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About Your Instructor:
Lisa Robbin Young
Creator: DirectSalesClassroom.com 
Direct Sales Speaker, Coach & Trainer

Founder, The Renaissance Mom, LLC.

Lisa Robbin Young began her direct sales career more than 15 years ago and failed her way to the top. 
Early attempts at using the Internet to grow her business met with incredible resistance, and yielded 
hundreds of dollars in sales each month. That was before web browsers and blogging.

Fast forward to 2010, and you'll find Lisa coaching and training her own direct sales team, as well as 
leading other direct sellers around the world as they grow their business like a real business. Lisa has 
worked with Network Marketing and Party Plan consultants from companies as diverse as Lia Sophia, 
Bodega Chocolates, Tupperware, The Body Shop at Home, Gold Canyon Candles, Partylite, 
Longaberger, Xango, Tahitian Noni, Avon, Waiora, Unicity, Ardyss, and more.

With a knack for pin-pointing trouble and brainstorming solutions that today's direct sales consultants 
need to thrive, Lisa has built an online classroom for every level of direct sales success. Direct Sales 
Classroom hosts thousands of consultants each month from around the world, providing how-to 
strategies that work in today's tough, competitive market.

In addition to founding #dstips on Twitter, Lisa also publishes the popular and highly recommended 
PartyOn! A weekly ezine for direct sales professionals. Get your free business building tips at 
http://www.HomePartySolution.com.

http://search.twitter.com/search?q=dstips
http://www.HomePartySolution.com/
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Direct Sales 104: Advanced Sales Strategies
Lesson 2 – Understanding Customer Types

When you're working out your PFCP, you may be struck by one of two scenarios:
1. Your PFC is a lot like you
2. Your PFC is nothing like you.

Buying Profiles for You and Your Customers
The VALS2 Survey (http://www.strategicbusinessinsights.com/vals/presurvey.shtml) 

The Two Questions
1. Why do they buy?
2. What means do they have to buy?

According to the survey, people buy based on one of three reasons:

1. Ideals (Principles)
2. Achievement (Status)
3. Self-Expression (Experiences)

http://www.strategicbusinessinsights.com/vals/presurvey.shtml
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Here's an example from Dr. Hogan's work:
Example: If you buy an automobile to impress others because, “it looks good,” write down status. 
If you bought it because it is American made, write down “principle.”
If you bought it because it is fun to drive regardless of what it looks like write down, “experience.”

Example: If you bought your house or a certain type of house to impress others, write down status. 
If you bought a home because it is the right thing to do for your family, write down “principle.” 
If you bought your home because you wanted a space for you to really dwell in and love as part of 
yourself, write down, “experience.”

Now jot down your reason for buying:  ______________________________________________

Establishing Means
According to Dr. Hogan, “your means include your income, your education, your potential, your credit 
line, your willingness to spend money now regardless of when you have to pay for what you buy.
Most people will buy if they perceive some benefit of pleasure or some reduction in pain as long as  
they value the benefit more than money.”

A

B

C

D
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A - Income above $75,000
B – Income between $40,000 and $75,000
C - Income between $18,000 and $40,000
D – Income below $18,000 

If your figure was within $7,000 of a higher or lower income figure, use both letters.

So the eight profiles Dr. Hogan developed from the Stanford research are as follows:
1. Actualizer / Innovator
2. Fulfilled / Thinker
3. Achiever
4. Experiencer
5. Believer
6. Striver
7. Maker
8. Struggler/Survivor

The Eight Buyer Profiles and How To Pull Their Mind Access Strings 
by Dr. Kevin Hogan

Actualizers, according to SRI, make up approximately 10% of the population. 
This group makes up the smallest percentage of the population.

Actualizers are set apart from the rest of the population by the fact that neither  
status, principle or experience seems to be a driving force in their buying  
profile. It is their means, their resources that allow Actualizers to express  
themselves by taking advantage of their resources. Actualizers tend to have 
many assets, greater education and knowledge and even greater health, all 
resources that they use as “means” for self-expression.

 Appeal to the Actualizer’s sense of independence, taste and character. Show the  
Actualizer how they can express themselves by utilizing their resources.
Fulfilleds, according to SRI, make up about 11% of the population. The 
Fulfilled, like the Actualizer, tends to have a higher income and more resources 
and assets than the norm. They differ from the Actualizer in that they buy not to 
live through their assets and resources but to express their principles.

The Fulfilled personality does things because they believe it is the right thing to 
do. You may find the fulfilled person to be a literalist or a fundamentalist 
whether Christian, Jew or Muslim. They tend to be
responsible, mature and family oriented. They tend to be satisfied with life and 
seem to be pleased with the level of success they have achieved.
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Fulfilleds are home-bodies. They don’t need to travel a great deal to find 
fulfillment. Trend analyst and futurist, Faith Popcorn, might call these people 
“Cocooners.” These people appear calm, self-assured and have self-confidence. 
They have some respect for authority but are open to social change for 
improvement of society or self. The sensible Fulfilled tends to shop for value 
and not lean toward the extravagant. They buy quality and products that will last. 

Appeal to the Fulfilled’s sense of what is right, the right thing to do, principles  
and their sense of what is right and wrong. Family is often a major  
consideration for Fulfilleds.

Achievers, according to SRI, make up about 16% of the population. They are 
status-oriented people with means. In general they like to be in control and they 
are proud of the fact that they are in control of their work and lives. They pride 
themselves in their work. Many are workaholics. They seek and like consensus, 
predictability, agreement and stability. They shy away from risk, intimacy and 
self-discovery. The new age movement is not something that interests the 
Achiever.

Work provides the achiever his prestige. They tend to be committed and 
dedicated to their work and families. Their social lives include church, family 
and business relationships. They are conservatives, respect authority and accept 
the status quo.

To reach an Acheiver, appeal to the low risk, tried, true, and tested. Appeal to  
the Achiever’s need to look good to his peers.

Experiencers, according to SRI make up about 12% of the population. The 
action packed person with means to take action is the Experiencer. This often 
younger, rebellious person is the person who is vital, enthusiastic, risk taking and 
impulsive in nature. They like variety as the spice of life. They like what is new, 
different, bizarre, offbeat.

They are quick to take on new start up projects and just as quick to let them fall 
apart. The good starter and often poor finisher makes them easy to involve in 
new things. Their politics and beliefs are not extremely important to them. They 
tend to be “uncommitted.” Experiencers do not like to conform.
They are covetous of the wealth of others and also want prestige and power. 
Experiencers spend a lot of money on consumer goods like fast food, music, 
movies and videos.

Appeal to the Experiencer’s right and desire to have more than they do. Appeal  
to the Experiencer’s need to participate, have fun, and rebelliousness.
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Believers, make up about 17% of the population according to SRI Consulting.
The Believers tend to be principle-oriented people without the means of the 
Fulfilled. The Believers tend to be conventional and conservative people who 
often have church as a focal point in their life. The believer is a person who has 
certain and specific beliefs. What they believe is traditional, family,
church, patriotic, etc. Many believers have moral codes that are deeply rooted 
and literally interpreted.

The Believers follow routines and rituals and are organized around the home, 
family, social and/or religious institutions. Believers buy American made 
products, may be conservative democrats, and prefer established brands. Their 
income, education and means are moderate but sufficient to meet the needs of 
life.

Appeal to the Believer’s specific beliefs by revealing a knowledge and 
appreciation for their beliefs. Appeal to family, tradition and moral behavior.

Strivers, make up about 14% of the population, according to SRI. Strivers want 
to, and feel they deserve to, “make it.” They want motivation and incentive. The 
Striver’s life often revolves around planting roots and finding security. They are 
low on the economic totem pole and often have social and psychological 
difficulties.

Strivers need and appreciate a pat on the back and a great deal of positive 
feedback. The Striver will buy something if they think it will help them make 
more money. Money is a central and revolving theme in the Striver’s life.

They feel they have been ripped off and have had bad luck in life. Strivers are 
impulsive and get bored rather easily. Strivers may dress beyond their means. 
They probably buy more products per person on credit than most other people. 
They want to have nice things and probably don’t think about the long-term 
consequences of their actions when they plunk down their credit card.

Appeal to the Striver by noting how he has been given a raw deal in life and 
deserves better. This is an active theme in his life. Appeal to his beaten down ego  
by giving positive ego strokes.

Makers, according to SRI, make up about 11% of the population. Makers work 
with their hands. They may be construction workers, home builders or work in 
any field where they can use their building skills.

They place a high value on being self-sufficient. What they can’t afford to
buy they make or fix. Their lives are family, work and physical activity. (See
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the magazines they read below.) Though certainly in the lower half of the
income earners, they make the most of what they do have with their handyman 
like skills.

The Maker tends to be politically conservative, sometimes conservative 
democrats. They are skeptical of what is new, whether products, services or 
ideas. They respect the government but take personally government intrusion 
into their personal lives. They are un-moved by the possessions and appearances 
of wealth by others.

Appeal to the Maker’s skill at working hard and his practical points of view. If  
your product or service can help him do his work better or allow him time for  
physical recreation, you have found [his access point].

Strugglers, according to SRI, make up almost 11% of the population. The 
Struggler is living in poverty or is surviving on a very close to poverty level 
income. He or she probably has a poor education and very few marketable skills. 
They are most concerned with issues of security and stability. They probably 
aren’t even living paycheck to paycheck. They are likely to be behind on their 
bills and have difficulty in all related areas of finance.

Key Points: The Struggler only needs to buy products that are going to solve 
short term problems and should not be the focus of marketing and sales 
campaigns.

Applying Buyer Profiles to Your Business

If this client were looking to purchase skin care, you might focus on how taking care of your skin is the 
right thing to do. “Abraham Lincoln says we are responsible for our face after age 40, and taking care 
of your skin means you're setting a healthy example for your family. Plus, your friends will wonder 
how come you look so young. You'll be the envy of all your friends – and you never need to share your 
little secret.”

Here are some questions you can ask to elicit income information:

1. What do you/your husband do for a living?
2. Are you married?
3. Where in town do you live?
4. Do you own or rent?
5. Is it a house or an apartment?
6. How much did you pay for that sofa?
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These kinds of questions are the “round about” way of determining approximate income levels for a 
household. Because means is determined by total household income, be mindful of spousal income, 
and whether or not a client has “her own money” that she spends. If she considers herself a separate 
entity from the household income, she may fall into a different buying profile.

Here are some questions you could ask to elicit buying motivations:
1. What do you think about (current events issue – like the BP oil spill)
2. I just love the homes in this neighborhood. What do you think about them?
3. Tell me about your family?
4. Did you make this yourself?
5. What do you do to have fun?

These are just a few examples of questions you'll develop over time to help you pinpoint the motivation 
and income levels of your prospects. This is one part art and one part science. Realize that you'll 
sometimes get a few wrong, but over time you'll get better at profiling.

The Buyer Profiles and Your PFCP

Similarities between your PFCP and Buyer Profile


