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Consultations That Create Success

Going Beyond |

Customer Service I

By Jenny Hogan

As a professional working im a salon, halr replace-
menl center or wig mielier, customer service has o
special meaning in your business, You are more
than u hadrstylist, Yoo are also considersd a pro-
fessional besutyvenre advisor, confidante and
friemd. No doubt you have heard many stories
from clicnts abowt thelr hair boss, possibly linked
to diseuse or & chronic condition. Your cliemtele
has specialized meeds and you are in the wnique
posithon to advise them on what they can do o
nchieve their alfimste look. Lauren Gartland is |

the founder of Imspiring Champions, & busines |
training and coaching company working in the |

professional beanty industry, Gartland regularly
instructs beanty professionnbs on how o grow
thekr carcers and businesses while alo helplng
clients see (he possibilities of what they can
become. She shares some of her seorets for imme-
diately hoosting retail and servboe sabes, all while
providing clieats with greater valoe and service.

The Perfect Consultatkon

“The consultation is the first step that is vital for
clieni swceess” Garland notes.  “By wsing a sa
scripl b accommphish a salon consuliation, you can go
wary beyond vour normal service and natail expecta-
tiois. This way, witheut adding additional eliems to
your schedule or mising prces, you can dmmatical-
ly incrense your incoms, while nlso adding o your
clients experience amd results™ Today it is easier
than @ver for hair neplacement cliems 1o look their
beest becanise of natural hair extensions, clip-on hair
pieces and premium wigs. Since these great hair
picces ane made from uman haer and can be treated
with the ssme prodhects and 1eols as natuml hair, you
can continge g0 retall products and upsell services
just o3 vou would for imditional hair clients,

Ask Questions
Gartlhnd mstnucts that you should fing pregane a

chients. You will sit with them and fill out the forms
vourself, firg asking permiztion and clarilying that
you wand o defermime their needs, Gartland noles,
“Your consultation should include a thorowgh list of
meantngful questions,  Instrucy the client that the
purpose of the consultation is %o identify their needs
50 that you can offer the best solutions.” Hairsiy lists
will hive chients rate the conditson of thetr haar, thedr
currendt haircat, hasreolor and hairstybe on a scale off
1w 1. Have them raie the performance and resulis
of 1heir currenl harcare products, as well 25 1heir
d}l:ns iools, List their specific I:|'L1|[t,'|1|:|,|':'\ O Come-
cems. and e the effectivensss of their past eat-
ments. Have them rate their level of commtment o
addressing these concerns. Ask if they are oble o
duplicate thesr hairstyle at home and what it would
take for them 1o be able o do =07 Ask what the one
thing they most want 1o improve i and what would
make the day's expenience a *10° for them? Abwvays
be climicad, nonepudgmental and do not ask keading
questions of offer your personal apinions.

"By asking detniked questions than really describe
what the client wamis, you mighi uncover some
desines even they weren't even owane of befone!
Asking D vou wand your hale io whipen loll or
screarmi” ' provides a welling answer 1o thelr prefer-
enies., Talkmg about hairstyling can be very subjec-
tive, 5o these types of questions help to identify your
cliert’s personality and clarify your terms.  When
identifying haircolor or highlights, always look =
color charts, swaiches or siylebook photographs b

detniled questionnaire by review with each of your
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your client as it does to you! When talking about
how misch lengih o cu, hold out your finger and
meamure the length visually msead of giving a
mumerical value. *The most importont thing o hair
stylist cam do is 1o learn how w ask the right ques-
o andd then [isten 1o the guests angwirs.” Gortland
notes. “The consulttion should be full of the nght
kind of questions that will give you the clarity you
need 1o hit the mark with every guest cvery time”

Conneet With Their Imagination

Part of your mole during the consullation s o help
vour ¢hents see the possibilities for thew hair and
their iotal image. Ask your cliemts for three words
that best describe what they want iheir hair 1o say
nbanat their persomality. They muy say, Teatdn: par-
wurr o doim-fo-earil or BTy vematiefiel arad i
When clients give o ausbjective answer bo o question
o the oomsuliation, clinfy what Ilk::. mean I un
does healhy kate mean fo you™" Wine down their
answers and repeat them back; then keep on asking
Yl el " untid the cliemt has really been beard,
Mo you have identifbed their challenges. You wam
them io Memtify s many challenges, needs and
desires as possible, so that you can offer o sevies of
peofessional wig, hair replacement and haireane solu-
oes! You will then be able o give them your pmﬁcv
sional recommendations. for services as well as addi-
thonal prochicts that vou can provide.

When recommending services and products, go
beyoid their techndeal descriptions 10 conmect
with clients on an emottonal level, “Remember
that the joarney o the hean is through the imagi-
mation,” noles Cartdand.  Your magination asks,
“What is this? Wiy are they recommending s,
Do i i podrg do work and what will [ love or hare
abouf if?" While giving your recommendations,
use trigger words like *Whet" “Why," *How" and
‘Love.' Firs, state your recommendation: W 7
receumarend v owr special deep conditloring treal-
ment.’ When describing “why,” use the client’s own
words from the consultation. 'Fowr soned earlier
thar your hair war ay. so this will provide exong
condiffeving. When deseribing “how,’ be procise
im your language. “ff will fake [0 minutes and be
appiivd ar the shampoo bowl” Do mention price,
but do ot linger there — go direcily 1o the lovel
Thix ix 320 and wou will absolinely love ihe
herleiey wieine ir vl give sous! Kour e godimg fo walk |
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s o]

“@r

il o here with Bade fhad fs, . " Now dse the thres
wards they used to descnibe their ideal, You see
howw simiple it really is?

Creafe Self Awareneis

Remember that most people buy emotionally, then
Justify it logically. People will buy expersences and
solistions, mot just services or products.  For hair
replacement clionts, this may be especially true,
They have specific nequirements for their hair loss
that need solutions and they may also need a linle
extra TLC, Gartland notes, “Customers  will
exchange their hard camed mency for two things:
solutions o problerms and good feelings. This is what
willl eep thern coming back.™

Don't be afraid 1o offer additionad services that will
enhance salon vesits, even i clients did nat explicis-
Iy express a need for them, For instance, it is proba-
bly & given thal siress s pari of their lives as hair
replacement clients, Why not offer a relaxing head
TESERPE, Thamd @nd foot trentment or aronsthengy?
Other adkd-on treatments that would give your clients
an sdditional seh-estcem boost coubd include a
rr|;|l;|;'up h'uxhup. evehrow 1I'u|1in|!|_ or o kesson on
creating upstybes for special occasions. Do not
warry about clients saying ‘no’ when voa offer addi-
tinmal services or prodocts. A “po’ today could be a
“yes” fomorrow,” Crartland notes. Often you are just
planting o seed for @ service that o clent may wanl at
a loier date, such as haircolor, highlights or hair
cxignsions.

7 the fden of retadling or upselling makes you uncom-
fortable, remember that vour goal 18 never 10 peessane
vour client imo unwaied services. Your goal is io cre-
b sl mvareness, by showing your cliees a vision of
what they can become, Its @ win-win for everyone, as
you ane giving them enhanced results with a small
price moncase while preatly increasing vour oam
incoame over time, Ciartland conchudes, “Creating an
exirnordinary client experience will be the driving
force for the guosl wanling 1o retum for more,
Conducting a thomugh consultation will ensure that
your clients foel Bstemed 10, taken care of and know
wonir commitment level Tl'n..-l\.'witl il l.'ll|}'1:L"| added
bemefits but will learn about possibilities they hadn't
even thought of before!™
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