








This month we travel coast to coast to introduce you to people working on 
the front lines of septic system maintenance and inspection … with an 
emphasis on stellar consumer education. �ese folks know that when 

pumping contractors and government regulators care enough to explain how 
septic systems work, everybody wins.

An educated homeowner is more apt to recognize and repair a failing 
system. And that results in a cleaner environment and sustainable quality 
water supply. Trouble-free septic systems encourage greater acceptance 
of the private onsite model as a permanent alternative to municipal sewer 
systems. �ey also help build on the professional reputation of pumping 
contractors as quali�ed septic system maintainers.

SHOWING WE CARE
Pumping contractor David Litch�eld of �e Christopher Bryant Co., 

Simsbury, Conn., builds his family company in good and bad economic 
times through a people-pleasing model he calls “customer focus, concierge 
service.’’ In this month’s cover story (“Shu�e the Deck”), Litch�eld tells 
writer Seiche Sanders that it’s important to allow customers to connect with 
a knowledgeable, caring person when they call the o�ce or meet a technician 
in the �eld.

“I think seeing people is an important thing,” says Litch�eld, whose 
website shows photos of the technicians who will meet customers in the 
�eld. “It’s comforting to see the face of someone – and you won’t be afraid of 
them being in your back yard.” 

And after the job is completed, Christopher Bryant asks its customers to 
grade the service and ask questions through comment cards that receive an 
impressive 75 percent response rate.

“It subtly sends a message to customers that we care enough to ask  
how we’re doing. We’ve used those comments to make improvements,” 
Litch�eld says.

DIFFERENT KIND OF SOCIAL NETWORKING
Surrounding Washington State’s beautiful Puget Sound, the 

environmental stakes are high if a septic system fails. Polluted water seeping 
into a fragile ecosystem already challenged by large population centers 
threatens a large shell�sh farming industry. �at’s where Teri King steps in 
and o�ers to conduct Septic Socials and other educational programs meant 
to protect the region.

In our Pumper Interview feature this month (“Make Customer Education 
a Party”), King, a Sea Grant water quality specialist, shares her unique recipe 
for educating homeowners about how their septic systems work. As she tells 
writer Doug Day, the neighborhood gatherings generate a lot of interest 
when a participating pumping contractor �ips the tank lid.

“�ey have no idea that a healthy system doesn’t smell bad. When we 
pop the lid o� of the tank, most are amazed that the odor is no worse than 
teenage sweat socks. It’s a real eye opener for them,’’ King explains. “We 
talk about scum and sludge, things that �oat and things that sink in a tank, 
and how to do your own observations. We ask them to  … walk around the 
drain�eld and the yard, smell and look so they know what’s normal, and look 
for ponding and other evidence of trouble.’’

HOW DO YOU EDUCATE CUSTOMERS?
Would the concept of septic socials work in your service area? Do you 

have another customer education initiative to share with fellow pumping 
professionals? Drop me a line and tell me about it at editor@pumper.com. ■

Consumer Education  
From Sea to Shining Sea 
By Jim Kneiszel
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CONTACT US: Pumper strives to  
serve the liquid waste industry with  
interesting and helpful stories. We  
welcome your comments, questions  
and column suggestions and promise  
a prompt reply to all reader contacts.  
Call 800/257-7222; fax 715/546-3786; 
email Pumper editor Jim Kneiszel at  
editor@pumper.com.





Dealt a couple of tough hands over the years by economic recession, � e 
Christopher Bryant Co. doubles down with diversi� cation … and wins big! 
ON THE COVER: General manager David Litch� eld has grown a company for 
38 years to turn it over to his � ve children. (Photo by Steven Laschever) 

12
Shuffl e the Deck 
- Seiche Sanders

4
Reading Between the Lines: Consumer 
Education From Sea to Shining Sea
- Jim Kneiszel

22
Building the Business: Make Your 
Sales Pitch Count
First you need to reach the decision maker. � en you 
need to say the right things to close the deal.
- Joe Takash

28
Rules & Regs: Mandatory Florida Inspections 
May Only Apply to Some Counties
- Scottie Dayton

32
Been There, Done That
� e owners of North Dakota’s Mon-Dak Water & Septic 
started out as oil rig roughnecks, so they know what it 
takes to keep their energy exploration customers happy.
- Dee Goerge

44
Pumper Interview: Make Customer 
Education a Party
Washington State homeowners organize backyard 
Septic Socials to spread the word about proper onsite 
system maintenance.
- Doug Day

50
Product Roundup: Looking Good
Jetters and inspection systems take the guesswork out of 
tough cleaning jobs.
- Ed Wodalski

58
Delaware Contractor Wins 
NOWRA Roe-D-Hoe

62
Overheard Online: Flip Your Lid
Share your techniques for removing a stubborn, heavy 
tank cover without causing a back injury.

 DEDICATED TO THE LIQUID WASTE INDUSTRY

 www.pumper.com
 Published monthly by

 COLE Publishing Inc.
1720 Maple Lake Dam Rd.

PO Box 220
Three Lakes, WI 54562

© Copyright 2012 COLE Publishing Inc.
No part may be reproduced without permission of the publisher.

In U.S. or Canada call toll-free 800-257-7222. Elsewhere call 715-546-3346.
Email: info@pumper.com • Website: www.pumper.com

Fax: 715-546-3786

Offi ce hours 7:30 a.m.-5:00 p.m. Central Time, Monday - Friday

SUBSCRIPTION INFORMATION: A one year (12 issue) subscription to Pump-
er in the contig uous 48 U.S. states costs $16 (24 issues for $26; 36 issues 
for $36). Sub scrip tions to Canada or Mexico cost $28 per year (24 issues for 
$54). Subscriptions to all other foreign countries cost $150 per year ($290 for 
two years). Subscribers are guaranteed monthly delivery of the magazine. To 
subscribe, send company name, mailing address, phone number and check 
or mon ey order (U.S. funds payable to COLE Publishing Inc.) to the address 
above. MasterCard, VISA and Discover are also accepted. Supply credit card 
information with your subscription order.

Our subscriber list is occasionally made available to carefully selected com-
panies whose products or services may be of interest to you. Your privacy 
is important to us. If you prefer not to be a part of these lists, please contact 
Nicole at nicolel@colepublishing.com.

CLASSIFIED ADVERTISING: Submit ads online at www.pumper.com/order/
classifi eds. Minimum rate of $25 for 20 words; $1 per each additional word. 
Include a photo for an additional $125. All classifi ed advertising must be paid 
in advance. DEADLINE: Classifi ed ads must be received by the tenth of the 
month for insertion in the next month’s edition. PHONE-IN ADS ARE NOT AC-
CEPTED. Fax to 715-546-3786 only if charging to MasterCard, VISA, Discover 
or Amex. Include all credit card information and your phone number (with area 
code). Mail with check payable to COLE Publishing Inc. to the address above. 
CLASSIFIED ADVERTISING APPEARS NATIONWIDE AND ON THE INTER-
NET. Not responsible for errors beyond fi rst insertion.

DISPLAY ADVERTISING: Call Jim Flory or 
Winnie May at 800-994-7990. Publisher re-
serves the right to reject advertising, which in 
its opinion is misleading, unfair or incompat-
ible with the character of the publication.

CIRCULATION: 2011 circulation averaged 
25,185 copies per month. This fi gure includes 

all circulation regions (nationwide) and international distribution.

REPRINTS AND BACK ISSUES: Visit www.pumper.com/order/reprints for op-
tions and pricing. To order reprints, call Jeff Lane at 800-257-7222 (715-546-
3346) or email jeffl @colepublishing.com. To order back issues, call Nicole at 
800-257-7222 (715-546-3346) or email nicolel@colepublishing.com.

Jim Flory Winnie May

2013  PUMPER & CLEANER 
ENVIRONMENTAL EXPO INTERNATIONAL

 Education Day: February 25, 2013

Exhibits Open: 
February 26 - 28

Indiana Convention Center,
Indianapolis

 www.pumpershow.com

Pumper®

66
Money Manager: The Loyalty Club
Reward your customers for regular business and help 
your bottom line.
- Erik Gunn

70
Septic System Answer Man:
Gravity Systems 101
When it comes to septic tank e�  uent, it all runs 
downhill. � e Answer Man reviews the best ways to 
distribute it e�  ciently in the trenches.
- Jim Anderson

78
Classy Truck of the Month 
We feature Soucy’s Septic Service Inc., Salem, N.H.

82
NAWT News: Outgoing President Roger
Winter Thanks NAWT Members
- Courtney Peterson

84
Industry News

86
Product News

88
Association News, Calendar, 
Training & Education

 Coming in JUNE 

SPECIAL ISSUE:

 SEPTAGE DISPOSAL MANAGEMENT

■ CONTRACTOR PROFILE: Canadian pumper builds a 
reed bed dewatering facility
■ SAFETY FIRST: An Oregon pumper shares his septage 
spill experience

REGULAR FEATURES

ARTICLES

May 2012IN THIS ISSUE

























www.pumper.com • Since 1979    May  2012      19





www.pumper.com • Since 1979    May  2012      21









and know them well. �ey are, 1. �eir company. 2. �eir competition. 3. Your 
product or service. Do these seem like no-brainers? You’d be surprised how 
many service providers don’t know when a client company was founded, 
what their mission statement says or how they fare against the competition. 
As far as knowing your own product and service, read on.

Trigger Tip: If you haven’t made Google your best buddy, start today. 
�e Internet search engine will swiftly allow you to collect information about 
the companies you target, and often the professional resumes and personal 
interests of your buyers.

Speak in sound bites.
When you have the chance to speak to the buyer, get to the point 

and remember that less is more. Too many service providers ramble  
aimlessly about what they’re selling and can kill their credibility because 
of the confusion they create about their product or service. Decision  
makers want you to be brief. Granted, when you get those few moments to  
audition, it can feel like a pressure cooker. So, prepare only information that 
demonstrates how buyers will bene�t and what their return on investment 
will be. If you don’t have this ready to be delivered in 15 seconds or less,  
keep practicing your pitch.

Trigger Tip: For every piece of information about your service or
company you prepare, ask the questions that your buyer would ask, such 
as: “So what?” or “What’s in it for me?” �ese force you to always speak in 
bene�ts-focused, buyer-friendly language.

Ask great questions.
Conventional sales jargon used to be ABC, which stood for always be 

closing. People are more perceptive than ever and most folks know when 
they’re being manipulated. Today’s world of collaborative, relationship 

selling, especially  with high-level customers, should be more about ABO,  
or always be opening. �e more accurate diagnostic you make on a client’s 
needs is always a re�ection of the quality of data you can learn from them. 
Questions are the golden nuggets that lead you down the path to landing a  
new customer.

Trigger Tip: Be sure your questions are open-ended, (which allows  
customers to elaborate), and make certain they tie directly into the  
objectives the customer has and how they will know when successful results 
are realized.

Saying “No” can get the “Yes!”
When trying to impress a customer, it’s easy to try too hard. We’ve all 

done it, but it’s crucial to be yourself. If you disagree with something he or 
she says, tactfully push back and challenge them. Authentic candor has
elevated many sales pitches and transforms you into a service provider the 
customer can trust and respect.

Trigger Tip: Don’t try to be too enthused or eager right away. �ink 
about how turned o� you get when a telemarketer tries to impress you with 
an over-the-top sales pitch. You want to run the other way. Be genuine and 
be honest at all times.

PREPARATION IS KEY
Obviously, high-level buyers are usually a tougher sale than Billy  

Johnson asking his Dad for an ice cream bar. �ey require an eclectic 
approach of preparation, self-talk and smart behaviors. But just like Billy, if 
you choose the right approach with the decision maker, you’ll get the “yes’’ 
answer you’re looking for. ■



























Keeping up with the demand also has meant 
expanding the truck � eet. � e Vachals’ most recent 
additions were former dairy trucks – three quad-axle 
Kenworths (2000, 2001 and 2006) with 5,500-gallon 
stainless steel tanks for hauling potable water.

“� e biggest thing is that being a stretch-frame 
truck, it’s easier for the guys to handle and get around 
rigs,” Beau says. It’s much easier to back up a 32- to 
40-foot truck than a semi with a trailer. � e former 
dairy trucks with insulated, food-grade tanks are 
ideal for hauling water. 

� e rest of the Mon-Dak trucks are a combination 
of units bought used of unknown manufacture, or 
built out by Dickinson Pump Sales in Dickinson, 
S.D., and some new units – a number purchased from 
Satellite Industries Inc. � e vehicles include: 2002 
Sterling with a 3,600-gallon steel tank, a 2000 
International with a 4,000-gallon steel tank and a 
2001 Kenworth with a 4,500-gallon steel tank – all 
out� tted with Masport 400 pumps; a 1999 Mack 
with a 3,500-gallon steel tank and a Jurop 260 pump; 
2003 and 2005 Kenworth winch trucks; a 2002 
International semi, 1997 Western Star semi; three 
Ford F-450 portable sanitation trucks (a 1995 with 
500-gallon waste/150-gallon freshwater steel tank; 
a 2000 with 650-gallon waste/200-gallon freshwater 
steel tank and a 2011 with 400-gallon waste/
100-gallon freshwater stainless steel tank). 

PROMISING OUTLOOK
� e future for Mon-Dak is promising. While the 

residential side of the business is small – pumping 
three to 12 septic tanks a month and some portable 
restroom rentals – the oil � eld work continues to 
boom. Beau, 27, is appreciative that his parents 
provided the opportunity for him to manage the 
water and septic company, while Curt branched into 
another service.

“It works good that Dad does one side of the 
business and I do another,” Beau says. Running 
Mon-Dak is more than a full-time job. As he receives 
calls from new customers, schedules workers 
and keeps track of the steady movement on the 
oil � elds, he has to make sure he has enough portable 
restrooms and trucks and a big enough crew to keep 
up with the quality service the company promises. 

“We basically keep a running ad going for peo-
ple,” Beau says of worker recruiting e� orts. “We’re 
expecting we will be picking up even more work.” ■

Chandler Equipment, Inc.
800/342-0887
www.chandlerequipment.com
(See ad page 68)

Masport, Inc.
800/228-4510
www.masportpump.com
(See ad page 3)

PolyJohn Enterprises
800/292-1305
www.polyjohn.com
(See ad page 99)

Satellite Industries
800/328-3332
www.satelliteindustries.com
(See ad pages 2, 35)

 MORE INFOBeau Vachal and his wife, Kim, the 
Mon-Dak Water & Septic fi nancial 
manager, review billing records at 
the company offi ce.As Beau Vachal oversees Mon-Dak Water & Septic in Stanley, N.D., 

his father, Curt, is busy managing H & K Construction, a nearly 60-year-old 
company the Vachal family purchased in 2009. The H & K crew of 13-15 
excavates, crushes and grades scoria rock that was formed when coal beds 
caught fi re and baked clay to form the hard red rock. The rock is spread on 
fi nished well pads for surface drainage and landscaping.

The other half of H & K’s income comes from doing dirt work: ground 
leveling, installing roads and site maintenance, including drainage and snow 
removal.

H & K has a pit south of Tioga, N.D., about 45 miles away, with equip-
ment to process the rock and load it into trucks. Machines at the pit include 
a 2007 Caterpillar 928GZ loader, 2009 John Deere 844K loader, 2000 John 
Deere 350C haul truck, 2007 Hitachi ZX350LC-3 excavator, 2007 John Deere 
350D excavator, 580J Komatsu crusher and Cedar Rapids crusher, Terex 
Finley screen plant, two 2011 Cross Country side dumps and a John Deere 
850J dozer.

Dirt work is accomplished with two Terex TS14B scrapers, 2004 John 
Deere 772CH motor grader, 2001 John Deere 770CH motor grader, Komatsu 
61PX LGP dozer, John Deere 850J dozer, 2008 John Deere 524K loader and 
miscellaneous laser leveling equipment.

The two sides of the business complement each other. For example, 
this spring, Curt’s crew hit pay dirt while helping a friend build a road and 
excavate property to create a pad for setting up campers to house oil fi eld 
workers. 

“All of a sudden, when we were dozing away, we started pulling up 
scoria, where no one would dream it exists,” he says. That’s good news for 
his friend, who will have income from renting camper lots and selling rock 
to oil companies.

Demand for scoria continues to grow. Curt sold just over 512,000 yards 
in 2010, and he expected that fi gure to double in 2011. 

SCORIA PROVIDES A ROCK-SOLID REVENUE STREAM

JOBSITE EQUIPMENT 
Since those � rst homebuilt restrooms, Mon-Dak’s sanitation inventory 

has diversi� ed and expanded greatly. “We put everything on trailers, because 
in the oil � eld everything moves,” Beau says. 

To meet demand, he has about 150 PolyJohn PJN3 units mounted on 
steel trailers built by Prairie Truck Equipment in Minot. “With the road 
conditions, using a steel-built trailer works best as we can � x it if it (the frame) 
bends,” Beau explains.

A wide range of oil � eld service companies prefer the lighter and less 
expensive units. Some operations typically move often, such as companies 

that provide fracking  services, so sturdy, easily moveable restroom units are 
necessary. Drilling rig companies, on the other hand, generally prefer the 
heated, insulated units. 

Beau tried various models, including � ushable and incinerator toilets in
the heated sheds. Results have been spotty using the incinerator toilets, due 
to users not knowing how to operate them properly.

Standard drop-tank restrooms with holding tanks work better in the oil 
� eld. Mon-Dak has 32 insulated units between its custom-built toilets and the 
single and double American Hauler units purchased from Prairie Trucking.

Mon-Dak’s crews do a lot of dirt 
work, such as preparing this site for a pad 
to set up campers for Bakken oil fi eld workers.
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Charles Webb of R. Webb Excavating in Hockessin, Del., won the $1,000 
�rst prize in the NOWRA National Roe-D-Hoe competition at the Pumper
& Cleaner Environmental Expo in Indianapolis Feb. 27-March 1.

In the �nals, Webb recorded a time of 1:09 combined for the bowling 
and golf events, edging out second-place �nisher Mike Smallwood of 
Smallwood Excavating in Hamilton, Ohio.

�e competition was shortened to a single day of qualifying, and
the basketball event from previous years was not included. IHI Compact 
Excavator Sales provided the electric mini-excavator used for the  
competition. Other event sponsors were Bio-Microbics, Norweco and Jet. ■

NOWRA ROE-D-HOE

Delaware Contractor Wins  
NOWRA Roe-D-Hoe 

Sponsors and winners of the NOWRA Roe-D-Hoe: From left, Chris Mandich of Jet, 
Greg Graves of Norweco, Paul Flynn of Bio-Microbics, first-place finisher Charles 
Webb of R. Webb Excavating in Hockessin, Del.; fourth-place finisher Mark Schairer 
of Mark Schairer Excavating in Campbellsport, Wis.; second-place finisher Mike 
Smallwood of Smallwood Excavating in Hamilton, Ohio; fifth-place finisher Joe 
Siewert of Siewert Services in Cheney, Kan.; and third-place finisher Ryan Bassett 
of Bassett Excavating in Knoxville, Iowa.

Winner Charles Webb 
completes the Roe-D-Hoe 
bowling event.
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