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You have just washed a homeowner’s roof, 
or squeegeed a store’s windows, or cleaned a 
restaurant’s exhaust system. That means their 
cleaning needs are satisfied until your next 
visit, right? Of course not.

Think about it. Every customer – whether 
residential, commercial or industrial – is going 
to have something that needs to be cleaned 
on a daily, weekly or monthly basis. They are 
going to need to purchase cleaning products 
from somewhere. Rather than having them buy 
the products from their local Wal-Mart, why not 
have them purchase it from you?

That’s the question recently posed to me by 
Tom Sickel of Knight Norros Specialty Chemical 
Solutions, which has been serving national and 
international markets since 1968. “You are 
already there providing a service,” he explains. 
“Why not sell them a product while you’re 
there? You are making their cleaning efforts 
easier by providing a better quality product 

than they’ll find at their local retail store, and 
you’re building their confidence in you as well.”

For instance, Knight Norros – which produces 
several products for the kitchen exhaust 
cleaning industry – also sells general purpose 
cleaners and metal polishers. Restaurants need 
to keep their kitchens and dining rooms spotless 
and their metal in tip-top condition, so these are 
natural add-ons that are meeting the customer’s 
already existing needs.  

Selling cleaners as add-ons makes sense for 
several reasons:

“Clean” is already on the customer’s mind. 
Your client has just hired your company to 
meet their cleaning needs. They are happy with 
the results. They are experiencing the value 
of paying for clean, so it’s the perfect time to 
suggest a product that can help them continue 
the joy of clean.

“Or you can simply tell the customer, “I have an 
XYZ product that you might like. Let me plan to 
bring you a sample he next time I come clean for 
you,” adds Tom. “It’s that easy.”

You are currently their cleaning expert. If 
your customers are happy with the work you’ve 
done, they realize you are the expert when it 
comes to clean. If you tell them they can benefit 
from a particular product, they will listen. They 
may not purchase, but they will at least likely 
listen.
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They are paying 
you anyway. There 
are three ways to 
make more money in 
sales: increase the 
number of people you 
target, improve your 
closing ratio, or sell 
more to your current 
customers. The method 
that takes the least 
amount of time and 
effort is the third – to 
upsell. While you may 
already have developed 
ways to upsell add-on 
services, you may not 
have thought about 
adding products. But 
the same principles apply.

Add-Ons build customer satisfaction and 
trust. The more ways you can meet your 
customers’ needs, the less likely they are to 
take their business elsewhere. 

If you’re hesitant to sell cleaning products, 
think hard about why. Do these apply?

Excuse 1: I don’t want to have to carry and 
store products. Depending on which company 
you work with, you won’t have to. Instead, just 
bring a brochure with you to each job showing 
the products you carry and leave it with the 
customer. If your supplier provides product 
samples, tell them to let you know if they’d like 
to try any of the products out and you’ll get a 
sample to them.

Better yet, keep a small personal stash with 
you so that if you see an area where your 
customer could use your product, you can 
demo it there on the spot. “Look for something 
dirty, then clean just a small part with the 
product so they can see the difference,” says 
Tom. “Then ask, ‘doesn’t the clean spot look 
better?’ Of course they’re going to agree that it 
does.”

That said, you don’t have to keep a large 
supply on hand, just enough for your own 

use. If you do choose to carry an inventory, 
however, you must make sure you provide 
your customers with the correct product MSDS 
sheets. In many cases, you can order the 
product for the customer and have it delivered 
to their door from your product supplier. 
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You aren’t out any money, and your only 
inconvenience is filling out some paperwork – 
oh, and depositing an extra income check!

Excuse 2: If I sell them cleaning products, 
they won’t need my services as often. While 
this could possibly be true, depending on 
the particular product, it probably isn’t. For 
instance, if you clean windows and don’t want 
to sell a window-cleaning product, don’t. But 
your customers still have cars, bathrooms, 
countertops, floors and so on that need to be 
cleaned. (And I’m willing to bet 99% of your 
window cleaning customers have a bottle of 
Windex somewhere in their cabinets!)

Excuse 3: I wouldn’t know what products 
to carry. Then research it. Who do you buy 
your cleaning products from? Many chemical 
companies produce products for a variety of 
markets. Talk to them and see what  they offer 
that you aren’t familiar with, and if they offer 
any kind of incentives for referrals.

Excuse 4: I’m afraid I’ll come across as 
too pushy. This comes down to basic sales 
practices. Remember to approach the situation 
as filling a need that the customer has, not 
trying to make a buck. We’ll look at how 
to upsell in just a moment. Keep in mind, 
however, that compared to the cost of a roof 
cleaning, a 5-gallon bucket of an all-purpose 
cleaner is minimal. 

Now that we’ve covered why adding cleaning 
products is a smart move, let’s look at how 
to do it. (These principles apply for upselling 
services too.) 

Know your product and what makes it 
valuable. Why should your customer buy 
a professional-grade product over the Wal-
Mart off brand? You may not know, honestly, 
but your supplier should be able to tell you. 
Listen. Study the differences. Practice your 
explanation. 

Sell your cleaning services first and don’t 
start promoting products until you’re 
finished. Don’t automatically add the product 

price into your final bill, or at least separate 
the costs on your invoice. First and foremost 
you want customers to return to buy your 
services next time. They need to remember 
that the cost of your cleaning services are 
not necessarily the total cost of the bill. So 
record the cost of the service(s) so that the 
customer sees it before you start talking add-
on products.

When upselling, provide information 
on each product individually – but don’t 
overwhelm them with too many products. You 
don’t want to be remembered as the pushy 
sales guy who wouldn’t stop talking! Pick a 
product or two that you feel might benefit the 
client most. 

Provide a benefit for purchasing while 
you’re already there. This is obvious when 
upselling cleaning services. You’re saving 
gas by not having to return to the location. 
Your equipment is already set up. Offering a 
discount to clean the driveway when you’re 
washing the house makes perfect sense. But 
what about with products? Perhaps you can 
offer a 5 to 10 percent discount if they order 
while you’re on the premises. Also, encourage 
them to purchase additional products or larger 
quantities at the same time because it saves on 
shipping.

Finally, -- and this goes for ALL sales of any 
kind -- reaffirm your customer’s decision. 
Let them know they’ve make a smart choice. 
Perhaps even offer a limited money back 
guarantee (e.g., they have seven days to change 
their minds), especially if it’s a product you 
can use in your business if they change their 
minds. Most customers won’t take you up on 
it, but offering such a deal on products helps 
build trust and remove the barriers that may 
keep them from buying in the first place. 

While you may not get rich from adding 
cleaning product sales to your repertoire, you 
will certainly gain more than you’ll lose. Added 
profits. Increased customer loyalty. Year-round 
income. And all it takes is a little research and 
the willingness to try. Not bad.



All the Best Things You’ve 
Come to Expect From Us

       • Wash Skids & Trailers
       • Electric, Hot Washers
       • Wash Accessories

For current
Specials,go to 

www.hydrotek.us
click ‘what’s new’

Manufacturing pressure washers and wash accessories for over 25 years.
Visit website or call for a distributor near you.  Distributor inquiries welcome.

www.hydrotek.us                 (800) 274-9376

2013 New Products Recap

Updates to AZV / RZV recovery & filtration system
•   Rustproof, stainless vacuum box with drain
•   Lift-out basket stainer replaces bag filter
•   New stringwound replaceable filters
•   Same small footprint, 5-10gpm process rate

Two Honda models added to the SS Series product line
Available as a 3500psi @ 5.5gpm or 4000psi @ 4.8gpm
Belt drive pump and PowerLight 12v burner module

Redesigned surface cleaners
•   Octagon and square decks, giving you an angle

over your competition
•   Splash reducing brush on rear of  deck
•   Contractor Twister is now 4-in-1 tool: edger, gum 

spotter, water broom, surface cleaner
•   Hydro Vacuum surface cleaner picks up even

better with its new vacuum ring

Brilliant Design, Tough on Grime

Stop by your local distributor to give one a try




