
  

  

3 Small and Research-Backed Steps that  

Stop your Prospect from Procrastinating to Do 
Business with You  

 

Procrastionation plagues us all. We always think there will be more time tomorrow 
and research shows that’s just not true.  

No, you won’t do better work by waiting. And neither does your prospect.   

That’s why it’s important to help your prospect a little bit by ethically influencing 
them to do business with you.  

Here are 3 small steps, backed by science.  

1.  

Frame Your Message the Right Way  

Successful framing of your message depends on your prospect’s perceptions of the 
relevant social norms.   

Why?  

According to psychologist Hart Blanton people are motivated to conform to social 
norms.   

It turns out that the more common the audience perceive some kind of social norm 

(such as “only wealthy people hire a financial planner”), the more they are 

influenced by a story that negatively depicts those who do not believe in the real 

value of financial planning.   



Now, most financial planners know that many people don’t understand the value of 

our beautiful profession.  

So, the social norm is uncommon. Or in other words: in your prospect’s world most 

people don’t hire a financial planner (because only the affluent do), thus they have a 

negative perception.   

  

This means that when we frame our story to accentuate the positive effects of the 

non-wealthy using financial planning, the story has a more powerful effect on your 

prospect.  

  

Here’s another example.  

  

Let’s say that one of your target audience’s secret objections is that people don’t 

trust financial planners. So, in this case the social norm here is uncommon. Or in 

other words: in todays world most people don’t trust financial planners, which is a 

negative perception.  

This means that your story is far more effective if you frame it in a 

positive way.  

  

Something like: “People who hire me feel more confident about their own future” 

instead of “If you don’t hire me, you won’t feel secure about your own future.”  

  

2.  

Use the Power of Commitment and Consistency  

Ever had no shows? Or prospects who procrastinated to make the appointment?  

Then try this:  

You see, there are small, costless ways in approach that can lead to some pretty 

dramatic improvements.   



One of the fundamental principles of social influence involves the relationship 

between commitment and consistency. This principle describes a deeply held 

motivation that most of us have to behave consistently with the previous 

commitments we have made, especially those commitments that are active, require 

effort on our part, and that are made public to others.  

Want an example?  

Researchers asked healthcare receptionists to ask patients to write down the time 

and date of the next appointment on the card themselves. When they tested this 

approach over a four-month period, they measured a significant, 18 percent 

reduction in no-shows.   

But what about financial planners? I mean, it’s not always realistic to expect a 

prospect to make active and written commitments.  

It’s better to write up all the actions and then circulate them yourself, ensuring that 

you make a small but critical addition to the top of your email.  Asking prospects to 

signal by way of a simple “yes” response that the notes you have sent are an 

accurate reflection of their understanding of next steps works like a charm.  

3.  

Show your Appreciation  

Behavioral scientists Adam Grant and Francesca Gino thought that one way that the 

receiver of a good deed could increase his or her influence would be to explicitly 

convey gratitude toward the person or group who performed that initial favor.  



In one experiment by behavioral scientists Adam Grant and Francesca Gino, 

participants were contacted via email and asked to spend time reviewing and then 

giving feedback to someone about a cover letter they had written for a job 

application. After sending in their feedback and comments, the participants 

received a second request from the cover letter author to read another cover letter.  

However, this email took one of two different forms. In the control condition, the 

person who received the feedback simply sent back a note of acknowledgement as 

well as the new request. In the gratitude condition, however, the cover letter author 

sent back the exact same email, except in this one expressed a great deal of 

appreciation.  (“Thank you so much! I am really grateful.”)  

So what was the effect of the small addition of these eight words?  

The researchers found that this explicit display of appreciation more than doubled 

the compliance rates for the new request.  

So, I guess this doesn’t need any explanation. Because adding the words “Thank 

you” in any conversation might double your chances to conquer your prospect’s 

hearts.  

Thank you for reading this free pdf ;-)  
  

Let’s make financial planning matter,  

Ronald Sier     


