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P  R  O  M  I  S  E
Seven Top Reasons to be in the 

Financial Services Industry

Population
The U.S. population is living longer and growing at the rate of 2.5 million per 
year.

Retention
The industry values retention and provides supportive tools and systems.

Opportunity
The opportunity to accumulate wealth and help others is abundant.

Mentoring
Our industry is built on mentoring and helping each other succeed.

Insurance
The “I” word is back in vogue and more important than ever.

Stability
Financial services products are needed during all economic times.

Entrepreneurship
The entrepreneurial spirit and freedom to be your own boss is alive and well.

Getting Started with 
The Practice Manager™ 

for Financial Services Professionals
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Introduction
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GOAL POSTING  (Top)

SCHEDULING  (Middle)

SCOREKEEPING  (Bottom)
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What is Sales Activity Management?

Page 2

Three Principles of Sales Activity Management



Getting Started - Practice Manager Review/Activity



Personal Mission
A Mission Statement is a clear statement that represents your true motivators for taking action.  It goes beyond the superficial to the deep 
seated reasons why you want to become more successful and what will motivate you to do so.  Very often it represents family, feelings and 
legacy.  It inspires passion, and feeds the spirit...not the wallet.  A personal mission statement is usually very personal and stated in a way 
that is non-measurable, non-numerical and inspirational.  It may include phrases like:  To be well thought of and respected; To be 
successful; To have a great image/reputation; To become a leader; To provide a wonderful environment and ideal lifestyle for my family to 
enjoy, To make a difference, To carefully balance the needs of my family and work, etc.  It’s your true reason to get out of bed in the morning.

Figure 1:  Sample Personal Mission

Personal Mission

My personal mission is to truly make a difference in the world and 

to feel personally fulfilled by the work that I do.

Business Vision
A Business Vision Statement is a clear statement of what you want your business to look like in the future, i.e. 1-5 years.  It can be stated 
in terms of size, reputation, prominence and/or production.  Your business vision must be congruent with and help you accomplish your 
personal mission.  Examples: To build a full-services practice with the finest reputation in the city; To qualify for MDRT, Top of the Table, 
and Court of the Table.

Figure 2:  Sample Business Vision

Business Vision

My business vision is to build my practice with integrity to establish my 

reputation in the community.  I will achieve MDRT level production by 

the end of the year.

Step 1 - Complete the Simple Business Plan



Guiding Principles
The emotional rules that govern your personal and business behavior make up your guiding principles and reflect your core values.  
They are the  formal and informal ways that you conduct yourself, and the next step is to make sure that your behavior is consistent 
and congruent with your personal mission and business vision.  Examples: Honesty, integrity, work ethic, kindness, mutual respect, 
punctuality, profitability, etc.

Figure 3:  Sample Guiding Principles

GuidinG PrinciPles

My guiding principles are to conduct myself with honesty and 

integrity so that I will never feel personally compromised.

B. What are my three primary professional goals this year? (Position, Designations/Awards, Skills, MDRT, etc.)

1.  

3.  

2.  

A. Income Goal:

Basic Lifestyle Preferred Lifestyle Dream Lifestyle

$ $ $35,000

Achieve my Dream Lifestyle income goal

Penetrate minimum of 3 target markets

Complete my first CLU course

75,000 100,000

Figure 3:  Sample Income and Professional Goals



Step 2 - Post Your Goals

Step 3 - Keep Score Daily

Products sold (#)
PlansInsurance Securities

Buying
Entities FeesInsurance Securities

r e s u lt s
Production ($)

Weekly
Goals:

Leads/ 
Referrals

P r o s P e c t i n G  a c t i V i t y P r o s P e c t i n G  i n t e r V i e w s  t h i s  w e e k

Phone Email Text
Appts 
Set

oPening interviews Fact 
Finders

New Cases 
Open

closing interviews total interviews

Scheduled Held Scheduled Held Scheduled Held

  3         25        35         20        15          8          7           7          5           7          5          15        12

Prospecting Attempts

Attempts = Letter (P,E,T)
Contacts = Circles
Meetings Set = Check-marks

Note: Your planner contains enough boxes for 40 Attempts per day.

For every attempt you make to a prospect, mark it with a (P = Phone, E = Email, T = Text) to determine 
which type of effort attempted.  If you contact the prospect (or someone who has the ability to set the 
appointment) directly, circle the Letter used.  If you scheduled an appointment with that person, place a 
checkmark through the circled Letter in that box.  If a prospect returns your attempt circle the next open box 
and put a checkmark in that box if an appointment is set.

P r o s P e c t i n G  a t t e M P t s

M

t

w

th

F

s

Leads/ 
Referrals

actual totals:

Tot.
Calls Phone Email Text

Fact 
Finders

ProSPecting activity

Appts
Set

oPening interviewS cloSing interviewS total interviewS

ScheduledScheduledScheduled HeldHeldHeld

New  Cases 
Open

Contact Types:  P = Phone, E = Email, T = Text

17   15     8     25    21   17    2       1        2      1     8      5
P     E     P     T     P     E      T      E     E     P      E     E      T      P     E     P      P     P     T      P    

E     P     T     P     E     T       P      E    P     P      E     P      T      P     E     T      E     E     P     E     40     



P r o s P e c t i n G  a t t e M P t s
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Leads/ 
Referrals

actual totals:

Tot.
Calls Phone Email Text

Fact 
Finders

ProSPecting activity

Appts
Set

oPening interviewS cloSing interviewS total interviewS

ScheduledScheduledScheduled HeldHeldHeld

New  Cases 
Open

Contact Types:  P = Phone, E = Email, T = Text

17   15     8     25    21   17    2       1        2      1     8      5
P     E     P     T     P     E      T      E     E     P      E     E      T      P     E     P      P     P     T      P    

E     P     T     P     E     T       P      E    P     P      E     P      T      P     E     T      E     E     P     E     40     

Step 4 - Weekly Totals

Practice Manager Definition of Terms

P r o d u c t s  s o l d  (#)
Mileage ExpensesSecuritiesInsurance Plans

Buying
Entities

P r o d u c t i o n  ( $ )

SecuritiesInsurance Fees

M

t

w

th

F

s

Prospecting Attempts:  Any attempt made (Phone, Email, Text) to a prospect for the purpose of securing the 
next appointment to advance the sale.  These are usually via phone, but may be in person. (It's important not 
to confuse movement with achievement, but you can't have achievement without it.)

Prospecting Activity:  Actual contacts with people who have the authority to book an appointment through 
Calls, Emails or Text.

Appointments Set:  The number of appointments set or booked as a result of your Prospecting Activities.

PROSPECTING ATTEMPTS/ACTIVITY





Develop a Model Week

7:00

7:30

8:00

8:30

9:00

9:30

10:00

10:30

11:00

11:30

12:00

12:30

1:00

1:30

2:00

2:30

3:00

3:30

4:00

4:30

5:00

5:30

6:00

6:30

7:00

7:30

8:00

8:30

9:00

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY
Exercise

(Recommended)

Exercise
(Recommended)

Exercise
(Recommended)

Personal Time Personal Time
Personal Time

Mail & E-Mail

CLASSROOM
TRAINING:
Fact Finders

Key Money Concerns
Drill for Skill

Getting Referrals
Closing Interviews

Classroom

Training:

Case Analysis

Mail & E-Mail Mail & E-Mail

Case Review with 
Manager

Phone Clinic Kick Off

Review
Marketing Plan

Role Play:
Phone Scripts

Referral Scripts

Phone Clinic and/or 
Prospecting Time

Lunch and Learn

Prospecting/
Marketing

Personal Time

Phone Clinic Kick Off

Personal Time

Team Meeting: 
Weekly

Activity Planning

Appointment

Appointment

Phone Clinic
50-100 Dials

(Record Data in 
SAM Book)

Organizational/

Team Meeting

Personal Time

SUNDAY

Personal Time

Individual 1-on-1’s:
(PEP/GOALS

Activity Review)

Return Calls Return Calls Return CallsReturn Calls

Types of Appointments: Fact Finders, Closing, Strategy, Service, etc.

Appointment

Appointment

Appointment

Appointment

Appointment

Appointment

Appointment Personal Time

Return Calls

Mail & E-Mail

Prospecting/
Marketing

Lunch and Learn Lunch and Learn Lunch and Learn Lunch and Learn

Phone Clinic Kick Off

Prospecting/
Marketing

Prospecting/
Marketing

Role Play:
Phone Scripts

Administrative/
Clean-up Time

Appointment
(Optional)

Prospecting/
Marketing/

 Early Appointments

Prospecting/
Marketing

Prospecting/
Marketing/

 Early Appointments

Prospecting/
Marketing/

 Early Appointments

Administrative/
Clean-up Time

Phone Clinic and/or 
Prospecting Time

Review Referral 
Scripts

Phone Clinic
50-100 Dials

(Record Data in 
SAM Book)

Hand-in Activity Re-
ports/eScoreboard



RECOMMENDATION / REFERRAL TRACKER

1.

2.

3.

4.

Referred By Name of Referral Phone

Contacted
by Referrer

(Y / N)
Letter or

Card Sent
Date

Called

Appt.
Set

(Y / N)

Referrer
Updated

(Y / N)

Business Management 

Needs

Face or
Phone 
Contact

 1

 2

 3

 4

S
ou

rc
e

Age
Marital
Status

Occupation

Total Income
(1000’s)

Depen-
dents?

Birth
Dates
(Y / N)

Life Insurance
Owned?

(Amt / Type)

Easily 
Seen?
(Y / N)

Appt
Date

Follow-up
PlanNAME

QUALIFIED PROSPECT EVALUATOR
Name:

Tr
an

sf
er

re
d 

to
C

as
e 

O
pe

n 
Li

st

Date 
Case

Opened PROSPECT / CLIENT Phone
Forecast

(CCSA / Prem) Comments

€

€

€

CLIENT PENDING / CASE OPEN LIST
Name:

Q
ua

lifi
ed

Pr
os

pe
ct

 #

R
ef

er
re

r

Jt
. P

ar
tn

er

Written Submitted Issued

 1

 2

 3

Closing
Interview

Scheduled
Fact

Finder

i M P o r t a n t  D a t e S

Tr
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d 

to
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1.

2.

3.

BUSINESS RECORD Time Period:

Number
Obtained

CLIENT NAME

Date 
Written

(Mo/Day)

initials

Date

*Product(s) 
Sold GDC

suBMitted Business

Y  /  N

Y / N

Y / N

With 
Check**Trans.

Type Date Amount

Paid Business

Ref
by

Jt.
Ptnr.

CCSA / 
Comm. Premium MDRT

Credit

reFerrals

Posted to 
Tracker

Source

1st Quarter ScoreCard



ScoreKeeping Guidelines



Focus

Plan

Execute

Maintain

© 2006 Sales Activity Management, Inc.
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