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THE PROBLEM 
 
Every morning, Starbucks firmly in 
hand, Sales Desk Managers across 
the industry arrive at their desks, 
look at their packed calendars, and 
promise themselves they will find 
time to spend with their internal 
wholesaling team.  
 
Sure, there’s a meeting with HR to 
discuss the new comp plan, a call 
with a Divisional Manager about an 
internal (could be good, could be 
bad), IT needs to talk about the 
CRM upgrade that’s ready to roll, 
and more. But there are still a 
couple of open slots, brief windows 
of opportunity to discuss coaching 
results, give a little TLC to a top 
internal who’s getting antsy waiting 
to move out to the field, and just 
walk around the sales floor to get a 
feel for what’s going on. 
 
Then the National Sales Manager 
sticks his head in the door and says, 
“Sorry to ask you this at the last 
minute, but …”   
 
And so begins another day in the 
life of the Sales Desk Manager.	
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SEVEN ROLES OVERVIEW 
 
The Common Thread 
 
No two sales desks are the same, but Sales 
Desk Managers have a lot in common. Whether 
they sit at the top of an org chart with multiple 
channels and divisions, or hands-on manage the 
internals themselves, their job is to: 
 
Role 1: Ensure Information Is Accurate 
Role 2: Maximize Sales Effectiveness 
Role 3: Measure Sales Performance 
Role 4: Hire, Promote, Fire 
Role 5: Manage Down, Up, Sideways 
Role 6: Optimize Use of Technology 
Role 7: Handle All That Other Stuff 
 
To identify these roles, we drew on our own 
experience and got feedback from Sales Desk 
Managers across the industry, talented folks who 
oversee a complex array of moving parts and 
have a lot on their plates.  
 
Our hope is that by distilling their job down to a 
handful of roles, Sales Desk Managers -- and 
their managers -- will be better able to prioritize 
their responsibilities and make decisions about 
how they spend their time. 
 
The following pages provide a description of 
each of the seven roles, along with our analysis 
of what firms are currently doing, some tips, and 
suggested next steps. 
 
 

 
 
A Brief Glossary 
 
Different firms use different titles for the players 
in their distribution organization. To avoid 
confusion, here are the titles and their 
definitions as we use them in this white paper: 
 
•  Sale Desk Manager. The person at the top of 

the sales desk org chart. At smaller firms they 
may be personally responsible for all seven 
roles. At firms with layers of sales desk 
management they should be able to 
delegate some components of these roles. 

•  Internal Divisional Manager. The first line 
sales manager who oversees a group of 
internals on larger desks. This title is 
beginning to replace Team Leader across the 
industry. Given their range of responsibilities, 
we think they’ve earned this title upgrade. 

•  National Sales Manager. The person at the 
top of the distribution org chart who 
manages the external and (usually) the 
internal wholesaling teams. In an ideal world, 
the Sales Desk Manager reports directly to 
the National Sales Manager or even higher in 
the distribution organization. 

 
•  Divisional Manager. The first line sales 

manager who oversees a group of external 
wholesalers at larger firms. They are senior 
players in the distribution organization, and 
maintaining a strong relationship with them is 
integral to a Sales Desk Manager’s success. 
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ROLE 1: ENSURE INFORMATION IS ACCURATE 

Product, industry, and market 
knowledge 

Above all else, internals need to 
provide advisors with accurate 
information and stay within the 
bounds of compliance. Sales Desk 
Managers may not be personally 
responsible for product, industry, 
and market knowledge training, 
but they are sure to be in the hot 
seat if something goes wrong. With 
the large number of products at 
many firms, market complexity, and 
the growing demand for in depth 
information, it seems likely this role 
will increase in importance over 
time. 

The bar is high 

We’ve been training and coaching 
internal wholesalers long enough 
to remember when they only gave 
out information about things such 
as year-to-date performance and 
top ten holdings. Today advisors 
turn to internals for a level of detail 
that was once the domain of 
externals or even specialists. At 
some firms internals now have to 
provide information about 
everything from fixed income to 
emerging markets and smart beta 
to portfolio construction.  

A somewhat recent and extremely 
positive trend is that Sales Desk 
Managers encourage top internals 
to earn designations such as CFA®, 
CAIA®, or CIMA®. Many have also 
upgraded the experienced internal 
wholesaler position to specialist in 
specific products, asset classes, 
and so on.  

Sales Desk Mangers must also 
ensure that less experienced and 
new hire internals are moving up 
the steep and continuous learning 
curve for product, industry, and 
market knowledge. The amount of 
time they need to do this depends 
on the resources available to them. 

“Haves” and “have nots” 

If you look at the resources Sales 
Desk Managers have to help them 
ensure that internals provide 
accurate information, you’ll find 
there’s a serious case of “haves” 
and “have nots.” Some can get 
help from beyond the sales desk 
and some are left to go it on their 
own. Not surprisingly, firms with 
large distribution organizations and 
deep pockets are more likely (but 
not always) to be “haves” and 
smaller firms to be “have nots.” 

“Have” Sales Desk Managers often 
have a training department that 
helps with product knowledge, a 
marketing team that develops 
product positioning, an IT team 
that makes the product positioning 
available with a click, and so on. 
This doesn’t mean the Sales desk 
Manager is off the hook for this 
role. These “haves” still need to 
coordinate resources and make 
certain everything works together, 
not to mention they must be well 
versed themselves. 

“Have not” Sales Desk Managers 
need to line up resources on an ad 
hoc basis, negotiating with other 
departments for support. This 
means they spend time rounding 
up a portfolio manager, researcher, 
marketer, or other relevant expert. 

Finally, some “have not” Sales 
Desk Managers actually have to 
develop and deliver product 
training themselves. We keep an 
eye on Sales Desk Manager job 
postings and this responsibility 
pops up with surprising frequency. 
That’s far from ideal, but product 
training is essential and if it’s the 
only way it’s going to get done 
then the Sales Desk Manager has 
no choice but to take on the job. 

 
At some firms internals now have to  

provide information about everything from 
fixed income to emerging markets and  

smart beta to portfolio construction.  
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ROLE 2: MAXIMIZE SALES EFFECTIVENESS 
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Tactical and strategic sales skills 

Working in tandem with their 
external partners, internals impact 
territory sales by making outbound 
prospecting calls, delivering high-
touch support for producers, and at 
times even managing advisor 
relationships on their own. To 
maximize internal wholesaler sales 
effectiveness, Sales Desk Managers 
must provide training, coaching, 
and keep the ever-elusive sales 
culture in place. Ironically, this role 
sometimes gets put on the back 
burner because the Sales Desk 
Manager is swamped with other, 
non-sales related responsibilities. 

Sales process is square one 

The cornerstone of internal sales 
effectiveness is a sales process, a 
proven and documented structure 
for a sales conversation. Here’s just 
one example of what a step-wise 
sales process might look like: 

•  Prepare for the call. 
•  Open the call. 
•  Ask questions. 
•  Present a solution. 
•  Manage objections. 
•  Ask for a next step. 
•  Enter a CRM note. 

If an internal wholesaling team has 
a sales process in place, it’s the 
Sales Desk Manager’s responsibility 
to make sure it’s at the core of all 
sales training, coaching, and skill 
evaluation. If it does not have one, 
the Sales Desk Manager needs to 
put one in place. 

Sales Desk Managers rarely end up in the  
penalty box if they don’t find time to coach. 

 
Sales training is important 

Given that internals are generally in 
the early stages of their sales 
careers and that they serve as the 
bench for external wholesaler 
positions, on-going sales training 
would seem to be a given. 

Unfortunately, many Sales Desk 
Managers struggle to make this 
happen. Even those with access to 
training resources may not be able 
to provide their internals with more 
than basic sales training. Those 
without training resources often 
end up doing it themselves, or 
delegating it to members of the 
sales desk management team. 

The question of whether a member 
of the sales desk management 
team should be responsible for 
sales training is muddied by the 
fact that many of them really want 
to do it. They have a passion for 
sales and strong beliefs about how 
internals should work. In the end it 
comes down to two things: Do they 
do a good job, and is it the best 
use of their time?  

Firms also need to be aware of the 
possible risk involved when sales 
training becomes a manager’s 
personal domain. We’ve seen more 
than one good sales process  
evaporate when its owner moved 
on to a new position. 

 

 

 

Coaching is even more important 

Training helps internals master a 
sales process and the skills that 
drive it; coaching is what makes 
those things stick. By coaching we 
mean individual feedback based on 
how an internal handles a specific 
conversation with an advisor.  

Despite its proven positive impact 
on sales, coaching is often the first 
thing to go in a busy Sales Desk 
Manager’s schedule. It doesn’t 
have a hard deadline like the new 
product that’s launching next week 
and it’s easier to put off than the 
candidate sitting in the conference 
room, nervously waiting to be 
interviewed. Besides, Sales Desk 
Managers rarely end up in the 
penalty box if they don’t find time 
to coach. 

Let’s face it, one-on-one coaching 
takes a ton of time. Internal 
Divisional Managers can provide 
the extra manpower needed to 
make it happen, but it’s amazing 
how often they get sucked into 
problem solving and operational 
issues at the expense of coaching.  

There’s so much more to say about 
sales coaching, but here’s the 
bottom line: Internal wholesalers 
need it, sales results go up when 
they get it, and it can be a real 
challenge for Sales Desk Managers 
to make it happen on a regular 
basis.  
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ROLE 3: MEASURE SALES PERFORMANCE 
 
Sales skills, activities, and results 
 
Quantifying the impact of internals 
on territory sales results has always 
been difficult. Classic activity 
measurements such as dials and 
talk time never told the whole story 
and are even less relevant in a 
world where advisors don’t pick up 
the phone or prefer email 
communications. Many sales desks 
now focus on quality, but that’s 
even harder to measure. With the 
industry in a state of rapid change, 
Sales Desk Managers need to 
adapt measurements on a regular 
basis to make sure they are still an 
accurate gauge of internal 
wholesaler performance. 
 
Farewell to classic activity 
 
Over the last 20 years we’ve 
watched numerous Sales Desk 
Managers attempt to put in place 
activity measurements that, by their 
simple existence, drive sales. This 
approach to measurement has 
always come up short on sales 
desks and has gotten less and less 
meaningful over time.   
 
Fortunately, many Sales Desk 
Managers are re-evaluating classic 
activity measurements. When every 
connect counts, internals need time 
for call prep and quality email 
follow up. “Pounding the phones” 
can actually decrease sales results.  

To be clear, we aren’t suggesting 
that Sales Desk Managers stop 
measuring activities such as dials.  
An appropriate level of activity is 
an essential component of sales 
success. As the saying goes, you 
can’t hit the ball if you don’t take a  
swing. In the end, however, what 
really matters is where the ball 
goes, not how many times you 
swing at it. 
 
Welcome to new measurements 
 
It’s still a work in progress, but 
many Sales Desk Managers now 
focus on tracking positive call 
outcomes. For example: Was the 
internal able to get the advisor to 
commit to a scheduled phone 
conversation or a to meeting with 
an external or to something else 
that truly moved a sale forward? In 
other words, did the ball go 
somewhere? 
 
The good news is that focusing on 
call outcomes gives a more 
accurate gauge of internal sales 
effectiveness than dials and the 
like. The bad news is that the 
number of positive call outcomes a 
day, week, or month is small in 
comparison to the number of dials. 
It can take a while for senior 
management and even internals 
themselves to wrap their heads 
around a lower goal that is actually 
harder to achieve. 

Finally, some Sales Desk 
Managers are giving internals 
credit for email interactions. As 
more advisors prefer email, it has 
become an effective way to open 
a dialogue that leads to a phone 
conversation. There is no industry 
standard for how internals receive 
credit for email, but there are two 
common elements: The bar for 
what kind of email counts is high, 
and the credit is less than that of 
a quality phone conversation. 
 
Measuring quality 
 
Sales Desk Managers have made 
less progress in sales skills 
effectiveness measurements, also 
known as quality, than they have in 
those that they can simply count. 
We continue to run into ambiguous 
definitions of what constitutes a 
good conversation that give equal 
credit for everything from a product 
pitch to a commitment that moves 
the sale forward. 
 
Because quality sales conversations 
have so many variables, it’s 
impossible to boil them down to a 
single set of behaviors. The only 
way to know if an internal is selling 
effectively is to actually listen to 
them sell. This takes time and 
resources that many Sales Desk 
Managers don’t have. 

 
Sales Desk Managers need to adapt 
measurements on a regular basis to  

make sure they are still an accurate gauge  
of internal wholesaler performance. 
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ROLE 4: HIRE, PROMOTE, FIRE 
 
Recruiting, grooming, moving out	

A successful sales desk can be like 
a bucket with a hole in it: To keep it 
full, a stream of new hires must flow 
in as experienced internals go out 
to the field or other parts of the 
firm. While it’s rewarding for Sales 
Desk Managers to groom internals 
for promotion, this can result in 
what seems like endless recruiting. 
Moving someone out can be even 
more time-consuming, not to 
mention stressful. Since having the 
right people is make or break for a 
sales desk, this role is usually a 
major part of the Sales Desk 
Manager’s job. 

The right people 

Job requirements for new hire 
internals vary widely across the 
industry, and the right person for 
one Sales Desk Manager might not 
even be a viable candidate for 
another. Sales desks in areas with 
multiple financial services 
companies can draw on a pool of 
experienced internal wholesalers or 
at least licensed candidates. Those 
at larger firms may have in-house 
candidates who come up through 
the ranks with the goal of 
becoming internals. Sales Desk 
Managers at firms with desks off 
the beaten track may have to 
consider candidates with little 
relevant work experience or even 
straight out of college.  

The right person for one  
Sales Desk Manager might not even be a  

viable candidate for another.  
 

Over time, this disparity doesn’t 
necessarily make a difference in the 
quality of the internals on a desk. 
There are plenty of experienced 
internals with moderate talent and 
fresh faces who have what it takes 
to be super stars. The difference is 
in the amount of time and 
resources the Sales Desk Manager 
has to dedicate to selecting new 
hires, not to mention getting them 
to a skill level where they are able 
to contribute to territory sales 
results. 

Almost all Sales Desk Managers 
have the support of a human 
resources department that gathers 
and screens candidate resumes, 
and sets up initial interviews. It’s 
surprisingly uncommon, however, 
for internal wholesaler candidates 
to go through a formal assessment 
of the type that is used in many 
other industries to determine their 
sales aptitude or compatibility with 
the corporate culture. Most firms 
rely on the Sales Desk Manager’s 
gut, as well those of the other 
members of the distribution 
management team. 

  

 

When the bucket freezes 

Managing a sales desk with limited 
opportunities for internals to move 
up to higher position presents its 
own set of demands. This can 
happen during a hiring freeze, after 
a downsizing, or even if all the 
wholesalers just decide to stay put. 
It’s a recurring problem for Sales 
Desk Managers at firms where the 
only possible promotion is to 
external wholesaler. 

When the bucket freezes, internals 
who have earned a promotion can 
find themselves in a holding 
pattern. Empty seats on the desk, 
which mean that internals have to 
partner with more wholesalers than 
usual, also cause problems. 
Combine one or both of these with 
today’s challenging environment 
and a Sales Desk Manager is likely 
to have to deal with motivation 
issues. 

Of course there are numerous ways 
to keep internals motivated when 
the bucket freezes. Promotion 
within the desk, contests, advanced 
training, projects, and so on help. 
Nothing, however, beats personal 
attention from the Sales Desk 
Manager. 
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ROLE 5: MANAGE DOWN, UP, SIDEWAYS 
 
Hard and dotted org chart lines 

Managing down (their sales desk 
management team and internals) 
and managing up (their manager) 
are pretty standard parts of any 
job, but Sales Desk Managers also 
have those pesky dotted lines up 
and sideways. To put it bluntly, just 
about everybody – marketing, 
compliance, IT – wants a piece of 
the sales desk. And then there are 
wholesalers and their Divisional 
Managers, who often have their 
own ideas about what internals 
should be doing. Meeting the 
needs of other parts of the 
organization while keeping the 
sales desk on target for its own 
goals is a day-in, day-out priority 
for Sales Desk Managers. 

Sideways and then down 

We’ve never met a Sales Desk 
Manager who didn’t value the 
support they receive from business 
analytics, training, marketing, and 
other areas. Having this support, 
however, doesn’t mean there’s no 
heavy lifting. They still need to 
make sure the moving parts work 
together in a way that internals can 
implement and that will produce 
results.  

In other words, Sales Desk 
Managers who have good support 
from other departments have to 
spend a good chunk of time 
managing sideways. 

They are also responsible for 
communicating the big picture or 
vision down to their internals and 
to get them to execute on it. It’s 
not unusual for internals to want to 
set their own priorities or to think 
they can improve on the marketing 
department’s product positioning. 
In the end, the success of a firm-
wide initiative may hang on the 
Sales Desk Manager’s ability to get 
their team on board.  

A seat at the table 

The Sales Desk Manager’s position 
in their firm’s org chart directly 
impacts their ability to manage 
down, up, and especially sideways. 
They need a seat at the table with 
senior distribution management to 
work effectively. Without it, it’s 
difficult for them to negotiate with 
managers from both their own and 
other departments so they can 
keep the sales desk on target for its 
overall goals. 

Happily, Sales Desk Managers at 
most firms now report to the 
National Sales Manager and 
sometimes even higher in the 
distribution org chart, which wasn’t 
always the case. This increase in 
rank and stature speaks to the 
growing importance of the sales 
desk, a trend that will continue as 
margins get tighter and advisors 
prioritize ease of access over a 
handshake. It also requires Sales 
Desk Managers to know how to 
manage up in order to get budget 
for items that are critical to their 
sales desk’s success.   

About Divisional Managers 

Even with a seat at the senior 
distribution management table, a 
Sales Desk Manager’s sideways 
relationship with Divisional 
Managers can still have its 
challenges. While most value the 
sales support their wholesalers get 
from today’s highly skilled internals, 
some Divisional Managers hold 
outdated views about what 
internals can and should do. 
Making these sideways 
relationships work in a way that 
satisfies the Divisional Manager 
and makes the most of internal 
wholesaler capability can be an on-
going issue. 

 
Sales Desk Managers need to make sure  

the moving parts work together in a  
way that their internals can implement  

and that will produce results. 
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ROLE 6: OPTIMIZE TECHNOLOGY USE 

Internals and technology 

Technology has always been a core 
driver of sales desk success. In the 
beginning it was all about the 
phone system. Then came the fax 
(yes, the fax) and then CRM. Now 
an internal’s work station looks like 
a veritable command module filled 
with technology that allows them 
to pull up and push out data and 
communicate with advisors via 
phone, email, and the web. 

Technology adoption 

It’s the Sales Desk Manager’s job to 
make sure internal wholesalers 
master all of this technology and 
use it to its fullest impact, which 
can be a challenge. Even though 
most internals have an appetite for 
technology, that’s no guarantee 
they will be power users on the job. 

Truth is, just about every internal 
we know grumbles about their 
firm’s technology. They wish their 
CRM would do different things and 
required fewer clicks. They hate to 
input. They’re not totally convinced 
that predictive analytics are better 
than their external’s savvy. In the 
end most still use the technology 
they grumble about, but when the 
rubber meets the road some turn 
to a dog eared Excel spreadsheet 
they put together themselves. 

 

Even though most internals have an 
appetite for technology, that’s no guarantee 

they will be power users on the job. 
 

In order to fully adopt technology, 
internal wholesalers need to know 
what it does and what they need to 
do to make that happen. Major 
rollouts such as a new CRM usually 
include training. Updates and 
smaller apps often do not. 
Fortunately, today’s internals are 
pretty adept at learning new 
technology by simply using it; think 
of all those apps on their cells. 

Even so, it’s difficult for a Sales 
Desk Manager to assess 
technology adoption and use. 
Frankly, many have yet to try to 
tackle this problem. Those who 
have usually put in place a set of 
common standards for technology 
use that can be observed and 
evaluated during regular coaching 
sessions. Scheduling times to share 
best practices also helps bridge the 
gap, as does anointing a sales desk 
tech expert (everybody knows who 
they are). 

They are the champions 

Finally, we want to give a shout out 
to the many Sales Desk Managers 
across the industry who spend time 
on technology that impacts the 
entire distribution organization. 

 

Whether it’s data analytics, 
predictive modeling, or another 
technology-related initiative, it 
usually gets tested or piloted on 
the sales desk before it’s rolled out 
to the field. And selecting and 
implementing a new CRM can 
become a second full-time job for a 
Sales Desk Manager. 

Many Sales Desk Managers we 
spoke with feel passionate about 
their leadership role in technology 
implementation and not only 
because of the benefits to their 
internals. They gladly take on the 
responsibility of working through 
the bumps and bugs that can 
frustrate externals and make them 
less likely to adopt new technology. 

In addition, Sales Desk Managers 
always seem to be on the hunt for 
something new that might make it 
easier for their internals to work 
with advisors or provide support for 
externals. Major technology 
initiatives are usually driven top 
down, but smaller tech tools are 
often the brainchild of the Sales 
Desk Manager.
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ROLE 7: HANDLE ALL THAT OTHER STUFF 

Anything unrelated to sales 

The to-do list of many Sales Desk 
Managers frequently includes 
things not specifically related to 
managing their internal team: Task 
force and interdepartmental 
meetings, VIP tours, “need this 
information right now” requests, 
and so on. Such things have their 
place in a Sales Desk Manager’s job 
and give them exposure across the 
organization. If not kept in check, 
however, they can take up an 
inordinate amount of time. This 
role is all about setting priorities 
and making sure that handling all 
that other stuff doesn’t cut too 
deeply into sales-related 
responsibilities. 

More about that other stuff 

We asked Sales Desk Managers 
what they are involved in. Our 
favorite answer was, “Everything.”  

Here’s a brief list of some of the 
other stuff they mentioned: 

•  Attending broker dealer 
conferences. 

•  Coordinating due diligence 
meetings. 

•  Campus recruiting not for the 
sales desk. 

•  Diversity committee. 
•  DOL task force (or task force for 

whatever comes next). 
•  Firm charitable efforts. 
•  Liaison to (insert department 

name here). 
•  Sales desk tours. 
•  Special projects. 
•  Training pilot programs. 

We don’t think it’s wrong for Sales 
Desk Managers to be involved with 
the things on this list. In fact, most 
are enthusiastic about some of this 
other stuff they’ve been asked to 
do. It gives them an opportunity to 
spread their wings, meet people 
outside the distribution 
organization, and champion the 
sales desk’s accomplishments. 
Sometimes it even helps them find 
out about something that’s coming 
from out of left field and headed 
straight towards their team. 
 
In the end, however, any time spent 
handling all that other stuff means 
less time spent on the other six 
roles. It’s essential that Sales Desk 
Managers make a conscious 
decision about the time allocation 
for this role.   

 
We asked Sales Desk Managers what  

they are involved in. Our favorite  
answer was, “Everything.”  
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NEXT STEPS 
 
 Using the seven roles 

As we said at the beginning of this 
white paper, our hope is that by 
distilling their job down to a 
handful of roles, Sales Desk 
Managers -- and their managers -- 
will be better able to prioritize 
responsibilities and make decisions 
about how they spend their time. 
Given the wide range of sales desk 
sizes, amount of resources, 
available technology, and so on, no 
single mix of these roles could 
possibly be right across the 
industry. Each firm needs to 
determine what is right for them. 

A good way to start work is to 
inventory the Sales Desk Manager’s 
current responsibilities and 
categorize them by the seven roles. 
We’re not talking about a formal 
time and motion study. Most Sales 
Desk Managers can do this 
inventory pretty darn quickly and 
accurately. 

The results of this inventory are 
often eye-opening. We once 
worked with a firm where it showed 
that very little of the Sales Desk 
Manager’s time got spent on sales 
and all that other stuff had 
ballooned out of control. The result 
at most firms isn’t so extreme, but 
something usually pops. 

 

After this inventory is complete, 
sketch out an allocation of how the 
Sales Desk Manager should ideally 
spend their time. A simple way to 
do this is to decide which role 
should get the biggest allotment of 
the Sales Desk Manager’s time, 
assign an appropriate amount of 
time to it, and work backwards 
from there. 

Then comes the difficult task of 
making that ideal allocation 
happen. Eliminating low impact 
responsibilities and decreasing the 
scope of moderate impact time-
eaters often helps. There may also 
be opportunities to reassign some 
responsibilities to other areas. 
Firms with Internal Divisional 
Managers should make sure the 
Sales Desk Manager is delegating 
effectively. 

We’d suggest that firms repeat this 
exercise at least once a year to 
make sure the Sales Desk Manager 
is balancing the seven roles 
effectively. It’s also inevitable that 
the ideal allocation of time will 
change from year-to-year as 
priorities move up and down and 
the Sales Desk Manager becomes 
more skilled and experienced or 
takes on additional responsibilities. 

Some final thoughts 

From where we sit, it’s clear the job 
of Sales Desk Manager will 
continue to grow in importance 
and complexity.  

This is in part because the range of 
positions on sales desks and the 
number of people needed to do 
them will continue to increase. This 
is already happening as firms add 
specialists and hybrids. A few 
industry leaders now also have 
client acquisition teams and data 
analysts on their sales desks. 
Expect more additions. 

The proven ability to implement 
new technology and optimize its 
impact is also likely to become a 
Sales Desk Manager job 
requirement. In particular, we see 
technology emerging very quickly 
to reduce the mundane desk 
activities and increase the need for 
increased strategic skills at the 
sales desk manager level. We don’t 
expect that Sales Desk Managers 
will need to be wonks, but if they 
come to the job as tech novices 
they may be in over their heads. 

As for the future of the seven roles 
of Sales Desk Managers, only time 
will tell if they change or remain the 
same. We’ll keep you posted. 

 
No single mix of these roles could possibly 

be right across the industry. Each firm needs 
to determine what is right for them. 
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