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1. The basics 

At TLB we have an 80%:20% services to retail percentage. That means, for example, your 

services turnover for the day is R2000 – and you are expected to have a minimum retail 

amount of R400 for that day. 

 

2. Your attitude will determine your altitude 

Selling is the process of informing and educating clients so that you become the ‘trusted, 

knowledgeable expert’ they instinctively turn to for the solution to their fears, anxieties and 

insecurities. Once you get over your own anxiety about pitching to your clients, and start to 

see yourself as being the trusted expert, the selling becomes second nature, like 

unconsciously changing gears in a car. You don’t even notice you’re doing it. 

 

There’s another common mistake made by therapists who look down on selling, and that’s 

pre-judging – by applying your own ‘cringe filter’, deciding on your client’s behalf whether 

she can afford to buy, or wants to buy what you’re selling. And in many cases, deciding on 

the negative. People love to buy. Let’s not make it hard for them, or play god and decide 

how people should spend their money. If you fail to educate, fail to inform, fail to offer, it’s a 

dereliction of duty to both the business, and the client. 

 

“Never enough is sold because never enough is told. Selling is telling – the better you tell a 

story, the better you sell anything.” 

 

Have confidence in yourself and your position of power, and use it to send your clients home 

with products you know they’ll need and love. You’re more than qualified to make these 

recommendations, so don’t feel guilty or scared to do so! 

 

3. Educate yourself on your products 

Tell them why they’re really investing their money in high-quality products. 

Once you’re able to make well-educated recommendations, you’ll start building a trusting 

retail relationship with your clients. 

 

It is important to be knowledgeable & have information about our products and services. 

Therapists/managers who answer, “I don’t know” or “It is not my job” are automatically 

demeaned and demoted in the mind of the client. These therapists can end up feeling 

hostile as well as unequipped. Clients want information, and they disrespect and distrust the 

person who is supposed to have information but does not. 

 

At TLB, it is mandatory that the managers allocate at least one retail product of the day, in 

their daily briefing, where therapist have to learn about it in detail and as a result make 

better sales. 



 

 

 

4. Consultation  

A solid, honest consultation is vital for not just retailing products, but for fully understanding 

your client’s wants, needs, and lifestyle.  

Here are a few basic guidelines for conducting a good consultation: 

Ask questions! 

What are your goals? 

How often do you plan on returning to the clinic? 

What is your current routine like? 

What do you like and dislike about your xx? 

What challenges do you have eg. when applying makeup etc? 

 

This is just one example. The more you know about your products, the easier it will be to make 

recommendations that will help build trust between you and your salon clientele! 

 

5. Planning and preparation: 
i. ensure you know your products & services extremely well - especially features, 

advantages and benefits that will be relevant to the client 

ii. ascertain the main/unique perceived benefit that your products & services would give 

to your client 

iii. understand what other competitors are offering, and which ones are being considered if 

any 

iv. what are your client’s issues, aims, priorities and problems? 

v. prepare and practice your sales pitch 

 

6. Customer Services/Introduction  
i. It’s often said “you only get one chance to make a first impression” 

ii. smile - be professional, and take confidence from the fact that you are well-prepared 

iii. introduce yourself - first name, what your job is 

iv. set the scene - eg "I'd like to learn about your current situation, goals and priorities and 

then if appropriate, to explain how we (TLB) approach these issues.” 

v. take notes & photos(this is the beginning of your “case study” so you have full on history 

from when your client started with you to the end result) 

vi. empathy – the client needs to know that we appreciate their wants and circumstances 

vii. fairness – the client wants to feel they receive adequate attention and reasonable 

answers 

viii. control – the client wants to feel his/her wants and input has influence on the outcome 

ix. what you wear and how you express yourself has a lot to do with how, what you say is 

received - visual perception plays a vital role in human impressions and reactions 

 

Tips: 

 Smiling – there is nothing like a smile and pleasant face to greet a client, especially if 

he/she has a complaint. A smile and polite conversation can immediately disarm a 



 

 

disgruntled client. Facial expression sets a positive tone before you even begin 

speaking. A relaxed or pleasant facial expression is the ideal most of the time 

 Eye contact – always look into your client’s eyes. Directly address clients 

 How you look – personal grooming has a big impact on your clients. Dirty hands, 

messy hair and poor dress can mean the loss of an otherwise happy client. When 

interacting with clients, dress neatly and in a professional manner so as to command 

respect and to let clients know you take your position seriously 

 Shaking hands – when shaking hands with a client a firm and professional handshake 

is expected 

 Be attentive - when listening to a client, slightly lean towards your client and nod your 

head ever so slightly to indicate you are listening 

 Tone of voice – always convey friendliness and amicability. Do not raise your voice in 

frustration or anger no matter how difficult or tiresome a client may behave 

 Hand gestures - use hand movements to emphasize what you say (even on the 

phone) and to emphasize your feelings 

 Personal space – this is the distance that feels comfortable between you and another 

person. If another person approaches you and invades your personal space, you 

automatically move back without thought. You are uncomfortable. Leave adequate 

distance between you and your client. Adequate space is important to making 

clients feel secure and unthreatened 

 Posture – slumping in a chair or leaning against a wall while interacting with a client 

are sure signs you are not interested in the client. Your pose or posture should express 

attention, friendliness, and openness. Lean forward, face the client and nod to let 

them know you are interested 

 Observation - notice how your client behaves and what he/she reacts positively to 

while you are providing service 

 

7. Questioning 
i. empathy and listening are crucial in questioning - understanding body language is 

useful too 

ii. a major purpose of questioning is to identify the strongest need or benefit perceived by 

the client relating to our products & services 

iii. as the therapist, you need also to understand very clearly what you are seeking from the 

relationship - questioning should aim to identify a mutual fit - relationships work when 

there is a good fit for both sides 

iv. good empathic questioning also builds relationships, trust and rapport - nobody wants to 

buy anything from a therapist who's only interested in making a sale - we all want to buy 

from somebody who gives the time and skill to interpreting and properly meeting our 

own personal needs 

v. be professional in your approach – use of technical jargon will also give the client the 

reassurance that you are knowledgeable 

vi. there are two main sorts of questions: open questions and closed questions 

a. open questions gather information and build rapport; closed questions filter, 

qualify and seek commitment 

b. open questions invite the other person to give long answers; closed questions 

invite the other person to say yes or no, or to select from (usually two) options, for 

example red or blue, or mornings or afternoons, etc 

c. use open questions to gather information - typically for example, questions 

beginning with Who? What? Why? Where? When? and How? (Tzvia has a 

favourite line: “you see what I’m saying..”) 

http://www.businessballs.com/empathy.htm
http://www.businessballs.com/body-language.htm


 

 

d. refer to the Rudyard Kipling rhyme: "I keep six honest serving men, They taught me 

all I knew; Their names are What and Why and When, And How and Where and 

Who.." This is from Just So Stories, 1902, The Elephant's Child 

e. 'what...? and 'how...?' are the best words to use in open questions because they 

provoke thinking and responses about facts and feelings in a non-threatening 

way 

f. use 'why?' to find out reasons and motives beneath the initial answers given, but 

be very careful and sparing in using 'why' because the word 'why?' is threatening 

to many people - it causes the other person to feel they have to defend or justify 

themselves, and as such will not bring out the true situation and feelings, 

especially in early discussions with people when trust and rapport is at a low level 

vii. listen carefully and empathically, maintain good eye-contact, and show that you 

understand - especially understand what is meant and felt, not just what is said, 

particularly when you probe motives and personal aspects 

viii. interpret and reflect back and confirm you have understood what is being explained, 

and if relevant the feelings behind it 

ix. use closed questions to qualify and confirm your interpretation - a closed question is one 

that can be answered with a yes or no  

x. when you've asked a question, you must then be quiet - do not interrupt - allow the 

client time and freedom to answer 

xi. do not jump onto an opportunity and start explaining how you can solve the problem 

until you have asked all your questions and gathered all the information you need (in 

any event you should never be seen to 'jump' onto any issue) 

xii. when you have all the information you need, acknowledge the fact eg. say “I 

understand”, then take a few moments to think about it, map a way forward by giving 

the proposed product regimen & course of treatments required 

 

8. Conversations over the phone 

It’s Not What You Say, It’s How You Say It! 

The moment you pick up a telephone, body language and visual perceptions disappear 

and your tone of voice becomes dominant. 

Almost the entire message you project to the client over the phone is derived from tone of 

voice and attitude. 

For example: 

 A flat tone of voice says to the client, “I don’t like my job and would rather be 

elsewhere.” 

 Slow pitch and presentation say, “I am sad and lonely – do not bother me.” 

 A high pitch, rapid voice says, “I am enthusiastic and excited!’ 

 A loud voice says, “I’m angry and aggressive.” 

How a clinic answers the phone can tell the whole story of how they treat clients. The correct 

phrase said in the right order in a positive tone leaves a good impression and starts the client 

relationship off on the right foot. 

Pick up the phone in three rings. More than three rings signals chaos or inattentiveness on the 

part of the clinic. 

Greet the caller, e.g. “thank you for calling TLB, you are speaking to xx, how may we treat 

you?” 



 

 

 

Your aim: 

 Schedule the client in for a free consultation 

 Capture details of the client: first name, surname, DOB, cellphone, email & origin 

 Never give out prices with an explanation of why the prices are that way ie. 

technology & advantages 

 This is your opportunity to start the process of selling a course 

 Upsell/Cross sell, e.g. the client books for a facial, ask if they would like to have 

their eyebrows shaped & tinted or a mani/pedi at the same time etc 

 

9. Overcoming objections/negotiating 
i. if objections arise, firstly the therapist  should qualify each one, by reflecting back, to 

establish the precise nature of the objection - "what makes you say that?, is usually a 

good start 

ii. it may be necessary to probe deeper to get to the real issue, by asking why to a series of 

answers - some objections result from misunderstandings, or that the therapist has not 

given enough information and some are used to veil other misgivings which the therapist 

needs to expose - simply ask and probe instead; the best standard response, is 

something like "I understand why that could be an issue, can I ask you to tell me more 

about why it is, and what's important for you here?.." Be tactful!!! 

iii. try to avoid altogether the use of the word 'but' - it's inherently confrontational 

iv. for example: the client says she thinks it's too expensive; the therapist reflects back: "I 

think what you're really saying is that you have no problem with information on the 

treatments I have given you, but you'd prefer the payments staggered over a couple of 

months? – well, I think there could probably be a possibility of head office allowing that, 

let me speak to my manager and we’ll come back to you..." 

v. the 'feel-felt-found' technique: "I understand how you feel/why you feel that... Other 

clients have felt just the same/that.../But (or 'And') when... they have found that..." The 

method uses empathy, neutrality and group reference (shifting the issue away from 

personal confrontation) – having said that, it then counters the objection and reinforces 

the benefits using (alleged) majority evidence, in the hope of persuading the client that 

he/she is isolated and missing out if deciding not to take up the offer 

vi. avoid head-to-head arguments - even if you win them you'll destroy the relationship & 

you'll go no further - instead the therapist must enable a constructive discussion so that 

she and the client are both working at the problem together; most objections are usually 

overcome by both the therapist and the client adjusting their positions slightly 

 

10. Closing the Sale 
i. the best way to close is, for example, "Are you happy that we've covered everything 

and would you like to go ahead?", or simply "Would you like to go ahead?" 

ii. in many cases, if the therapist conducts the sale properly, the client will close the deal 

himself - it's civilised, respectful, and actually implies and requires a high level of sales 

professionalism 

iii. the manner in which a sale is concluded depends on the type of the client - watch out 

for the signs: no-nonsense high-achievers are likely to decide very quickly and may be a 

little irritated if you leave matters hanging after they've indicated they're happy; 

cautious technical people will want every detail covered and may need time to think, 

so don't push them, but do stay in touch and make sure they have all the information 

they need; very friendly types may actually say yes before they're ready, in which case 

you need to ensure that everything is suitably covered so nothing can rebound later 



 

 

 

11. Upselling and Cross selling 

Ask yourself: Am I maximising my opportunities? 

 At booking 

If the client asks you about a treatment always start with the deluxe option and work 

down to a basic one, not vice versa 

 

 At check-in 

Your client has booked a basic service. Are you offering the chance to upgrade to the 

full / deluxe service? 

 

Is the client being offered the chance to convert the single treatment to a course of 

treatments where possible? What is the conversation in the treatment room? Is it relevant 

to what we do and offer? Are you truly listening to your clients’ needs and creating 

revenue streams? 

 

 In the waiting area 

The time your clients spend waiting for their service is a perfect chance to expose them 

to what we offer and then upsell products and services. Menus & testers should be out for 

the clients to browse & try. 

 

 In the treatment space 

Keep conversations professional but friendly, always try to keep in your mind that your 

end goal is to increase the client’s average spend – so listen out for things like holiday 

plans, did they mention that their hair or skin was acting up, did they ask about new 

treatments, etc.? Use these as hooks to build on, by keeping client notes, and follow up, 

recommending a product or treatment that is great for your client’s key concern or 

holiday. 

 

 At check-out 

Are your clients aware of special offers and our loyalty program? Do they know we sell 

gift cards? Are treatments being re-booked and are clients being upsold a course of the 

service they got on the day? Keep notes on what products a client has bought and ask 

them how they are getting on with them or whether they need to replenish anything they 

may be running out off. This way you can also alert your clients to special offers on 

products they like and in turn potentially upsell products and services. 

 

 Social media 

It is a must for therapist/managers to engage with our Facebook page. Our page is 

interactive, engaging, set to educate and entertain our clients and potential clients. The 

more you share the posts the more interest you create and that in turn lands up as a 

consultation or long term client. 

 

12. Follow up 
i. The therapist should make follow-up contact with the client - as often as necessary - to 

confirm that the client is happy with the quotation, this will reduce possible confusion 



 

 

and misunderstood expectations, which are a big cause of client dissatisfaction or them 

not taking up the course 

ii. Client follow-up must always be the responsibility of the therapist, who should consider 

themselves the 'guardian' of that client, regardless of the fact that the manager is there, 

as the therapist has already started the process of establishing a relationship with the 

client. The manager is there for problem resolution 

iii. Clients rightly hold therapists responsible for what happens after the sale is made, and 

good conscientious follow-up will usually be rewarded with referrals to other clients - this 

is also helpful for building a database  

iv. Follow-up is an important indicator of integrity; when a therapist makes a sale she is 

personally endorsing the product and the company, so ensuring that value and 

satisfaction are fulfilled 

 

  



 

 

13. DiSC Personality Test 

 

DISC Personality Test 

For each row, circle the personality trait that describes you best. For each column, count 

the no. of circles in the column and put the total score at the bottom of the column 

1 Strong-Willed Persuasive  Kind  Humble 

2 Independent  Sociable  Pleasant  Cooperative 

3 Bold  Lively  Loyal  Passive 

4 Competitive  Cheerful  Obliging  Open-minded 

5 Daring  Humorous  Calm  Precise 

6 Pioneering  Trusting  Lenient  Tolerant 

7 Persistent  Entertaining  Obedient  Neat 

8 Energetic  Sociable  Lenient  Peaceful 

9 Risk Taker  Good-mixer  Patient  Precise 

10 Determined  Energetic  Self-controlled  Systematic 

11 Aggressive  Charismatic  Good-natured  Careful 

12 Restless  Talkative  Controlled  Conventional 

13 Decisive  Popular  Neighbourly  Organized 

14 Adventurous  Friendly  Moderate  Receptive 

15 Brave  Inspiring  Submissive  Shy 

Total  

score 

    

 

 

  



 

 

DiSC Profile Test DiSC Behaviours Characterised as May become Desires to 

 

Dominant 

Control specialist 

Wants: Results – 

Acts: Decisively 

Asks” “What” 

Fast Paced 

Firm Stance 

Strong Gestures 

Intimidating 

Aggressive 

Domineering 

To show 

authority, 

to feel strong 

and in control 

Influence 

Communication 

specialist 

Wants People – 

Acts: 

Enthusiastically 

Asks” “Who” 

Easy Smile 

Alert Eyes 

Wide gestures 

Unrealistic 

Overselling 

Overly 

Emotional 

Enthusiastic 

To appear 

Warm 

Friendly 

And Safe 

Steadiness 

Harmonizing 

specialist 

Wants: Stability – 

Acts: 

Systematically 

Asks: “How?” 

Direct Gaze 

Relaxed Stance 

Few Gestures 

Inflexible 

Aloof 

Passive 

Indecisive 

To appear 

Calm 

Steady 

Stable 

Conscientiousness 

Information 

specialist 

Wants: Accuracy 

Acts: Cautiously 

Asks” “Why” 

Reserved 

Eyebrows Raised 

Controlled 

Gestures 

Perfectionist 

Too Critical of 

Self and Others 

Solo Player 

To appear 

Knowledgeable 

Logical 

In Control 

 

 D I S C 

Recognise by: high self-

confidence, 

competition 

talkativeness, 

enthusiasm, 

optimism, 

energy 

friendship, co-

operation 

persistent, 

patient 

accuracy, 

cautious, high 

standards 

Prefers Work 

Environment to 

be: 

busy, formal stimulating, 

personal, 

friendly 

personal, 

relaxed,  

friendly 

structured, 

organized, 

formal 

Pace Faster Faster Slower Slower 

Gains security 

by: 

Being in control flexibility and 

variety 

Close 

relationships 

Preparation 

Motivated By: 

(Outstanding 

Need) 

achievement Social 

recognition 

Acceptance 

stability 

Correctness 

Measures 

Progress By: 

Results applause, 

praise 

appreciation getting it right 

Fears: being taken 

advantage of, 

loss of control 

social rejection Personal 

rejection, 

sudden change 

criticism of what 

they do 

Irritated by: inefficiency, 

indecision, 

slowness 

routine, 

formality 

insensitivity, 

impatience 

surprises, 

unpredictability 

Decisions are: Quick spontaneous considerate Deliberate 

Major 

limitations: 

impatience, 

selective 

listening 

lack of follow 

through 

overly modest, 

resist change 

overly critical of 

self and others 

Could increase 

effectiveness 

by: 

being patient 

and willing to 

learn 

self-discipline, 

follow through 

on tasks 

belief in self, 

being more 

open to 

change 

being more 

tolerant of self 

and others 

 

 

 

 



 

 

You are your own business 

 

Commission 

Sliding Scales for retail sold    

R20,000+ retail turnover reached 12% commission  

R10,000+ retail turnover reached 10% commission  

R8,000 retail turnover reached 8% commission 

R5,000 retail turnover reached 5% commission 

Under R5,000  3% commission  

 

Therapists receive a commission of 3% on the sale price of a laser treatments excluding VAT 

and 5% for credit card purchases on all treatments performed. 

 

Therapists receive a commission of 10% on the sale price of all other treatments excluding 

VAT and 5% for credit card purchases on all treatments performed 

 

Incentives 

This applies only to therapists.   

 

What reports to pull? 

 

You should be setting yourself targets, how much should u be earning? 

 


