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7 STEPS 
to Creating a Powerful Appointment Process

BY, MIKE STERANKA
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PREFACE
This book is an expansion of the thoughts I had in writing 
a recent article for a national trade publication. 

This is meant to go deeper and it shows the outline to the depth 
and attention to detail we pay to the appointment  process in our 
exclusive coaching & practice building program.
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     1. IDENTIFY THE CONCERN
How can you ever solve a need or fix a problem if you don’t 
know what it is. This step alone will help you eliminate the 
“product pusher” who starts with and ends with a product 
 because they are unable or unwilling to identify the Concern.

In my training I spend 36 hours on the first and second ap-
pointment. I am able to do this because I am very experi-
enced working with high net worth clients

These people have concerns, somewhere in their life and if 
you have a good first appointment you can uncover those 
concerns and offer solutions in a second meeting on how to 
address the concerns.

This is simply an overview.

1.  The first meeting and the data that they bring in to the 
appointment.
Many financial professionals I coach say that they are “profession-
als” but when I cover what a client brings in to my office for the 
first appointment they usually are blown away and tell me that 
they don’t get to this level until a second or third appointment. 

2. Setting up the proper conditions for the first 
 appointment
What are proper conditions?   A clean and professional look-
ing office space is a must. It’s nice to have an attentive staff to 
greet your prospect when they arrive. Offer them a beverage 
while they are waiting. Make sure your receptionist is pleasant 
and not off putting to prospects.
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(IDENTIFY THE CONCERN continued)

Make sure your office or presentation area is neat and tidy. Do 
you use big screen tv’s in your presentation? It’s a good idea 
to do this. Do you have a large whiteboard in which to write 
out ideas? Another good idea.

When you come for your coaching on session 3 or 4 I will walk 
you through every office in my space and introduce you to 
every member of my firm and they will tell you exactly what 
they do to prepare for appointments.

3. Covering the data in a time 
efficient manner
Some producers have long first 
appointments and some have 
short first appointments. Mine 
generally last one hour—tops. 
Unless it’s a referral that is ready 
to go because they have been 
superbly prepped and are ready 
to take action because of a press-
ing need. 

Most of the time it’s one hour; that is plenty of time to uncov-
er a need and address concerns.
We have a data form that literally can be worth millions when 
used correctly. In our experience if you follow the plan we 
have laid out it goes so smooth- over 90% of the time. The 
10% it doesn’t happen is when people are not right for us 
anyway and we generally end the meeting within 30 minutes.
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(IDENTIFY THE CONCERN continued)

You have to make sure you get the following information:
•        Age
•     Desired retirement age
•     Desired retirement monthly income
•     Existing or future pension income
•     Social security
•     Survivorship % on pensions
•     Primary financial concerns
•     Other important issues
•     Money that is available
•     Are they risk averse or like risk
•     Do they want to leave as much income to spouse as possible
•     Do they want to leave money to kids
•     Are their parents still alive
•     Are they likely to have to pay for parents or will they   
      receive inheritance

All of these items are covered on our comprehensive yet short 
4 page data form.
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(IDENTIFY THE CONCERN continued)

4. Keeping control of the appointment
This is big. There is room for only one alpha dog in the room 
and sometimes it needs to be you and sometimes it needs to be 
your prospect/client. It’s OK to relinquish control on occasion as 
long as you have the ability to take it back when necessary.

Ask questions. Ask lots of questions. If someone is trying to 
control you in a negative way, interrupt the flow by asking 
your own questions to see if it can get back on track.

I like to keep the pace of the first and second appointments 
because there is a natural flow in the sales process. If someone 
keeps interrupting and not letting you finish a statement, you 
have to politely say –stop it.

There is a time where I encourage lots of questions and that is 
when we start the second appointment. This works fantastic.

As we go through the first and second appointment over and 
over again in our practice building program you can become 
and highly effective closer. I have transformed many fledgling 
agents back in to superstar status with a few short steps.

5. Sticking to your core values and belief system
Once you have a real track to run on it is easy to stick to your core 
beliefs and values. Be true to yourself. You know what you are 
best at and stick to it. If you are an annuity guy, don’t pretend to 
me the money wizard as an RIA shooting for huge returns.

You will almost immediately recognize a prospect that wants 
you to do something that you are not comfortable doing and 
you will simply say-“I don’t do that, this is what I do and let me 
show you why it makes sense.”
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(IDENTIFY THE CONCERN continued)

If they continue to resist and push their agenda on to you 
and it doesn’t fit what you do just say it was nice meeting you 
today and you have an interesting way that you do things. If 
you are ever interested in our approach please call us.

6. Identify their concerns

a. their broker 
if they have a broker they don’t like him because they are in 
front of you or because he dropped the ball or because they 
don’t trust him or because he is retiring or jumping ship or 
getting a divorce or just not attentive.

“So why Mr. Prospect after you have had this account of 
$750,000 with XYZ brokerage for six and a half years, why are 
you in front of me?”

Be quiet and let them answer and have them explain it further. 
“Can you help me understand what you mean by that?”

Maybe their broker just tries to slam them in product or is too 
aggressive and they are worried about running out of money.

b. lack of planning
Your prospect in this case may be unorganized and/or they 
never really thought about retirement, they never thought 
of how their 401k’s and other investments would coordinate 
with their social security and pension plan.
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(IDENTIFY THE CONCERN continued)

They may not have thought about:
•     What happens when he dies first
•     What happens if she dies first 
•     How much their existing income will drop
•     How much lost money is on the table
•     What pile of money should we turn on first and why
•     Lack of long term care
•     Lack of life insurance
•     A million other things

There is a difference between lack of planning and lack of 
knowledge which I will talk about next. These items are all 
lack of planning, these people when presented with a solu-
tion that makes sense will go forward 90% of the time. 

c. lack of knowledge
This can be potentially the hardest group to work with be-
cause they will have a hard time seeing your perspective. But 
not always, read on.

Some of these folks are nearly paralyzed with procrastina-
tion. They worry, they want to make sure they are being told 
the right thing and even when you do they may still hesitate. 
Don’t worry about people that cannot make a decision. They 
actually ARE making a decision by NOT making a decision. 
You need to remind them kindly of this fact and move on.

Sometimes though it’s lack of knowledge in one specific 
area- like annuities; and this is great because as you inform 
them about how annuities work and how they can be utilized 
effectively for retirement income needs, you can see the light 
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(IDENTIFY THE CONCERN continued)

go on and you will likely have someone that is interested in 
learning how these products could help them.  This can also 
lead to referrals from people just like themselves.

d. not working well with others
These people do not work well with others and a lot of the 
times they are do it yourselfers. They like control. They don’t 
like being told what to do. 

It’s unlikely that they will do everything that you suggest they 
do but they may do part of what you suggest and it could be 
a huge sale. 

Sometimes they say they sued their broker or they always 
want to blame somebody else. Don’t be the someone they 
can blame. Stick to your guns and your core beliefs and if that 
can fit in with a part of their portfolio, then great you have a 
new client. If not, move on.

Sometimes they just want to demonstrate to their spouse 
how special they are. Let them impress their spouse and 
say goodbye.
 
e. not communicating with each other
Occasionally you will run across a couple that doesn’t com-
municate with each other. It will be apparent in the appoint-
ment. You can be the person that brings them together. 
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(IDENTIFY THE CONCERN continued)

Talk to them and see where there is common ground and 
help them to encourage one another in the process.

These folks have been too busy working or had other issues 
come up or maybe they never addressed it, but they are in front 
of you now and they may have needs that should be addressed.

f. SURPRISE! They have a problem.

There are few people I have ever met that are in such good 
shape that they don’t have any problems as it relates to fi-
nances or retirement. If they are in great shape, they generally 
know it and they stay home, they don’t agree to share every-
thing with a stranger.

So as you go through the DATA FORM and as you uncover a 
need it is imperative that you sell then on the next appoint-
ment where you can do an assessment of their profile and 
make some recommendations that will cover the concerns 
they have about;
•     Running out of money
•     Taking too much risk
•     Big loss of income if he dies first
•     Mom’s health and how to pay for it
•     Son’s college tuition for grad school

Or whatever it is that comes up, take good notes and we will 
talk in coming chapter about what to do with those notes.
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    2. UNDERSTANDING THE APPOINTMENT PROCESS

This is where most financial professionals blow it and they don’t 
even know that they are doing it. What is the purpose of meeting 
new prospects if it is not to improve their financial picture?

As we go through these steps remember that our exclusive 
three year program goes deeper and deeper in to every one 
of these systems and procedures so you can be laser sharp 
and have nothing but great appointments – all of the time.

To truly understand the process you have to understand your 
prospect, their financial situation and what is troubling them. 
They will tell you EXACTLY what is troubling them IF you listen. 
You must take good notes or be able to call you notes in to a 
service right after the appointment.

This is simply an overview.

1. Making the commitment to become better and more 
professional.

This simply means having a plan and sticking with it, measuring 
its success and making adjustments along the way. Like a true 
professional should.

Our proprietary approach to the appointment is tried and 
tested and improved over the course of nearly ten years. 
It works because it is a system that planners follow and get 
great results on a daily basis.

MIKE STERANKA
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(UNDERSTANDING THE APPOINTMENT PROCESS continued)

2. Service, service, service
How thorough is your customer service. The biggest mistake 
planners make when trying to build their practice is by going 
to light on service and over emphasizing marketing.

What things would your clients like to see in your practice? 
Do you have live people answer each and every call? Do you
get back to your people with their questions answered in a 
timely manner? Do you do annual reviews?

Start thinking like it is your money with your firm and how is 
your company treating you and what would you like to see 
added to the mix.

3. Your note taking procedure
Do you take notes or hand it off to someone else? Is your 
 handwriting legible? Is it worth having someone in your meet-
ings just to take notes?

This is such an important aspect to the appointment. I like to 
have a conversation with prospects and have other people 
take notes for me so I can concentrate on the dialogue. 

4. Calling it in to an 800 service
What you do with the notes after you are done is essential.
If you do not take notes you can always use an 800 service 
where you call your results in and they send you an email as 
a recapture of your thoughts and ideas during the meeting.

Remember out of sight out of mind. SO if you have 5 new 
 appointments in one day it is hard if not impossible to keep 
all that in your head. Get it out on paper or record it as soon 
as possible because it is essential in the next few steps.
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(UNDERSTANDING THE APPOINTMENT PROCESS continued)

5. The hand off 
The hand off is to your key people for prepping the file for the 
second appointment. If you are a small producer you may do 
this yourself but if you are bigger you need to learn how to del-
egate. Trust me your people, if they are the right ones, will 
be able to do this.

Over the years I have had countless discussions with agents/ 
producers that say my people cannot do all this work. 
OK, so let’s say they don’t get it right all the time. Let’s just say 
they only get it right 8 out of 10 times. That means you have  
reduced your prep time by 80% and that is great. Expect some 
things to be incorrect, inaccurate and allow the appropriate time 
to make the changes. This is a much better use of your time.

6. Addressing their issues
Ben Franklin once said the best way to sell a man something 
is make him think it was his idea. In that vein and because your 
prospect has voice their issues and concerns you must simply 
repeat them out loud and in writing to make sure you are on 
the same page.

This is very powerful and most people simply do not do this 
at all or only on occasion. A true professional will do it each 
and every time because that is how the conversation starts.

I get paid to have conversations, what about you?

So if they tell you they have a concern write it down and 
repeat it to them. We are dealing with human beings that 
each has their own set of issues and concerns. If it is a big 
enough deal for them to mention it, it is a big enough deal
to be included in the conversation.  
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     3. PREPARE, PREPARE, PREPARE
Breaking down the file is most often the most important thing 
you can do to increase your sales and retain great clients.

Doing this truly becomes an art over time because you will see 
opportunities in ways that you never saw them before.

1. Breaking down the file
Find the money that could possibly be used 
for an annuity. This should be relatively easy 
and you simply point this out to your staff 
that the client wants to protect his IRA that 
has $375,000 and they want to keeps her IRA 
where it is or they have a CD that is maturing 
for $50,000 that they want to reposition*.

*Please note that in order to provide a recommendation to a 
client about the liquidation of a securities product, including 
those within a IRA, 401(k) or other retirement plan, to pur-
chase an insurance product, you must hold the proper securi-
ties registration.  If you are unsure where or not the informa-
tion you are providing to a client represents general guidance 
or a specific recommendation, please contact the individual 
state securities department in the states in which you conduct 
business.

2. Uncovering the opportunity
Uncovering the opportunity gets substantially easier over 
time as you do 50, 100 or 200 appointments like this. It will 
jump out of the page to you.

Sometimes it can be life insurance, long term care, asset pro-
tection, special needs or  lack of a will. 

MIKE STERANKA
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(PREPARE PREPARE PREPARE continued)

Sometimes it can be life insurance, long term care, asset pro-
tection, special needs or  lack of a will. 

3.  Discussing their needs
I discuss any identified income need 100% of the time. That 
is what most people that do business with our firm are con-
cerned with, so why not meet it head on.

Trust me, many retirees are interested in developing a retire-
ment income strategy that addresses their concerns, for ex-
ample running out of income, and when you can meet their 
needs with the products you offer, all the better.

We run the software illustration to show the potential income 
drops that they may face and ask if they are still as concerned 
about those possibilities as they had expressed in their first 
meeting.   Often times, they are even more interested in ad-
dressing this possibility.

4.  Satisfying the concern
There may and will be questions they have around annuities 
and which type and how long and how safe,…

But when you demonstrate that this is A WAY to address their 
concerns from a different point of view it is generally very well 
received. This is not to say that if you are a registered rep that 
you can show them other ways, not guaranteed, of course you 
can. Trust me, most retirees want a PORTION of their retire-
ment or more protected from the market.



 FOR PROFESSIONAL USE ONLY - NOT FOR USE WITH CONSUMERS / 15

(PREPARE PREPARE PREPARE continued)

5.  Staying on point
Don’t get in to a sideways discussion about insurance compa-
nies not being able to meet their guarantees or that AIG went 
out of business or that Aunt Sally was ripped off by an insur-
ance company. While all of those statements have a time and 
a place you must stay on point.

6. Having a logical approach that works every single time.
Something happens when you use logic and reason to solve 
a problem. People either get it (and become clients) or they 
don’t get it     (and they don’t become clients). That is generally 
what happens.

On occasion someone will agree that it makes sense but 
they don’t like your way of handling the situation so you 
may be able to decide to take them on as a client anyway 
if you can offer other products or financial vehicles to help 
meet their needs.
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    4.  USING AN AGENDA 

The use of agenda is to position yourself as a professional with a 
track to run and a thought process with your recommendations.

We will demonstrate the use of Agenda and why we have 
them for nearly all appointments. This gives you talking 
points, shows areas of concerns and highlights problem areas.

1.  What to put on the Agenda
We generally have about 4 to 6 items on each Agenda de-
pending on the prospects situation.

Here are some examples:

•     They don’t want their income sources exposed to market  
      risk in retirement.
•     Worried about running out of money
•     Problems when mother runs out of money, how to fund 
      for her care
•     Lack of life insurance
•     No long term care
•     Health issues with either spouse
•     Large drop of income at death
•     Need money for Eric’s college

As you go through your file prep meeting you take the an-
swers from the primary financial concern section of the data 
form and your own notes from the meeting to come up with a 
customized agenda. 
 
2.  Making it part of the plan
As you walk through the agenda with your prospect you will 
find it naturally opens up the dialogue for the presentation

MIKE STERANKA
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(USING AN AGENDA continued)

to take place. Get agreement from the prospect on each item 
as you go through it to see if you are on the same page.

They will either agree with it or say it is not that big of a con-
cern in which case you can cross a line through it. Occasion-
ally, new and different items will come up where they forgot 
to mention that they have a $50,000 loan of his 401K or that 
they just used the $200,000 in the bank as a down payment 
on their new retirement home.

3.  Use an Agenda for every closing appointment
You can put as one of the action items on the Agenda that 
today is the day you make a decision as to how much to fund 
the annuity.

This can have both positive and negative responses and we 
will show you how to deal with each. But let’s just say that 
they are still not sure they want to do the annuity at all so ask-
ing for a decision is just too early.

“I can appreciate that Bob and Sally but let me ask it a slightly 
different way. IF we WERE to do the annuity would we likely 
do $300K or $500K ? That’s all I am asking right now.
We will have plenty of time to cover the ground of the annu-
ity and if it makes sense, which we know that it does, but I am 
just trying to get a sense for how much income you are look-
ing to protect $18,000 a year or $30,000 a year.”

They will likely give you an answer as to how much they 
WOULD DO if they WERE to DO IT. This is valuable and you 
know what ground you have to cover during the annuity por-
tion of the presentation. 
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(USING AN AGENDA continued)

4.  What to do if you have nothing to put on the Agenda
So they gave you their financial information format, which 
is different than our data form. This shows that they want to 
play on their turf not yours or they are simply too busy or they 
think their format is better than yours.

No matter the reason, you still need to get the following 
pieces of data from them verbally since they did not complete 
the data form. You must get the following:

•     Desired retirement age for each
•     Desired monthly income in retirement
•     Primary financial concerns
•     How they feel about risk in retirement
•     Are they concerned about running out of money
•     Are they interested in learning about products that can 
provide a supplemental source of retirement income?

Get the answers to these items and you will be well on your 
way to completing a customized and professional agenda 
that will impress your prospects and clients.
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    5.  RESEARCH 

We break this down as to what you need based on the services 
and products you use. A life only guy will prepare a bit different 
from and RIA and vice versa.

This is simply an overview.

1.  Knowing your stuff
As you start to move lots of money the questions you get will 
be more specific and you will need to find the answers out if 
you hope to gain this new client.

Sometimes, even the insurance company might not know the 
answer and/or there might be conflicting answers. Get the 
answers in writing to cover yourself. 

2.  Sticking to your guns
Using the income approach can help retirees address a com-
mon concern - running out of money during their lifetime.  
Because this is designed to be a logical approach to meet 
their needs, you can remain centered as you work with clients

Don’t be moved, don’t be ashamed and never apologize for 
taking this simple approach with each and every client.

I have many multi-millionaires that say this is really basic stuff 
but they move 1 or 2 million in to annuities anyway because 
they KNOW it makes sense.

The beauty of this system lies in its simplicity and it ability to 
be told or explained to the average baby boomer that is retir-
ing in the United States.

MIKE STERANKA
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(RESEARCH continued)

3.  Do not try to be all things to all 
people
You are not the wizard money manag-
er or the rookie sensation stock picker. 
You are a professional helping people 
solve the basic needs of lifetime in-
come in retirement. 

Under promise and over deliver; don’t make promises you 
know you can’t keep. Do what you do but do it BETTER than 
everyone else and you will have great success.

4.  Know your clients 
Get to know what your clients need so you can attend to that 
need or point them in the right direction. Here is a partial list 
of what many of your clients will need in the future:

•     Property and casualty agent
•     Health insurance agent
•     Long term care agent
•     Life insurance
•     Estate planning attorney
•     Assisted living information
•     Elder care planning for parents
•     Special needs situations
•     Anything to do with aging 
•     Travel information
•     Banking information
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(RESEARCH continued)

5.  Know your ideal client
Identify your ideal client and try to get as many people like 
that as possible. When I get someone that is my “ideal client” 
in front of me I tell them that they are PERFECT for our firm 
and I explain why. That I have hundreds of people just like 
them and I would be honored to have them and I promise I 
will take special care of them.

So identify what they look like from this list:

•     Age
•     Marital status
•     Familial status
•     Asset size
•     Estate size
•     Likability
•     Willingness to follow directions
•     Trust
•     Refer-ability

6.  Know where to find the info
Over time you will learn where to find the information you 
need. While you are growing simply call us and we will help 
you to find what you are looking for.

Never stop learning and asking questions and you to will 
develop a library of sorts of little known facts that can help 
separate you from your competition.
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    6.  USING AN ASSET SUMMARY

People have asked me how I get so many millionaires on a regu-
lar basis and I tell them I lost the first 100 that I spoke with. An as-
set summary allows you to have a conversation. As you go deep-
er in the conversation, concerns will pop up all over the place. 

I believe we have developed on of the most detailed overview 
for appointments to date. No one I know has had 4,000 new 
appointments (mainly with millionaires). This point cannot 
be emphasized enough because more consumers than ever 
before are looking at the their retirement income and have 
concerns. 

This is simply an overview.

1.  The CFP® Model and how it will make you look to your 
prospect.
We use a model in our office that was designed and mod-
eled after the CFP model for an asset summary. This is a nice 
one page document that can tell you an awful lot about your 
prospect/client.
Use this model each and every time you meet with your pros-
pects/clients and you most certainly will move more money*
* Note, it is generally prohibited by insurance regulations for 
an insurance producer to hold themselves out as a “financial 
planner,” “investment adviser,” “financial consultant,” or “finan-
cial counselor,” (or other similar language), unless some form 
of formal recognized financial planning or consultant desig-
nation is held..

MIKE STERANKA
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(USING AN ASSET SUMMARY continued)

2.  Building the asset summary
When we do the hand-off I make sure the staff will build the 
asset summary and I will review it in our file prep meetings 
before the prospect arrives to check its accuracy.

Sometimes you do not have enough data from the client/
prospect and this allows you to ask and they will most cer-
tainly comply because they want to leave your office with a 
correct asset summary.

3.  Reviewing it for errors
When reviewing for errors please check the correct spelling of 
their names and the correct ages as not having this can lead 
to very embarrassing appointments.
Make sure you leave enough time before the prospect arrives 
to make sure you have the correct data. This is where time 
management comes in and if you use it efficiently your rev-
enues can SOAR.

4.  Using it in the approach 
The asset summary is the second item we cover each and ev-
ery time we have a meeting with a client and or prospect.

Trust me, I have moved several hundred million just in annui-
ties using this approach and it works every time. You are on 
solid ground because even if they don’t like what your solu-
tion is they can NEVER argue with your professional manner. 
This goes a long way in being referred and with be backs that 
become clients from years prior because of the way you con-
ducted yourself. 
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(USING AN ASSET SUMMARY continued)

5.  Always having one at every appointment
Do not go in to an appointment without one if they have sup-
plied the data. Remember when I said prepare, prepare, pre-
pare. I said it for this reason. Those that look for short cuts will 
never achieve the success they were entitled to because they 
always wanted an easier softer way. 

This is the easier softer way and you are doing things that 
some financial planners may not do.

6.  Professional attitude
Always be a pro. Never get in a shouting match with a client 
or prospect. Be the true professional that you are and people 
will say very nice things about you.

Routinely I have millionaires come to me and say that after 
asking around town they decided they should definitely come 
sit down with me because I have such a good reputation. That 
comes from doing the right thing every day for many years. It 
can most certainly happen for you and much quicker with this 
approach. 
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    7.  PROFESSIONAL PRESENTATION

This presentation has closed more annuity premium than any 
other approach I have ever used. Period. Look at the numbers 
and try and tell me different. Many have tried to copy parts of my 
approach but they always miss some critical points.
 
Again, when you come to us and we role play over the next 
three years and you start to get it you will become such a rav-
ing fan of this approach that you will not be able to do any-
thing different.

(I have been using this approach for 10 years now and I be-
lieve it will only gain in popularity until it becomes the stan-
dard model)

This next chapter is reserved only for those planners that we 
meet in person. The proprietary methods that we cover will a 
true game changer in your practice. I have outlined the topics 
in this chapter for your review.

1. Covering the Agenda
2. Covering the Asset Summary
3. Talking over their concern
4. Acknowledging the concern
5. Agreement that problem needs to be fixed
6. Showing the solution
7. Answering questions and objections
8. Closing the sale or setting up another appointment
 

MIKE STERANKA
One of America’s Top Annuity Producers,
Co-Author of the E-Myth Financial Advisor
and Author of Retire Now and The Referral King


