OUR MISSION
Flume was born in 2010 to challenge the conventional approaches to sales and
sales training. Since then, the best approaches to sales have been constantly
shifting, but what hasn’t changed is our commitment to helping our clients
succeed through our sales training, coaching and consultancy services.
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WITH HALF OF B2B SALES PEOPLE DUE TO MISS THEIR
2018 TARGETS, IT’S TIME TO SHIFT PERSPECTIVE
Salespeople love attention grabbing figures. So here’s one. In 2018, less than 50% of B2B salespeople are likely to hit their targets.
There’s no hiding from it. Sales has got a lot harder. Today’s clients are having to justify their purchasing decision to more stakeholders than
ever before. On average, they must convince 6.8 other people why they’ve chosen your product over another. That’s 6.8 people who will hold them
responsible if they make the wrong call. That’s a lot of pressure.
The way people buy has changed, but the way many people sell hasn’t. If you want to smash your sales target, you need to shift your perspective and
consider how B2B clients make decisions and then make it easier for them to do so.

SITTING IN THE SHOES OF YOUR CLIENT

STEP ONE: CHANGE

But this approach isn’t addressing the root of the problem. Clients want
to minimise risk and limit change. It’s easier for them to play it safe and
stick with what they know than make changes. You aren’t necessarily
competing against your business rivals, you’re competing against your
client’s status quo, whatever that may be.

Some clients may be fully aware of the problems they need to overcome but
aren’t sure how to respond. Others may be unaware they could be doing
things more efficiently, at lower cost or with better results. You must open
their eyes to new options and inspire a ‘lightbulb’ moment within them. You
have to flick the switch that shines a light on an utterly persuasive reason for
them to take the risk of changing the way they operate.

Most salespeople who want to increase their volume of sales try to do so
by increasing the numbers of potential clients they engage with. When they
do, they focus on shouting about their products in the hope of getting the
client to ‘choose’ them over others.

You need to give your potential client a compelling reason to change their
approach, before you can truly sell them on choosing.

THE NEW SALES PROCESS

A good sales process should make it easier for clients to buy. But due to the
pressure of sales targets, most sales approaches actually make it harder for
a client to say ‘yes’.
Your sales process should be reimagined to become a client buying process
that looks like this:

CHANGE

Help your client understand the compelling reason
they need to change the status quo

CHOOSE

Show why your solution is the answer to the
challenge they face

CHAMPION

Give your client the narrative to help them
champion your solution internally
At present, most salespeople jump straight to step two and don’t offer any
support for step three. But results will be far better if you focus on the way
your client thinks about their situation and the how they can secure better
outcomes.

Help your client understand the challenges they face and why their existing
approach (the ‘status quo’) will not solve matters. In fact, their approach
may be creating the challenge in the first place.

The best way to do this is to create a narrative that not only illustrates the
reason to change, but gives them the confidence to take what can be a
nerve-racking first step to a fresh way of working.

STEP TWO: CHOOSE

Once you’ve taken the ‘Change’ step correctly, you will have aligned yourself
with your client and given them the motivation to change.
For a salesperson, the ‘choose’ step is the most natural part of the process.
After realising that their approach is part of the challenge they face, this
stage should be relatively plain sailing. Your product should clearly be the
opportunity that opens up a new and better way of working.

STEP THREE: CHAMPION

Once the client has decided to choose you, their role in the decision-making
process hasn’t finished, it’s just begun. They now have to sell their choice to
multiple internal stakeholders - an average of 6.8 people.
Your client isn’t a salesperson. They won’t have the knowledge of your
product or recall of facts and figures you have. You have to help them
champion your product by giving them a narrative that communicates
across all stakeholders why there is an urgent need to change and why they
should choose you.
The challenges faced by a company’s sales director are vastly different to
that of a CEO. The narrative you create at the ‘Choose’ stage should help
them present the features and benefits of your product to each stakeholder
in a way that cuts through and gives them their own individual lightbulb
moments.

MAKE CHANGE WELCOME, NOT FEARED

People don’t like change. That applies as much to clients as it does salespeople.
Mapping your approach to the client’s buying process, will have a dramatic impact on your sales revenue. The best way to get potential clients to choose
your products – and then to be able to sell their choice internally - is through the CHANGE – CHOOSE – CHAMPION model.
The B2B world has changed, are you ready to change with it?
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SALES EXCELLENCE BENCHMARK
Mapping your approach to the client’s buying process will have a dramatic impact on your sales revenue. Below we introduce CONNECT and CONTROL
to Flume’s core CHANGE – CHOOSE – CHAMPION model and describe what top sales professionals are doing at each stage of the process.

CONNECT: IDENTIFYING THE RIGHT PERSON AND GETTING THE RIGHT
CONVERSATION STARTED
Clients are busier than ever before and will avoid talking with salespeople if they can. Today’s strongest salespeople plan and tailor their
approach to their client.

SALESPERSON
-

Identifies contacts most influential at building consensus and driving change in their business

-

Hypothesises potential client challenges and personalises the conversation with the right language for the client

-

Uses social proof and a clear purpose to establish credibility and to quickly build trust

-

Sells a compelling conversation worth paying for in itself

-

Uses a mixture of channels to reach the client

CHANGE: SHIFTING THE CLIENT FROM THEIR STATUS QUO
Buying is risky for customers. More of their colleagues are involved in making decisions and performance is becoming easier to measure. A
bad decision could waste time and lead to a loss of credibility, so, increasingly buyers are choosing to stick with the status quo and avoid
change. Today’s strongest salespeople focus on showing customers why they need to change before trying to convince them that they are
the best choice of partner.

SALESPERSON
-

Drives a two-way conversation using questions and teaching around audience behaviour and best-practice

-

Focuses the conversation around the client’s challenges and why their existing approaches are not solving (or are potentially creating)
these challenges

-

Listens and deeply understands the client’s needs, doesn’t just diagnose the obvious facts

-

Teaches the client how to choose a supplier agnostically

-

Gives the client new ways to think about why and how they should be marketing

CHOOSE: ALIGNING YOUR BRAND AND CO-CREATING SOLUTIONS
Due to the risk involved in a bad decision, trust in the brand and belief in the solution are crucial to the client. Today’s strongest salespeople
first get buy-in as the supplier of choice before co-creating a recommendation focused on delivering results.

SALESPERSON
-

Aligns their brand as a clear match to the client’s agreed buying criteria

-

Focuses on differentiation and the value it brings to the client

-

Doesn’t ‘overdo it’ by giving the client too much information about the brand or recommendation

-

Collaborates with the buyer to create the right recommendation

-

Uses the audience journey as the rationale for the recommendation
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SALES EXCELLENCE BENCHMARK
CHAMPION: COLLABORATING WITH YOUR CLIENT TO CONVINCE THE
DECISION-MAKING GROUP
With more decision-makers involved in B2B decisions than ever before, it’s tougher for your client to drive a decision internally through to
sign off. Today’s strongest salespeople collaborate with the contact to help them drive change and build consensus for the recommendation
within their business.

SALESPERSON
-

Ensures full buy-in from their primary contact

-

Explores and understands decision-making process, key stakeholder drivers and potential barriers

-

Collaborates with the client to create strongest possible case for change

-

Co-creates the proposal designed to convince the wider decision-making group

-

Reviews the proposal with the client from the various stakeholder’s perspective before distribution

CONTROL: PROACTIVELY DRIVES THE CONVERSATION TOWARDS THE
OBJECTIVE
Clients need to feel comfortable that anything they buy will work and provide the necessary ROI. With change comes risk, so they will
undoubtedly have questions about your brand, the recommendation and the price. Today’s strongest salespeople will proactively discuss
objections, price and measurement with the client.

SALESPERSON
-

Approaches objections in an assertive, confident manner

-

Focuses on why the client is pushing back

-

Leads the conversation from start to finish

-

Confidently and proactively discusses price with the client

-

Is open about measurement, ROI and the role both parties to achieve this
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