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1 INTRODUCTION

To close a deal with a prospective client, two meetings are often required. 
A good rhetorical statement to make during an initial meeting, to facilitate 
a subsequent one is;

“I guess the best thing to do would be to create a draft proposal and have 
another meeting to go through it with you, is that fair enough?” 

The answer is always yes, allowing you to legitimately suggest a date to 
meet again.

2 ANSWERING QUESTIONS

Answering questions prematurely can produce disastrous results. It is 
imperative to establish the detail behind the question first, or you may 
put the wrong spin on the advantages of a service.

For example at a meeting recently a prospective client said;

“I’d like you to tell me about the disadvantages of LLP status.” 

Instead of closing the exchange by either telling them straight away or 
saying “there aren’t any”, a suggestion would be to find out more before 
answering i.e.

“That’s an excellent idea, after all this is a big step and you need to be 
fully aware of all the pros and cons before you decide, don’t you?  To 
make sure we don’t jump to any wrong conclusions, it would make sense 
for me to find out a bit more about your situation first...”
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3 FLAGS

When asking questions that require more detailed answers, you can use 
Flags to assist you. These are short phrases at the beginning of questions 
that guide prospects towards giving a full answer.

Examples are;

• “I was hoping you could tell me...” 

• “could you give me the full picture of...” 

• “I really need to understand”. 

Using Flags is a directive that people follow, making them much more 
inclined to open up.

4 REFLECTIVE QUESTIONS

Reflective Questions can be very powerful. When you hear something
interesting during a conversation, instead of jumping in and asking the 
prospect to elaborate, make a note to come back to it and let them 
continue. 

Later you can pick it up and say;

“earlier you mentioned that some clients were getting lazy with payments, 
I was wondering if you could expand on this and tell me what you have 
done about it?”

Reflecting on something mentioned earlier during an exchange has a 
profound effect on your audience; it indicates that you are listening, that 
you are interested, and savvy enough to pick up on an important point. 
It is also a very useful tool for getting procrastinators to focus.

5 OPEN QUESTIONS

Open Questions lead to open answers, which is vital in keeping a prospect
engaged.

In conversation use Why? What? and How?, early on in a question i.e.

• “I was hoping you could tell me why...”

•  “I was hoping you could tell me how...” 

• “What do you think about the changes in the SORP and how will it 
affect your role?”

This type of interaction reduces the chance of someone responding with 
either yes or no.
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6 CATALYST QUESTIONS

Catalyst Questions do as the name suggests; the key is asking two questions
in one, incorporating Flags and Open Questions. For example,

“I was hoping you could tell me about the changes you have experienced 
in the industry and what effects these are having on your business”. 

The point about these dialogue provoking questions is their complexity; 
encouraging prospects to think before responding will result in a much 
more productive meeting.

7 CLOSING QUESTIONS

Many professionals shy away from closing deals, often because they are
not comfortable with asking. In my experience, learning choice phrases 
can be very helpful i.e. 

“Can you think of any reason why you wouldn’t want to join our practice?”  

“Are you happy with all this?”

“If our fee was the same as you are currently paying would you be happy
to use us?”

The answers to which are often yes. However, not everyone finds
it easy to ask Closing Questions, some find them too pushy. A classic 
example of this was when I was out with a Lawyer recently, the meeting 
had reached the point where the question had to be asked and he came 
out with;

“I don’t suppose you want to go ahead with this then?”

At least he tried. The suggestion is to write down a few closing scenarios
that feel natural and learn them.

“Is that okay?”.
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8 OBJECTION HANDLING

Objections can sometimes lead a discussion away from focus, and dealing 
with them appropriately is essential. Examples are;

“You’re too expensive” 

“I want to think about it” or 

“I’d rather deal with a smaller practice”
 
“I can’t stand Lawyers”.

To the uninitiated these may seem like stumbling blocks or even deal 
breakers, however there are ways around them all. The basic premise
is encouraging the prospect to open up and tell you why they feel this 
way.

There is a wonderful three part sequence you can use for this ;

Pause, Agree and Question Back. 

1) Pause (stay silent and do not interrupt),
2) Position yourself alongside them by agreeing, 
3) Question back or ask them what they mean. For example, your   
     prospective client could even say;

“I can’t stand lawyers, get out!” (you pause), (Agree)

Then you can say

“I know what you mean, I work with a lot of them and some can be a bit 
odd” (Question Back) “You must have had a dreadful experience at some 
point, what happened?”.

Not all objections need to be handled in a complicated way. For example; 

“My current lawyer is a personal friend”,

I heard a partner respond with great effect

“and as a good friend he’ll want what’s best for you, won’t he?” YES!

“And if he’s a true friend he’ll remain a friend whether he’s your lawyer 
or not, is that fair enough?”

Quite a tough stance but in this instance it worked.
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11 TELEMARKETING

Telemarketing has become a favoured business development tool for 
professional services firms. The way to make it work is to;

• Define your target market

• Buy quality data on your target companies

• Use telemarketing experts to arrange the appointments with decision 
makers, and then use your business development skills to turn 
prospects into clients

10 TRUST

Tom Sant, a superb proposals writing expert, devised an excellent model 
for Trust:

Rapport - Getting on with people, speaking their language, experiencing
their feelings, showing you are on the same level.

Credibility - Asking credible questions, proving knowledge, white papers,
articles, people you know.

Risk reducers - Reducing the perception of risk; guarantees, success based 
fees, peer group referees plus the above credibility raisers.

TRUST =

9 CREATING RAPPORT

All the esteemed gurus in business development would have us believe 
that the only way to create rapport is on a personal basis, through shared 
interest in hobbies, kids, asking about their weekend (and so on), and we 
are told this must be created early on in the relationship.

Personal rapport has its place, however it is very rarely at the beginning 
of a meeting, especially a new business meeting with an unknown business
prospect. 

In my experience the most effective way to go forward with someone is 
to get straight down to business rapport, demonstrating your decisiveness 
and interest in their business / industry.

The time for the personal rapport is before you leave, giving them a sense 
that you are not there just to take their money. “Show me around”
must be one of the best ways to create business rapport.

RAPPORT X CREDIBILITY

RISK
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12 THE WIDER PICTURE

Often at new business meetings, the wider business picture gets forgotten.
It is a good idea to create trust and empathy by showing an understanding
of a prospect’s industry.

An effective way of doing this is by saying;

“Before we go into this I would love to know a bit about your business / 
situation / department, what it does and how the current economy is 
affecting you?”

Then show real interest by interjecting with relevant questions based on 
their sector. The distinct benefit of this is that you differentiate yourself 
from other advisors; rather than offering a ‘one size fits all’ attitude, you 
are demonstrating that you understand the specific ramifications of the 
decisions they undertake for their sector.
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SECTION B:
PROSPECTIVE CLIENT
MANAGEMENT 
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13 SYSTEMS/ACCOUNTABILITY

Firms with systems to ensure accountability and the sharing of best
practices are a step ahead.

A simple way to implement this is to encourage your business developers 
to meet each fortnight to discuss each deal or lead they are tracking. They 
should discuss how they intend to win the work, the decision making 
process and their next actions.

This ensures the partners and seniors are up to date and learning from 
their peer group.

14 LEVERAGE YOUR TEAM

One of our clients cleverly uses four of her seniors to spot and open up
opportunities, they go to about three ‘new business’ meetings with cold
prospects every month. Our client debriefs them after each meeting,
then carefully selects the most valued opportunities to try and win. This 
is both incredibly good use of her time and great training in ‘bread winning’ 
for the seniors.

Cynics may think it selfish on her part, but the truth is her team really 
benefit, seeing their portfolios and income grow.
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15 ALIENATING HOT PROSPECTS

One way to lose a prospective deal or alienate ‘Hot Prospects’ is to put 
them onto the general mailing list. Put yourself in their shoes, this could 
be someone you know fairly well, first name terms; you might have recently 
had lunch. 

Then the general mailing or emailing arrives...

If you must put Hot Prospects on a mailing database then group them 
and either send bespoke mailings or at the very least ensure first names 
are used without the salutation.
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16 DECISION MAKERS

DMU stands for decision making unit, DMP for the decision making process. 

It is our aim in business development to get as close as possible to the 
DMU. 

A simple technique for training those new to sales is to go through the 
following routine with them;

• “If you wanted to buy a new set of golf tees for £1.50 would you 
have to check that investment with your wife / husband / partner? 
NO”. 

• “If you wanted to buy a new set of golf balls for £20 would you have 
to check that investment with your wife / husband / partner?” NO. 

• “If you wanted to buy a new set of gold plated clubs, signed by Monty, 
for £20,000 would you have to check the investment with your wife 
/ husband / partner?”

Big smiles and a bit of a joke and the answer is YES. 

You then go through the decision making process with them. The DMU 
for the Tees is you, for the golf balls it’s you but for the clubs it’s you and
your wife / husband / partner. 

The above routine proves the DMU exists; you now have to convince them 
that they need to get in front of the DMU. The next tip might help.

17 PROPOSALS

People are more likely to buy from you if you go back to see them with 
your proposal rather than posting it;

• It shows interest and gives you an opportunity to build on the 
relationship

• It presents the chance to answer any objections and to further shape 
the proposal, to understand their needs further, and to see how your 
proposal compares to the competition

• Most importantly it can lead to meeting the main or other decision 
makers. You are far more likely to win the business if you meet the 
DMU rather than just a ‘decision influencer’.
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18 GIVE YOUR PROPOSALS A GREAT NAME

Calling it A PROPOSAL means it will get treated like everyone else’s. Give 
it a title which describes what it is;

A Strategy to Reduce the Costs of Employment Law and Improve
Employee Performance.

This is far better than ‘Employment Law Proposal’.
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SECTION C:
PROSPECTING FOR CLIENTS 
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19 REFERRALS

Asking your clients for referrals is a given, how you do it is down to your
imagination.

• One trick is putting two business cards into each mailing that goes 
out, with a message such as; I have enclosed two business cards just 
in case there is someone you would like to recommend us to!

• Ask your clients for introductions (over the phone and when you meet) 
to people that might be interested in your services. Surveys have found 
that 97% of people are happy to recommend their professional service 
suppliers but only 2% have been asked!

• When they are attending your seminar, tell them there’s a bottle of 
champagne for bringing a suitable business contact.

• Look up their name on a companies database (such as FAME or ONE 
SOURCE) and find out if they are directors of any other businesses, 
then call for an introduction.

21 DATA

Business to Business data for marketing purposes is notoriously poor. The
general trend is that cheaper data leads to a more expensive campaign
in the long run. Please note that the data you buy will be used for mailings, 
phone calls, to make decisions on targeting, and more. For example, you 
could spend £250 for data on 1000 companies, and then prepare a
fantastic mailing based on an exceptional idea. If you then got very poor 
returns you might blame the mailing and the idea rather than the data. 

This same campaign might have been a real flyer if you had used good 
data. Many practices now phone all the companies on a database first to 
ensure the names, addresses, position and salutation are correct before 
the campaign begins.

20 CROSS SELLING

Cross selling (or ‘cross serving’) is proving to be quite a difficulty. One
issue is over cautious partners who are not fully versed in the process. A 
possible solution is to either make the partner head of a sector and 
remunerate them on the total fees sold, or make them part of a sector-
specific team so that they experience the cross selling environment first-
hand.
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23  INTRODUCTORY CALL

If you are making introductory calls to prospective clients, never open 
with scripted conversations or by saying how are you today? Our advice 
is to be as forceful but humble as possible. We prefer lines like;

“We haven’t met, I hope you don’t mind me calling, my name’s... and I 
wanted to talk to you about...”

The truth is always a good start, and prospects appreciate a level of honesty.

24  SPECIALIST SECTOR

The majority of our clients use sector specialism as a marketing tool. 
Promoting a specialism in insurance, professional practices, motor trade,
pharmaceuticals etc., works for various reasons.

Focused marketing material has resonance and an improved return over 
general marketing approaches. Further still, specialists get to know the 
market, the events, the fundamental advantages and disadvantages in 
the market and are consequently more likely to close the business on the 
leads generated..

22 MEMBERSHIP ORGANISATIONS

Membership organisations can be a goldmine for new leads. For example 
the Association of Pension Lawyers could be a perfect place for a Barrister 
to present to, circulate and write articles for. I often meet off-shore Tax 
Barristers, looking for leads, at gatherings of accountants.
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25 YOUTH

Encourage the youth in your practice to hunt for new business. The twenty
something’s have boundless energy and massive capacity for networking. 

Hand them the cards, expenses and training to understand how to find 
leads. If they are logged and monitored diligently, they will be accustomed 
to a marketing discipline early on; encouraging awareness of sales
and business development as a process and not an event.

BONUS TIP

Your first section in a proposal should be an Executive Summary.

This outlines your prospect’s circumstances, followed by their desired 
outcomes and then briefly describes your solution with the likely benefits. 
Many Executive Summaries even give a brief account of the full value
proposition, fees and savings.

The last thing your proposal should start with is a disposition on how 
fabulous your practice is.

Imagine you have two options with your proposal;

1. You email and post a copy to the prospective client and then
call the prospect a week or two later to hear what their
decision is.

2. You email and post a copy of the proposal and meet the
prospect again to chat it through. Which option is more likely
to move the sale / business opportunity forward?

I hope your answer is 2. 

If it was, you are correct. This is a simple lesson to prove that you should
take ALL steps to meet people to discuss your proposals. The alternative 
is to leave the field open to your competitors.
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01392 247200 peter@chartdev.co.uk
8 Kew Court, Pynes Hill,
Rydon Lane,
Exeter EX2 5AZ

If you would like to know more about how Chartered Developments could help your business then please contact  
Peter Rosenwald  today.

Chartered Developments are 
recognised as the business 
development via lead generation 
authority among the professional 
services within the UK. With a 
reputation of being highly 
c o n s u l t a ti v e ,  C h a r t e r e d 
Developments deliver high quality 
and timely qualified leads. 

The majority of lead generation 
activities take place on the ‘phone 
and are followed up by email, 
building relationships and booking 
appointments on behalf of clients.

Chartered Developments also 
support their clients’ business 
development objectives by:

• Managing the firms’ social            
   media networking (for example,  
   LinkedIn),
• Nurturing relationships
• Providing sales training to help  
   close business from the leads  
   generated

With an enviable portfolio of clients 
ranging from accountants, law firms, 
insolvency practitioners, actuaries, 
pensions consultants, banks and 
global business consultancies, 
Chartered Developments are trusted 
by firms large and small to provide 
superior leads and professional, 
peer-to-peer introductions.

By continuing to focus on core 
activities and only hiring experts, 
Chartered Developments are often 
seen as outsourced marketing and 
business development departments 
of firms; a position that the company 
feels honoured to hold.

To learn more about us and our 
services please visit 
www.Chartdev.co.uk

ABOUT CHARTERED DEVELOPMENTS

Chartered Developments are 
recognised as the business 

development via lead generation 
authority among the professional 

services within the UK




