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It’s that time of year when your portable sanitation business is in full swing 
and, hopefully, the phone is ringing every day with customers who want 
to know about your services for a home construction site, a weekend party 

or a local special event.
Getting the call – with e� ective marketing driving potential customers 

your way – is half the battle. Now you lay the groundwork by � nding out 
the particulars about the job … How many units, how frequent the service, 
would you like a hand-wash station with that order? Every interaction with a 
new customer goes that way.

So you review the customer’s needs and throw out your price for 
the job.

More and more in budget-conscious times, the next thing out of the 
customer’s mouth can either kill the sale or shave your pro� ts down to 
almost nothing. With so much competition for business these days, you’ve 
come to expect the response. � e customer asks for a discount. 

What’s your next move? Do you count up the greenbacks in your head 
and quickly say “Yes’’ as long as you’re making a few dollars o�  the deal? 
After all, a new customer is nothing to sneeze at, and maybe you can get 
them to pay full price the next time around. 

Or do you balk at the attempt to drill down your prices, quickly say “No’’ 
and hang up the phone? Many good contractors believe their price is the 
right and fair price and stand their ground. On the plus side, you will prevent 
working for nothing if you stick to your guns, but you most likely won’t get a 
second shot to land that customer.

Maybe there’s another approach to customers who want you to sharpen 
your pencil and drop your prices. Andrew Sobel, an expert in customer 
loyalty, and author with Jerold Panas of the book, Power Questions: Build 
Relationships, Win New Business, and In� uence Others,’’ recommends 
countering the pressure to discount with several key questions of your own. 

WHY DO YOU ASK?
“Clients ask for discounts for di� erent reasons,’’ Sobel said in a recent 

interview in support of the new book published by Wiley. “If you can � nd out 
why your customer wants a discount by asking the right questions, you may 
discover that you can give them what they need without having to undercut 
your own bottom line.’’

First things � rst, rather than answer with a concrete yes or no, Sobel says 
you need to � nd out why the customer is asking for a discount. Determining 
the motivation will help you decide if you want to � ght for the business in 
hopes of building a lasting business relationship or get o�  the phone as 
quickly as possible and hope to never hear from the caller again.

Here’s how Sobel de� nes the four types of customers who seek 
discounts:

Red Ink Clients. � ese clients are in genuine � nancial trouble. If this is the 
case, you need to know the full story. 

RFP Czars. Some clients want to bid every project and will seek out the 
lowest possible price. � ey believe you are a commodity. GE is notorious 
for this. 

Bargain Hunters. � is type of client always wants to feel you’ve given them 
a deal, even if it’s just a small concession. 

Chicken Littles. Some clients just like to complain about how much 
everything costs and don’t actually need a discount to be satis� ed. � ey 
want to be heard and understood.

“First, you’ll � nd out what kind of discount seeker your client is,” Sobel 
says. “Second, you’ll force your client to re� ect on the value you bring to 
the table and how your business is di� erent from other businesses. Finally, 
you’ll illuminate what the client really values, allowing you to potentially 
renegotiate the engagement in a way that preserves your pro� tability.”

GETTING TO KNOW YOU
� e following are some of Sobel’s suggested questions for discount 

seekers and your reason for asking them:

To kick-start the conversation: “Before I respond, would you mind if I 
asked you a couple of questions so I can better understand your request?”

To dig deeper: “Occasionally a client requests a discount, and I � nd I am 
able to be more helpful if I understand why they’re asking for one. Can 
you say something about why you think my fee is too high and would like 
a reduction?”

To size up your competition: “I know you are talking to other service 
providers about this project. Do you feel my price is dramatically out of line 
with the market?”

To say “No” while identifying possible terms for a positive negotiation: 
“I am able to reduce the price when the scope and breadth of the proposal 
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are also cut back. Would you like me to prepare an option for you that would 
do that?” Or, “We are able to reduce the price in exchange for terms and 
conditions that help lower our risk and long-term cost of doing business 
with you. Would you like me to develop a proposal for a long-term supply 
arrangement with built-in discounts for guaranteed volume levels?”

To learn more about your client’s buying process: “Where will the budget 
come from for this? Who can give this �nal approval?”

To accentuate the value you are o�ering and clarify what is most 
important to the client: “I’m not sure we had a thorough discussion about 
the bene�ts you expect from this. Can we review those, as you see them?” Or, 
“What parts of this proposal are most important to you? Which aspects of it 
do you �nd less valuable?”

To di�erentiate yourself from the competition: “Would you mind if I 
brie�y reviewed several aspects of my proposal that I think represent value 
above and beyond what our competitors o�er? I’m not sure I articulated 
these very well.”

To tie your proposal to your client’s higher-level goals: “Can we review one 
more time what your goals are here? What are you hoping to accomplish?”

To go toe to toe: “Do you give your own customers discounts?” And if they 
say “Yes,” you respond, “�at’s why you need me.” And if they say “No,” you 
respond, “So why should I?”

FIND THE KEEPERS
If you don’t delve further into the reasons the customer is seeking a 

discount, you might miss that diamond in the rough, a customer who can 
be swayed to understand that your quality products and services are worth 
paying a pro�t-sustaining price. After all, isn’t one customer who’s convinced 
about the value of paying your asking price worth 10 customers who are 
continually price shopping? You can’t a�ord to lose out on customers who 
are ultimately quality-conscious.

“�e goal here, of course, is to preserve and strengthen the client 
relationship – assuming it’s a client you’d like to keep,” Sobel says. “If you’ve 
priced your services properly, you cannot a�ord to discount. But if you 
simply say, ‘No,’ he might head for the door and never come back. By using 
power questions, you can delve deeper into his situation and his needs. You 
might �nd another way you can show him the value he wants. In the long 
term that will be viewed much more positively than a one-time discount and 
is a much better option than turning him down completely.” ■

If you don’t delve further into the reasons the customer  
is seeking a discount, you might miss that diamond in the 
rough, a customer who can be swayed to understand that 
your quality products and services are worth paying a  
profit-sustaining price.
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POLYJOHN ENTERPRISES
�e HandStand sink from PolyJohn 

Enterprises is portable, durable and o�ers 
warm water for hand washing. Features 
include wheels for easy transporting, soap 
and paper towel dispensers and hands-free 
foot pump operation. �e unit has an optional 
water-heating future and extra-large basin for 
a splash-free, germ-free environment. Other 
features include easy-�ow drainage and slim 
pro�le. �e sink has non-marking rubber 
wheels and moves like a hand truck. It weighs 
189 pounds with water and delivers 1,000 uses 
on a single 17-gallon �ll. 800/292-1305;  
www.polyjohn.com.
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

POLYPORTABLES INC.
�e Vanity wash station from 

PolyPortables Inc. o�ers instant 
hot water and runs on 110-volt 
power. �e station meets many 
compliance requirements with a 
non-institutional look. Standalone 
and in-unit wash stations have an 
all-plastic design, molded-in spigots, jumbo towel dispensers 
and Spray Soap lotion dispensers. 800/241-7951;  
www.polyportables.com.
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

SATELLITE INDUSTRIES
�e Breeze two-person hand-wash 

station from Satellite Industries is designed 
to attract attention with its bright blue/gray 
color combination. Black �ecks within the 
blue colored areas hide potential scu� marks. 
�e top, middle and bottom gray areas are 
extended to create a natural bumper when 
being transported or inadvertently dropped. 
�e middle gray section can be replaced if 
it becomes overly scu�ed. Features include 
side handles for lifting, tethered caps, �ip-top 
towel dispenser, freshwater and graywater 
drain at bottom and tie-down ring for attaching cable to a 
ground stake. 800/328-3332; www.satelliteindustries.com.
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

TOICO INDUSTRIES
�e Multi-Use hand-wash  

station from TOICO Industries can be 
used as a single-user wash basin and 
mounted inside a portable restroom 
or mounted with an optional holding 
tank for a multi-user wash station 
that can accommodate up to six 
users. Features include Baby Whale 
foot pump and high-gloss �nish. 
�e unit is available as a sink or sink 
and mounted soap and towel dispenser with optional 15-gallon 
holding tank. 888/935-1133; www.toico.com. 

T.S.F. COMPANY INC.
�e TJ Handy Stand sanitizer from T.S.F. 

Company Inc. holds four waterless gel touch  
hand-wipe dispensers. �e dome-top unit has a 
6-gallon base for stability with �ll cap, drain plug  
and holes for stake down. It comes in a variety 
of colors with black or white gel dispensers. �e 
18-pound stand measures 18 inches long, 18  
inches wide and 52 inches tall. It can be used  
inside or outside at special events and jobsites.  
800/843-9286; www.tu�-jon.com. ■

ACTIVE DEPLOYMENT SYSTEMS INC.
� e 20-foot-long, 6-

foot-wide hand-wash sink 
trailer from Active Deploy-
ment Systems Inc has 20 
sinks – 10 on each side. 
Trailers contain freshwater 
and graywater storage 
tanks with battery backup. 
� e hand-wash trailer can be set up in almost any location 
and is not dependent on water hookups or electricity to 
operate. Features include water auto shuto� s, soap dispenser, 
paper towel dispenser, internal trash cans, water heaters 
and redundant pump systems. 866/975-4201;  
www.activedeployment.com.
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

FIVE PEAKS
� e movable, free-standing ADA-

compliant Sierra hand sanitizer station 
from Five Peaks can be used at festivals, 
special events, food vending, agriculture
and construction sites. � e unit  features 
rotational molded construction and 
tapered design for stability in high tra�  c 
areas. � e hand sanitizer � ts inside most 
standard portable restrooms for easy 
transportation. Its contemporary design 
and smooth, gray granite � nish is easy to 
clean and complements any  restroom line. 
Other features include a � ip top with 
integrated hinges for easy � lling, locking 
hatch, carry handles, four 1,000 mL 
dispensers and recessed beverage holders. 
A stake-down bracket is optional. 866/293-1502; 
www.� vepeaks.net.

IMPERIAL INDUSTRIES INC.
� e Imperial Wash Sink from Imperial 

Industries Inc. is durable for construction 
site use and versatile for special events. 
� e rotomolded unit features a Whale 
foot pump, dual hand-wash ports, storage 
for paper products, 25-gallon freshwater 
capacity and 30-gallon wastewater capacity 
and two bottom drains. � e sink � ts inside 
most portable restrooms for transportation. 
800/558-2945; www.imperialind.com.
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

J & J CHEMICAL CO.
Foaming hand sanitizer from J & J 

Chemical Co. is a waterless wash that 
also disinfects, killing 99 percent of 
disease-causing germs. � e sanitizer is 
biodegradable, dye- and alcohol-free 
with a light lime fragrance. 800/345-
3303; www.jjchem.com.
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

MCKEE TECHNOLOGIES INC.
� e hand-wash station trailer from McKee Technologies 

Inc. has a 230 USG poly freshwater tank and 230 USG 
galvanized wastewater tank, self-closing, water-saving 
faucets, paper towel and soap dispensers. � e trailer has 
a structural steel frame, 2-inch coupler, rubber torsion 
2,200-pound suspension, front tongue jack and four corner 
stabilizers. Features include 15-amp, 120-volt power cord, 
20-gallon, 500-watt heater with mixer valve, 
120-volt, on-demand pump with reserve 
tank and front compartment with 
locking doors. � e station is 108 
inches long, 72 inches tall to the 
top of the tank and 72 inches 
wide. 866/457-5425; 
www.explorertrailers.com.
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A Healthy Start
HAND-WASH STATIONS AND FREESTANDING HAND SANITIZERS CAN ENSURE THE 
GREATER PUBLIC HEALTH AT YOUR NEXT SPECIAL EVENT PLACEMENT

Hand washing is no longer an afterthought when it comes to ensuring 
the health of your customers and their special events guests and is a 
must-have wherever food is served. Simple to install and maintain, 

here are some of the latest hand sanitizers and hand-wash stations – 
some with hot water – to consider for your health-conscious customers.

By Ed Wodalski
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