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Promote your best

Great salespeople
can be great
sales managers

nown as “Da Coach,” Mike Ditka

achieved fame by winning Super

Bowl after Super Bowl as a player, as

an assistant coach and as a head
coach. With the NFL’s Chicago Bears, Ditka also
led superstar players like Jim McMahon,
William “Refrigerator” Perry and Walter Pay-
ton to award-winning results.

Where would the NFL be if it had not pro-
moted its stars? Not all top performing athletes
make great leaders or coaches, and some even
fail, but overall the team managers and top
coaches are former top performers. In sales it’s
no different. Top performing salespeople are
your best source for great sales managers.

You don’t have to look far to find articles,
blogs or opinions that claim great salespeople
do not make great sales managers. Does this
viewpoint come from people who have never
achieved quota-busting performances year over
year? Have they never taken the next career
step to leading their peers as the sales manag-
er? I believe common sense speaks louder than
all these critics.

Why top salespeople make great managers

People need room to grow their careers. For
salespeople, consistent performance in achiev-
ing quota, handling difficult sales challenges and
conducting the sales process in a professional
manner are important thresholds. Through time
salespeople acquire the stories and anecdotes of
your company that facilitate the delivery of the
key selling points of your products and services.

Once a role or task is mastered, it’s human
nature for individuals to look for new challenges
to build on their expertise and depth of experi-
ence. If a company decides not to promote from
within, then it may become the farm team for
another organization that is willing to take the
risk of hiring and promoting the best.
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Corporate culture is embodied in new em-
ployees in their initiation period. It takes time to
acquire and even more time to arrive at the
point where salespeople can evangelize the cor-
porate messages to customers. The role of a
sales manager is to instil the brand messages
and corporate culture into new sales reps, and
to quality control the messages delivered by in-
cumbent salespeople to their customers. Sales
managers who have been hired from within are
much more effective in this area.

Top producing salespeople build a reputa-
tion and profile for success. This creates an au-
dience of followers from their peer group and
the opportunity to lead by example. People grav-
itate to winners, just as Ditka drew winners to
his team. Everyone wants some of the success
to rub off on them or to inspire them to greater
heights. Just imagine the morale of your sales
team if you promoted the lowest quota achiever.

Which top performing salespeople
make great sales managers?

As a former vice-president of sales in a pro-
fessional services company, the challenge I
faced was to identify top performing salespeo-
ple who could be groomed and developed for the
next step in their career. The identification of
the new branch sales manager was not based
exclusively on her individual sales achieve-
ments.

Traits that make a person stand out for pro-
motion include a clear adoption of the compa-
ny’s values and brand messages, the self-direct-

ed stamina to move forward to the next sales op-
portunity and her overall sales track record.

It is important that the top producer em-
braces the company culture and values and is
able to espouse it to anyone she encounters. I
also look for motivation from within — someone
who is self-directed and has the backbone to
pick herself up when she encounters a difficult
sales transaction and can move on without be-
ing bogged down by the setback. A good sales
track record through good times and tough
times is a key indicator for future success. How-
ever, you may find you have to compromise a lit-
tle when you are launching a new business unit
through a rocky start-up period.

But there’s still more that I look for with top
performers. It’s important that the candidate
has the intellect to take on a new role. If the
need to move her career forward is driven by ex-
ternal forces and is not coming from within,
then the promotion could be flawed. Without
the complete buy-in and the intellectual capaci-
ty to transition to a new role, the new sales man-
ager may always be questioning and regretful of
her decision.

Salespeople love to sell. This is a process of
listening to the buyer, discovering their specific
needs, persuading them to your point of view
and motivating the client to buy. Likewise sales
managers should mirror this profile. I look for
candidates who are open to sharing their ex-
pertise in an altruistic manner with their team:
someone who is prepared to step into a coach-
ing and mentoring role, someone who is willing
to train rookies and mentor the pros and some-
one who can take on a strategic role in closing
business and achieving the collective goals of
the sales team.

Identifying and promoting a top sales pro-
ducer is best done from your own ranks. Take
the time to groom people for a longer journey
with your organization and reap the long-term
benefits. Once you have identified your next
great manager, then it’s time to build a compre-
hensive mentoring and transition program to
ensure success in her new role.

Marcus Miller is the president of LEAPJob, a
sales recruiting and sales consulting firm based
in Mississauga, Ont. He can be reached at (905)
281-3090 ext. 21, Marcus.Miller@LEAPJob.com
or visit www.LEAPJob.com for more
information.

© Copyright Canadian HR Reporter, May 7, 2007, by permission of Carswell, Toronto, Ontario, 1-800-387-5164. Web site: www.hrreporter.com



