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The Prospecting Planner

    AN ONGOING SALES PLANNER
Advisor Business Plan

	Advisor Name:  
	Planning Period:  


	OBJECTIVES FOR THE COMING YEAR - RENEWALS

	New Business Commissions from Last Year
	A =
	$ 

	Total Number of Accounts Sold Last Year
	
	

	Average Account Size Sold Last Year
	
	$ 

	Renewal Commissions Written (not including new business from last year)
	B =
	$ 

	Anticipated Account Retention Rate                                                              C =
	 %
	 

	Anticipated Renewal Commissions [(A + B) x C)]
	D =
	$ 


	OBJECTIVES FOR THE COMING YEAR - NEW BUSINESS

	
	ANNUAL
	PER MONTH

	New Business Revenue Goal                                                                        E =
	$ 
	$ 

	Average Revenue per Account to Reach New Business Goal 
	$ 
	

	Number of New Accounts Written to Hit New Business Goal
	
	

	

	Close Ratio on Quoted Accounts
	%
	

	Number of Quotes (# of New Accounts / Close Ratios on Quoted Accts)
	
	

	

	Percent of Appointments Resulting in Opportunity to Quote
	
	

	Number of Appointments (# of Quotes / % of Appts Resulting in Quote)
	
	

	

	Percent of Attempts Resulting in Apppointment
	%
	

	Number of Attempts (# of Appointments / % of Attempts Result in Appointment)
	
	

	Length of sales cycle (in days) on Quoted Accounts                                   F = 
	
	

	Number of sales cycles in a year (= 365 / F)
	
	

	Robust Pipeline Calculation*  (Amount in Pipeline at all Times)
	$ 
	


*Robust Pipeline Calculation: E /Close Ratio on quoted accounts/# of Sales Cycles (the time it takes to open & close an opportunity)
	NICHE INDUSTRIES

	 Identify the 5 niches you will focus on this year to help cement yourself as a risk expert in your selected industries.

	1
	

	  2
	

	  3
	

	  4
	

	  5
	


	TOP CARRIERS

	 Identify your top 3 carriers.

	1
	

	  2
	

	  3
	


Prospecting
	TARGET ACCOUNTS
	
	LEVERAGE RELATIONSHIPS

	Qualified accounts that you are building a strategy to win business from
	
	13 spheres of influence - Relationships for your target accounts.

	1
	
	
	1
	

	2
	
	
	2
	

	3
	
	
	3
	

	4
	
	
	4
	

	5
	
	
	5
	

	6
	
	
	6
	

	7
	
	
	7
	

	8
	
	
	8
	

	9
	
	
	9
	

	10
	
	
	10
	

	11
	
	
	11
	

	12
	
	
	12
	

	13
	
	
	13
	

	14
	
	
	
	

	15
	
	
	RELATIONSHIP DEVELOPMENT

	16
	
	
	Undeveloped relationships for target accounts

	17
	
	
	

	18
	
	
	1
	

	19
	
	
	2
	

	20
	
	
	3
	

	21
	
	
	4
	

	22
	
	
	5
	

	23
	
	
	6
	

	24
	
	
	7
	

	25
	
	
	8
	

	26
	
	
	9
	

	
	
	
	
	

	PROSPECTING CAMPAIGN

	What strategies are you going to use to open doors?  

	1
	

	2
	

	3
	

	4
	

	5
	


Six Levels of Prospecting

	LEVEL ONE:               COLD CALLS/DROP INS

	Marketing Plan:
	

	Expected Outcome:
	


	LEVEL TWO:               DROP OFF/FOLLOW UP, DROP AND ASSOCIATIONS

	Marketing Plan:
	

	Expected Outcome:
	


	LEVEL THREE:           INTRODUCTIONS VIA PHONE/EMAIL AND GIVING AWAY THE TIP OF

                                     THE PYRAMID

	Marketing Plan:
	

	Expected Outcome:
	


	LEVEL FOUR:              BUILDING THE BRIDGE THROUGH SOCIAL NETWORKING

	Marketing Plan:
	

	Expected Outcome:
	


	LEVEL FIVE:               INTRODUCTIONS IN PERSON

	Marketing Plan:
	

	Expected Outcome:
	


	LEVEL SIX:                 CROSS-SELLING

	Marketing Plan:
	

	Expected Outcome:
	


Prospecting Planner

	HOW MUCH TIME WILL YOU SPEND PROSPECTING NEXT WEEK?

	Advisor Name:
	Week of:

	
	SUN.
	MON.
	TUES.
	WED.
	THURS.
	FRI.
	SAT.

	7:00 AM
	
	
	
	
	
	
	

	8:00 AM
	
	
	
	
	
	
	

	9:00 AM
	
	
	
	
	
	
	

	10:00 AM
	
	
	
	
	
	
	

	11:00 AM
	
	
	
	
	
	
	

	12:00 PM
	
	
	
	
	
	
	

	1:00 PM
	
	
	
	
	
	
	

	2:00 PM
	
	
	
	
	
	
	

	3:00 PM
	
	
	
	
	
	
	

	4:00 PM
	
	
	
	
	
	
	

	5:00 PM
	
	
	
	
	
	
	

	6:00 PM
	
	
	
	
	
	
	

	7:00 PM
	
	
	
	
	
	
	


Retention

	OVERSERVICING ACCOUNTS
	
	CROSS SERVICING

	Two per week.  Look at your book of business and decide who you are going to over service.
	
	Look at your book.  Who is not cross serviced with other product lines?  Who will you refer to your co-workers?

	1
	
	
	1
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	5
	

	6
	
	
	6
	

	7
	
	
	7
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	8
	

	9
	
	
	9
	

	10
	
	
	10
	

	
	
	
	
	

	ROUNDING
	
	BOTTOM 20%


	List current clients that need additional coverage within your product line.  What accounts will you round out?
	
	Which small accounts can you hand off to a customer service person?

	1
	
	
	1
	

	2
	
	
	2
	

	3
	
	
	3
	

	4
	
	
	4
	

	5
	
	
	5
	

	6
	
	
	6
	

	7
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	8
	
	
	8
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	9
	

	10
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	RELATIONSHIP MANAGEMENT

	Beyond over-servicing and leveraged referrals, there are clients and individuals with whom you need to further cement your relationship.  This could be your contact person or the CEO of a client where you typically work with a CFO or HR Director.  It may be an accountant, attorney, carrier, underwriter or the leadership of a professional association or service organization.  Lunch, dinner, a ballgame, a round of golf…who will you pursue over the next 90 days to further cement that personal relationship?

	1
	
	7
	

	2
	
	8
	

	3
	
	9
	

	4
	
	10
	

	5
	
	11
	

	6
	
	12
	


Delegations
	This is a sales organization.  What work are you doing that is preventing you from SELLING?  Who else could do the work, when can you transfer it and why is it important that the work be transferred?

	ACTIVITY
	WHO
	WHEN

	1
	
	
	

	2
	
	
	

	3
	
	
	

	4
	
	
	

	5
	
	
	

	6
	
	
	

	7
	
	
	


Projects

	We all have key projects we are trying to get to that will help development future sales, relationships or expertise.  Is there a credential you want to pursue?  A community service project that gives you professional exposure?  What projects do you want to start in the next 90 days?

	TASK
	WHO IS INVOLVED?
	WHY IS IT IMPORTANT?
	RESULT?

	1
	
	
	
	

	2
	
	
	
	

	3
	
	
	
	

	4
	
	
	
	

	5
	
	
	
	

	  6
	
	
	
	

	  7
	
	
	
	


Personal Goals

	We all have personal goals that we’d like to achieve.  List the top 3 personal goals you’d like to achieve this year.

	GOAL
	WHEN

	1
	
	

	2
	
	

	3
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