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Don't Fire 'Til
B You Seethe
jsLines on His Face

or How to Recognize
Primary " Buying Types"

by Michael Lovas

When you can read the lines on a person's face, you can
very quickly determine his personality type. That aso
indicates his decision-making style and primary values.

For instance, a person with a shortvertical line between
his eyebrows thinks intensely most of the time. He might
be a computer programmer or an engineer. He needs alot
of written material to read and contemplate. He is also
dow to make adecision, and he'd likely be late for your
meetings.

A person with smile lines around her eyes and mouth
might be a counselor or the owner of aday care center.
Y ou can bet she's not a bail bondsman. She makes
decisons dowly. Her primary values are her family and
animals. She probably has< adog and a new liter of
Kittens.

As asales professional, would such information be
important in your presentation? Absolutely! Here's how
you get it. Facial linestell you the expression the face
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assumes most of the time. Seeing those lines tells you the
person's genera attitude. The attitude is dictated by his
Personality Type (or Buying Type). Thus, reading facial
lines gives you clues to knowing his values and
decision-making style.

Picture four strangers standing in front of you. They
all work in the same corporation. One person isa
corporate attorney. Another is a human resources
advisor. Thethird isasalesrep. And the fourthisa
guality control engineer.

¢ Do you speak to them in the same way?

¢ Does each one plan his financial security the same
way?

* |seach comfortable with the same amount of risk?

¢ Arefamily concerns equally significant to each?

¢ Does each one need the same amount of written
information?

¢ Do they al make purchase decisions at the same
Speed?

If you answered Yesto any of those questions, you'rein
the wrong business. Each represents a different Buying
Type. Since you're a sales professional, do you know
how to differentiate one from the other?

Now, picture your self speaking very briefly with
each of the four people mentioned above. If you could
address each person using words and phrases that are
comfortable to him, don't you think he'd be more
receptive? If you could make your presentation relevant
to his primary values, don't you think you'd have a better
shot at building your credibility and making a sale?

The key isatechnique | call Facial Mapping. | teach it in
our Buying Types seminar. It's the first thing you should
do to ascertain a person's Buying Type. Within fifteen
seconds, you'll know which person is motivated by
family values and people relationships; which oneis
concerned with the bottom-line numbers and efficiency;
which one will base decisions on gut feelings and
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emotion;and which one will take your information, then
research the product category and eventually fail to make
adecision.

On the other hand, if you don't know the Buying Type of
your prospect, you face overwhelming odds of
committing serious blunders, without realizing it. That's
because you, then, present inappropriate products,
describe benefits that he is not interested in and head-off
the wrong objections. In short, even if your presentation
Is perfect, you could very easily deliver it to the wrong
person. In fact, since each Type represents 25% of the
population, you stand a 75% chance of wasting your
time.

Here'san example. In aseminar on Types that we
presented to members of Mobil Qil's Global Information
Services division, awoman asked me how the process of
Typing could possibly indicate anything about her values.
Within ten seconds, | exposed her life. | told her that her
highest value was her family, that she worked diligently
to maintain harmony at home and at the office, that she
loved animals and probably had a puppy and a cat.
Bingo! Everything | said described her life, even down to
the pets. The look of shock and delight on her face was
priceless.

To make a sae to that woman, you would ssmply couch
your presentation in terms of family values and
interpersonal harmony. But you wouldn't know to do that
unless you could identify Buying Types.

When | delivered this material to the Richmond
Association of Life Underwriters, | had a group of six
people at the front of the room, all representing the
same Buying Type. As | asked them specific yes/no
guestions about their lives, every one of them said yesto
nearly every question.

What if you can't see the lines? If your prospect has dark

skin or bangs, you may not be able to see the facial lines.
In those cases, you go to the second step in the ID
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process. Y ou read body language and gestures. But more
often than not, if you can't see facial lines, it's because
you're talking with the person over thephone.

In a phone discussion about Buying Types, afinancial
planner asked meif | could really tell Buying Types
without giving awritten test. | asked him to describe the
linesin his face. That took five seconds. Then, | asked if
his desk was nesatly organized. That answer took another
three seconds. From an 8-second conversation, | told him
that heis athinker and an intellectual who collects and
contemplates information. That he researches his projects
to the point of indecision, and he's often late for

meetings. Bingo!

To make asaleto him, you'd smply give him clearly
written documents and present the information in a way
that guides him to alogical conclusion. But because heis
an intellectual, you would have to make him believe he
came to the decision on his own.

To make the process of Facial Mapping easy to
remember, we describe each of the four Buying Types as
adifferent color.

Red. The Red has horizontal lines across his forehead
from expressing interest and excitement. | call them the
Roy Rogers lines. More often than not, he'll aso have
laugh lines around his eyes. He gestures boldly and
expressively with his hands and uses his voice like atoy.
He values creative solutions and craves attention. He has
a short attention span and tends to act impulsively. Show
him a spreadsheet and his eyes will glaze over. But helll
follow you anywhere if you laugh at his jokes, make him
the center of attention and compliment his creativity.

Gold. The Gold probably hasno lines at all in his
forehead. That's because he is a walking calculator who
generally does not display emotions. If there arelinesin
his forehead, they'll be the asymmetrical "V*" of
disapproval. Hell also have lines around his mouth.
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Those lines come from being a perfectionist. Since
nothing is ever perfect, he feels displeasure and
expresses it on hisface. That's just about the only way he
Isexpressive. He is very conservative and never takes
any more than the tiniest of calculated risks. Say, "New
concept in financial products’ or "devel oping markets,"
and he goes into culture shock.

Green. The Green haswhat | call the hatchet wound
between his eyes -- asmall, deep vertical line. He cannot
get too much information, and he needs to processit for a
long time. When he's processing information, he looks
like he's frowning and expressing disapproval. Don't be
fooled. When he's processing information, he also can't
make a decision. Push him with any of the sales-esque
tactics for overcoming objections, and you'll insult his
intelligence. And you don't want to do that because,
chances are, he's extremely intelligent. But, it's hard to
see because he probably wears a pocket protector and
reminds you of the Absent-minded Professor. | wasin a
seminar with agreen in October. He wore a navy blue
blazer and trousers from a gray pinstripe suit. His
insights were poignant and prophetic, but his fashion was
felonious.

Blue. The Blue has compassion lines around his eyes
and mouth. His movements are low and deliberate. His
voice is soft. He isindecisive but makes decisions based
amost exclusively on feelings. A Blue needs to know
that everything is OK, and he needs to make peace if he
perceives any disharmony in the environment. He values
family and personal friends above all, but animals are
close behind. If you say something like, "Bottom lineis.
.. or "You need to decide right away." you can go
home. You blew it.

Why are Buying Typesimportant to you? Current
research shows that it takes more than six contacts to
make a sale, today. Maybe, it takes so many because
sales people are not pin-pointing their prospects Buying
Types. Once you begin to recognize Buying Types, you
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will be much more successful, if only because you'll be
addressing the different people in terms that are relevant
to them. It istruly the single, most important skill you
can learn to advance your sales career.

This article is taken from the Buying Types seminar
presented by Michael Lovas and Credibility Marketing.
The next time it is scheduled for the public will be at the

NAHU conference on Managed Care in January.

MICHAEL LOVAS sthe author of two books on
Wave Marketing. He is a popular speaker to some of the
country's most respected organizations. They find his wit
and energy refreshing, and his message logical and
powerful. He has spoken to:the Million Dollar Round
Table, American Marketing Association, National
Association of Independent Life Brokerage Agencies,
The Society of Certified Senior Advisors, and many other
business groups. He is available to speak on "The
Marketing Hurricane," and " Credibility Building through
Client Contact."

Lovas has written projects for: CIGNA, AFLAC,
Transport Life, Mobil Qil, J.C. Penney, Sheraton,
Hospital Corporation of America, Prudential Securities,
Merrill Lynch, First Safeco of New Y ork, American
Quarter Horse Association, Zig Ziglar, BEST Products,
Federal Home Loan Bank, the Dallas Symphony
Association, and many others.

Reach Michael L ovas at:

EQUUS Consulting
10718 Morning Glory Drive, Dallas TX 75229
(214) 351-4379 or fax at (214) 351-2110

e-mail mlovas@onramp.net
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