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ARE YOU

Standing Out?

TOP TRENDS TO GET CONSUMERS' ATTENTION

THE
MAKING
OF A

SALES

CHAMPION
BY ALEXANDER MENRISKY

WHAT MAKES A SALES CHAMPION? Retail and sales are integral
components to every business in the spa industry. Proper sales training,
along with hiring a qualified salesperson, can make or break a success.
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ccording to Penny Kriel, spa director at
Salamander Resort & Spa in Middleburg,
Virginia, a sales champion must be confident and enthusiastic in product
knowledge, able to encourage guest
retention, exceptional in upselling
services and products as well as in
exceeding sales targets. Jon
McDaniel, vice president of business operations at GlyMed Plus, based in Provo, Utah, adds
that a true sales champion must also have the ability to forge
a relationship between a company and a client.
“A sales ‘champion’ is someone whose efforts exceed the
sales numbers,” McDaniel says. “Sure, he or she may make or
exceed quotas, but a sales champion also loves what he or
she does, even on the hardest of days. Sales champions have
a level of self-reflection and never make themselves higher
than the clients. They will always be a resource for valuable
information, and thus the client feels as though he or she has
a support system in the industry.”

Identifying Your Sales Champions
At Trump International Hotel & Tower in Chicago, Illinois,
exceptional salespeople are those who have the ability to
consistently guide guests in booking the best services for their
specific needs while having the understanding of the spa’s
goals of the spa are. It is equally as important that they are
able to assist with any take-home products since the spa at
Trump International wants to encourage guests to continue
their spa experience at home. Sales champions should have

knowledge to speak confidently about the services and products while gaining the trust of guests to encourage repeat
visits.
“It’s one thing to be a salesperson,” McDaniel says.
“That’s something most people can work at.” An exceptional
sales person, says McDaniel, is someone who makes a commitment and is fully invested in the clients.
To go above and beyond, McDaniel says GlyMed Plus
“recruits relationship-driven people whose primary focus is to
make clients the best at what they do with our support.” To
this end, he asks himself one primary question when considering whom to hire and train for a client-facing role: “Is this
person client-driven?”
Promising salespeople demonstrate an eagerness to listen
to the client’s issues and collaborate on solutions for success.
Once this person has been identified within the company or
during the hiring process, he or she undergoes significant
training at GlyMed Plus. Sales training begins with three days
of intensive training under McDaniel, who has 15 years of
sales experience as well as teaching experience as an adjunct
professor at a local state university.
“We then get in front of clients and non-clients to hear
their take on what is important to them,” he says. “We do
continuing training with webinars, activities and seminars.
Training staff on long-term relationships is an extensive duration training goal we focus on every day.”
Kriel, on the other hand, looks at key qualities to determine whether a sales team member deserves a promotion or
requires additional training. Team members who know and
understand key product selling points, consistently reach

PENNY KRIEL
Spa Director
Salamander Resort & Spa
Middleburg, Virginia
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targets, share product knowledge with peers and frequently
cross- and upsell are ripe for promotion. Further intensive
training, involving one-on-one sessions with managers to
understand individual challenges, is generally reserved to
those who lack confidence in selling, inconsistently achieves
sales targets and makes no effort to try the products. Despite
this distinction, however, most employees undergo refresher
training when vendors are on-site, and staff meetings frequently feature role-playing scenarios.
When it comes to prospecting, GlyMed likes to take a different approach. “The word prospect in itself is not something we
are comfortable with here at GlyMed Plus, McDaniel says. “We
discuss the building of relationships.” Because resource partners ideally aim for long-term relationships with spas, this
involves having broad initial conversations about client challenges and preferences, and building a relationship from there.”

Facing Sales Trials
According to Kriel, some of the sales challenges they face
include difficulty in selling to customers who prefer to use only
one product, not having enough time to go into retail details
after treatments and dispelling widespread assumptions that
products are too expensive on top of treatment cost.
To counter these issues, Kriel recommends a number of
techniques, such as offering clients product recommendation
cards. Above all, she urges her staff to approach sales as

Trump International Hotel & Tower, Chicago, Illinois
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lifestyle recommendations, and as such to focus on lifestylerelated questions during the consultation to inform relevant
and personalized product recommendations.
Trump International faces similar issues, particularly on
cost assumptions. To address this, the management encourages the sales team not to make cost decisions for the guest,
instead, allow them the opportunity to see and learn about
the products.
“Never degrade the products guests are currently using,
always compliment them with products you recommend,”
Kriel says. “Always follow up with the guests a couple of days
after purchasing the product to ensure they are enjoying it
and seeing the results.” Kriel also offers her staff a number of
resources, such as a self-authored personal training manual,
vendor-provided training modules and ISPA’s Retail
Management for Spas.
For resource partners, on the other hand, some common
challenges they face include misconceptions regarding ingredients and technology used, which is why proper client
education is important in the sales process.
“Failure is inevitable, especially in a sales role,” McDaniel
says. “We coach our team that many factors go into a client
making a positive or negative decision when it comes to
choosing GlyMed Plus. We believe we have the finest products, education, and support to offer, but sometimes it just
comes down to timing. Are clients in a position that they can

“Sales champions have a
level of self-reflection and
never make themselves
higher than the clients.”
make a decision to use GlyMed Plus? The key is to not take
failure personally.”

Motivation and Support
To provide support to sales teams, McDaniel says it’s important to provide them with the tools they need. “At GlyMed
Plus, we operate out of one Enterprise Resource Planning
(ERP) and one Customer Relationship Management (CRM)
system. Company reps can take their tablet or laptop into an
account and access data from on-site. This gives clients
answers in seconds, not hours or days,” he says. “We also
have an extensive library of medical terms and reference
manuals to help grow our staff’s ability to assist clients with
skin types and conditions. Access to proper education as a
sales tool is a vital part of all our responsibilities.”
While tools and data are important in sales, McDaniel also
warns of the dangers of having too much. “At a previous
company I worked for, we had nine different sales and CRM
software systems to track and rate customer interaction performance. As sales executives, we found ourselves lost in data
input and sorting, rather than being in front of the client,
hearing their needs and formulating solutions,” he says.
Aside from having the right tools, he stresses the importance of communicating the sales goals clearly. “The first
thing we discuss is committing to a goal,” McDaniel says. “If
you use a goal as a moving target, it won’t work. Both the
sales person and management should find a goal and stick to
it.” GlyMed Plus’ sales team stays on track by holding weekly

SPOTTING
QUALIFIED
PROSPECTS
To help team members easily spot potential buyers,
Kriel trains them to look out for the following:
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JOHN McDANIEL
VP of Business Operations
GlyMed Plus • Provo, Utah

informal discussions and monthly formal reviews to explore
how to achieve better results. “It’s a constant process of
goals, reviews and improvement.”
If, despite all the support, a team member continues to
face challenges in meeting sales goals, McDaniel works with
the team member one-on-one. “We discuss the issues that
are maybe contributing to the lack of reaching full potential,”
he says. “As I tell underperforming staff members, sales is as
much about timing as it is about the effort you put toward it.”
Incentives, recognitions and awards are good motivationdrivers. GlyMed Plus awards certificates of achievement, offers
monetary bonuses and gives out yearly awards to exceptional
sales individuals. Salamander Resort & Spa’s vendors offer
high-performing sales staff members product incentives. Kriel
also employs a tiered commission structure based on the
number of sales, as well as special prizes and a “Spa Dollar”
system, in which team members earn spa dollars that they
can use toward treatments or products.
Trump International Hotel & Tower, Chicago also offers
bonuses to exceptional sales staff members, gives product prizes
supplied by vendors, as well as has internal programs that award
gift cards to Chicago restaurants and other spas. n
HOW CAN YOU HELP your sales team deal with rejection?
Click here to read more digital-exclusive content. Plus, visit
experienceispa.com to purchase ISPA’s resource, Retail
Management for Spas.

Guests who ask what products will be used during the treatment.
Guests who comment about the smell of the products.
Guests who ask questions regarding ingredients.
Guests who come out of the treatment wanting to know more about
other product lines.
Guests who request the spa concierge or therapist to make a product
or treatment recommendation.
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