











- The Problem

Multi-threading: When, How, and With Whom

The answer is not to abandon the contact you have. It is to use them as a starting
point and build outward deliberately. Multi-threading, developing relationships with
multiple stakeholders across the buying organisation, is one of the most important
and most avoided disciplines in enterprise sales.

o The close rate on single-threaded deals. Engaging
8 /o multiple stakeholders lifts win rates to 30% or higher.

(Ebsta x Pavilion)

Increase in win rates for deals over £50k where
sellers actively multi-thread. (Ebsta x Pavilion)

Most sellers single-thread because it is more comfortable. One relationship to
manage, one view of the deal, one person who returns their calls. The problem is that
a single-threaded deal is one stakeholder departure, one shift in priorities, or one
internal political move away from collapse.

Multi-threading needs to start earlier than most teams attempt it. By the time a
formal evaluation is underway, key stakeholders have often already formed views,
and the evaluation criteria are already being shaped. The seller who only broadens
their network at late stage is playing catch-up in conversations they should have been
part of weeks earlier.

The question is not whether to multi-thread but how to do it without undermining the
relationships you have. The right approach is transparent. Work with your existing
contact to identify who else has a stake in this problem. Frame it as helping them
build internal support, not as going around them. A genuine Champion will welcome
that framing. A friend or coach will be uncomfortable with it. That reaction tells you
something important about what you actually have.
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- Part One: Identify

Not Every Contact Is a Candidate

The identification work is not about finding the most helpful contact. It is about
finding the person most likely to become a genuine internal advocate. Four things to
look for.

Of B2B buyers already have a preferred vendor
before formal evaluation begins. By the time a
structured process starts, the game is often already
in motion. (Forrester, State of Business Buying)

This is why identification has to happen early. Waiting until the formal evaluation
process begins is waiting until decisions have already started to calcify. The
Champion who shapes the problem definition, influences who sits on the evaluation
committee, and pre-frames the decision criteria does so long before the RFP is
issued.

Engagement Quality, Not Just Engagement Level

A potential Champion asks questions that go beyond the product. They want to
understand how the problem is being solved, what has been tried before, what
success looks like for their organisation. They are building a picture, not just
evaluating a vendor.

A contact who attends every call, agrees with everything, and never challenges
anything is not a potential Champion. They are being polite.

Influence Inside The Organisation

A Champion needs standing. That means colleagues take their view seriously, and
they have a track record of getting things approved or moved forward. You are
looking for someone who, when they speak in internal meetings, shapes the direction
of the conversation.

This does not always mean seniority. Some of the most effective Champions are mid-
level operators with deep credibility and strong informal networks. What matters is
whether people listen to them.
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- Part One: Identify

Access To The People Who Matter

The most valuable thing a Champion can do early in a deal is open doors you cannot
open yourself. A potential Champion should be able to get you in front of the
Economic Buyer and other key stakeholders. If they cannot, or will not, they cannot
perform the function you need.

Access is a test as much as a criterion. Ask early. Watch what happens.

A Personal Stake In The Outcome

This is the most important criterion and the most commonly overlooked. A Champion
will only put their credibility on the line if they stand to gain personally from this
initiative succeeding. That gain might be professional, reputational, or strategic.
Whatever the motivation, it must be real and it must be theirs.

If you cannot clearly articulate why your contact benefits personally from a yes, you
do not know them well enough to call them a Champion.

"A Champion is not a title we give someone because they like us. It is a
verb they perform. If they are not actively getting you access, sharing
intelligence you could not get yourself, and amplifying your case in
rooms you are not in, then you have a coach or a friend."




- Part Two: Convert

Build the Case for the Problem Before You
Build the Case for You

Identification is not conversion. Finding someone with the right profile is the start of
the work, not the end. The conversion process has a specific sequence, and most
teams get that sequence wrong.

Start With the Problem, Not the Solution

The single most common mistake in Champion development is moving to solution
positioning too early. A seller senses a receptive contact and immediately begins
building the case for their product. The contact is engaged, the conversation feels
productive, and the seller interprets that as advocacy in progress.

It is not. A contact who likes your solution has not yet decided whether the problem it
solves deserves their internal capital. Those are two separate decisions, and the
second one comes first.

Before a potential Champion can advocate for you, they need to be convinced of three
things, in this order:

1. 2. 3.
This problem is real, it is Solving it is worth This is the right answer, and
costing the organisation prioritising over everything this team is the right one to
something meaningful, else competing for attention deliver it.
and it is not going away and budget right now.
on its own.

Most sellers spend their time on point three. Champions are built in points one and
two.
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- Part Three: Enable

Arming Them for the Rooms You Cannot Be In

Once a Champion is committed, the seller's job changes. The question is no longer
how to persuade them. It is how to make them as effective as possible in the
conversations you will never have visibility of.

Most teams underinvest here. They treat Champion enablement as information
transfer: share a deck, send a case study, forward the proposal. That is not
enablement. It is delegation.

Of B2B deals fail not because of the external sales
process, but because of internal consensus failure.
Your Champion's ability to build that consensus is
more decisive than anything you do externally.
(Gartner, B2B Buying Behaviour Research)

Internal complexity, not vendor performance, is the
primary reason B2B deals stall. Enabling your
Champion to navigate that complexity is the most
important commercial task in the deal. (Forrester,
State of Business Buying)

A Champion can only be as effective as what they are equipped to do. What they
need to do is carry three distinct conversations, often with different audiences,
without you present.

The Business Case Conversation

The first conversation is about the problem. Your Champion needs to be able to
stand in front of colleagues, including those who are sceptical or indifferent, and
make a compelling case for why this issue deserves to be on the agenda and why
now.

This means more than talking points. It means working through the framing together:
what does this cost the organisation, who does it affect, what has already been tried,
and why the status quo is not sustainable. The business case your Champion carries
internally needs to feel like theirs, not like something handed to them by a vendor.
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- Part Three: Enable

The Stakeholder Alignment Conversation

Different stakeholders care about different things. Finance needs to see a return.
Operations needs to understand the impact on their team. IT needs to be clear on
integration and risk. Your Champion will face all of these, often in formats you cannot
anticipate.

The most effective preparation is to map the key stakeholders together and help your
Champion understand what each one needs to hear. Not with a generic message, but
with a view that is relevant, specific, and credible to each person. Your Champion

should be able to hold each of those conversations without coming back to you first.

The Differentiation Conversation

This is the last piece, not the first. Once the business case is established and internal
alignment is building, your Champion needs to be able to explain not just why a
solution is needed, but why your solution specifically.

That case needs to be simple to carry. Complex differentiators do not travel well
inside organisations. Help your Champion distil it to its sharpest form: what makes
you genuinely better, what that means in practice for this organisation, and what the
risk of the alternatives looks like.

Social proof is critical here. A Champion who can point to a specific comparable
organisation solving the same problem in the same way is in a fundamentally
stronger position than one making the case from first principles. Make sure they have
it, and make sure it is relevant enough to be credible to the people they are speaking
fo.

"Your Champion'’s ability to win internally is a direct function of what you
have given them to work with."
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