IARFC
WHITE PAPER

International Association of Registered Financial Consultants
Financial Planning Building, 2507 N. Verity Parkway , Post Office Box 42506
Middletown, OH 45042-0506 800 532 9060
www.iarfc.org

Table of Contents
From the Beginning ........................................................................................................................ 2
Package to Impress ........................................................................................................................ 2
No Seminar Seminar ...................................................................................................................... 3
Before the First Meeting ................................................................................................................ 3
First Private Meeting...................................................................................................................... 3
Delivering a Documents Archive Case ........................................................................................... 4
Conveying a Process....................................................................................................................... 4
Accumulating Confidence .............................................................................................................. 5
Overcoming Prospect Doubt & Providing Assurance .................................................................... 6
Establishing Plan Value .................................................................................................................. 7
Closing the Engagement ................................................................................................................ 8
Have a Note Taker.......................................................................................................................... 8
Fact Finder ..................................................................................................................................... 9
Final Plan Delivery & Acceptance .................................................................................................. 9
Consultant Cost Analysis ................................................................................................................ 9
Conquering Reluctance ................................................................................................................ 10
Best New Clients .......................................................................................................................... 11
Keeping Good Records ................................................................................................................. 11
The Last Word .............................................................................................................................. 12

IARFC White Paper: How to Close the Client Engagement

1

Closing the Client Engagement
Taking an individual or business prospect on a journey to a client can be a long process or a short one.
Consultants need a blueprint to get them to the ultimate destination ‒ conversion. Blueprints are
varied. Many methods work. Having no method (a vacuum method in itself) results in minimal
accomplishment. Closing that client engagement requires tenacity, branding mixed with ethics, and a
mentality to represent oneself professionally. Presenting these images starts from the beginning ‒
when prospects are first engaged.

From the Beginning
In the opening stages of marketing their financial services, a consultant must be diligent to create a
positive impression at every opportunity. In a situation of a seminar marketing sequence for example,
the prospect must see, feel, hear or read in the invitation, pre-arrival and even in the seminar itself that
the event is top quality. The journey of converting prospects to clients has begun.
The most valuable prospects (generally affluent, higher income or prestigious persons) are inclined to
be the most “picky.” Attention to detail is critical. The cost of the seminar adds up: the mailing house,
supplemental prospect list purchase, meeting room, meals, set-up, projector rental or purchase,
seminar handout package, staff time in preparation and immediate follow-up. The total cost could
easily reach up to $10,000, so it is imperative to maximize the conversion rate.

Package to Impress
Any seminar handout package needs to be impressive.
This may include a high quality folder for the insertion
of individual sheets, certificates, business cards and a
plastic comb-bound collection of pages to be reviewed
during the presentation. Other items may be a map to
the consultant’s office, a company brochure, and an
article reprint. Other handouts could be more tactile
such as an imprinted coffee or juice cup, an imprinted
napkin and a tablet for taking notes. It is “personal” to
include these gestures and costs more, but spending a
couple of additional dollars on each attendee is
peanuts when compared with the ultimate pay-off per
client. Consultants may offer a pen with the firm name, logo, phone number, website and space
permitting, their business motto.
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When each seminar draws to a close, an uncomplicated Evaluation Form is circulated which measures
the most effective part of the event and invites suggestions. Most importantly, it offers an opportunity
for the participant to schedule a private Complimentary Analysis wherein the most pressing items on
their form will be discussed. Words are powerful and need to be scrutinized carefully. “Free” is so
common, but “Complimentary” sounds a bit more “High Class.” Some persons (those with a strong
ego) don’t like to be told they need “Help” so the term “Guidance” is received better. These nuances
do not cost any money to say that and it might nudge a high caliber prospect into the client status. The
best term is “Consultant” not “Agent, Broker, Rep, Advisor or Planner.” If an assistant is involved, they
should be assigned a title, such as “Retirement Service Assistant.”
Some seminar attendees will immediately schedule a private meeting, others will slip out avoiding or
evading everyone including the consultant and their staff member. Generally the largest number will
defer setting that private meeting. The reason is not important. What counts is that communication is
started immediately and effectively with those who do. Those not interested in a private meeting right
away can be put into a timely drip marketing campaign to secure them later. A lot of money and time
is invested in a seminar and consultants need to maximize the results.

No Seminar Seminar
Many financial consultants prefer a small group seminar and the opportunity to convey their primary
message to a modest group. Others are more effective one-on-one. The message, concepts and
materials may be quite similar.

Before the First Meeting
An appointment confirmation letter is sent to each appointment registrant and should include a one
page topical Agenda and a copy of the map to the consultant’s office. If possible, a motto should be
repeated on the map and the agenda. A business motto or slogan that has been well drafted has
powerful impact. Products and services advertised on the internet, radio, TV and print publications
nearly always have a motto. It is usually a different color and type font. Which of the three sample
mottos below has the most impact?

Stress-Free Retirement

STRESS-FREE RETIREMENT

Stress-Free Retirement

First Private Meeting
The consultant should be prepared and on time. Prospects in the waiting area should be welcomed
with some familiarity. The first impression hits the prospect when they enter the presentation room.
What they see sets an attitude or tone. If there is a PowerPoint utilized, a projector and screen or a
very large monitor should be ready and waiting. It is imperative that the consultant is comfortable in
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operating the equipment and not fumbling around. Ideally, the names of the prospects should already
be entered on the display. Consider a leatherette notebook and an imprinted pen for note taking ‒ a
professional touch and convenience.
A few items are already placed in two high quality folders with a business card of the consultant and of
the service assistant. The consultant’s folder has materials for delivery later during the interview. The
prospect folder is not as full. And there is a Sample Plan for brief review. The prospect perceives
everything is prepared and ready. It shows in the details.

Delivering a Documents Archive Case
A Documents Archive Case with the prospect’s name on the front label is another rather subtle tool.
Recognizing their own name, the prospect’s eyes swiftly focus on this case. After the greeting, the
consultant will be explaining their services and their Financial Consulting Process. When the
consultant discusses data collection, it is an appropriate opportunity to introduce a Documents
Archive Case. Inside are all the alphabetized file folders ‒ just waiting to receive client documents.
The placement of prospect names on the label at the front creates an expectation of doing business
together. That’s implied consent! The consultant might say, “When we get back together, you might
want to bring in all your financial documents, including last year’s tax return. Our process to protect
your information is to copy these items and immediately return them to the Document Archive Case.”

Conveying a Process
In the initial private meeting, the consultant should present their qualifications (CV) and a chart of
their Financial Services Process. The CV does not have to be reviewed. It is only there for reference ‒
enough to appreciate the consultant’s qualifications and background. Showing a Process Chart helps
the prospect feel that they know where they want to go, and how they will get there – with
professional guidance of course. It helps a prospect see the complexity and thoroughness of the
services being provided and why a substantial and reasonable fee is charged.
The process chart should be in their folder, along with an agenda for the meeting. The chart is not
discussed in detail. The goal is to pass on the image that it is a proprietary, professional process, and
this will be the guide or blueprint on the path to Stress-Free Retirement. Stick to the motto!
In the opening Informational Interview (or another term is Complimentary Analysis) more
information about the consultant and their firm is revealed. This is the time to gather critical data
about the goals, objectives and finances of the prospect. But the main professional objective is to turn
this prospect into a client. Specific solutions are not dealt with since all the facts necessary to deliver
a plan have not been obtained. More importantly, there has been no contract for services of advice.
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Sample Financial Planning Process Chart detailing a step-by-step blueprint.

Will they ask for information before payment? Possibly. A response should be a generic suggestion,
preceded by a disclaimer, “Of course, specific recommendations depend on many facts and objectives,
but we would consider…”

Accumulating Confidence
Verbal expression is not nearly as powerful as when something physical is involved. A prospect’s body
language is the most accurate gauge of their feelings or attitudes toward a professional’s presentation.
In this transition from prospect into client, any reservations or doubts must be removed. In these post
Bernie Madoff days, one area of doubt is certainly Ethics. A consultant can’t just say, “I’m Ethical!”
That is not especially credible. A Code of Ethics plaque in the lobby or conference room might be good
‒ especially if it is framed nicely to match the décor. But that is just “for show” and there is no personal
relationship. A consultant could reach into their folder containing items to be presented to the
prospect, and withdraw a typed Code of Ethics and slide it over to the prospect. A bit better, but no
showmanship!
Now imagine if the Code of Ethics was withdrawn from a folder with the comment that “We take our
ethical responsibilities very seriously ‒ and so should you. Here is what we believe in…” At that point
the consultant signs the Code of Ethics certificate carefully. Using both hands and leaning forward, it is
presented to the prospect/client. Passing the page with two hands is a small bit of ceremony. It is
saying, this is important!
While it could be on plain white copy paper, it is better to use a parchment page or card stock. The
heavier weight, stiffness and background color carry with them an element of importance. A certificate
should have a colored border. The image reinforces the three words at the top. Its subtle messages
are: organized, professional, personal commitment, experienced, prepared, serious (all of which
strengthen the ability to quote and collect a fee).
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It doesn’t matter whether they read the Code of Ethics. Just having one and physically signing it
achieves the objective. It elevates the consultant’s status and makes them feel more assured.
That certificate takes care of ethics, but what about the confidentially of their data? If a consultant
says to a prospect “You have read about the breeches of security with regard to private information.
We have a non-disclosure policy. None of our client information is conveyed or sold to another firm.
We are very careful about the security of client data, and assure you that none of your private
information is placed on the internet where some hacker can easily find out what you own and owe.”
With that the consultant pulls out another certificate, a Non-Disclosure Commitment, signs it and
presents it to the prospect.
Moving towards announcing the fee, a consultant
could say: “Here is a copy of our Fee Schedule,
and you can see that it is graded based on
financial complexity ‒ assets and income. Persons
with more money have larger problems. The
research and planning complexity is greater, and
the value of our services is increased. You fall into
this $3,000 category.” For a business owner, the
consultant has a fee schedule that details the
different services that are needed when
protecting the business. More complicated in
nature.
This page must be adjusted for what the
consultant wishes to charge. Their firm
identification imprint should be on the bottom.
But since it is a standard for all new clients, it
does not need to be signed ‒ merely handed over.

Overcoming Prospect Doubt and Providing Assurance
In the mind of every prospective client are some elements of doubt:
What will they receive? They will learn that when the Sample Financial Plan is reviewed. The sections
can be briefly discussed showing the pages with colorful charts at the beginning of each section,
followed by clear numerical pages. There is no need to read to them. Adults do not like to be read to.
However, inquiries can be answered. Inquiries lead to acceptance ‒ they are a buying sign.
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Will it be about insurance? A consultant might say, when reviewing the Sample Financial Plan, “Most
of our clients focus on two related objects ‒ increasing their net-after tax income which impacts
retirement, and reducing long term income and estate taxes. Does this apply to you?” Good notes
should be taken. This increases the consultant’s status as a problem solver, not a policy peddler.
What if the prospect does not like the Plan? Maybe it is difficult to follow, or not prepared properly.
They have just committed to spend $3,000. What happens if they are not happy? This is their major
doubt area. They like the consultant and are inclined to trust them ‒ but there is that lingering
thought… “What if I don’t like (or understand) this plan?”
Does the prospect have any recourse if they are not satisfied? Of course if they aren’t pleased they
will never do any more business. Not many consultants have ever been asked for a refund of their
fees. It is not enough for a consultant to just say “We know you’ll be satisfied with our work.” The
consultant should present the prospect with a Financial Plan Assurance (signed in their presence).
When presenting this certificate, it is important that it is signed carefully and slowly, recognizing the
importance of the Financial Plan Assurance. This is the fourth certificate being delivered, and the
prospects are becoming accustomed to a two-handed delivery. They automatically reach out with both
hands to accept it.
Now it is time for the Engagement Agreement. This needs to be signed by both the consultant and the
prospective client, so two copies need to be ready. The fee amounts are inserted from the fee
schedule and are signed, dated and handed to the client. One copy is returned for the consultant’s file.

Establishing Plan Value
Both the consultant and the client know the costs for plan development (the plan fee plus time spent).
But what about the value – the benefits achieved as a result of the consultant’s knowledge and
diligence? This can be summarized and calculated on two or three pages.
The next table is an example of the most uncomplicated item – the client’s projected net worth in ten
years before and after planning:
Before Planning ‒ Net Worth in 10 years

$1,297,643

After planning ‒ Net Worth in 10 years

$1,457,322

Improvement in Your Net Worth

$159,679

Present Value of Improvement (50%)

$79,849
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Tax reduction, improvement if disabled, survivorship income and most important ‒ retirement income
can similarly be valued.

Closing the Engagement
Getting the payment to get started is the next action to complete. Perhaps the clients brought a check,
but most likely not. An invoice including the amount of the fee is handed over asking if they’d prefer
to send a check or pay by credit card.
Businesses and upscale persons expect an Invoice for Services. This can be prepared in advance,
simply by printing a plain paper item – with a blank space to fill in the amount due. And in case they
intend to mail a check, a No. 9 postal reply envelope addressed to your office should be included.
Blank line are needed for entry of their credit card data (name, card number, expiration, and security
code).
What if a consultant does not accept credit or debit card payment? The way of things now is to not
carry a lot of cash or a checkbook. A banker will be happy to assist a consultant in setting up a method
to process credit cards. Receiving prompt payment accelerates the process ‒ to gather the
information, prepare and present the plan, so the second half of the fee can be drawn. To accept
payment by card or bank draft is just good business.
The consultant should set the time now for the data gathering appointment. This means they should
have in their folder, a copy of their appointment schedule. Do not wait ‒ if the clients have come in on
a Tuesday morning, that is probably suitable for them next week, and the next date and time should be
set right then.

Have a Note Taker
A few financial consultants like to fill their client’s Fact Finder out by hand during the interview ‒ but
that is pretty inefficient. It more than doubles the time for this session. To avoid oversights that can
require the consultant to redo a plan, someone else in the data collection session should be assigned
this task.
A consultant might say, at the opening of the data gathering session, “In our client meetings we often
have two persons, one to execute the interview and the other to take detailed interview notes. We will
be sending you a copy of these notes, which will give you the opportunity to add or correct anything.”
Many clients do not like the idea of an audio or video recording. However, some consultants record all
client sessions ‒ as a security measure.
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Fact Finder
Let the client do the work. Offer them the
opportunity to enter all the data
themselves. To maintain their privacy,
they can fill out the Fact Finder at home.
Of course they do not make these entries
perfectly, but it achieves two important
goals: they will appreciate how difficult
and time consuming it is to gather and
enter the information, and they will
appreciate the extent of the consultant’s knowledge and thoroughness.

Final plan delivery & Acceptance
When the plan has been delivered and explained, the client should be asked, “How do you feel about
your Financial Plan?” Naturally they are pleased. This is the time that a Plan Acceptance certificate is
presented and their signature secured. This indicates the conclusion of the Plan Stage. This
Acceptance is an important due diligence tool for the consultant as a professional. It closes the door
on the Plan. The prospects cannot later say, “I didn’t understand...”

Consultant Cost Analysis
This conversion from prospect status to that of client status is critical to a consultant’s well-being and
of course livelihood. Whether prospecting with seminars, radio, TV, social media, targeted mail,
published articles or advertisements, the consultant needs to maximize the conversion ratio.
An expense is incurred by giving each new client a Documents Archive case. However that is not a cost
to the consultant – but to the clients because it is built into the fee structure. If they don’t hire the
consultant, they won’t take the Archive Case.
The same high quality logic applies to the Sample Plan – which should be in a nice 3-ring binder with
colorful divider tabs. If the consultant acquires custom imprinted binders, whose name is most
important ‒ the consultant’s or that of their client? The binder might have imprinted on the spine and
cover: Personal Financial Analysis. Inside the binder, are two plastic sleeves for a consultant business
card and that of the associate (the note-taker).
The cost to embellish initial contacts with prospects/clients is nominal, but critical. There is only one
opportunity to create that conversion of prospect to client, and the success rate must be maximized.
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Conquering Reluctance
There will be many seminar attendees who do not immediately commit to an interview or meeting.
Others will respond to subsequent advertising or marketing ‒ but they just don’t schedule. Are these
worthless? No! They just need to be nudged along, gradually recognizing that the consultant’s
professional guidance is necessary for them to achieve their goals. The method is to be persistent.
This requires Drip Marketing from a CRM Prospect Data Base. The prospect record should indicate
where the prospect came from, what has been sent to them and when they have been called. If they
are absolutely not a prospect, they’ll ask to be taken off the list.
Consultants must create repetitive contacts to maintain “Top of Mind Awareness.” As prospects
receive letters and articles in the consultant’s familiar branding, they start to recognize the colorful
logo and/or motto at the top of the envelope. They see it again on the letterhead inside. And they
see their name on the informational article inside. They know it is computer generated, but if they
really want and need services they will respond emotionally. At this point, they must be contacted by
phone to secure the Complementary Analysis appointment in the consultant’s office.
A typical post seminar 4-month Drip Mail sequence might contain 15 contacts: These are physical
mailings, not emails. Target clients will respond better to “real” mail, appreciating the effort. That
does not mean electronic message should not be sent out also ‒ perhaps commenting on a
newsworthy financial event. But they know that email is just a cheap and lazy way to send something.
Besides then, the burden is placed on the prospect to open, read and maybe click on a file to print the
article.
1

Four letters with relevant articles, one sent each week

2

Phone call from a staff assistant, not a message, just a connection

3

Four more letters with relevant articles, maybe a brochure in one

4

Phone call from a staff assistant, “have you been receiving our mailings?”

5

Four additional letters with relevant articles sent every week

6

Maybe send a physical item (a small book, local article, computer link)

7

Phone call from a staff assistant, not a message. Only a connection counts!
Most consultants like to make this last effort call personally.

Email marketing can be used to help reach the prospects. Keeping consistent logo/branding on the
emails will help reinforce the brand identity that a recipient sees with the hard copy mailings. This will
increase the open rate if they recognize the branding.
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The emails should be time relevant to current news or market. This could be every week or biweekly. There should always be a call to action in an email towards the top so they notice it in a
preview windows before they hit “delete.”

Best New Clients
What are the demographics of those most urgently desired to become your clients? It could be one
or more of the following: age, marital/family status, residence location, club membership,
occupation, net worth, politics, religion, charities, schools.
Certainly consultants can add a few additional criteria. They can pick and choose what is relevant.
Maybe a group to add would be “recent military veterans.” When the demographic list is
determined, the consultant must ask if prospects are more or less likely to respond favorably to all
the suggestions put forth.

Keep Good Records
One does not need to be obsessive, but it is
important to keep tabs on marketing expenses. It
will help to appreciate the value of creating a
positive impression ‒ and after a while, the
consultant can concentrate on more referrals and
pay for fewer seminars or direct mail.
Many consultants quit the Drip Mailing long before
the cumulative effect has been achieved. If only
one new client is retained, the cost is far exceeded
by the benefit (fee plus commissions).
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The Last Word

The Chinese philosopher
Lao Tse said,
“The journey
of a thousand miles
begins with a single step.”

Closing the engagement and converting prospects (those with adequate net worth, age and special
interest) into trusting clients who are enthusiastic for professional, quality service is a professional
process ‒ a series of small steps that will collectively empower and reward the financial professional.
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