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Get Inside Their Heads
The Power of Sales Psychology

By John P. Ribner

ooking for mind-blowing retail numbers at your
L salon? Then take this course in sales psychology!
While sales are rung up at your salon’s counter,
they first occur inside your guests’ minds when they decide
to make a purchase. Understanding the principles of sales
psychology can provide you with a greater means of affecting
this process and boosting your sales. Since tanning salons
are open all year long, there’s always a need for proven and
tested methods of “reaching” your guests. After reading the
advanced techniques presented here, you’ll know how to “get
inside their heads.”

This month’s cover story marks the first installment of
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Sales Psychology, an occasional feature in ist Magazine. This
month, we’ve picked the brains of three esteemed industry
professionals — Scott Eggers of New Sunshine, John Farr of
The Power Group and David McFarland of Performance
Brands, Inc. - to go beyond basic marketing and promotions
advice and enter into a deeper dimension of sales expertise
.. the dimension of the human mind. As can be expected

of such well-respected members of our industry, these sales
sages illustrate how any tanning pro can apply simple cerebral
concepts quickly, easily and successfully at their salons.

As always, we encourage you to put these concepts to work
at your salon and let us know the results!



Retrain Your (Lotion-Selling) Brain
Newsflash: Tanners don’t really care that much about
deep-sea kelp extract or rare, Peruvian Guava-Guava seed
oil ... they just want to know how quickly a lotion will give

them a deep, dark, long-lasting tan.

What’s in it for me? The very essence of human nature
is encapsulated in this timeless question. While we all
know that the world operates on this premise, some
salon professionals forget it when trying to sell tanning
products. Thus, instead of telling their guests what the
product can do for them, the sales staff often focuses
solely on the lotion’s ingredients and hope for the best.
After 17 years of teaching tanning pros to sell like this,
Scott Eggers, New Sunshine Senior Sales Trainer, now
finds himself urging tanning operators to take a new
direction. These days, he advises them to sell products
based on their benefits rather than their features, and the
results are well worth the effort.

“Most of the world’s businesses market a product by
selling its benefits,” Scott explained. “Take Nike for
example; they spend hundreds of thousands of dollars on
research and development to produce the latest athletic
shoe technology, yet all the company’s marketing cam-
paigns show people jumping higher, running faster and
looking better. This is a classic example of marketing and
selling a product’s benefits, not features, and we as an
industry need to get with the times if we want to make the
most of sales opportunities.”

While Scott maintains that ingredients and tanning
technologies are extremely important in lotion manufac-
turing, salon pros need to know how these details should
be used to sell lotion. “The average tanner doesn’t know
what DHA, Tyrosine, or bronzers are,” he said, “so if your
staff tries to explain these features, it can become confus-
ing. A confused mind will always say ‘no’ because nobody
wants to look like they don’t know what the other person is
saying.” If it sounds like Scott knows something about psy-
chology it’s because he does — he has a Bachelor’s Degree
in psychology with a focus on behavioral studies.

Selling a tanning product on its benefits is something
every salon pro can do, Eggers says. “Your guests want to
know what’s in it for them,” he said. “You can express that
by informing them about what the ingredients are designed
to do.” For example, if you’re selling a bronzer, Scott
recommends informing tanners that they’ll see results
immediately after their session. When selling an accelera-
tor, he suggests explaining that the product is designed to
make the body work harder to produce a beautiful, natural
tan. “Once you change the way you think about selling
tanning products, it’s easy,” he added.

Recently, more than 200 Palm Beach Tan facilities were
presented with Scott’s new take on lotion sales. “His mes-
sage resonated with our staff and really got them motivat-
ed,” said Adrianna Christian, PBT Retail Support Manager.
“Our clients come to Palm Beach Tan to get a tan, and it’s

our job as tanning experts to provide them with a product
that will deliver the results they desire. I'm very confident
that Scott’s training will help us continue to make each tan-
ner’s experience one of the best parts of their day!”

Since some salon operators are also consumers, Scott
Eggers wants tanning pros to remember why they made
their last big purchase. “If you purchased a high-quality
Cardigan sweater,” he said, “you didn’t buy it because it
was made from the fur of goats raised in the Himalayan
Mountains that are only sheared on a night of the full
moon in an odd-numbered year. You probably bought it
because it’s warm, soft and you looked good in it. If you
apply this same logic to your lotion sales, you’ll have much
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greater success than you can imagine

SCOTT A. EGGERS

Senior Sales Trainer
New Sunshine, LLC

PSYCH 101
Focusing on the benefits your tanning

products offer will increase sales. Here’s a

breakdown of various tanning product types to

show your tanners what’s in it for them:

Accelerators: “This product will help your
body work a little harder to give you a
beautiful, natural tan, just the way nature
intended.”

Bronzers: “This is a professional-level product
that will make you noticeably darker before
you get out of the tanning unit, and it keeps
darkening your skin up to 24 hours after
your session.”

Skincare: “This product is like having Photo-
shop in a bottle - its ingredients will help
reduce the appearance of fine lines and
wrinkles, and reduce the signs of aging.”

Tingle: “If you need color right away, this is
perfect for you! Its ingredients will increase
the blood circulation and raise the level of
oxygen in your skin to accelerate your tan.”

Pre- and Post-Tan Products: “This is a profes-
sional tan-extending product that’s built for
your needs. It will help prepare/nourish your
skin to help you get darker faster, and make

1

that tan last longer
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Gap the Generations
Managing & Mativating Millennials

See that young girl with her eyes glued to the latest text
message on her cellphone? Get to know her, because she -
and many others just like her - is who’s working behind the
counter at your salon.

Tanning salons characteristically employ women in the
16-24 age group, and in today’s marketplace, that means
you’re dealing with the Millennial generation. Older owners
often find members of this demographic difficult to manage
and motivate, but many bosses never try to find out why this
is so. Millennials are sensitive, idealistic and tend to have a
cynical attitude toward business. So how does a mature salon
owner manage and motivate such a unique and diverse group
of younger employees? By always remembering the “Golden
Rule,” says human resources management guru and industry
veteran John Farr, President of The Power Group.

Millennials are known as the millions of young Americans
who were born after 1980, and they are much different than
the generations that came before them. “Those who lived
through the Great Depression felt fortunate to have any kind
of job,” explained John Farr, “and they passed this work ethic
on to their children, the Baby Boomers.” Farr explained that
the Baby Boomer generation extended upon its parents’ love
for work, often putting in long hours and sacrificing time
with their kids in the process. This dynamic changed with
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their children — Generation X - many of whom were raised by
grandparents, babysitters or grew up as latchkey kids. “Gen-
eration X grew up to place less importance on their jobs and
more on their families,” Farr said, “especially their children.
They spent a lot of time with them and showered them with
attention and praise.” Those children grew up to become the
Millennials who are entering the workforce today.

Growing up in the digital age and having been exposed to
many counter-culture ideals has shaped the Millennial Genera-
tion. “This is the first generation to have always had comput-
ers in their lives,” Farr explained, “so they tend to love their
cellphones, iPads, tablets and similar devices. They’re also very
inquisitive and they need to know the ‘why’ behind everything
they’re asked to do, perhaps because they’ve been educated in
a system that heavily favors the humanities. This would also
explain their attraction to various social and political causes and
their somewhat anti-business/anti-corporate outlook.”

With so many Millennials in the workforce today, the phi-
losophy on how to manage and motivate them is an important
one. “A Statement such as ‘it’s my way or the highway’ is not
the best approach to take with this generation,” Farr said.
“They know that there are many other minimum-wage jobs
out there, so they’ll probably quit if you use a heavy-handed
management style with them. Because of their upbringing, this
generation thrives on praise, so the more encouragement you
provide, the harder they’ll work to please you. They also like to
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2014 Delicious Intro Kit

2 - Black Raspberry 20X Bronzer - 8.0 0z. Snooki
2 - Watermelon Wow Maximizer - 8.0 oz. ; Ultra Chic
2 - Citrus Burst Natural Bronzer - 8.0 0z. Black Bronzer

1 - Coco Nutz Bronzer - 8.0 oz.

1 - Blazin Bananas Tingle Bronzer - 8.0 oz. m
1 - Black Plum Yum Bronzer - 8.0 oz. - ’;x D 1
Receive FREE: w
4 - Black Raspberry 20X Bronzer packettes -.57 oz.

4 - Watermelon Wow Maximizer packettes -.57 oz.
4 - Citrus Burst Natural Bronzer packettes - .57 oz.
4 - Coco Nutz Bronzer packettes - .57 0z.

4 - Blazin Bananas Tingle Bronzer packettes - .57 oz.
4 - Black Plum Yum Bronzer packettes -.57 oz.

1 - Poster Black
Item#  Retail Value E Mo Do Raspberry

SU-466 $270.00 w

2014 Snooki Skinny Display
2 - Snooki Skinny Hot Maximizer - 12.0 oz.
2 - Snooki Skinny Streak Free Bronzer - 12.0 0z.
2 - Snooki Skinny Black Bronzer - 12.0 0z.
Receive FREE:
5 - Snooki Skinny Hot Maximizer
packettes -.57 oz.
5 - Snooki Skinny Streak Free Bronzer Smoke
packettes -.57 oz.

Item # SU-453
Retail Cost $100.00

Item # SU-463
Retail Cost $24.99

Platil /!
5 - Snooki Skinny Black Bronzer atium Elack Banzer
packettes -.57 oz.
1 - Display m
1 - Poster .

Item # Retail Value
SU-456 $618.00

Item # SU-467
Retail Cost $69.00

2014 Tan Candy Intro Kit
1 - Tan Candy Maximizing Créme - 8.5 oz.
2 - Tan Candy Dark Streak Free Bronzing Créme
-850z
2 - Tan Candy Dark Bronzing Créme - 8.5 oz.
Receive FREE:
5 - Tan Candy Maximizing Créme
packettes -.57 oz.
5 - Tan Candy Dark Streak Free Bronzing Créme
packettes -.57 oz.
5 - Tan Candy Dark Bronzing Créme
packettes -.57 oz.
1 - Poster

Item# Retail Value
SU-489 $293.00

Water Melon
Wow

' Mow O

Item # SU-464
Retail Cost $17.99

Go To Black
Double Dark
Bronzer

Domination Sport Intro Kit

2 - Domination Sport Maximizer - 9.0 oz.
3 - Domination Sport Bronzer - 9.0 0z.

Receive FREE: W
5 - Domination Sport Maximzer
packettes -.57 oz.
Item # SU-480

5 - Domination Sport Bronzer

packettes -.57 oz. 3 Py
Item # Retail Value - :
SU-459 $223.00

2014 Snooki Tanning Display
1 - Snooki Leg Bronzer - 6.0 oz.
1 - Snooki Ultra Dark Maximizer - 12.0 oz.
1 - Snooki Black Bronzer - 12.0 0z.
1 - Snooki Hot Bronzer - 12.0 oz.
1 - Snooki 70X Bronzer - 12.0 0z.

Retail Cost $65.00

Domination
Sport Bronzer

DOMINATION §

2 - Snooki Ultra Chic Black Bronzer Couture F= Item # SU-457
-12.00z A

st e B Retail Cost $36.00

3 - Snooki Leg Bronzer packettes -.57 oz.

3 - Snooki Ultra Dark Maximizer
packettes - .57 oz.

3 - Snooki Black Bronzer packettes - .57 oz. Keep Calm

3 - Snooki Hot Bronzer packettes -.57 oz. and Tan On

3 - Snooki 70X Bronzer packettes -.57 oz.

6 - Snooki Ultra Chic Black Bronzer Couture é
packettes -.57 oz.

1 - Display

1 - Poster 3

Item# Retail Value T

SU-410 $624.00 3

Bronzer

~ Item # SU-472
Retail Cost $45.00
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feel like they belong to something, so utilize team-building
skills to communicate how they’re a big part of your
salon’s success.”

At 63, James Todd has no problem managing his 18-24
year-old staff members at Sun Rayz Tan Centers in Somerset,
KY. “I've worked with people my entire life and have learned
that success in business is about relationships,” said James. “I
build these relationships by explaining what I expect from my
staff and what they can expect from working here. I instruct
them on the ‘why’ behind everything they do to show them
how important each person’s role is in the company. I also
empower them to handle customer issues because they usu-
ally know exactly what needs to be done in these situations,

and my trust in them makes them feel a part of the business.”
The majority of James’ salon employees have been with the
company three to five years.

When it comes right down to it, John Farr says properly
managing Millennials is all about the Golden Rule: treat oth-
ers the way you would want to be treated. This will motivate
a younger workforce to provide better customer service
and sales, and it can provide the salon owner with a host
of benefits, as well. “It takes plenty of patience and team-
building skills to manage a younger workforce,” he said. “By
doing this, you’ll also notice your personal relationships with
clients, friends and family improving, so it’s worth the time
and effort to master these skills.”

JOHN FARR
The Power Group

BASIC PSYCHOLOGY

To manage and motivate your Millennials, try
these tips from John Farr:

o Look for someone who’s open-minded and
willing to learn new things. Candidates with
previous retail experience — and a love for it —
are best-suited for the job.

o Once hired, be sure to communicate the impor-
tance of each team member’s job duties to them
so they understand exactly what to expect and
what’s expected of them.

« Get to know your staff as human beings and
discover their passions in life. This will help you
better understand them in order to better man-
age and motivate them.

o Empower your staff to make decisions and
contribute to the overall success of the company.
This goes a long way toward helping them feel
like valued members of the organization.

« Give your team plenty of positive feedback on
their performance because this is the key to
inspiring and bringing out the best in them.
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Reading Their Minds
Using the “Mental Epic”

Being able to accurately predict a guest’s wants and
needs is the essence of sales psychology, and the “Mental
Epic” is an exercise that will train you to become that kind
of “mind-reader.”

Every salon owner prides herself on the “customer
service” she and her staff provides. They’ll tell anyone who
will listen that their staff is on a first-name basis with every
client who walks through the door; but despite this so-called
bond with her tanners, some of these salon owners and
their staff recognize their need to improve their retail sales
numbers. If this sounds like you, maybe it’s time to put your
customer service to the test with an exercise that Perfor-
mance Brand’s David McFarland calls the “Mental Epic.”
With just a dry erase board, some markers and three simple
questions, you can find out just how good your customer
service really is ... or isn’t.

Take yourself out of your role as business owner for a
moment and think back to a time when you dealt with an
effective salesperson in the retail world. You know, the kind
of sales professional who seemed to know who you were
and exactly what type of product or service you wanted, and
they provided that for you. David McFarland’s Mental Epic
can train your staff to be just like that salesperson. “This
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exercise is really about learning to profile your clients,” said
McFarland, “in order to accurately predict the type of lotion
products that will best suit them. This is what effective retail
salespeople do in order to make the most of their sales oppor-
tunities. It’s easy to do and very beneficial, which is why your
staff needs to learn it, too!”

To conduct the Mental Epic, David uses a dry-erase board,
some markers and a group of salon professionals. Before he
begins, he’s already conversing with them, all the while draw-
ing up a mental profile of each employee he plans to put to
the test. As he’s talking, he begins writing things on the dry
erase board, which he keeps hidden from their view. “These
notes are my predictions as to how each staff member will
answer the questions I ask during the presentation,” McFar-
land said. “Once my predictions are written down, I'll ask the
group a question, such as, “What is the most important aspect
of interacting with salon guests?” and I'll write down their
actual answers on the dry-erase board in front of them. Once
I have their answers, I reveal the predictions I made before
the exercise started. Many of them are surprised at how accu-
rately I was able to anticipate the types of answers they gave.”

An act from a magic show is how Jamie Carlson, Suntan
Supply Vice-President, describes the Mental Epic. Carlson re-
cently experienced the McFarland’s exercise during a break-
out session at the distribution company’s recent expo event
in St. Cloud, MN. “When he first came in,” said Carlson, “he
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started talking with everyone and asking them questions, and
all while you could see that he was paying close attention to
what they were saying. At the end, he blew everyone away
with how accurately he anticipated their answers.” Carlson
says he believes the Mental Epic is a great way to teach salon
pros about the importance of listening in order to make the
most of their sales opportunities.

Conducting the Mental Epic is easy, while mastering it
takes time; but either way, its real-world application should
be apparent to anyone who sells sunshine for a living. “The
more you engage your clients in real talk, the more you’ll get
to know them as people,” McFarland said. “The better you
know them, the better you’ll be able to recommend the per-
fect lotion and skincare products for them. This is called cre-
ating a ‘Great Service Experience’ and it’s what keeps guests
coming back to your salon!” If a client feels comfortable with
a salon’s staff, she might feel comfortable enough to share her
concerns, such as mentioning that she wishes her face would
develop more color. A smart staff member would introduce
that tanner to a facial bronzing lotion, which would lead to
additional product sales. m

DAVID MCFARLAND
National Sales Trainer
Performance Brands, Inc.
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PSYCH 101

The tools it takes to conduct a “Mental Epic” are

a dry-erase board, markers and your team. How to

conduct the exercise is fairly straightforward, as well.

Apply the lessons to help you and your staff make per-

fect product sales predictions each time someone walks

through your doors.

Observe: Who tans at your salon? Are they male or fe-
male? Young or old? Tingle or bronzer? Look at who’s
walking through your door to get a better idea of who
you’re attracting to your business.

Ask questions: Drop the script and start asking ques-
tions that help you get to know them as people.

Listen: Listening is a skill, and it’s one that can be
developed. Take an active interest in what your guests
tell you, because it will help you help them have an
awesome experience at your salon.

Take notes: Make mental notes on your guests” answers
and your impressions of them as individuals. This will
help you in the future.

Use Your Intuition: Once you developed your “guest
profile,” you can feel confident about recommending
products that will be a good match for their personal-
ity, taste and tanning goals. Follow up with them after
a couple sessions to see how they like it.




