investment or acquisition. 

• Stronger Competitive Positioning: OPDs that integrate technology-driven 
solutions will be better equipped to compete against e-commerce giants and 
IT service providers. 

Summary: Unlocking New Opportunities for OPDs 

The OPD-MSP partnership is a game-changer for traditional office product dealers. 
By embracing IT services, OPDs can transition away from declining transactional 
sales, enhance customer retention, and create new revenue streams that provide 
long-term stability. 

The next chapter will explore the role of the Strategy Champion within OPDs, detailing 
how a dedicated internal advocate can drive the successful implementation of the 
partnership and ensure alignment between sales teams, MSPs, and customers. 
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Chapter 6: The Role of the “Strategy Champion” in 
OPDs 
A successful partnership between Office Products Dealers (OPDs) and Managed 
Service Providers (MSPs) requires more than just a well-structured agreement and 
financial incentives. To ensure smooth implementation and adoption, OPDs need an 
internal advocate who can drive the transition, align sales teams, and foster 
collaboration between both parties. This key individual, known as the Strategy 
Champion, plays a critical role in ensuring the success of the OPD-MSP partnership 
by bridging the gap between traditional OPD operations and the integration of 
managed IT services in a way that benefits both parties without turning OPDs into IT 
service providers. 

This chapter explores the importance of the Strategy Champion, their core 
responsibilities, and how they facilitate the adoption of MSP services within OPDs to 
create long-term success. 

Why OPDs Need a Strategy Champion 

The transition from a transactional product-based model to a service-oriented 
approach presents challenges, particularly for legacy sales teams that are 
accustomed to selling office supplies and print consumables. Without a dedicated 
leader to guide this shift, OPDs risk facing: 

• Resistance from their Sales Teams: Salespeople may hesitate to embrace 
the introduction of additional resources to position the sale of IT services due 
to unfamiliarity or concerns about potential impact on their commission 
structures. 

• Disjointed Customer Introductions: Without clear coordination, the 
introduction of MSP services may be inconsistent, leading to missed 
opportunities. 

• Lack of Accountability: If no one is responsible for driving the MSP 
partnership, its success may be left to chance. 

• Slow Adoption & Integration: The transition to introducing IT services 
requires training, strategy, and alignment with customer needs, all of which 
take time to implement effectively. 
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By appointing a Strategy Champion, OPDs ensure that there is a dedicated individual 
responsible for overcoming these obstacles, driving alignment, and ensuring the 
partnership is fully leveraged while maintaining the integrity of each partner’s core 
business model. 

Core Responsibilities of the Strategy Champion 

The Strategy Champion’s primary role is to serve as the liaison between the OPD, 
MSP, and the sales team, ensuring seamless execution of the partnership without 
positioning the OPD as an IT service provider. Their key responsibilities include: 

1. Educating and Aligning Sales Teams 

Sales teams accustomed to selling office supplies must shift towards a consultative 
sales approach that includes managed IT services. The Strategy Champion is 
responsible for: 

• Providing Training: Conducting workshops and one-on-one coaching to help 
sales reps understand the value of introducing MSP services while ensuring 
they do not overstep into technical sales. 

• Creating Sales Playbooks: Developing clear guidelines on when and how to 
refer MSP services to customers rather than attempting to sell them directly. 

• Hosting Regular Strategy Meetings: Aligning sales and marketing efforts to 
reinforce the importance of MSP referrals as a value-added service rather than 
a core business shift. 

2. Facilitating Customer Introductions to MSPs 

A critical challenge in the OPD-MSP partnership is ensuring smooth customer 
introductions. The Strategy Champion plays a key role by: 

• Identifying High-Potential Leads: Segmenting OPD customer bases to 
determine which businesses are the best candidates for MSP services. 

• Standardizing Referral Processes: Establishing clear steps for OPD sales 
reps to introduce MSP services without disrupting existing customer 
relationships or positioning themselves as IT providers. 

• Tracking Lead Progression: Ensuring warm leads are nurtured and properly 
followed up by MSP representatives, with OPDs receiving commissions on 
completed sales. 

3. Overcoming Internal Resistance 
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One of the most challenging aspects of integrating MSP services into OPD sales is 
overcoming skepticism from sales teams. The Strategy Champion should: 

• Address Concerns About Commissions: Work with leadership to create an 
incentive structure that fairly rewards OPD sales reps for MSP service referrals 
without requiring them to handle IT sales. 

• Highlight Early Wins: Sharing success stories and case studies to 
demonstrate the tangible benefits of the partnership. 

• Provide Continuous Support: Acting as a resource for sales reps, helping 
them navigate new objections and questions as they arise. 

4. Driving Performance Tracking and Optimization 

The Strategy Champion is also responsible for ensuring that the partnership is 
generating measurable value. This includes: 

• Monitoring Key Performance Indicators (KPIs): Tracking metrics such as 
referral conversions, customer retention rates, and commission-based 
revenue growth from MSP services. 

• Refining Sales Approaches: Analyzing data to determine which referral 
strategies work best and adjusting training accordingly. 

• Providing Executive Reports: Delivering regular updates to OPD leadership 
on the success of the MSP partnership and identifying areas for improvement. 

Qualities of an Effective Strategy Champion 

To successfully drive the OPD-MSP partnership, the Strategy Champion must 
possess a unique blend of skills and experience. The ideal candidate should have: 

• Strong Sales & Business Development Experience: Understanding the 
sales process is crucial for training teams and managing customer transitions. 

• Excellent Communication Skills: The ability to align different stakeholders, 
from sales reps to MSP representatives to OPD leadership. 

• Problem-Solving & Adaptability: The ability to address challenges as they 
arise and implement solutions that align with the company’s goals. 

• A Strategic Mindset: The foresight to identify long-term opportunities for 
growth and process improvement. 

Embedding the Strategy Champion into OPD Operations 
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For the Strategy Champion to be effective, OPDs must formally integrate this role into 
their business structure. This includes: 

• Leadership Buy-In: Ensuring that OPD executives actively support the role 
and reinforce its importance. 

• Clear Reporting Structure: Defining whether the Strategy Champion reports 
to sales leadership, executive management, or an independent cross-
functional team. 

• Dedicated Resources: Providing the necessary training tools, CRM access, 
and marketing support to help the Strategy Champion succeed. 

Summary: A Catalyst for Partnership Success 

The Strategy Champion is a critical component of the OPD-MSP partnership, serving 
as the driving force behind adoption, sales alignment, and customer integration. 
Their role is not to turn OPDs into MSPs but to facilitate the smooth introduction of 
MSP services to OPD customers in a way that benefits both parties. OPDs gain 
commissions and access to business intelligence that strengthens their market 
position, while MSPs secure new clients through a trusted referral channel. 

By appointing a dedicated individual to manage this transition, OPDs can accelerate 
the adoption of MSP services, increase revenue, and position themselves as 
essential technology-enhanced partners in the evolving business landscape. 

The next chapter will explore the long-term impact of this partnership, focusing on 
how OPDs can leverage this collaboration to enhance business valuation and future-
proof their operations. 

Chapter 7: The Long-Term Benefits of the OPD-MSP 
Partnership 
The partnership between Office Products Dealers (OPDs) and Managed Service 
Providers (MSPs) is more than just a short-term strategy to generate additional 
revenue—it is a fundamental shift in how OPDs position themselves in the 
marketplace. By transitioning from a transactional sales model to a service-based 
revenue approach, OPDs can create a more resilient, future-proof business. 
Simultaneously, MSPs gain a sustainable pipeline of new customers, accelerating 
their own growth and market penetration. 
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This chapter explores the long-term benefits of the OPD-MSP partnership, including 
business model evolution, customer retention, financial impact, and the broader 
implications for business valuation and market competitiveness. 

Transitioning from Transactional Sales to Recurring Revenue 

Historically, OPDs have relied on transactional sales, where revenue is generated 
through one-time purchases of office supplies, print consumables, and equipment. 
This model presents several challenges: 

• Unpredictable Revenue Streams: Fluctuations in demand create revenue 
volatility. 

• Erosion of Market Share: E-commerce giants like Amazon and Staples 
continue to capture more market share. 

• Customer Attrition: With minimal differentiation, customers are more likely 
to switch suppliers for better pricing. 

By integrating MSP services, OPDs shift towards a recurring revenue model, which 
provides: 

• Financial Stability: Subscription-based IT services create a predictable cash 
flow. 

• Stronger Customer Relationships: Businesses that rely on IT support and 
managed services are less likely to switch providers. 

• Cross-Selling Opportunities: Recurring IT services open the door for 
additional product and service sales. 

This transformation not only strengthens OPD revenue streams but also elevates 
their position as indispensable business partners. 

Enhancing Customer Retention Through Integrated Solutions 

One of the biggest advantages of the OPD-MSP partnership is increased customer 
retention. When OPDs provide both office supplies and IT services, customers 
experience a more seamless procurement and support process. Key benefits 
include: 

• Bundled Services Reduce Churn: Businesses that source both office 
products and IT services from a single provider have a higher switching cost. 
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• Proactive Engagement: MSPs can monitor IT needs in real-time, providing 
OPDs with valuable customer insights that strengthen relationships. 

• Stronger Brand Loyalty: A holistic service approach makes OPDs a trusted 
partner rather than just a vendor. 

The Financial Impact: Higher Margins and Increased Business Valuation 

The financial benefits of the OPD-MSP partnership extend beyond immediate 
revenue generation. The shift to a service-based model enhances profitability and 
improves overall business valuation. 

Higher Profit Margins 

• Traditional office product sales often yield 20-30% gross margins. 

• Managed IT services can deliver 50-70% gross margins, significantly 
improving profitability. 

• Bundling MSP services with office products increases the overall customer 
lifetime value (CLV). 

Improved Business Valuation 

Investors and potential acquirers place a higher value on businesses with recurring 
revenue models. A shift to MSP services leads to: 

• Higher EBITDA Multiples: Companies with predictable cash flow command 
premium valuations. 

• Reduced Risk Exposure: Less reliance on fluctuating product sales reduces 
financial volatility. 

• Stronger Acquisition Appeal: Businesses with managed service offerings are 
more attractive to private equity and strategic buyers. 

Scalability and Expansion Opportunities 

The long-term impact of the OPD-MSP partnership extends beyond individual 
customer accounts—it provides OPDs with an opportunity to scale and expand into 
new markets. 

• Regional Expansion: By establishing IT services, OPDs can attract new 
customers beyond their traditional geographic footprint. 
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• Industry Specialization: OPDs can develop industry-specific solutions, such 
as compliance-focused IT services for healthcare, legal, or finance sectors. 

• Leverage Data for Growth: MSPs provide OPDs with analytics and insights 
that can drive smarter decision-making and product offerings. 

Competitive Positioning: Staying Ahead of Market Trends 

The traditional OPD business model is under pressure due to: 

• Digital Transformation: Businesses are shifting toward digital workflows, 
reducing the need for traditional office products. 

• Automation & AI: Automated procurement and AI-driven supply management 
reduce reliance on manual order processes. 

• Shifts in Workforce Models: The rise of hybrid and remote work has changed 
the demand for office supplies and IT support. 

OPDs that fail to evolve risk losing relevance. However, those that successfully 
integrate IT services can: 

• Differentiate Themselves from Competitors: Offering IT solutions sets 
OPDs apart from traditional supply vendors. 

• Defend Against E-Commerce Disruption: Providing managed services 
creates a value proposition that cannot be easily replicated by online retailers. 

• Align with Future Business Needs: Businesses will continue to rely on IT 
infrastructure, ensuring long-term demand for managed services. 

Summary: Futureproofing OPDs Through MSP Partnerships 

The OPD-MSP partnership is more than just an incremental revenue opportunity—it 
is a strategic transformation that ensures long-term sustainability and growth. By 
transitioning from a transactional sales approach to a service-based revenue model, 
OPDs secure stronger customer relationships, improve financial performance, and 
position themselves as essential business partners in an increasingly digital world. 

For MSPs, this partnership accelerates customer acquisition, reduces lead 
generation costs, and strengthens market positioning. The collaboration represents 
a win-win scenario that unlocks long-term value for both parties. 
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As OPDs and MSPs continue to refine their partnership models, the businesses that 
embrace this transformation will emerge as industry leaders, equipped to navigate 
the evolving business landscape with confidence and resilience. 

The upcoming and final section will provide a conclusion summarizing the key 
takeaways of this white paper and reinforcing the urgency for OPDs to adopt this 
partnership model before market forces make adaptation even more challenging. 

Conclusion: A Strategic Path Forward for OPDs and 
MSPs 
The partnership between Office Products Dealers (OPDs) and Managed Service 
Providers (MSPs) is not about transforming OPDs into MSPs—it is about leveraging 
the strengths of each to create a sustainable, mutually beneficial business model. 
OPDs, facing declining margins and increasing competition from e-commerce giants, 
require a strategy that enhances customer retention and diversifies revenue streams. 
MSPs, on the other hand, need an efficient way to access new customers and scale 
their recurring revenue business. This partnership provides the solution for both. 

Clarifying the Role of OPDs in the Partnership 

A critical distinction in this strategy is that OPDs are not expected to sell or directly 
implement managed IT services. Unlike MSPs, OPDs lack the necessary expertise, 
RMM software, and technical resources required to manage IT environments 
effectively. Instead, OPDs serve as a trusted gateway, introducing their established 
customer base to MSPs that provide IT solutions. In return, OPDs receive a negotiated 
commission on MSP services sold into their accounts. 

While the MSP retains control over the delivery of IT services and benefits from the 
higher gross margins associated with a recurring revenue model, the OPD gains a 
different but equally valuable advantage: access to actionable business 
intelligence. By partnering with MSPs to install Data Capture Agents (DCAs) and, 
where feasible, Remote Monitoring and Management (RMM) software, OPDs can gain 
visibility into customer needs, procurement habits, and consumption patterns. This 
intelligence is the key to mitigating the competitive threat posed by online 
marketplaces such as Amazon and Walmart, allowing OPDs to proactively engage 
with customers and tailor their offerings to secure long-term loyalty. 

Strengthening the OPD’s Competitive Position 
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The power of this partnership lies in its ability to modernize OPD operations without 
requiring them to become IT service providers. By enabling OPDs to gather and act 
upon real-time data, this strategy fortifies their customer relationships, enhances 
their ability to compete with e-commerce disruptors, and shifts their business model 
from reactive transactions to proactive engagement. 

Furthermore, OPDs can capitalize on the enhanced trust and stickiness created by 
MSP services. When an MSP successfully integrates managed IT into an OPD’s 
customer base, that customer is significantly less likely to switch providers for office 
products, as doing so would disrupt their IT service agreements. This indirect 
retention effect is one of the most powerful aspects of the OPD-MSP collaboration. 

A Sustainable and Credible Strategy 

To ensure credibility with both OPDs and MSPs, it is imperative that this white paper 
does not suggest OPDs should attempt to become MSPs. Any such implication would 
undermine the strategy’s viability and alienate both parties. Instead, this framework 
is built upon specialization: OPDs remain focused on their core strengths in 
procurement and supply chain management, while MSPs provide the technical 
expertise required for IT services. The true innovation in this approach is the seamless 
integration of both capabilities, resulting in a stronger, more resilient business model 
for OPDs. 

Final Thoughts: A Win-Win Collaboration 

In an industry facing rapid change, OPDs cannot afford to remain static. However, 
they also cannot simply pivot to an entirely new business model that falls outside 
their area of expertise. The OPD-MSP partnership provides a realistic, strategic 
pathway for OPDs to adapt, ensuring long-term viability in an increasingly digital 
marketplace. 

• MSPs gain access to warm, high-quality leads at a lower acquisition cost. 

• OPDs receive commissions on IT services without the burden of technical 
execution. 

• Both parties benefit from deeper customer relationships, increased 
retention, and greater operational efficiency. 

By embracing this collaboration, OPDs can strengthen their competitive position, 
secure predictable revenue streams, and ensure they remain indispensable to their 
customers. This is not about turning OPDs into MSPs—it is about creating a future-
proof business model that leverages the best of both worlds. 


