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Pressure pushing 
down on me

Pressing down on 
you

Queen: Under Pressure…

https://www.google.de/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&cad=rja&uact=8&sqi=2&ved=0CDAQtwIwAg&url=http://www.youtube.com/watch?v%3DBWdLt3Afjrg&ei=-jq9VImNGoatPP6OgOAO&usg=AFQjCNEmDAkdRPI3psoLlQe1llDTgqHUUQ&sig2=TYQbcW9wKD0tuUtXw_vN1g&bvm=bv.83829542,d.ZWU
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 Sandwich position

 Many first priorities

 Numerous requests

 Customers, business, 
people 
 Three dimensions
 Competing areas

Source: Shutterstock
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“Making the 
numbers. 

That‘s the role, 
isn‘t it?“ 



©Copyright 2014 MHI Global. All Rights Reserved. 

Key role with huge 
leverage factor 

 Not properly defined

 Poorly developed 
and enabled

 Lack of investment

Source: Shutterstock
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@tamaraschenk

http://www.linkedin.com/in/tamaraschenk
tamara.schenk@mhiglobal.com

2005-2013: T-Systems International GmbH:
VP Sales Enablement & Transformation
Senior Manager Sales Enablement
Head of Business Development Utilities

2001-2005: Managing Consultant, Detecon
Sales & Delivery

1999-2001: Diebold: Senior Consultant:
Sales & Delivery

1998-1999: Ratio Ltd. Overseas Division
Project Manager, Sweden

1992-1998: Rausch + Partner (own company):
Sales & Delivery

Tamara Schenk
Research Director
MHI Research Institute, an MHI Global division 

 Current State of Frontline 
Sales Managers – Data points 
from latest research

 Balancing competing areas: 
Frontline Sales Manager 
Triangle

 What can really be controlled 
in that role? The Frontline 
Sales Manager Mantra

 Your Take-Aways

http://www.linkedin.com/in/tamaraschenk
mailto:tschenk@millerheiman.com
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Source: 2014 MHI Research Institute Sales Performance and Productivity Study
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Deploy new sales productivity applications

Deploy dedicated sales manager training and
development

Deploy new CRM system

Change compensation and quota strategy

Change coverage model

Improve product knowledge and market
competitive intelligence

Improve process, skills or competency training

Completed in 2013 or prior 2014/2015 Not planned or in place

2014 MHI Research Institute: Sales Performance and Productivity Study

Sales Manager Development still not a big priority



©Copyright 2014 MHI Global. All Rights Reserved. 

4%

33%

40%

47%

55%

63%

66%

66%

70%

83%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Other (please specify)

Training new hires

Optimize resource allocation

Hiring/Interviewing

Accountability for the accuracy of the sales…

Help the sales teams to pursue large deals

Manage the right set of activities

Coach and develop sales people to leverage…

Customer interactions

Execute the sales strategy

2014 MHI Research Institute: Sales Performance and Productivity Study

Various top priorities compete against each other
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Source: 2014 MHI Sales Best Practices Study  

2015 MHI Sales Best Practices Study

2015 MHI Sales Best Practices Study – Download your copy:
https://www.mhiresearchinstitute.com/home
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Coaching 
salespeople

Customer interactions 
without salespeople

Optimize
Resource 
Allocation
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FSMs have to become Coach, Leader, 
and Business Manager at the same time

CustomersPeople Business

Coaching is the only way to consequently 
leverage the sales team’s full potential
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Leadership 

Performance Accountability

Customers

People Business

FSM 
Effective-

ness

MHI Research Institute Research Note:
Frontline Sales Manager Triangle
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How did you 
drive when you 
got your driving 
license?

And how do you 
drive today?
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Most FSMs 
never got a 
driving 
license!

They had to figure it 
out on their own!
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Leadership 

Performance Accountability

Customers

People Business

FSM 
Effective-

ness

MHI Research Institute Research Note:
Frontline Sales Manager Triangle

Shift from 
unconscious to 
conscious mind
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Consciousness is a 
prerequisite to drive 

FSM’s individual 
effectiveness



©Copyright 2014 MHI Global. All Rights Reserved. 

Rear view mirror or windscreen?
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Business
Goals

Sales
Objectives

Sales
Activities

To be managed
directly?

To be influenced 
directly?

To be measured
directly?



©Copyright 2014 MHI Global. All Rights Reserved. 

Measure results: 
Business objectives

Influence 
Sales objectives

Manage right activities
Coach related behaviours

1

2

3

MHI Research Institute Research Note:
Front Line Sales Managers – Sharpening Focus
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Measure results: 
business objectives

Influence 
sales objectives

Manage right activities
Coach related behaviours

1

2

3

MHI Research Institute Research Note:
Front Line Sales Managers – Sharpening Focus

Leading
Indicators
Analytics

Lagging
Indicators
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Awareness Buying
Implementation 

& Adoption 

Customer's Journey

Marketing – Sales – Service and Delivery

Conversion rates per stage
Volume #/ Value £, €, $ / Velocity

Thereof new and existing business and sources

Cross-selling leads and 
opportunities

Volume/Value/Velocity

Orders/ RevenueNurturing rate
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Awareness Buying
Implementation 

& Adoption 

Customer's Journey

Marketing – Sales – Service and Delivery

Use Analytics On
Activities | Interactions | Behaviours
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FSM Role

 Highly important, complex role -> sales execution

 Huge leverage effect

 But poorly developed and enabled

FSM Triangle  Visualisation of competing areas customers, 
people, business

 FSM effectiveness requires a shift from the 
unconscious to the conscious mind

FSM Mantra
 FSMs focus on leading indicators and predictive 

analytics along the customer’s journey to achieve 
sales objectives and business goals



©Copyright 2014 MHI Global. All Rights Reserved. 

 FSM Webinars 

 Part 1: FSM Foundation (Triangle & Mantra)

 Part 2: FSM Maturity Assessment Model

 Part 3: FSM Capability Framework

 Various Research Notes covering all FSMs webinar 
topics plus FSM agility

 Blog posts on our website:
http://www.mhiresearchinstitute.com/blog

 Blog posts on LinkedIn:
https://www.linkedin.com/today/author/1712460

„The Institute“

http://www.mhiresearchin
stitute.com/

http://www.mhiresearchinstitute.com/blog
https://www.linkedin.com/today/author/1712460
http://www.mhiresearchinstitute.com/
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Unparalleled Perspectives on B2B Sales

Published Weekly
 Sales Leadership 
 Sales Operations
 Enablement/Training
 Sales Technology

 20 years of CSO 
Insights Operational 
Data

 12 years of MHI Sales 
Best Practices Study 
Behavioral Data

 Jim Dickie
 Barry Trailer
 Joe Galvin
 Tamara Schenk
 Pat Lynch
 Tom Chamberlain
 Anne Petrik
 Kim Cameron
 Laura Andrus

Research Data Expertise

www.mhiresearchinstitute.com

Research, Data and Expertise Sales Leaders Respect and Trust Globally. 

http://www.mhiresearchinstitute.com/
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