
























H ere at Pumper we pride ourselves on sharing valuable business advice 
we hear from septic service pros, small business experts and industry 
leaders. It’s most gratifying when I run into a contractor at the Pumper 

& Cleaner Environmental Expo or through a phone call or email who says 
something from the magazine made a di�erence in his or her operation.

When I edit the contractor pro�les and other stories that cross my 
computer desktop, practical advice is always top of mind. Making sure the 
content is helpful is right up there with checking spelling, putting all the 
commas in the right place and writing compelling headlines. In fact – and 
don’t tell my bosses this – sometimes I could forgive a misplaced comma 
in the magazine if I knew an idea or nugget of information in a story helped 
save readers money or increase revenue. Our mission to help you improve 
your businesses is just that big.

So I decided to go through this issue and make sure we’re living up to 
our business-building goals. Here’s a few tips I found in the review, and I 
hope they lead you inside to read the rest of the stories.

If you think there’s no demand for high-end restroom 
trailers, think again.

Jay Brendel, owner of Brendel’s Septic Tank Service, White Lake, 
Mich., tells writer Dee Goerge in a pro�le story that he wondered how much 
impact buying restroom trailers would have on the portable sanitation side 
of his business. But taking a chance on the upgraded units has paid o�, 
boosting revenues for restroom service over his traditionally strong septic 
work. �e lesson learned: “You’ve got to keep growing in this business,” 
Brendel says. “You’ve got to be diversi�ed with what you think you can rent.”

A technician performance checklist will boost your 
company’s reputation.

At Legacy Sanitation in San Jose, Calif., portable sanitation service 
technicians check each other’s work using a performance checklist. Owner 
Bryan Lowe tells writer Doug Day in a company pro�le that self-policing 
leads to better teamwork and compliments from customers. Here’s how it 
works: Occasionally a driver is assigned to follow along another technician’s 
route and check every aspect of the service being provided. �e checklist 
is used to promote consistent service quality and improve every worker’s 
performance.

Rather than provide your employees with a smart phone, 
pay them a stipend to use their personal phones for 
business calls.

Your phone bill has likely skyrocketed as you’ve issued cellphones to 
employees so you can keep in constant contact during the workday. In his 
review of phone service expenses, Money Manager writer David Steinkraus 
suggests curbing costs for potential data overages and lost smartphones 
by giving employees a monthly payment to use their personal phones for 

business. If you provide work-only phones, you could end up responsible for 
data charges racked up by employees sur�ng the net and for phones lost on 
the job. �e monthly phone allowances transfer those unexpected expenses 
back to the users.

Be mindful of waste splashback and order appropriate 
safety equipment.

Our Pumper Interview this month gets speci�c tips on safety gear for 
septic service technicians from Misty DeJonghe, of Matt DeJonghe Septic 
Tank Cleaning, who teaches blood-borne pathogen certi�cation classes for 
pumpers. She shares her safety equipment list with writer Scottie Dayton. To 
avoid exposure to a host of diseases, DeJonghe’s technicians wear industrial 
mid-length rubber gauntlet gloves, a respirator or dust mask, wraparound 
safety glasses and water-resistant rubber work boots. �e company also 
forbids wearing shorts unless there is a threat of heatstroke.

Never let a customer know you’re irritated with them.
In her Building the Business column, corporate trainer Judy Garmaise 

says one component to successful follow-up calling is never letting your 
frustration show through, even after a customer repeatedly ignores your 
voicemail messages. Showing your exasperation or recounting the litany 
of unanswered calls won’t prompt that customer to call back. Remaining 
constantly upbeat o�ers your best chance for repeat business. “If you are 
courteous and guilt-free, even on the sixth or seventh voicemail, you leave 
all doors open,’’ she says. “Stay positive and put a smile in your style.’’

Don’t go �shing for a lid that falls in the tank. Sell the 
customer a new riser.

In our Overheard Online story this month, a writer asks how to retrieve 
a concrete tank lid that accidentally falls into the tank. Pumpers jump in to 
tell the contractor to install a lid that won’t fall in. One poster goes as far as 
to suggest pumpers should add a disclaimer to their invoices that says they 
are not responsible if a lid falls into the tank, then suggests replacing older 
lids for safety.

WHAT’S ON YOUR MIND?
Do you have feedback on any of the advice you read in this issue of 

Pumper? Is there a question or an issue you’d like us to address in a future 
issue of the magazine? Drop me a line and let me know. ■

READING BETWEEN THE LINES

  
Tips & Takeaways 
Mine this issue for at least one great business-building idea in every story.  By Jim Kneiszel, Editor

Making sure the content is helpful is right up there 
with checking spelling, putting all the commas in the 
right place and writing compelling headlines.
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Contact Jim with your 
comments, questions 
and opinions at  
editor@pumper.com. 





R eaders tell me they read Pumper cover-to-cover and the pages get dog-
eared from all their employees taking turns paging through the magazine. 
If you enjoy Pumper that much, we have a bonus for you – additional 

online-only content that can be accessed instantly from your computer, tablet 
or smartphone. Find more of the latest wastewater industry news – from 
product releases to videos and podcasts to my editor’s blog – at www.pumper.
com. Here’s just a sampling of the latest content you can �nd online:

COMBINATION SEWER CLEANER PURCHASE 
KEEPS PUMPING BUSINESS THRIVING

St. Louis-based Grease Masters posted a photo on Facebook of the 
brand new vacuum truck they picked up at this year’s Pumper & Cleaner 
Environmental Expo International in Indianapolis. Owners Pam and John 
Remstedt founded the company in 2006, and gross sales have increased 
every year. Pam Remstedt tells Pumper how the company is using the new 
rig to build revenue for the thriving business.

SEPTIC SYSTEM EDUCATION GROWS BUSINESS
More than 20 years ago, Jerry Scarborough was new to the septic service 

industry, and sought out the training necessary for him to excel in the 
business. He shared what he learned in an online exclusive column, talking 
about the importance of NAWT Inspector training and how he transfers 
what’s he’s learned to real estate agents. “Many real estate agents don’t have 
the knowledge of how a septic system works. �ey don’t need to; that’s what 
we’re here for,’’ he says. “As I would make professional greetings with the 
buyers and explain what my role was as the inspector, the real estate agents 
would pay attention. Taking the time to explain to homebuyers what a septic 
system is has helped me and my business in many ways.’’

EDITOR’S BLOG: HE WANTS TO BAN LAND SPREADING
A retired hydrologist and local town board supervisor wrote a story for 

the Dunn County News in northwestern Wisconsin advocating ending the 
practice of land spreading septage in the state. Neil Koch says there’s not 
enough oversight of land application, noting that there are 400 approved 
spreading sites in his home Dunn County and one DNR person to monitor 
them along with thousands of sites in 16 other counties.

ATEX-APPROVED PNEUMATIC VACUUMS 
FOR HAZARDOUS LOCATIONS

Nortech Vacuum Products, a division of Guardair Corporation, 
announced a new line of ATEX-approved pneumatic vacuums for hazardous 
locations. �e new vacuums eliminate the threat of static electricity. “�e 
number of �res due to combustible dust within industrial plants has been 
increasing, prompting an immediate need to create a safer work environment 
throughout all factories, plants and work sites,” said Eric Mills, vice president 
of sales and marketing at Guardair.

EDITOR’S CHOICE

Be sure to check out the exclusive 
online content at Pumper.com
By Jim Kneiszel

Check out all these stories at 
www.pumper.com/ec/2013/July









www.pumper.com • Since 1979    July 2013      19

M ost business professionals know that follow-up is important, but 
few are masters of it. Sure, they may leave one or two voicemails 
or send a couple of emails, but those attempts merely scratch the 

surface of what follow-up is really all about.
Following up with a prospect—whether it’s to pitch a new account 

for servicing restaurant grease traps or pumping a single residential septic 
tank—is about attending to the details of business. It’s doing what you say 
you will do and honoring your word. It is committing to what you know 
you can commit to and then doing it. Following up is calling your prospect 
or client not to nag or harass them, but to remind them of the valuable 
product or service you know will enhance their business or life. 

Here’s another way to look at it: Follow-up is acknowledgment. Most 
people want to feel acknowledged for who they are and what they do. So 
when you say you’re going to call back in one week and you do, your client 
feels acknowledged. If you don’t follow up with prospects and clients, why 
should they form a relationship with you? �ey’ll think you don’t care if 
you get their business or not. You’re not only o�ending the person but also 
sabotaging your company’s bottom line.

So if you’re ready to take your follow-up skills to the next level, 
practice these strategies:

DON’T GIVE AN EXACT TIMEFRAME.
Many people fall into the trap of being too speci�c with their follow-

up promises. �ey may say, “I’ll call you back in 30 minutes,” no matter 
what the situation or request. As a result, they rarely honor their 30-minute 
promise.

Instead, say something like, “I’ll get back to you when my project is 
complete in the next day or so,” or use some other vague but reasonable 
time frame. �at way you’re not being held to a strict timeline. If you 
intend to get back to them in an hour, say you will get back by the end of 
the day, in case something comes up in that hour.

If you can’t get back to the person within the promised time frame, 
phone them and say you’re detained: “I know I was supposed to have an 
answer for you by 5 p.m., but it looks as though I’m going to need more 
time to resolve this situation. I will call you back by tomorrow afternoon.” 
Acknowledging the problem lets the other person see that you can be 
relied on.

BE HAPPY.
When you are talking with someone or leaving a voice mail, put a 

smile in your voice. If you aren’t feeling happy at the time, listen to some 
upbeat music, read a few jokes online or pick up a humorous book. You 
must be positive when doing follow-up.

Never get on the phone when you’re angry or depressed. No one 
wants to speak to Mr./Ms. Grumpy. And no one will return a voice mail 
that has a negative tone in it. Your message must be light and lively—and 
it must be awaiting a response with glee.

If you’ve left a few voice mails and still haven’t received a response, 
never let the other person know you’re irritated. You will never get Mr. 
Smith to call you back if you leave a “guilt” message like this: “Mr. Smith, 
I have already left you three messages. If you do not return my call in the 
next 48 hours, I will have no choice but to not do business with you again. 
Please call me immediately.”

Instead, you must leave a fourth and �fth voice mail with as much 
enthusiasm as you had when you left the �rst one. If you are courteous 
and guilt-free, even on the sixth or seventh voice mail, you leave all doors 
open for Mr. Smith to return the call. Plus, your courtesy and enthusiasm 
may prompt him to not only give you his business, but all of his referral 
business as well. �erefore, stay positive and put a smile in your style.

FOLLOW UP FOR THE FUN OF IT.
Not every follow-up has to be about “are you ready to buy from me 

now?” Sometimes you just do it because it’s the right thing to do. And 
when you follow up without an immediate sales goal in mind, you’ll see 
how it can be bene�cial. For example, suppose a product you bought from 
a salesperson arrived in the mail and is now functioning properly in your 
home. Two or three days later you get a follow-up call from the salesperson 
asking how the product is working for you. �is kind of call will probably 
result in more purchases from that salesperson. When you do a few 
follow-ups like this, calling to ask for the sale later is much easier—and the 
prospect is much more inclined to say yes and refer others to you.

BECOME A MASTER FOLLOW-UPPER.
When you implement these suggestions into your follow-up e�orts, 

you’ll see how rewarding follow-ups can be. Your prospects and customers 
will appreciate your e�orts to keep them informed, and your company 
will be grateful for your persistence and diligence in one of the most basic 
business tasks. In the end, you’ll close more business and enjoy greater 
success. ■
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speaker with more than 
25 years of experience in 
sales, management and 
customer service. Contact 
her at info@judygarmaise.
com or 561/445-9955.

BUILDING THE BUSINESS

�e Fine Art 
of Follow-Up
Customers will welcome your ‘reminder’ calls when you employ these successful strategies

By Judy Garmaise

Following up with a prospect or customer is about 
attending to the details of business. It’s doing 
what you say you will do and honoring your word.









































Stock your equipment with the right parts to get the job done.
Think of FS Solutions® as your personal Parts Supplier for all makes and models of  

Industrial Vacuum Loaders, Vacuum Excavators and Waterblasters.  

7 locations - same day shipping - huge inventory - competitive prices - expert technical and application advice.

fssolutionsgroup.com • (800)822-8785

©FS Solutions Group, 2013

Don’t show up to a job 
unprepared.
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A fter your truck, the telephone is probably your most valuable business 
tool. It connects you to customers and employees, but it can also 
be a problem. �ere is that big monthly bill running on page after 

page, on top of all the phone options that have sprung up in recent years. 
It’s enough to confuse the most savvy small business o�ce manager, so let’s 
walk through some ideas, and perhaps you’ll gain a better understanding of 
your needs and tighter control over your costs.

Your o�ce phones may still be connected to landlines. �ere’s nothing 
wrong with that. You’re getting the best call quality possible. You and your 
customers may appreciate understanding one another clearly, but you 
may not be getting the best bang for your buck. With cell-phone-only 
households on the rise (36 percent of the market in June 2012), the cost 
of maintaining all those miles of wire is spread over a shrinking customer 
base. So when you look at your bill, consider what pricey services you may 
not need.

If you don’t need long-distance connections to reach customers, why 
not drop that portion of your service? You undoubtedly have a cellphone. 
Could you use that for the occasional long-distance call to a vendor? Also, are 
you paying for extra lines that you ordered at one time but no longer need? If 
you have a complicated operation with a lot of people and a complex phone 
bill, think about hiring a professional telecommunications consultant to 
perform an audit. Among consultants it is a given that if there are bills, there 
are errors in them.

TO VOIP OR NOT TO VOIP
One way to have decent call quality without the high cost of a landline 

is to use VOIP service. �is is an acronym for Voice Over Internet Protocol. 
Using an adapter or special phone, calls are sent through your Internet 
service provider rather than the phone company. You are required to have a 
high-speed Internet service because audio calls contain a lot of information 
that must be transmitted quickly for the audio to sound smooth.

VOIP services can cost as little as $10 a month for unlimited calls to the 
U.S. and Canada, but there may be extra charges to connect to cellphones. 
On the downside, you are dependent on the Internet. If it’s down, so is your 
o�ce phone. If there’s a heavy load on your network – from online games for 
example – your VOIP call may sound choppy. Still, the voice quality can be 
better than cellphone reception.

�at brings us to cellphones, one of the game-changing business tools 
of the past generation. �e key to controlling cellphone costs is to be careful 
about assessing your needs and your plan. A pool of shared minutes may 
serve your business well because it will average out across employees who 
don’t talk much and those who do.

You may also �nd advantages in selecting one type of phone over 
another. �e old �ip phones are no longer considered cool, but they still 

have a place. �ey’re cheap and easily replaced if one falls into a tank or is 
dropped on a concrete sidewalk at a worksite. And they’re not fussy. Open it. 
Dial. It works all the time.

HOW SMART?
At the same time, touch-screen smartphones o�er amazing �exibility. 

�ey can act as GPS units to guide a technician to a new customer. Instead of 
disturbing your technician with a call, your o�ce assistant can send a text or 
email about some change of plan. �e phone can hold documents, such as 
the instructions for servicing or installing a new product. And the phone can 
be used to take and email pictures, allowing your technician to consult with 
you about an unusual problem.

If your phone and service provider allow for live video, you could 
provide this consultation in real time. �ese things help you serve customers 
faster and more e�ciently, but they come at a price.

Cellphone companies have discovered consumers are making much 
more use of data services than voice services, and those providers are 
revising phone plans accordingly. Here again, a shared pool of data – 
typically measured in gigabytes per month – may allow you to equalize usage 
among employees, yet not pay for data capacity you won’t use. Be careful 
in estimating this because overage charges can be heavy. Exceeding a low 
data limit once or twice in a year may be acceptable if the annual savings are 
greater, but regular overage fees can quickly build.

Your bill lists data use, but it will be a list of numbers, day by day. Check 
your phone company’s website. Typically you can look at a more easily 
understood graph of your data-use history.

PARTNER WITH EMPLOYEES
One concern with smartphone use is the charges incurred when 

employees use them for personal entertainment. Watching a live video or 
listening to a few songs over the Internet will quickly eat up your monthly 
data allowance. One way around this is to allow your employees to use their 
own smartphones while you provide a �xed monthly payment to them for 
business use. �is way employees shoulder the responsibility for overage 
charges or replacement of an expensive electronic device if it’s damaged on 
the jobsite.

You can switch your business to cellphone-use only. If you live in an 
area with very good reception and customers accustomed to the sometimes 
uneven sound quality of cellphones, you may be able to save a good deal of 
money. And your business is always in your pocket. For a one- or two-person 
operation, this may be especially cost-e�ective. Just make sure to record a 
business greeting for your phone’s voice mail, answer in a professional 
manner, and if you don’t have time to talk, don’t answer. A customer will 
take more kindly to voice mail than being put o� as unimportant. ■

MONEY MANAGER

�e O�ce in
Your Hip Pocket
Is it time to pull the plug on your business landline? It’s high time you review your phone service 
and look at ways to shave dollars off a growing monthly bill.  By David Steinkraus
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�is feature in Pumper reports noteworthy conversations that take place 
at the Pumper Discussion Forum, an online forum for industry professionals 
found at www.pumper.com. Pumper Discussion enables exchange of 
information and ideas on septic and drain�eld installation and maintenance, 
trucks and equipment, portable sanitation, chemical and additives and 
much more. Information and advice in “Overheard Online” is o�ered in good 
faith by industry professionals. However, readers should consult in depth 
with appropriate industry sources before applying such advice to a speci�c 
business situation.

QUESTION:
Has anyone had a lid fall in the tank? Any quick ideas or 

systems for getting them out? I was working with a lid that 
weighed 100 pounds. It didn’t go in but was close, and that 
would have ruined my day.

ANSWERS:
Use rope, make a self-tightening loop and try to get it tied onto the lid 

and lift it up enough to get a hook on it. This is easier with two people. No 
matter how you slice it though, it’s a difficult job.

◆  ◆  ◆

If the lid can possibly fall in during removal, it’s time to sell the customer 
a replacement lid that cannot fall in. I would at least put in writing on the 
invoice that you are not responsible if it falls in during a service call, and that 
it should be replaced for their safety.

◆  ◆  ◆

Install a riser and leave the old lid in the tank.

QUESTION:
What do you charge for providing and pumping holding 

tanks in the 200- to 300-gallon range for construction trailers?

ANSWERS:
We charge $100 per month for an Imperial 1,250-gallon tank when we 

pump. Hook-up is extra.

◆  ◆  ◆

We charge $45 for rental, $35 for delivery and 49 cents per gallon to 
pump. We measure each tank and charge for only what we pump. ■

Losing a Lid?
A poster wonders how other pumpers handle 
the situation when a lid falls into the septic tank 
during a service call

OVERHEARD ONLINE





















www.pumper.com • Since 1979    July 2013      69

Jeff Nest of Nest & Sons, Inc., of Kennebunk, Maine loves AfterShock. Why? Because 
AfterShock Bioremediation Restorative restores drainage to sluggish and failing 
soil absorption facilities, from drain fields to mound systems to leaching structures like 
cesspools and leaching pits…all in one treatment/one day, without excavation and 
without multiple site visits and lengthy application times.

“Up here in Maine I have a lot of customers with clogged drain fields who can’t afford a 
new system,” says Jeff. “AfterShock recovers drain fields without draining their bank 
accounts. I also have customers with failed systems who are in line for sewer hook�ups. 
An AfterShock treatment buys them the time until the sewer comes in. And then we 
have the people who have estates on the shore 
who just don’t want to excavate their pristine 
lawns. AfterShock is the solution there too.”

But is he really going to sell his backhoe? 
“Not really,” admits Jeff. “Everybody knows 
backhoes are fun. I’ll always have a backhoe, 
even if I just use it to give my expired pets a 
decent burial!” 

Cape Cod Biochemical Co.

800-759-CCLS
www.SepticOnline.com

Green Products for 
Septic Professionals 
Since 1976

Call Today!
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URINAL DEODORIZER
WAVE urinal deodorizer from 
Chempace o� ers more fragrance than 
typical urinal blocks. It is ideal for use 
at special events for continual coverage 
in extreme weather. It releases bacteria 
that cleans the urinal and eliminates 
odors. � e product is VOC-compliant 
for use in all 50 states and has no ozone-depleting ingredients. � e design 
reduces splashback, reducing cleaning time. It is available in several 
fragrances and lasts up to 60 days. 800/423-5350; www.chempace.com.

LOWERING ADA 
RESTROOM TRAILER
� e three-station ADA-accessible 
restroom trailer from Comforts of 
Home Services features a stand-
alone aluminum ramp and hydraulic 
lowering system. � e trailer includes a 
utility room and 450-gallon wastewater 
tank for a capacity of more than 1,125 
uses. Many layouts can be modi� ed for 
direct sewer hookup, and most can be 

made into drop boxes (no axles, tires or trailer lights) for semi-permanent 
locations. � e integral waste tank design allows for a lower � oor and more 
fuel-e�  cient towing. 630/906-8002; www.cohsi.com.

PORTABLE FLUSHING RESTROOM
� e Aspen Elite portable restroom from
Five Peaks features a freshwater � ushing 
system and hand-wash sink. � e design 
incorporates a freshwater tank behind the 
waste tank. � e dual tank holds 19 gallons of 
freshwater and 45 gallons of wastewater. � e 
� ush system is operated with a foot pump. 
� e 21-gallon-capacity sink with large basin 
allows for washing of hands and forearms, 
and is operated by a foot pump. � e spigot 
pressurizes water to rinse hands more 
e�  ciently. � e lid � ips open for � lling and is secured by a locking latch. 
Graywater drains into the holding tank. 866/293-1502; www.� vepeaks.net.

SIX-BOLT BALL VALVES
Six-bolt ball valves from Green Leaf
are molded in polypropylene and 
reinforced with � berglass. � e self-
aligning ball moves freely against 
Te� on seats for smooth operation. � e 
ball is diamond-turned after molding 
for precise contact between ball and 
seats. � ey feature stainless steel 

bolts, Viton O-rings, and Te� on self-lubricating stem bushings and seats 
that cannot stick or bind. Sizes range from 2 to 3 inches, with a maximum 
operating pressure to 150 degrees F. � ey are available in full- or standard-
port design. 800/654-9808; www.grnlea� nc.com.

AIR FRESHENER DISCS
Air MAX air freshener discs from Green 
Way Products by PolyPortables contain 
more odor-� ghting fragrance oil than the 
standard discs, extending the e� ective 
usage and reducing service change over 
times. In addition, there is 20 percent 
more surface area, which creates an 
immediate and distinguishable impact 
due to the greater volume of fragrance 
being released at any point in time. � ey 
are available in the company’s standard 
fragrances, as well as a fragrance of the 

month. Simply place the disc on a hook behind the vent stack or place it on 
the toilet paper rod outside the dispenser, securing it in place with the lock. 
800/241-7951; www.greenwayproducts.net.

HAND-WASH STATION
� e Imperial Handwash station from Imperial 
Industries was designed for simplicity and 
durability. It features a 25-gallon freshwater 
tank and 30-gallon wastewater tank, and is 
freestanding with dual-sided wash stations. � e 
59.5-pound unit will � t in most portable restrooms 
for easy delivery, and comes with a foot pump 
on both sides. Trash bins are optional. 800/558-
2945; www.imperialind.com.

INTERNATIONAL RESTROOM TRAILER
� e Porta-Lisa International from JAG Mobile Solutions is designed 
with plumbing and electrical systems speci� c to the requirements in the 
country where it will be delivered. It is also designed for convenient and 
economical shipping, � tting inside shipping containers individually or in 
multiples. It is available in two-, three-, or four-station con� gurations, with 
standard onboard freshwater tank, large waste tank, air conditioning, low-
� ow sanitation-grade toilets, metered faucets, solid-surface countertops, 
powered ceiling vents/skylights, LED interior lights, occupied lights, and 
internationally compliant exterior dimensions and lighting. 800/815-2557; 
www.jagmobilesolutions.com.

(continued)
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GRAFFITI 
REMOVER
Art Blaster gra�ti remover, 
cleaner and protector with 
green apple scent from J & J 
Chemical is safer and easier 
to use than aerosols. After 
removing gra�ti, it leaves 
behind a protective coating 
to help prevent further gra�ti 
from staining restrooms. It 
can be used along with the 
company’s Art Blaster Sponge 
for additional cleaning power. 
It removes markers, paint, pen 
and pencil. 800/345-3303; www.jjchem.com.

HAND-WASH 
STATION TRAILER
�e Explorer hand-wash 
station trailer from McKee 
Technologies – Explorer 
Trailers o�ers commercial-
quality event sanitation for 
large crowds with a 500-watt 
water heater and 120-volt on-

demand water pump. It features 
stainless steel countertops and sinks, 

with dispensers for soap and towels. 
It has a front service compartment with 

locking doors, 230-gallon poly freshwater tank, and 250-gallon galvanized 
steel waste tank. Its structural steel frame with four corner stabilizer jacks 
rides on a 2,200-pound torsion axle, and has a 2-inch coupler for easy 
towing. 866/457-5425; www.explorertrailers.com.

SOLAR-POWERED RESTROOM TRAILER
Solar-powered, self-contained restroom trailers from NuConcepts are 
designed for the special event market where space, capacity, electrical or 
water connections might be limited, such as weddings/parties, sporting 
events, food festivals, outdoor community events, and o�-site movie/
television production locations. Features include solar operation, a 
40-gallon freshwater tank, 65-gallon waste tank, incandescent lighting, 
enclosed stainless steel sink and �ushing china toilet. Each restroom o�ers 
an average of 125 uses. Options include air conditioning, powered roof 
vents, water heaters, interior heat, power converters, and winterized units. 
800/334-1065; www.nuconcepts.com.

PORTABLE SHOWER 
Portable shower units from PolyJohn 
Enterprises provide hygienic bene�ts 
and comfort features. �ey are ideal for 
campgrounds, sports facilities, beaches, 
farms and construction sites, and in 
emergency situations where regular 
services are temporarily unavailable. 
Construction is based on Fleet cabanas, 
o�ering roomy interiors with ample space 
for changing and showering. �ey are 
available in cold and hot shower units. �e 
company’s WaterWorks freshwater delivery 
system is also available. 800/292-1305; 
www.polyjohn.com.

TWO-STATION
PORTABLE HAND WASH

�e Breeze two-station portable hand wash from 
Satellite has a sealed water tank to insure proper 
hygiene. Its stations have full �ngertip-to-elbow 
washing and operate with a hands-free baby 

foot pump. �e blue areas of the station have a 
�eck pattern to hide scu�s and scratches. It also has 

extended bumpers on the side and top to bu�er 
it while traveling. �ere are fresh and wastewater 
drain plugs and an additional pump-out port on the 

base for wastewater. All plugs are tethered to the unit 
to prevent loss or damage. It has two handles for lifting 

and �ts easily inside most portables for transportation. 
800/328-3332; www.satelliteindustries.com.

HOLDING TANK
Polyethylene holding tanks from 
the T.S.F. Company are available 
in several sizes for containing 
wastewater and freshwater. Low-
pro�le tanks �t under RVs and 
�eld o�ces. �e tanks have two 
3-inch holes – one in the corner 
for cleanout and access from 
the side of a trailer and a second 
for plumbing. Spin-welds are 
available (½, 1, 1¼, 1½, 2 or 3 inches). A 110-gallon white cylinder tank 
is 70.5 inches long and 24.5 inches in diameter. Black wastewater tanks 
range from the 30-pound, 60-gallon (48 by 21.5 by 14 inches) size up to the 
137-pound, 440-gallon (91 by 71.5 by 16 inches) size. 800/843-9286; www.
tu�-jon.com. ■
























































