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The Front-Line Sales Manager – Field General
In The Front-Line Sales Manager – Field General, our perspective is 

very straightforward. We believe the firm succeeds or fails based on the 

performance of its sellers. The material in The Front-Line Sales Manager – 

Field General draws heavily from a clinical research study conducted by the 

authors.

To inform the book’s structure and content, we have sourced a variety of 

related strategic material and frameworks from our own research. To bring 

the book to life, we have provided extensive commentary from successful 

sales leaders and FLSMs from many well-known corporations, drawn from 

our new clinical research study. We believe that knowing what sales leaders 

and successful FLSMs actually say about specific topics provides valuable 

color to the book. Further, these real-life reports make the messages more 

applicable for today’s sales management challenges.

The Front-Line Sales Manager – Field General focuses on one critical 

element of firm functioning—the field salesforce. We zero in on one role 

in particular—the front-line sales manager (FLSM). That person is directly 

responsible for leading, directing, and managing a group of sellers. If FLSMs 

are successful, the firm achieves its sales-revenue goals; assuming costs 

are under control, it earns profits. Profits allow the firm to survive, grow, 

and enhance shareholder value. Conversely, if FLSMs fail, nobody gets a 

paycheck!

The Front-Line Sales Manager – Field General celebrates the importance 

of FLSMs to the firm’s current and future health. More importantly, the book 

offers a roadmap for firms and their sales leaders to provide FLSMs with the 

will and the skill to get behind a customer-centric strategy, and embrace the 

multitude of organizational changes to make that happen. Furthermore, this 

book plows new ground in demonstrating and exploring one of the most 

under-researched, yet overly important, roles in business—not only in the 

salesforce but in the entire firm. We believe our work offers value to many 

constituencies.

In Part I, we present a sixfold acumen framework—strategic, organizational, 

business, team building, resource, personal—that identifies the core 

requirements for FLSMs (and their sales teams) to perform at a high level.

In Part II, we take the strong position that the job of sales leaders and 

senior sales managers is to set the conditions for FLSMs and their sales 

teams to be successful. In the three chapters in Part II, we highlight these 

requirements for higher managerial levels.
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who should read this book
FLSM success or failure is critical for the firm. We identify three 

separate audiences:

■■ The salesforce. This book has value for the entire salesforce, from sales leaders 

to individual sellers. In particular, three groups should read the book:

−− Front-line sales managers (FLSMs).

−− Sales leaders/senior sales managers.

−− Sellers.

■■ Senior firm managers. This book reinforces the important salesforce role in 

achieving firm objectives. The book emphasizes the critical FLSM job; it identifies 

the powerful support that you—senior firm managers up to and including the 

CEO—can provide the salesforce to optimize FLSM and firm success.

■■ Functional leaders and firm employees at large. The salesforce in general, 

and FLSMs in particular, are critical in achieving firm success. Functional leaders—

customer service, finance, human resources, marketing, operations, R&D—must 

work with FLSMs to optimize firm performance. By more fully understanding the 

FLSM job, readers from firm functions will be better able to provide support for 

salesforce efforts to enhance customer relationships and secure sales revenues.

■■ Probably, sales and marketing consultants/advisors as it provides both the 

strategic framework and tactical how-to’s when approaching real-life situations.

■■ Entrepreneurs. Professionals who aim at building sales organizations/teams 

who can tap into the vast knowledge of market-leading firms, and in the many 

years of experience and exposure to the markets, provided by the sales leaders 

featured in this book.

“Front-line sales 

managers are THE 

main driver for sales 

performance. That 

is where this book 

helps reflecting and 

improving. Great read!”

—Hajo Rapp, Head of Global SAM and 

Sales Excellence, TÜV SÜD Group 

Member of SAMA Board of Directors

A senior executive of a shipping 

giant captured the focus of this 

book when he told us:

“The DSM (FLSM) is 

the highest leveraged 

position we have in the 

organization—and the 

very one we give the 

little attention to—it’s 

an oxymoron. Highest 

leverage than any job”
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