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For BlackRock’s sales desk to expand its reach and become more efficient, it first had to add more 

of everything: more internals to drive sales and connect with advisors; more data to better segment 

advisors; and more technology to make conversations and sales to the point. 

 

The overhaul, which began roughly a year ago, has put one of the most overlooked roles on the 

sales force — internal wholesalers — at the forefront of the asset-gathering effort at the world’s 

largest manager. 

 

The biggest change is how the firm views the internal role. It’s no longer a support role, but one 

expected to generate sales. Within the firm, the position is called “sales rep,” and BlackRock gives 

each rep goals to hit based on flows and the number of new advisors they bring into the fold. 

 

But they aren’t blindly calling advisors hoping for someone to bite, says Elise Duncan, head of 

internal sales at the New York–based manager. BlackRock has instead flipped the sales model, 

letting advisors come to the firm with their questions and areas of interest. 

 

BlackRock uses a system called TimeTrade, where advisors can plug in the times they want to 

meet with an internal wholesaler via a teleconference, and the subject matter they want to discuss. 

 

“Nine of 10 advisors tell us what they want to talk about,” says Duncan. 

 

This reversal, industry observers and consultants say, should be a wake-up call to those in the 

industry that have stubbornly stuck with the sales team structure of yesteryear. 

 

“They’ve sent a signal to the industry that this is no longer negotiable — the industry needs to 

realign,” says Mary Anne Doggett, co-founder and owner of Interactive Communications, which 

trains wholesalers. 

 

Other fund shops have likewise made internals a more prominent part of their 

strategy. Putnam and American Century, for example, have added personnel and responsibilities 



to their respective desks. But most firms still have a 1-to-1 ratio between sales reps at the desk 

and those in the field. 

 

BlackRock’s expansion plans call for two internals for every one external. The firm currently has 

roughly 200 internal and hybrid wholesalers between Boston, Princeton and San Francisco, with 

around 130 market leaders or external wholesalers. It plans to add an additional 25 to the Boston 

desk, which is established last year. 

 

The firm also has 20 full-time portfolio consultants as well, “though that number will only continue 

to grow,” a spokeswoman said in an e-mail. That group focuses mainly on advisors with discretion 

over client portfolios who seek to grow and make their practices more efficient, she says, noting, 

“There are no hard-and-fast rules with who we work with.” 

 

Portfolio construction is the hands-down most popular topic that advisors tend to identify when 

flagging topics to discuss with BlackRock sales reps, and many of the tech tools the sales team 

uses address portfolio construction. 

 

The firm in October launched its Advisor Center website, where FAs can plug in their clients’ 

holdings to get help with tax management and run different risk models. The firm also wants the 

site to be the cornerstone of its value-added programs going forward. 

 

Changes to the desk and the process have also altered the type of people BlackRock recruits, 

Duncan says. 

 

“We’re not looking for used-car salesmen, but people that can really use data and go deep,” he 

says. 

 

Product specialists that can go deep with advisors and discuss clients’ holdings “are going to be 

the most integral part of the sales process” soon, says Jim Stueve, former distribution head 

for Ridgeworth Investments. 

 

Firms will begin reducing the number of wholesalers they have in the field, because the nature of 

their relationships with advisors is changing, he says. 

 

“The personal part of the relationships will still matter, but you don’t need guys going in and 

checking up on advisors like you used to,” says Stueve. “Instead, it’s people that review every 

product, and to scale that type of sales model. It can’t be done face-to-face meetings; it’s just too 

much to know.” 



As advisors grow more comfortable with teleconferencing, internals “with worlds of information at 

their fingertips” will be able to assist on portfolio questions more efficiently than someone in the 

field “who may be seeing only a couple clients a day,” he says. 

“You can see BlackRock thinking that if they want to keep this momentum going, they are going to 

have a greater number of high-impact touches with advisors, and this is a way to scale that 

practice.” 
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