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This bachelor’s thesis examines how financial service professionals in Finland sell to 

companies and what strategies they rely on in Business to business sales. The objective is 

to explore which sales approaches are most commonly used, why they are effective in the 

Finnish context, and what other factors contribute to successful B2B selling. 

The research is based on a combination of a literature review and a survey conducted with 

ten experienced B2B sales professionals working in the financial services sector. While 

earlier studies have discussed various B2B sales strategies, there is limited research 

focusing specifically on how these strategies are applied within the Finnish market—

especially in the context of high-stakes financial services. 

The findings highlight that two strategies are used far more frequently than others: 

relationship-building and consultative selling. These strategies align well with Finnish 

business culture, which values trust, honesty, and long-term partnerships. Cultural 

differences make interpersonal connection a key component of the sales process. 

Additionally, the nature of financial services as a low-differentiation industry increases the 

importance of the salesperson’s personal skills and presence. Since products and offerings 

are often similar across providers, the salesperson's ability to communicate effectively and 

tailor the solution becomes a major competitive advantage.  

This thesis also explores how Finnish professionals prepare for client meetings, what 

research tools they use, and how they interpret verbal and non-verbal cues. These insights 

provide a clearer understanding of how sales success is built not only through strategy but 

also through preparation, behaviour, and communication style.  
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Tämä kandidaatintyö tarkastelee, miten rahoitusalan ammattilaiset Suomessa myyvät 

palveluitaan yrityksille ja mitä strategioita he käyttävät B2B-myynnissä. Tavoitteena on 

selvittää, mitkä myyntitavat ovat yleisimmin käytössä, miksi ne toimivat erityisesti 

suomalaisessa kontekstissa ja mitkä muut tekijät vaikuttavat B2B-myynnin onnistumiseen. 

Tutkimus perustuu kirjallisuuskatsaukseen ja kyselyyn, joka toteutettiin kymmenelle 

kokeneelle rahoitusalan B2B-myyjälle. Aiemmissa tutkimuksissa on käsitelty erilaisia 

B2B-myyntistrategioita, mutta vain harvoissa on keskitytty siihen, miten näitä strategioita 

sovelletaan Suomen markkinoilla – erityisesti korkean panoksen myyntitilanteissa. 

Tulokset osoittavat, että kaksi strategiaa korostuu selvästi yli muiden: suhdeperustainen 

myynti ja konsultatiivinen myynti. Nämä strategiat sopivat hyvin suomalaiseen 

liiketoimintakulttuuriin, jossa arvostetaan luottamusta, rehellisyyttä ja pitkäaikaisia 

asiakassuhteita. Kulttuuriset erot nostavat henkilökohtaisen vuorovaikutuksen keskeiseen 

rooliin myyntiprosessissa. 

Lisäksi rahoituspalveluiden matalan erottuvuuden luonne lisää myyjän henkilökohtaisten 

taitojen ja läsnäolon merkitystä. Koska tuotteet ja palvelut ovat usein hyvin samankaltaisia 

eri tarjoajien välillä, myyjän kyky kommunikoida tehokkaasti ja räätälöidä ratkaisu 

asiakkaan tarpeisiin voi muodostua kilpailueduksi. 

Työssä tarkastellaan myös sitä, miten suomalaiset ammattilaiset valmistautuvat 

asiakastapaamisiin, mitä tutkimusvälineitä he käyttävät ja miten he tulkitsevat sanallisia ja 

ei-sanallisia vihjeitä. Näiden havaintojen avulla voidaan ymmärtää syvemmin, miten 

myyntimenestys rakentuu paitsi strategian, myös valmistautumisen, käyttäytymisen ja 

viestintätyylin kautta. 
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1. Introduction 
Business to business sales is a complex field that combines elements of both “science and 

art” (Brown, S., 1996). To succeed in B2B sales, professionals rely on a variety of 

strategies and techniques while maintaining flexibility and adding their personal touch. 

Ultimately, there is no single perfect way to sell, as different customers behave in 

different ways.  Although certain strategies may prove effective for the majority of 

customers, they are not universally applicable to every situation depending on the customer 

and the product. Moreover, some strategies align better with specific types of sellers 

(Miettinen, S. & Torkki, J., 2019). 

The focus of this thesis is to understand the sales strategies and techniques used in 

Finland’s B2B financial services sector. This topic was chosen because I had prior 

experience in the industry and became intrigued by it, as it is not the most commonly 

researched field. Furthermore, the Finnish market is culturally quite different from others, 

and this heavily influences how sales are conducted in the Finnish market compared to 

other cultures. By focusing on this context, the thesis aims to generate insights that are not 

only practical for professionals in the industry but also for academic research. 

1.1 Purpose of the study 

The purpose of this study is to explore the strategies used by top sales professionals in 

Finland when selling financial services to other companies, addressing a gap left by 

previous research. Although B2B sales strategies have been widely studied by, for 

excample Efti (2021), Hanan (2004), and Rackham (1988), most existing literature lacks a 

localized cultural perspective and rarely focuses specifically on the financial services 

sector. 

Building on earlier research, this thesis applies existing knowledge to the Finnish context 

by examining how these strategies are used and perceived in Finland’s B2B financial 

services industry. To achieve this, I conducted a survey targeting experienced B2B sales 

professionals working in the Finnish financial sector. Through this approach, the thesis 

aims to provide new insights into how high-stakes B2B sales strategies operate within 

Finland and what factors contribute to their effectiveness. 
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1.2 Research Objectives and Methodology 

To achieve the goal of this study, the research is structured around three central questions. 

These questions help to keep the flow of the study clear and what and the give the study 

clear goals to achieve. 

• What strategies are used by business-to-business sales professionals in high-stakes 

selling—situations involving high pressure, intensity, and large financial 

transactions? 

• How important is trust in the sales process, and how is it established? 

• What additional factors influence success in B2B financial sales? 

The literature review provides a theoretical foundation for the study by analysing existing 

research on B2B sales strategies. By reviewing multiple academic papers, I identified 

commonly used sales techniques and strategies. The information gained from the literature 

review served as a comparative baseline for evaluating the findings of this study. 

To complement the theoretical framework, I conducted a survey targeting 20 experienced 

sales professionals in Finland’s financial services sector, of whom 10 responded. The 

survey primarily consisted of questions using a 5-point Likert scale. Additionally, open-

ended questions were included to capture qualitative insights and allow respondents to 

explain on their reasoning in detail. 

By combining insights from both existing literature and the survey, this study aims to 

provide an understanding of successful B2B sales strategies in Finland’s financial services 

sector. The findings contribute to the academic discussion on sales strategies while also 

offering practical insights for those who are interested in the subject 

 2. Theoretical Framework 
In this section of the thesis, I present the theoretical framework on which the research is 

built. The framework is based on a literature review that draws on a wide range of sources 

from different countries, time periods, and perspectives. To find relevant material, I used 

tools such as Google Scholar, LUT Primo, Perplexity, and ChatGPT. These platforms 

helped identify both academic sources and professional articles closely related to the topic. 

After selecting the most relevant sources, the literature and theories were organized into 

themes that support the structure of the thesis. These different themes include the 
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following: differences between B2B and B2C selling, the human aspect of business 

decision-making and communication, and various other topics related to sales strategies.  

 

2.1 Difference Between B2B to B2C  

Business-to-consumer (B2C) selling refers to the process of offering products or services 

directly to individual consumers, typically through standardized solutions. In these 

contexts, marketing tends to rely more on emotional appeal than on logic or technical 

reasoning (Wenger, 2021). Because B2C products are designed for mass markets, they 

generally offer minimal customization—tailoring each product to individual preferences 

would rarely be cost-effective. Since individual consumers usually make smaller purchases 

compared to businesses, products must have broad appeal and be suitable for a wide range 

of consumers (Motwani, 2023). 

In contrast, business-to-business (B2B) selling typically involves longer sales cycles, 

customized solutions, and larger transaction sizes. These sales processes often involve 

multiple decision-makers and place a strong emphasis on logic, trust, and relationship-

building. Unlike in B2C, customization is not only expected but also economically viable 

in B2B settings, thanks to the higher value or volume of the sale (Wenger, 2021). For 

instance, within the financial sector, an insurance provider might design a tailored solution 

for a manufacturing company’s machinery, based on the nature of the company’s needs. 

The core differences between B2B and B2C selling lie in the nature of the customer, the 

level of product customization, and the size of transactions. While B2B selling prioritizes 

bespoke solutions, long-term partnerships, and credibility, B2C selling is geared toward 

mass-market appeal and standardized offerings (Heaslip, 2024)." 

Additionally, the decision-making process differs significantly. In B2C, purchasing 

decisions are often made by individuals based on convenience, emotion, and personal 

preference. In contrast, B2B transactions involve teams, extended negotiations, and a 

strong emphasis on logic and strategic alignment (Miettinen & Torkki, 2019). Sales 

strategies in B2B often focus on building relationships and providing data-driven value. 

 

2.2 Human-Based Decision Making in B2B 

Even with structured processes and digital tools, B2B decisions are ultimately made by 

people. Behind every business decision is a person weighing risks, considering 
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alternatives, and navigating interpersonal dynamics. This human element creates room for 

flexibility and influence during negotiations (Miettinen & Torkki, 2019). 

Brown (1996) describes B2B selling as both a science and an art, where data and structure 

can support—but not replace—interpersonal skills. This dual nature becomes particularly 

evident during the negotiation phase, where interpersonal and communication abilities 

often play a decisive role. 

Today’s B2B environments increasingly rely on digital tools like (CRM) customer relation 

management systems and analytics platforms to guide decision-making, improve targeting, 

and personalize messaging. According to McKinsey (2022), companies are using data-

driven tools more every day to support and even automate parts of the customer journey. 

However, when the stakes are high, with multiple decision-makers and large financial 

transactions, the final decisions are still made by individuals 

As Motwani (2023, p. 74) puts it: “Although it’s called business-to-business, the term 

describes people doing business with people. A business rarely makes decisions; the 

decision is made by people who work for the company." This reinforces the idea that even 

in data-rich and structured B2B environments, the human element remains central. 

2.3 Buyer Behaviour and Persuasion 

Sellers encounter a wide variety of personalities in their work, each requiring a unique 

approach. While recognizing personality types can offer helpful insights, the real 

advantage lies in a seller’s ability to remain flexible and adapt to the customer’s behaviour, 

as personalities can shift during negotiation and initial assumptions might not always 

reflect reality. The goal is to understand the other person without confining them to a fixed 

category. 

Aristotle's modes of persuasion—ethos, pathos, and logos—can offer insights for 

salespeople to understand their clients. Ethos refers to the speaker’s credibility or 

trustworthiness, pathos appeals to the audience’s emotions, and logos involves logic and 

reasoning (Borg, 2013). Among these modes of persuasion, pathos and logos are 

particularly important for B2B salespeople, as they help identify whether the customer is 

more emotionally driven (pathos) or more focused on facts and logic (logos). By 

understanding the buyer’s personality bias, the salesperson can slightly tune their 

communication style to fit the customer better. Additionally, the salesperson actively 
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listens to the customer without confining the personality too neatly, as it can change over 

negotiations (Miettinen & Torkki, 2019). 

This kind of thinking also shows up in Rackham’s SPIN Selling model Figure 1 Instead of 

going in with a fixed pitch, the idea is to ask questions to understand where the buyer is 

coming from (Rackham, 1988). SPIN stands for Situation, Problem, Implication, and 

Need-payoff—essentially helping the seller guide the conversation toward what matters to 

the buyer. 

When combined with an awareness of whether the buyer is more responsive to logical 

arguments (logos) or emotional appeals (pathos), this approach allows the seller to adjust 

their style in real time. It’s not about manipulation—it’s about understanding. Even in 

structured, planned B2B settings, people make the decisions. And people respond best 

when they feel understood (Hanan, 2004). 

Letter Stage Purpose 

S Situation Gather information 

P Problem Identify pains and problems 

they experience 

I Implication Underscore why those 

pains need to be solved 

N Need Payoff Lead them to conclude the 

value of solving it on their 

own 

 

Figure 1. SPIN Selling Framework 

 Data source: Massey (2021) 

 

2.4 Marketing as Part of Sales 
Marketing plays a foundational role in generating demand and supporting sales functions 

in B2B settings. Kotler and Keller (2015, p. 27) define marketing as “the activity, set of 

institutions, and processes for creating, communicating, delivering, and exchanging 

offerings that have value for customers.” This highlights marketing’s broader role beyond 

promotion—its purpose is also to build relationships, deliver value, and prepare prospects 

for engagement with sales. 

Marketing process and flow of information is illustrated in Figure 2, which shows the 

interaction between the industry and the market. It visualizes the flow of communication, 
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goods and services, money, and information between the sides of industry and market. One 

of marketing’s key functions is to collect and analyze market data to better align offerings 

with actual demand. This is typically done through surveys and by analyzing which 

services and products are gaining traction in the market. In simple terms, marketers try to 

anticipate trends—such as whether demand for Easter chocolate eggs will spike during 

Easter or Christmas—and adjust their strategies accordingly. 

 

Figure 2. The Marketing Process and the Flow of Information 

 Data source: Kotler and Keller (2015, p. 30) 

 

Additionally, a critical part of the marketing and sales process is the transition from 

marketing to sales, known as the handoff. When the two functions are well-aligned, the 

buyer’s experience is smooth and consistent. Effective marketing campaigns generate 

awareness and interest so that by the time sales enters the conversation, potential clients 

are already familiar with the company and its value proposition. This reduces the need for 

basic introductions and allows sales professionals to focus on building trust and developing 

tailored solutions. 

When marketing supports sales in this way, sales teams benefit from shorter preparation 

time, more relevant leads, and stronger customer engagement. This structured 

collaboration enhances efficiency, improves meeting quality, and increases the likelihood 

of long-term partnerships. In short, when marketing and sales work together, the entire 

B2B process becomes strategic, responsive, and effective—for both sellers and buyers. 
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2.5 Sales Strategies and Techniques 

B2B sales professionals use different approaches depending on the client's needs, 

preferences, and personalities. Among the most widely used techniques for B2B are 

consultative selling and relationship-based selling. While the two share similarities, the key 

difference lies in where the salesperson places their focus—either on delivering tailored 

solutions or building long-term personal connections. 

Consultative Selling strategy positions the salesperson as an advisor who wants to 

understand the client. To understand the client and to help, the salesperson tries to provide 

a solution to the buyer by asking the right questions and having knowledge about the 

industry. According to Hanan (2004), successful consultative sellers diagnose client 

problems and create value through their experience. In the financial sector, for example, 

this might involve identifying problems in a client’s insurance policy and recommending 

tailored solutions that offer new value for the client. The consultative approach also places 

a strong emphasis on preparation before client meetings, as the salesperson needs to 

understand the client's company, industry, and specific context well enough to provide 

relevant and insightful support. 

Consultative selling is usually effective because it fits different kinds of business cultures. 

However, in most cases, consultative selling works because salespeople make it work by 

bringing their own experience to help the client solve a problem, rather than trying to force 

a service or product. 

Relationship-based strategy focuses on building trust and relationships rather than trying to 

force a sale. The point being that the salesperson tries to build a connection where the 

client feels understood and finds it easy to talk about their problems. Jobber et al. (2019) 

highlight that successful relationship-based sellers build the relationship by using active 

listening and empathy, to engage with clients. 

Rather than ending the relationship with a single sale, this approach encourages long-term 

opportunities by staying in touch, following up consistently, and being available when 

needed. In this way, the seller remains top-of-mind for future opportunities. Over time, this 

consistency builds credibility and can lead to more business opportunities and referrals. 

Both techniques can be effective in B2B sales, and the most successful sales professionals 

know when to apply each style—or how to blend elements of both. Notably, both 
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consultative and relationship-based selling share common ground with the SPIN selling 

method discussed earlier (Rackham, 1988). In all the approaches, asking the right 

questions plays a central role in directing the conversation and uncovering the client’s real 

needs. By guiding the conversation thoughtfully and listening actively, sellers can identify 

difficulties for the client and offer solutions that feel both logical and personal. 

Additionally, the salesperson can learn more about the buyer's personality and build a 

connection with the buyer this way.  

 

2.6 Research tools and AI in Sales 

Digital transformation has introduced a wide range of new tools that have significantly 

improved the efficiency of B2B sales processes and the way data is used to support 

decision-making. One of the most relevant developments is the integration of artificial 

intelligence and machine learning into the sales and financial industries. These 

technologies are changing how B2B sales teams operate. According to Yee et al. (2024), 

generative AI has the potential to transform multiple aspects of the sales process, from lead 

generation to the creation of personalized communication strategies. AI tools also allow 

companies to process and analyze large volumes of data quickly, uncovering patterns, 

trends, and client needs that might otherwise go unnoticed. By identifying such data, sales 

teams can better understand their clients’ needs and provide more focused services. 

Artificial intelligence tools in financial services are especially important for detecting fraud 

by identifying patterns in customer behavior.  According to the OECD (2021), AI systems 

can detect anti-money laundering by scanning suspicious transactions efficiently. The 

deeper AI tools are integrated into B2B sales processes, the more important it is that their 

uses remain responsible. Van Rijmenam (2023) points out that human observation is 

necessary to avoid problems like data bias, lack of transparency, and ethical concerns—

particularly when algorithms start to guide how organizations engage with their customers 

and make decisions.  

 

In addition to artificial intelligence, customer relationship management (CRM) systems are 

important tools for managing interactions between companies and their clients. These 

platforms enable sales teams to organize contact information, automate communication 
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such as email outreach, and monitor and gather insights about customer behavior 

throughout the different stages of the sales process. When implemented effectively, CRM 

systems can help sales professionals stay organized and reduce the time spent collecting 

information, as the system can automatically gather part of it. This means that sales teams 

have more relevant data to tailor their sales approach with greater precision (Williams, 

2014). (Sharp 2002, p. 20) highlights that a successful CRM system can help answer 

essential questions for salespeople, such as: “Who are my best customers? How do I attract 

them? Am I selling the products and services that meet their specific needs and are they 

profitable? How do I keep them coming back? And how do I handle unhappy customers?” 

 

2.7 Cultural Aspects of Selling in Finland 
Cultural differences significantly influence how sales strategies and communication are 

used across global markets. Much of the existing sales literature focuses on methods that 

have been successful in Western countries. However, strategies developed in one cultural 

context may not seamlessly transfer to others without adaptation to local values. Browaeys 

and Price (2019, p. 193) present an example involving a global company selling a product 

to a Japanese firm. As a gesture of gratitude, the global company offered a gift that 

included a high-quality whiskey and a bottle of perfume. However, the Japanese 

representative responded with disappointment and frustration. In Japanese culture, offering 

perfume can be interpreted as suggesting that the recipient smells bad and should use the 

perfume to cover it. This example demonstrates how a well-intentioned gesture in one 

culture can carry an unintended meaning in another. To avoid such cultural conflicts, it is 

important to recognize that cultures do not operate in the same way. This is why techniques 

and communication styles must often be adjusted to suit different cultural contexts. 

(Lewis 2005) provides a useful framework for understanding Finnish business culture. He 

compares Finland to both Western and Asian countries, showing that while Finland shares 

Western values like democracy, equality, and human rights, its communication style is 

more similar to that of Asian cultures. Finns tend to be introverted, modest, and thoughtful. 

They prefer silence over excessive talking, avoid expressive body language, and value 

truthfulness over diplomatic phrasing. In Figure 3 Lewis visually illustrates his thought 

process by placing Finland between Western and Asian cultures in terms of both values 

and communication style. 
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Figure 3. Cultural Comparison of Americans, Finns, and Asians 

 Data source: Lewis (2005, p. 197) 

 

The insights from Lewis fit well with Hofstede’s cultural model, which compares countries 

based on six dimensions: power distance, individualism, masculinity, uncertainty 

avoidance, long-term orientation, and indulgence. Hofstede’s data Fiqure 4 shows that 

Finland has low power distance, meaning it values equality in relationships, which 

supports Lewis’ idea of Finnish culture trying to target gender equality (The Culture 

Factor, 2024). Finland also scores high in individualism, which means that Finnish people 

value independence and self-reliance. Additionally, Finland’s low indulgence score reflects 

a culture of emotional control and restraint. 

Hofstede’s comparison of Finland with China, Russia, and the United Kingdom (The 

Culture Factor, 2024) offers further insights in Figure 4. Finland and the UK share values 

such as individualism and low power distance, but Finland’s more reserved communication 

style is closer to what we see in Eastern cultures like China. Finland’s more restrained way 

of communicating contrasts with the UK’s more expressive style, which is more open and 

emotional. In contrast, Russia has a high-power distance, meaning that hierarchy and 

authority are more important there. Finland’s moderate uncertainty avoidance falls 
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between the more flexible UK and the more cautious Russia and China. 

These comparisons are useful for sales professionals working with different cultures and 

for understanding what strategies to use. A strategy that works well in Finland — focused 

on preparation, subtlety, and building trust over time — may not be as effective in other 

countries that do not share the same cultural values. 

 

 

Figure 4. Comparison of Hofstede’s Cultural Dimensions in China, Finland, Russia, and 

the United Kingdom 

 Data source: The Culture Factor (2024) 

 

2.8 The Concept and Importance of Trust 

Trust is potentially the most important element in B2B sales, especially in industries where 

long-term partnerships and trustworthiness are prioritized over short-term gains. According 

to Frei and Morriss (2020), trust is built on three core components: logic, authenticity, and 

empathy Figure 5. Logic refers to the competence and ability to deliver reliable solutions. 

Authenticity reflects the importance of being genuine and honest in every interaction. 

Empathy, in turn, means showing that you understand and care about the client’s needs and 

concerns. Together, these three elements create trust that is important for B2B 

relationships. 
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Figure 5. Explanation of Trust 

 Data source: Frei and Morriss (2020) 

 

These three elements are particularly important in Finnish business culture, where 

decision-makers value modest, dependable communication and respect trust rather than 

using pressure tactics. Trust does not build itself overnight; it begins with research and is 

built upon with each interaction. Salespeople build trust by consistently demonstrating 

expertise, listening carefully, and following through on commitments. In practical terms, 

this means the salesperson is working toward making the buyer feel safe in trusting them. 

In business industries such as financial services, trust can be the deciding factor between 

sticking with the salesperson or looking for another company, as the financial industry in 

Finland has multiple providers offering similar services. 

 

3. Survey Design and Implementation 
The research for this thesis was conducted using both a survey and a literature review. This 

chapter explains the reasoning behind selecting the survey approach and explains how the 

questions were created. Additionally, survey participants received information about 

General Data Protection Regulation (GDPR) compliance and how their data would be 

managed. 
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3.1 Survey Design and Implementation 

For this thesis, a quantitative approach was selected because I wanted to gather numerical 

data on what strategies high-stakes sales professionals in Finland's financial industry use. 

For this purpose, a survey was chosen, as it is a common tool in quantitative research and 

is particularly well-suited for collecting structured information (Bhandari, 2020a). The 

survey used in this study began with a number of demographic questions, which serve as a 

simple way to get to know the participants and ease them into more complex questions. 

According to Smith (2018), demographic data provides valuable background information 

that supports more meaningful analysis. 

Following the demographic section, the survey included several five-point Likert scale 

questions. The five-point Likert scale is widely used for its ability to capture attitudes and 

opinions in a measurable form. It is especially useful when trying to research subjective 

topics, such as: “In your opinion, how important is it to interpret the other person’s verbal 

cues during a meeting?” (Question 11). As Bhandari (2023b) points out, the effectiveness 

of Likert scale questions depends on the clarity of the questions and their neutrality. Poorly 

worded questions can lead to confusion for participants and bias their answers positively or 

negatively. 

In addition to quantitative questions, the survey included open-ended questions to collect 

qualitative insights. For example, respondents were asked to describe the "non-verbal and 

verbal cues they pay attention to during meetings and why" (Question 13). These 

qualitative questions help to better understand the participants’ views and provide them 

with an opportunity to express their opinions more clearly. 

The survey was carefully designed to respect participants' time, aiming for a completion 

time of approximately 10 to 15 minutes. Participants were given the freedom to choose 

which questions to answer and what information to share, ensuring that they could 

participate comfortably and voluntarily. To maintain the integrity of the study, all 

responses were collected anonymously. The average time spent completing the survey was 

12 minutes and 50 seconds.  
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3.2 Challenges for Research 

The research approach used in this thesis is primarily focused on a quantitative method. 

Although open-ended questions were included in the survey to capture deeper insights 

from professionals, the study did not incorporate qualitative interviews, even though doing 

so might have provided additional insights beyond numerical data. The decision not to 

collect interview data was based on practical difficulties, as most of the participants 

already had limited time to complete the survey. The only qualitative input came from the 

open-ended survey questions and a few informal conversations with professionals. 

The survey was sent to 20 experienced high-stakes B2B sales professionals in Finland, and 

10 of them responded, resulting in a 50% response rate. To qualify as high-stakes 

professionals, all participants had over a decade of experience and worked as top sellers in 

their respective companies. While this is a relatively modest sample size, it still provides a 

basic foundation for identifying patterns that can be compared with findings from existing 

literature. The field of highly experienced financial sales professionals in Finland is 

relatively small, with a rough estimate of fewer than 1,000 individuals. Although there is 

no official source for this number, it is based on the fact that most of the largest financial 

companies in Finland employ only between 5 and 50 experienced sales professionals 

working in a business-to-business model. 

The limited number of responses makes it difficult to uncover subtle correlations between 

variables — especially when attempting to compare Likert scale answers with open-ended 

responses. The variation in open-ended answers made it also challenging to draw 

consistent trends. To gain some insight, the open-ended responses were grouped broadly to 

highlight key differences. A larger sample, such as 100 participants, would have improved 

the ability to detect relationships and offered more generalizable results. 

An additional issue emerged during the data analysis phase: none of the responses to the 

five-point Likert scale questions were negative. This may suggest that some questions were 

unintentionally biased toward positive answers. Adjustments in question phrasing might 

have led to more variation in responses. However, the consistency in the results may also 

indicate alignment among the participants, which reinforces the reliability of the findings 

within this small group. 

The survey questions were developed with help from several key sources. (Efti, 2021), 

(Hanan, 2004), and (McKinsey, 2022) were used to shape the content and ensure that the 
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questions related to high-stakes B2B sales. Additionally, methodological guidance from 

(Bhandari, 2020) and (Smith, 2018) helped structure the survey and refine the wording to 

be as neutral as possible. To test clarity and usability, the survey was piloted with two 

individuals outside the research process. Their feedback helped make final adjustments 

before distribution. 

 

3.3 Reason for Conducting Survey and How it Was Done  
To collect data for the study, the survey was distributed via email to 20 financial sales 

professionals. Each email included a short introduction, GDPR and consent 

documentation, and a link to the survey. The questionnaire consisted of 16 questions and 

one open-text field for general feedback. All questions were optional, allowing participants 

to respond only to the items they were comfortable with. The survey was conducted 

through Microsoft Forms, and the full list of questions is available in the appendix under 

"Survey Questions." 

4. Key Findings from the Survey 
This chapter presents the key findings from the survey conducted among B2B sales 

professionals. The objective was to explore which strategies, tools, and behaviors are 

commonly used by high-performing sales professionals and how these align with the 

theories presented in Chapter 2. 

4.1 Participant Demographics 

The participants in my study were all experienced B2B sales professionals, most of whom 

had worked in the financial sector for over a decade. Out of the ten total respondents, six 

had more than 20 years of experience in either financial services or B2B sales. The rest had 

been in the field between 10 and 19 years, meaning that all responses were informed by 

significant real-world expertise. 

In terms of age, most participants fell into the 40–49 or 50–59 age groups, and only one 

respondent was younger than 40. This reflects a highly seasoned sample, with perspectives 

shaped by long-term exposure to industry changes, customer trends, and sales strategies. 

When looking at Figure 6 and its demographic backgrounds, the results were fairly 

balanced. Four respondents had earned a master’s degree, four held a bachelor’s degree, 

one had completed doctoral studies, and one had less than a bachelor’s level education. 
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The person without higher education is one of the most experienced salespersons, with 

over 20 years of experience and aged between 50–59. The variety of demographic 

backgrounds suggests that success in this field is less about having a specific academic 

qualification and more about how well one can apply knowledge and experience. 

 

 

Figure 6. Demographic Overview – Age, Education, and Experience of Participants 

 

4.2 Strategies Used by Participants 
Question 15 of the survey asked participants to "rank the following sales methods based on 

how frequently you use them when engaging with a client." The goal was to understand 

which approaches these professionals consider most effective in their work and whether 

those preferences align with the cultural and professional themes discussed in Chapter 2. 

The results are summarized in Figure 7, which presents the responses to survey Question 

15, assigning scores from 4 (most preferred) to 1 (least preferred). Relationship-building 

received the highest total score of 36 points, followed by consultative selling with 31 

points. The other two strategies—focused on value for money and product superiority—

were clearly less favored, receiving 17 and 15 points, respectively. The question did not 

elaborate further on the selections, as the participants were already experienced with 

different sales methods. 

The preference for relationship-building and consultative selling suggests that participants 

prioritize long-term partnerships and tailored solutions over short-term sales tactics. These 

choices reflect what participants find effective based on their experience in the Finnish 

financial sector. The emphasis on human interaction, active listening, and tailored advice 

appears to reflect the kinds of situations and clients these professionals are familiar with. 



17 

 

This finding supports the ideas in Chapter 2.7, where Finnish culture is described as 

valuing trust and honesty. Salespeople working in this environment may benefit more from 

methods that focus on building understanding and rapport, rather than highlighting product 

features or competing purely on price. The results suggest that even when other strategies 

are available, participants continue to rely on approaches that help establish credibility and 

maintain long-term business relationships. 

 

Figure 7. Sales Strategy Preference – Reverse Point System 

 

4.3 Researching Client Persons and Companies 
One of the key areas explored in the survey was how much time sales professionals 

dedicate to preparation before client meetings. In question 7, the most common response 

was that participants typically spend 1–3 hours researching prior to a meeting. This 

highlights the importance placed on being well-prepared. Question 8 further supports this 

finding, as most of the respondents rated background research as highly important. 

Additionally, Figure 8 shows that those with more experience tend to value this 

preparatory phase even more, emphasizing its role in successful B2B sales. 

Participants use a variety of tools for their research. LinkedIn and Google were the most 

common for researching individual clients. CRM systems and financial reports were 

frequently used to learn more about companies. Some participants also relied on 

discussions with colleagues who had previous experience with the client. One respondent 

mentioned the use of AI tools for research, although this was rare. 
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These findings support the themes presented in Chapter 2.6, where the role of technology 

in modern B2B sales was discussed. While tools such as AI are becoming more common, 

experienced salespeople still rely heavily on more familiar sources of information. This 

highlights the importance of preparation, not only as a practical step but also as a reflection 

of professionalism. 

 

 

Figure 8. Experience and the Importance of Researching the Client Person 

 

Figure 9. Grouped Methods Used to Research Client Companies 
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4.4 Observing Client Behavior During Meetings 
In addition to preparation, respondents emphasized the importance of observing client 

behaviour during meetings. They reported paying close attention to both verbal and non-

verbal cues as ways to assess how engaged or receptive the client was. The most important 

non-verbal signals mentioned included body language, facial expressions, and posture. For 

verbal cues, participants mentioned tone of voice and the types of answers given. 

Sometimes the client may try to avoid certain questions by being vague, while other times 

they are direct and state clearly what they want. 

 

Figure 10. Observed Verbal and Non-Verbal Cues in Sales Meetings 
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Figure 11. Average Importance Score of Verbal and Non-Verbal Cues (scale -2 to 2) 

When asked to rate the importance of these cues, non-verbal communication received an 

average score of 1.6, while verbal communication scored 1.45. Both were considered 

highly important, but the slightly higher score for non-verbal cues suggests that body 

language and other visual indicators often provide more reliable insights. 

This aligns with the cultural characteristics presented in Chapter 2.7. In Finnish 

communication, truthfulness and directness are valued, and people generally say what they 

mean. Because of this, it may be less necessary to analyze verbal comments for hidden 

meaning. Instead, professionals tend to focus on subtle non-verbal cues, such as posture 

and expressions, to understand the client’s state of mind. 

The ability to notice and respond to these signals can be one of the main differences 

between experienced salespeople and those with less practice. It reflects the art side of 

selling, where reading the situation and adjusting one's approach matters greatly (Brown, 

1996). In contrast, research and the use of digital tools represent the science—offering 

structure and preparation to support those human interactions. 
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5. Discussion  
In this chapter, I reflect on the key findings presented earlier and connect them to the 

theoretical framework discussed in Chapter 2. The goal is to examine how well the theories 

align with real-world experiences shared by sales professionals, and to highlight any 

unique patterns or insights that emerged from the data. This comparison helps provide a 

deeper understanding of how B2B sales work in practice—particularly in the Finnish 

financial sector. 

5.1 Why Consultative and Relationship-Building Strategies Are Favored  

The two most preferred strategies — consultative selling and relationship-building — 

stood out in the survey. These methods are not just supported by theory but are also often 

seen in everyday life within the Finnish cultural context. Participants favored these 

approaches because they allow space for conversation to happen without being too focused 

on business. For example, sales professionals may meet their clients while playing golf or 

going out to eat simply to get to know the other person better. The conversation can be 

completely outside of direct business matters, allowing both participants to talk about their 

lives and share emotional context. To understand the other person and build trust, non-

work-focused conversations are often needed. (Frei and Morriss, 2020). 

Rackham’s SPIN model (1988) promotes uncovering needs through strategic questioning, 

which mirrors the consultative method. (Efti, 2021) similarly suggests that sales success 

often comes down to asking good questions, listening well, and adjusting to the client’s 

situation. These ideas were reflected in the way participants ranked consultative selling just 

behind relationship-building. 

Motwani (2023) notes that while sales may be supported by digital tools and analytics, 

decision-making is still human—and that was clearly echoed by participants who 

emphasized building long-term connections. Miettinen & Torkki (2019) add to this view, 

explaining how trust and clear communication are especially valued in Finnish culture. All 

of this helps explain why more aggressive or price-driven strategies were ranked lower in 

the survey: they do not align with the values or expectations of the typical Finnish client. 

5.2 Preparation and the Role of Marketing in Supporting Sales 

Preparation was universally valued by participants, with every respondent indicating that 

they research both the individual and the company before making contact. While this might 
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sound like standard practice, the consistency of this habit—and its connection to positive 

outcomes—makes it significant. 

Interestingly, while recent literature emphasizes the role of emerging tools such as AI, the 

survey results revealed that artificial intelligence was only mentioned by one respondent. 

Most participants continue to rely on more traditional sources like LinkedIn, Google, and 

CRM systems, alongside insights gained from personal networks and colleagues. These 

tools are familiar and trusted—often reflecting the preferences of professionals who have 

built their careers using them. This reliance suggests that although digital transformation is 

underway, the adoption of newer technologies like AI remains limited among seasoned 

professionals, who prioritize tools that match their experience and work habits. 

This preparation is often supported by effective marketing. As noted in Chapter 2.4, 

marketing plays a role in shaping brand perception, identifying target audiences, and 

collecting behavioral insights—helping salespeople begin client interactions with a more 

informed starting point. Tools such as CRM data, lead scoring, and pre-engagement 

content give additional context that supports more relevant communication. Sales 

professionals use this material to better understand client expectations and preferences, 

which helps them approach prospects more confidently and with tailored communication 

from the start. 

As discussed in Chapter 2.6, (McKinsey, 2022) found that the best-performing B2B teams 

use data and behavioral analytics to tailor their approach. Similarly, Yee, Deveau and Reis 

(2024) argue that generative AI can dramatically improve efficiency in lead generation and 

personalization. Yet, in this study, it was the combination of traditional tools — like 

LinkedIn, Google, CRM systems, and peer feedback — that dominated. This suggests that 

while digital transformation is happening, professionals with long experience still lean on 

tools they know well. 

The importance of preparation also ties into Finnish cultural expectations. As discussed in 

Chapter 2.7, being well-prepared is a sign of professionalism and credibility. It allows 

sellers to skip generic questions and instead address the real problems of the buyer by 

asking relevant, tailored questions. 
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5.3 Cultural Fit and Trust-Building 

During the meetings themselves, respondents emphasized the importance of observing 

both verbal and non-verbal cues. These cues included paying close attention to body 

language, tone of voice, and facial expressions to assess the client’s engagement or 

reactions. These findings align with Chapter 2.8, where trust was explained as a key part of 

B2B relationships. According to Frei and Morriss (2020), trust is built through a 

combination of logic, authenticity, and empathy — qualities that can be reinforced in real 

time through careful listening and observation. 

In Finnish culture, where communication is typically clear and direct, the need to read 

between the lines is less than in other business cultures, such as in other Western countries. 

Instead, Finnish sales professionals focus more on the client’s tone or posture to better 

understand the client's thinking process (Lewis, 2005). 

This approach reflects on Brown’s (1996) idea that selling is both a science and an art. 

Preparation and strategy are important, but the ability to read a room and adjust in the 

moment is just as critical. The professionals in this study are skilled at maintaining that 

balance. They use their experience to ask the clients right questions and change the 

direction of conversation to their advantage.  

While the cultural characteristics of Finnish business reduce the need to second-guess 

verbal communication, they increase the importance of reading non-verbal signals. The 

survey confirmed this by showing that non-verbal cues were rated slightly more important 

than verbal ones. This insight underlines the point that building trust is not a one-time 

action—it continues throughout the meeting, guided by careful attention and cultural 

understanding. 

 

6. Conclusions and Limitations 
The aim of this study was to identify the key factors that make top-performing B2B 

financial sales professionals successful in Finland and to explore the strategies and 

techniques they use. This was done by analyzing both the survey responses from 

experienced professionals and findings from previous academic research. 
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6.1 Conclusions 

For the results of this thesis, several key themes emerged from both the theoretical 

framework and the survey. First, preparation stood out as a crucial part of successful sales 

work. Every participant stressed the importance of researching both the individual client 

and their company before making first contact. This insight-driven approach aligns with 

the modern sales tactics discussed by Jobber and Hanan in Chapter 2. Both Jobber's and 

Hanan's sales tactics were identified as highly effective in the Finnish market, as they align 

well with Finnish business culture, where modest and clear communication are highly 

valued (Lewis, 2005). 

Another major theme was building interpersonal connections with clients and fostering 

long-term relationships based on trust. Survey respondents favored sales strategies focused 

on creating lasting client relationships and highlighted the importance of interpersonal 

skills. In open-ended responses, several participants also reflected on how essential active 

listening is when working with clients. These interpersonal skills are deeply tied to the 

concept of trust. They reflect Frei and Morriss’s (2020) model of trust, which is built on 

logic, authenticity, and empathy. Trust-building was emphasized as a critical element of 

successful sales work, as it enables deeper client relationships and supports more effective 

communication over the long term. 

Even though AI and automation are often discussed as transformative technologies for 

B2B sales (Yee et al.,2024) and (McKinsey, 2022), their actual use among participants 

appeared very limited, with AI being mentioned only once. This suggests that for 

experienced sales professionals, new technologies are not yet seen as critical. Many prefer 

to rely on the expertise they have built over the years and the familiar tools they have used 

for decades. Instead of newer technologies, respondents mainly relied on platforms like 

LinkedIn, CRM systems, Google, and their personal networks. 

While marketing was not the main focus of this study, its supporting role was clearly 

recognized. With the marketing team laying the groundwork for the company, it provides 

the sales team with more opportunities when trying to land a sale with a client. 

Additionally, marketing efforts help generate leads for sales teams to follow up on, making 

the overall sales process more effective. 
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6.2 Limitations 

As with any research, there are some limitations to consider. The sample size for the 

survey was small, with only ten participants out of twenty messages sent. While the survey 

provided valuable insights into the financial industry, it also means that the findings from 

this thesis cannot be generalized to other fields or cultural contexts, as all respondents 

came from a financial background and all held Finnish nationality. Additionally, the survey 

may be considered somewhat flawed, as there were no negative responses recorded. This 

could suggest that the survey questions were biased toward positive answers. Furthermore, 

the lack of qualitative data means that some nuanced perspectives that participants might 

have otherwise shared could have gone unnoticed, thereby limiting the depth of this thesis. 

6.3 Future Research 

Future research could build on the findings of this thesis in multiple ways. A larger sample 

size could offer broader insights and provide more detailed numerical information, such as 

comparative figures. In addition to survey data, qualitative interviews could help uncover 

additional strategies and techniques that a survey alone could not reveal. 

It would also be valuable to conduct a longitudinal study to track how sales strategies 

evolve over time and whether the strategies used today remain relevant. Longitudinal study 

would be particularly insightful as new digital tools and AI become more common every 

day. This would provide insights into how experienced professionals adapt to new tools 

and changes. 

Finally, future research could explore how B2B sales strategies vary between cultures. For 

example, a relationship-focused and consultative selling approach works well in Finland, 

whereas a different approach could be more effective in Russia. Further research could also 

examine how professional salespeople can transition their selling style from one culture to 

another. Understanding these cultural aspects could provide valuable guidance for sales 

professionals working in international business. 
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8. Appendix  

 

8.1 Survey Questions 

 

Question Number  

1 Age Group: 20-29, 30-39, 40-49, 50-59, 60+ 

2 Highest level of education :  

Less than a bachelor's degree 

Bachelor's degree 

Master's degree 

Doctorate 

3 What is your industry or field of work:  

Financing  

Insurance 

Consulting 

Something else 

4 Experience in financial field or in sales:  

0-4 years 

5-9 years 

10-14 years 

15-19 years 

20+ years 

5 What is the typical size of the client companies you 

deal with? (Number of employees): 

 10-99 

100-499 

500-999 

1000-2999 

3000+ 

6 What is the median price of the product or service you 

typically sell to another company? 

5000€- 49 999€ 



 

  

50 000€- 199 999€ 

200 000€- 499 999€ 

500 000€- 1 000 000€ 

1 000 000€ + 

 

7 How much time do you usually spend on research 

before approaching a targeted company for potential 

customer? 

Less than 1 hour 

1-3 hours 

Half a day 

Full day 

8 How important do you consider researching the person 

you will be meeting with before engaging in a sales 

meeting? 

Extremely important 

Somewhat important 

Neutral 

Somewhat not important 

Extremely not important 

 

9 What methods do you use to research potential client 

companies before a sales meeting? 

10 What methods do you use to research potential client 

persons before a sales meeting?  

11 In your opinion, how important is it to interpret the 

other person’s verbal cues during a meeting?  

Extremely important 

Somewhat important 

Neutral 

Somewhat not important 

Extremely not important 



 

  

12 In your opinion, how important is it to interpret the 

other person’s non verbal cues during a meeting?  

Extremely important 

Somewhat important 

Neutral 

Somewhat not important 

Extremely not important 

13 What non verbal and 

verbal cues do you pay attention to during a meeting 

and why? 

14 What communication channels do you primarily use to 

follow up after a meeting. (Multiple can be chosen)  

Email 

Phone 

Text / Whatsapp 

Zoom / Teams 

Letter 

No Follow up 

Something else 

15 Rank the following sales methods based on how 

frequently you use them when engaging with a client. 

 

Consultative Selling 

Relationship Building 

Positioning Your Product as the Highest quality  

Emphasizing Best Value for Money 

16 Besides the sales methods mentioned earlier, are there 

any other methods you use and why? 

17 Thank you for your time. In this section, please feel 

free to share any additional thoughts on topics I may 

have missed that should be considered for my 



 

  

bachelor’s thesis. Feedback and suggestions are also 

welcome. 

 


