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Introduction
This booklet is the result of many years of
experience in the portable restroom industry.
The sales team and executives at PolyJohn have
been collecting business ideas to share with our
customers just like our founder, George Harding,
did when he put our first portable restrooms on
a trailer and started driving around the country to
Mike Cooper

sell them.
You see, our job is not just to sell PolyJohn
products, but to help growing businesses like
yours succeed and prosper. Obviously, the more
you prosper, the better we do and it’s profitable
for everyone. But it’s also personally rewarding
to see how we’ve helped hundreds of small

Ken Cooper

family enterprises grow into prosperous family
businesses like ours. Our portable restrooms
create good jobs and solid businesses. The profit
our units bring in feed a lot of families, build
homes, and send kids off to college. That makes a
PolyJohn much more than just a restroom—it’s a
vehicle to improve the quality of your life and
provide a valuable public service.

Mike Adams
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In the past three decades,we’ve heard and shared hundreds of good ideas
for earning more, selling more and servicing better. And whenever the
area managers get together, we share the newest ideas we’ve learned
from our customers both in the U.S. and throughout the world.
It was from these meetings that we decided to distill our best ideas into
our original top 12 and put our first book together for our
customers. We thought it would be a handy reference guide our
customers could refer to and share with their employees whenever they
needed a tip or two to help their company do better.
Over the years we have added 4 more field tested ideas, and now
want to share these 16 Secrets . We hope you like it, and we hope
it will spark many new ideas from you and all of our other customers.
We have found that the things you learn and share in this business can come
back to you a hundred fold. So if you have an idea for the 17th, 18th or
19th Secret, give your PolyJohn area manager a call. Or fill out the suggestion
form at the back of this book.We’ll make sure to pass it on so it helps other
people around the country and around the world Earn More,Sell More,
and Service Better, too.

Mike Cooper, President, CEO of PolyJohn Enterprises Corporation
Ken Cooper, CIO of PolyJohn Enterprises Corporation
Mike Adams, Managing Director of PolyJohn Enterprises Corporation
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…building a
relationship group
based on

faith,
loyalty
and
trust…

there when you need us

there when you need us

will help
you succeed.
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Take a minute and take inventory
A business that does not take regular inventory runs the risk of going
broke. Take this time to check in and see how close you may be to
risking your opportunity to have greater success.
1. Have I attained the goals that I established for myself over the
past year?
2. Have I delivered service of the best quality of which I was
capable, or have I improved my services specifically in any way?
3. Have I increased the quality of my services of which I am capable
of delivering?
4. Has the spirit of my conduct been cooperative and supportive
of building a good team?
5. Have I allowed procrastination to affect my performance, if so
to what extent?
6. Have I improved my financials, if so in what ways?
7. Have I enjoyed my work more or less?
8. Have I been persistent in following my plans to accomplish my
goals?
9. Have I been unfair to any of my customers, employees, or fellow
coworkers?
10. Do my customers love what we do for them?
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16 SECRETS

1
Build lasting relationships
with people you trust
Think about all the people it takes to make a business run and prosper—
customers, employees, partners, product suppliers, service suppliers
(such as lawyers, bankers, accountants, and repairmen of all kinds), and
even friends and family. Some of these people you choose and some
choose you, but all have needs and expectations that successful business
owners try to understand and fulfill.
All these relationships form your support structure; the bonds between
you and each person on your team represent the strength of your
business’s foundation. Is your foundation strong enough to help your
business grow in good times and bad?
Napoleon Hill, perhaps the most famous “success expert” of all time,
called building personal networks, the “Mastermind Principle.” What he
found was that the successful people he studied had several things in
common. One of the most important was: faithfulness to those who
helped them. By building a relationship group based on faith, loyalty and
trust, you will find that the people in that group begin working to help
you succeed. For example, your banker might recommend your business
at the next town council meeting when they are planning a street
festival... your accountant tells his daughter about your service when she
is planning an outdoor wedding . . . your service driver gives your phone
number to his brother the contractor who is planning a new subdivision,
etc. In effect, all of the people in your network begin to think about
your success if they know you are thinking about theirs. It’s not just your
mind working on your future, but a “mastermind” composed of many
individuals who want to see you succeed.
Remember, every relationship has two sides. Work with people and
they’ll work with you. If you always run to the lowest price, get the better
of people, or simply fail to get to know the people you work with, you
are missing a big opportunity. What goes around comes around.
7
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2
Know Your
Customers

Customers are the most important part of your business network.
Whenever you deal with customers, think about the future of the
relationship. It’s never just about the job they hired you for today; it’s
about all the jobs that could come to you through them in the future.
Even a one-time rental, like a backyard party, could lead to more business
if you handle the customer relationship well. If they like your service,
they’ll remember you - and so will many of the guests at the party. But
don’t expect them to remember you months later.That takes Customer
Relationship Management (CRM).
CRM is simply a matter of learning as much as you can about a customer
and using that information to build your relationship with them. With
every customer you should try to gather detailed information - not just
a name, address and phone number, but also some personal information.
Where do they work? When is their birthday? How many kids do they
have? Do they like to hunt, fish, golf, bowl ... and where? Finally, don’t
forget to get their email address!
Some people are naturally friendly and good at building instant rapport.
If this sounds like your personality, people may feel comfortable sharing
this information with you in a first encounter. If that’s not you, simply
have a preprinted “New Customer” sign-up sheet that you hand out
with the rental agreement. People are accustomed to giving personal
information, especially when renting equipment.
The next step is to use the information for future contacts. In the case
of a backyard party, find out the occasion. If it’s something annual, like an
anniversary or family reunion, drop the customer a postcard each year a
few weeks before the date. Even if they never use your service again,
they’ll appreciate that you remembered their occasion and will be likely
to recommend you to friends. If you can contact them by email, you’ll
save on postage and printing costs.
8
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CRM is even more important for your larger customers, like special
event planners and contractors. Stay in touch with them by sending
regular monthly postcards or calling a few weeks before their busy
season starts. In this way, you’ll show them that you are a professional
who is concerned about their needs and serious about service.
Leave nothing to chance. Put your customer information in a computer
contact system or on 4”x6” index cards. If you use a card system, duplicate
the cards and file them two ways. One group is filed alphabetically, making
it easy for you to find a particular customer. The other group, which
contains only the customer name, is filed in a “tickler file” by
contact date. Use the tickler file to develop prospects and build lasting
customer relationships.The tickler file is so named because it is designed
to “tickle your memory.” Use an expanding file or a large file box for 4”x6”
index cards.You’ll also need dividers for each day of the year. Look at your
tickler file once a day to see if you have any contacts to make. If you can’t
reach your client on a specific day, just move them up a few days and try
again. Persistence pays. It takes only a few minutes a day to keep a contact
management system such as this up to date and capable of turning out
profits for your company. The minutes you spend today will help keep your
customers for life.

With every customer, you should try to
gather information, not just name,
address and phone number, but also some

personal information.
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3
Know the Market
and Your Competition

Your service area could be one small town or an entire state, but no
matter how large or small, the process is the same:
s Talk to your competitors’ customers and determine how well their
needs are being met.Then compare this information to how you
would meet their needs. Also examine your own customer files.
What percentage of your current clients are repeat customers?
s Join the Chamber of Commerce and make your company known
to the community politicians and business owners.
s Find out everything you can about your competition. Periodically,
inspect their units to see if they are well-serviced.
s Visit and read your competitor’s web site.
s Carefully map out your service area and the areas served by each
of your competitors. Where there is no overlap in coverage,
create a plan for your own expansion into those areas.
s Look for “hidden” business opportunities that your competitors
have missed (for example, hand washing systems and restroom
trailers).
s Advertise in a way that helps you stand out from the competition
in a positive way.
s Put in your company’s name and services in Google, Yahoo
and Bing searches.
Be sure to take good notes and be fair and truthful when appraising your
competitors. Never sell against them in a negative way. People don’t like
a salesman who bad-mouths a vendor they are currently using. Instead,
determine what strengths and benefits your company possesses; use
those assets as a main selling point. For example, if you believe your
competitor’s units smell bad, don’t say that to the prospect; instead,
emphasize that you use only high-quality tank deodorants at recommended strengths to ensure your units always smell nice. If your
competitor’s units truly are odorous, you can bet the prospect has
already noticed and will have a more favorable impression of you.
Know your territory better than your competitors know theirs. Always
10 be on the lookout for business opportunities they may have overlooked.
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Get to know your territory
better than your competitors and
always be on the lookout for

business
opportunities

that your competitor
may have overlooked.

Are they stronger in a particular area? Do they offer showers and sinks?
Can they supply permanent hook-ups like PolyJohn’s City Mains at parks
or golf courses? Have they missed any markets? For example, portable
showers can be rented anywhere workers deal with dust, smoke, or
hazardous materials. Are there any industries like that in your area?
Think about agriculture, mines, mills, fire fighting, and trucking. Almost
anywhere that people gather, there can be a need for portable facilities.
When you know your territory better than the competition, you have a
big advantage. Try these ideas: watch for news stories, employment ads,
roadside signs, and other announcements of new construction or special
events. Permits for new construction or alterations are a public record.
Visit your county courthouse to find out how you can stay up to date
with these postings. Get to know contractors, engineers and architects
who can inform you when new construction might begin. Make friends
with the Mayor or other community leaders by attending fundraisers,
town meetings and Chamber of Commerce events.
11
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4
Turn the
Wheel of Success
for Greater Sales

There’s a business relationship-building model* that we recommend
™
called the Can Do! Wheel of Success
. Think of your business as a wheel
with six spokes. If any of those spokes are neglected, your wheel will go
flat, but if you pay constant attention to all six spokes, the wheel will keep
turning to take you wherever you want to go. It will continuously drive
new business and repeat customers to your door.The six spokes are:
1. Awareness: Get people in your area to know you exist. Tactics for
doing this include: personal one-to-one selling by phone or visit,
advertising in the Yellow Pages, online using Google Adwords and local
papers,billboards and direct mail. Business cards, stationary, sales
letters, postcards and the signs on your units all represent the quality
of your service.
2. Comprehension: Listen to your customers. Learn what they need
from you. Only then can you educate them on the services you
provide and make the sale. Through good questions and careful
listening, you may find they need more (or less) from you. A
customer may call asking for one portable restroom, but once you
know their predicted volume of usage, you may determine they
need three units and a sink. Remember, you are the expert and they
rely on your advice. Your website is the perfect tool to build
comprehension of your services.
3. Conviction: This is where the rubber meets the road-when
prospects make up their minds to become customers. You can
help by showing them testimonials from other satisfied customers.
Explain the how’s and why’s of your service schedule and
demonstrate that you use only top-quality products. Through
your own professional appearance and presentation, you help the
customer make the decision to buy from your company.
12
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TURNING THE WHEEL OF SUCCESS™

AWARENESS

LOYAL FAN
(Here you help create success for
your customers an d in turn they
become loyal to you)

REPEAT
CUSTOMER
(Here your customers come to
rely on you to do the things you
promise, and to be there when
they need you)

FIRST-TIME
CUSTOMER
(Here you work hard to
deliver what you promise)

(This is basically getting people
in your area to know you exist)

Sales and
Service
Feedback and
Follow-up

COMPREHENSION
(This is the education process
where you get your prospects
to know what it is you can
do for them)

CONVICTION
(Here your prospects become
convinced you are t he best
resource for their needs)

4. New Customer: Prove yourself by doing more than you promised.
Always provide customers with your best service.Treat them fairly
and honestly. Stay in touch with their changing needs so you can
continue the relationship. Keep them informed about products
and services before they need them.
5. Repeat Customer: Repeat customers come to rely on you to do the
things you promise and to be available when they need you. They
realize that the success of their job depends on you because you
make them look good. Never take Repeat Customers for granted—
you need to continually evaluate your service and ask them, “How
am I doing?”
6. Loyal Fan: These are the best customers to have because they
will give you testimonials. They’ll recommend you to friends and
neighbors and will be there when you need them. Fans create the
greatest Awareness for you in your service area.That completes the
Wheel of Success and keeps it turning.
*Can Do! Wheel of Success™ is a trademark of Can Do! Success, Inc.
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5
Driving Your Business:
Service and Products

If success is a wheel that you must keep turning, then service and
products are the engine that drives it. Although these can be your two
main expenses in terms of time and money, nothing helps the bottom line
more than investing in great service and quality products.
Service is about planning, consistency and execution. You have to plan a
service schedule with your customer before you close the deal.
Customers may try to save money by cutting back on service schedules.
However, this is one area where the customer is not “always right.” You
are the expert, and you need to make them believe it by showing
credentials such as PSAI membership or the Portable Restroom Unit
Estimator, available from the PSAI. If you agree to a lower-than-needed
service plan, your customer may blame you when restroom users
complain.Your customer may believe your company’s service caused the
problem rather than his approach to cost savings.When your reputation
is on the line, make certain that service schedules are appropriate for the
customer’s needs.
Consistency requires well-trained service people and deodorant
products that do their job. Make sure management makes frequent and
unannounced spot checks on units in the field. Then reward your
best service people with inexpensive promotions like gift certificates
or “Employee of the Month” recognition plaques.
In service, it’s the little things that count. People won’t notice that your
unit is clean; they expect that. However, they will notice if the mirror
sparkles, the graffiti is gone, and the unit always smells fresh. One trick
for being noticed is to change the fragrance in your tank deodorizer each
month. People won’t notice if it always smells the same because their
noses will get used to it. They will notice a new smell; they’ll think you’ve

14
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done extra work. One fragrance costs the same as another, so be sure
to keep several on hand and rotate them.
Your equipment—restroom units, sinks, tanks, etc.—should be of the
finest quality. Don’t pretend that your customers can’t tell the difference.
Many of the “bargain” units out there are flimsy; they feel cramped inside
and take longer to clean because of tank and surface design. You could
save a few dollars in the short run by purchasing inferior units; but if they
last half as long, and your customers don’t like them, you’ll pay the
difference many times over in lost business and replacement costs.
You’ll also find that if your competitors use an inferior product, it will be
easierto sell against them. Your customers are happy to pay a few extra
dollars a month for the security of knowing that they won’t disappoint
their own customers, guests, or employees with inferior restroom facilities.

Customers are going to try to save money
by cutting back on service schedules.
However, this is one area where

the customer
is not always right.
15
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6
Planning for the Long Haul—
Choosing Hauling and Pumping
Options that are Right for You

PolyJohn is not in the pumper truck business, but most of us have been
behind the wheel, and we know that the truck is your biggest investment.
Be sure that you invest wisely and look at the truck as a long-term asset.
Lease or buy ...purchase new trucks or used...these are questions to
discuss with your accountant. However, make sure that your truck
capacity is large enough to handle your routes and your dumping
schedule.
Your truck is the second most visible symbol of your company. Since the
portable restroom business is about supplying clean, sanitized facilities,
your truck should reflect your service values. It should be clean, waxed
and well-maintained. Service drivers should always clean up the truck at
the end of each shift.Trucks don’t have to be new to look good. Dents
can be pulled out, rust spots painted, hoses replaced and the tank
jet-sprayed. Your truck is a rolling billboard and a great source for free
advertisement if it looks good and has your company name and phone
number written clearly on all sides.

Your truck is the
second most
visible symbol
of your company.
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A poorly maintained truck with a faulty
exhaust system will have your customers
wondering whether you will maintain
their rental units. So make sure you keep
your trucks on a routine maintenance
schedule with a qualified mechanic.
Explain to the mechanic how important
your truck is to your business. Keep your
vehicles clean.Truck washing services are
an inexpensive way to maintain your
image on the street.
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Never allow a restroom to go
unserviced because of a
problem with your truck. Plan
ahead for truck breakdowns so
it won’t be disastrous to your
business. If you are a small
operator with only one or two
trucks, find a resource in your
area who will rent you a truck
on short notice. There may be
a septic operator in your area
who is not a competitor and
will rent you his truck at night.
Or build a working relationship
with another portable sanitation
company in another town out
of your service area so you can
back each other up.
Be sure your trucks are properly
insured and your drivers have
been fully trained, licensed, and
given clear instructions on what
to do in case of an accident.
When it’s your truck and your
employee, you are responsible.

Since the portable
restroom business
is about supplying clean,
sanitized facilities,
your truck should

reflect
your
service
values
.
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7
Dumping and Pumping—
Problems and Solutions

Dumping is another key component to your business costs. Be sure to
research all of your dumping options. Some may be more economical
than others. In urban areas, you may have multiple dumping facilities
within your geographic area with varying fees. Carefully plan your routes
so that you are nearest to the dumping facility at the end of the route,
or when you estimate your truck will be full. Mileage and time spent
driving to dumping facilities is another practical cost to consider. Larger
operations get around this problem by keeping large holding tanks on
their facility or installing approved discharge areas.

Carefully

plan your routes
so that you are nearest to the
dumping facility at the end of the route,
or when you know
your truck will be full.
Learn and comply with all state and local environmental, health, and EPA
laws in your area. Only use treatment chemicals that are allowed by law.
Make sure MSDS forms are current and all deodorant products used are
in compliance with your dumping facility.

18

16 SECRETS
mileage and time
spent driving is a practical
cost to consider.
Maintaining your pump equipment
is a primary concern. Keep
replacement parts available so
that breakdowns cause less
downtime. When pumping,
your exhaust valve can emit a
bad smell that customers may
find offensive. One way to deal
with this problem is to use an
oil-based air freshener in your
pump.These scent-masking oils
are not compatible with all
types of equipment. Be sure
to check with your pump
manufacturer before you use
them. Or, schedule service
when there will be minimum
exposure to people in the area.
19
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8
Attracting and Selecting
Good People

You need hard-working, dependable and honest people, and they are not
always easy to find. Never hire in desperation.You can use a temporary
placement service if a key employee leaves unexpectedly. Keep a list of
people you would like to hire if the opportunity arises. For example, if
you see someone in your industry or a related area performing
wonderful service, give them your card or ask for their name and
address. Keep them on file, and when an opening suddenly arises, you’ll
have a list of good people to call.
At first, small businesses may rely on the owner and his family to do the
work, but as the business grows, new employees need to be hired, trained
and managed. The two most critical employees are the Route Driver and
the Salesman who have daily contact with your customers.
The Route Driver. Be creative in your search for job candidates by
posting requests in your church bulletin, at local service organizations,
and by spreading the word with friends and relatives. If that doesn’t
provide enough candidates, run help-wanted ads or call a state placement
agency.
Some people will avoid this kind of work because there are
misconceptions about working conditions. The first thing to do when
talking to a candidate is to bring those concerns into the open and talk
about them. Issues like smell and cleanliness are basic problems in units
that aren’t well-maintained. Stress that you run a tight ship and these
issues rarely become a problem. Modern equipment and proper
procedures lead to highly sanitary working conditions. However, don’t
hire a candidate who seems too squeamish.Accidents and vandalism can
occur at any time in even the best run operations, and you need
someone who won’t be afraid to clean it up. Stress that your employees
are service representatives above all and that you want them to be
friendly and knowledgeable since they represent your company to your customers.
20
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Make certain you do everything you can to make your driver a success
with your customers. A neat appearance, a polite manner, and a
courteous, friendly disposition leave a good impression of your company.
Uniforms are a good idea because they give your company a professional
appearance, and they help you avoid getting into discussions with your
drivers about the clothes they wear. They also give your employee a
sense of pride, making them feel like it’s their company, too. If you have a
driver who is particularly conscientious and good with people, you might
consider training him or her as a salesperson.
The Salesperson. Good sales people are always in demand and always
hard to find. The best are not only good with people, but exceptionally
well-organized and self-confident.To find a good one, you’ll have to look
at resumés and investigate track records by calling previous employers.
If you promote from within, make sure to provide the sales training
needed to make that person successful.
It is important to set up your organization so that sales people are
virtually independent contractors.You pay them a minimal base salary and
the rest of their income comes from a percentage of the gross sales they
make. A good salesman will become your “bird dog,” they will hunt
tirelessly for leads, reel them in, and close the sale. You need to be sure
they are representing your company honestly and that you can fulfill
whatever the salesman has promised.

Never hire
in desperation…

keep a list of people you would like to
hire if the opportunity arises.
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9
Developing and Keeping
Good People

Above all, your business is a service company, and great service
companies thrive on the spirit and enthusiasm of their employees. High
morale among your employees is essential if you want them to go the
extra mile for you and your customers. High morale isn’t just good luck
in finding the right people. You create it with your management skills.
Here are a few tips to help you keep good employees happy and
dedicated:
s Make your employees feel appreciated.
s Consult your employees and value their opinions.
s Provide a sense of job security by providing a reasonable and
steady income, savings plans, retirement plans, and life and health
insurance.
s Make an effort to be fair and hold all employees equally
accountable.
s Have a clear organizational chart and promote from within.
s Encourage social activities such as summer picnics and
holiday parties.
s Show employees respect and follow all state and federal safety,
harassment, and discrimination laws.
s Provide vacation and sick time.
s Clearly post or distribute rules and regulations.
s Train employees and review training as needed.
s Create a professional atmosphere by requiring appropriate dress
or uniforms, and be sure to set a good example.

22
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High morale
isn’t just good luck in
finding the right people.
You

create it
with your

management
skills.

Remember, your employees
are human. They will make
mistakes. They will need
time off, and they may never
care about your business or
your customers as much as
you do. But the more
reasons you give them to
care, the better employees
you’ll have.

Go to polyjohn.com/johntalk for additional tips and articles!
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10
Cash is King—

Managing Your Cash Flow for
Business Security
You have many assets in your business; however, none are more important
than cash. Cash allows you to pay bills, salaries, taxes, loan payments,
mortgages, etc., and it should never be underestimated. Cash is your only
defense against bad times and unanticipated customer losses. It has been
said that starting a business is like opening a drain on a bath tub full of
money: cash immediately starts flowing out.Your job is to fill the tub faster
than it drains. Even highly profitable businesses can get into trouble when
the cash they need to pay their monthly bills exceeds the cash that is paid
to them for a few months in a row. That’s why poor cash management—
not lack of profit—is the number one reason why businesses fail.

Be sure to keep a

Cash Flow Report
and check it if not daily, weekly.

A big concern occurs when payables are due sooner than the
receivables—your payments are due in 30 days, but your customer pays
in 90 days. That’s a cash flow problem that can be handled by a large
reserve or by asking customers to pay sooner. A cash reserve is a sure
thing.What customers will do, on the other hand, is never something you
should bet your business on. Since building a cash reserve is difficult,
especially for new businesses, it is important to have a good relationship
with your banker. A ready line of business credit can be invaluable in
keeping your doors open when you get a clog in your cash flow or get
hit with unanticipated expenses.
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Be sure to keep a Cash Flow Report and
check it weekly, if not daily. The report
shows at a glance your balance forward
(how much cash you have), payables
(what you owe-payroll, taxes, bills,
recurring supply purchases), aged receivables (what is owed to you by date), current
receipts (what came in this week), and your new
balance. Here are some other useful tips:
• Don’t be in a rush to buy new office equipment such as
telephones, faxes, desks, and copy equipment. Consider leasing
or buy used.
• Ask about the reputation of customers and suppliers. Try to work
primarily with those who come with good recommendations and
will satisfy your cash flow needs.
• Don’t procrastinate in pursuing late payers. Be courteous
but relentless. Make collecting cash a part of your daily routine.
• Pay bills on time, but send checks out so they are received just
before the due date.
• Offer discounts to your customers for prepayment.
• Don’t overpay estimated taxes.Wait to pay as long as you can
without penalty.
• Bill for your services in advance.
Once you can see where your cash is coming from and where it is going,
it is important to make cash flow projections for the weeks, months and
year ahead. Good projections will help you develop the strategies you
need to meet the cash demands of your growing business.
Go to polyjohn.com/johntalk for additional tips and articles!
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Act Successful…
Be Successful!

Whether you like it or not, when you own the company, you create the
company’s image. You can’t expect your employees to present a
professional image if you don’t. You can’t expect them to be punctual and
responsible if you’re not. “Do as I say, not as I do!” never works in
management. You always need to be aware of the example you are setting.
And when you fail to live up to the
expectations you set for your employees,
you need to “own” your mistakes, too!
Admit your mistakes, but explain
that they are not acceptable—and
then make the necessary changes.
The same is true when you deal
with customers. They won’t
believe you will service their
restrooms on schedule if you are
late for your scheduled appointment
with them. Your customers rely on first
impressions whether they are “true” or not.
Every new customer meeting is like a new job interview; if there is a spot
on your tie, they will assume your restrooms will never be spotless.
While “business casual” is becoming the norm in many business settings,
it never hurts to dress better than what is required. New customers
might have pre-conceived notions about who the “toilet guy” is. You can
put those notions to rest immediately by looking and acting professional.
After all, you’re a service business owner, and you should look like you
mean business!
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There is a rule of thumb in
business called the “80/20 rule.”
It means that 80 percent of your
profit comes from 20 percent of
your effort. Think about your
daily schedule. What parts of
your day are the most important
to the profit of your business?
What is the “busy” work that
keeps you distracted from doing
what’s important? If possible, delegate as much busy work as
possible, so that you can focus on
the 20 percent that makes your
business grow.
To make yourself and your
employees more successful, it
helps to create and implement
personalized development plans.
This puts your expectations for
success in writing, and it makes
the company’s goals clear to
everyone... including yourself.

…what parts of your day
are the most

important
to the profit
of your business,
and what is the
“busy” work that keeps
you distracted…
27

16 SECRETS
12
Growth—

How Big Do You Want to Be?
There’s an old saying in business,“when you fail to plan, you plan to fail.”
One of the most important things to plan is growth. It is important to
sit down and write your one-year, two-year, and life goals. Putting your
goals in writing is like drawing a map of where you want to go. Without
this map, it is quite likely that you’ll get lost along the way.
There are many types of businesses you can create within the portable
restroom industry, and you must decide what kind of business you want
to run. If you follow the guidelines laid down in this booklet, and turn
the Wheel of Success, your business can grow as big as you want it to
be. We’ve personally witnessed hundreds of PolyJohn customers grow
from small “Ma and Pa” operations to multi-million-dollar corporations.
There’s no stopping you once you decide how big you want to be. Here
are the three types of business we see most often:
The “Ma and Pa” Operation. You have no employees to worry about
and the only obligations you have are to your own family. Usually, dad
and son drive the truck and mom answers the phone, makes sales calls,
and keeps the books. For many people, this is all that’s needed—you
stay close to home and spend a good part of your day with family, friends
and provide outstanding personalized service. Being small also has its
disadvantages because it is tougher to win large customers, and it
becomes difficult to maintain your business if a larger or more aggressive
competitor moves into your area.
The Family Business. These businesses often start as a “Ma and Pa,” but
they quickly expand beyond this point to hiring employees outside the
family. By promoting both family members and employees on merit,
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everyone in the company can feel like family. A strong sense of loyalty
grows from within the company. Family businesses can be any size; we at
PolyJohn Enterprises are in this category.
The Investor Owner. The owner who trains his employees to take
responsibility for the business, and who gives them profit-sharing or
shareholder status, can eventually become replaceable. When you have a
management team that is committed to the success of the company and
capable of running it, you can withdraw from the day-to-day operations
and free yourself for other things, such as starting a new business, or
spending your time on those life goals we mentioned before. Once your
company becomes self-sustaining, it is also possible to sell it. Well-run
portable restroom businesses have sold for millions of dollars and made
their previous owners financially independent.
Go to polyjohn.com/johntalk for additional tips and articles!

Putting your

goals in writing
is like drawing a map
of where you want to go.
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Increase Profits by Adding
Value to Your Services

There is probably no better source of new revenue than selling new
services to existing customers. If you have a loyal relationship with
your customers, they will be glad to talk to you about reasonable
improvements to the service you provide.
Think about how other businesses market to you. If you subscribe to
cable television, chances are good that you bought more than the basic
package. If movie channels and sports are something you enjoy, you don’t
mind paying extra for them. When you buy work shoes, you can get the
basic model, but they aren’t very comfortable. So you spend a few extra
dollars to get the boots you really want.
In marketing, there are always basic products that supply your “needs”
and there are premium products that supply your “wants.” Smart
marketers know that there is more money to be made selling to people’s
“wants” than selling to their “needs”.
You might think of a toilet as a need, not a want. However, people spend
more money upgrading bathrooms each year than any other room in the
house except the kitchen. Even though a porcelain toilet will basically
work forever, people spend millions of dollars each year replacing old
toilets with newer models they want.
You can advertise your lowest price for the basic model, but a good
salesperson will start any sales discussion with a premium model at a
higher price. Once you show the roomier interior, more handsome
design, and greater level of amenities found in a premium model such as
the Fleet, many customers will be willing to pay a little extra.
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Features available today include recirculating flush, freshwater sinks,
vanity mirrors, attractive interiors, secure locking mechanisms, dirt
resistant finishes, and much more. PolyJohn offers all these and hot water
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Smart marketers know that there

is more money to be made selling

“wants” than
selling to their “needs”.
to people’s

on demand, as well as an instant deodorizing device and freshwater flush
systems available with interior sinks.
The obvious reason to sell amenities like these to your customers is that
you can charge more while making your customers happier—it’s a
win/win deal.
Starting a Campaign to Sell “Wants” Instead of “Needs”
The first thing to do is to show customers their options. Take two units
with you on a sales call. One that is like the current unit they rent with
one or two additional amenities such as a flush and a sink. The other
should be a top-of-the-line model with every available amenity. Start by
showing the customer the best model without discussing price. Show
how the sink works and how the toilet flushes. Then ask if they might be
interested and give them your price. If the price is too high, then show
them the unit that is more like what they currently rent.
If you are showing them a flush unit, talk about how much more
comfortable it will be for their employees than a straight drop unit. Talk
about the improved sanitation, and homelike qualities.
When selling sinks, show customers how easy they are to work. Explain
the features and benefits of larger units versus the smaller ones. Sinks
allow workers to clean up while they are on the job. This makes workers
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happier and healthier, and it may also keep them on the jobsite longer.
Besides the obvious health and safety benefits, everyone wants to have a
place to clean up, especially at lunchtime. One way to gain better acceptance for sinks is to give customers a one-week free trial. After a sink has
been on the jobsite for a while, your customers will wonder how they
ever got along without one.
Remember, selling more to new and existing customers doesn’t just
happen. You need to actively prepare your salesforce by listening for
customer wants, planning how to improve service, and training your staff
to do the job right. In the meantime, we will continue to create new
innovations to help you make your customers more satisfied with their
portable restroom service.
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Promote Yourself
and Your Business

Many portable sanitation businesses maintain their success using a few
basic marketing strategies, they:
 maintain a company website,
 mantain a Yellow Pages ad,
 improve your findability by using internet advertising along
with your Yellow Pages ad,
 prospect using sales calls,
 create visibility with a memorable company name clearly posted
on units.
However, if these basics aren’t working as well as they used to, or you
have aggressive competiton, you might want to try some more advanced
marketing strategies.
Boost your Advertising beyond a Yellow Pages ad. Before
spending a lot of money on advertising in a book that is crowded with
competitor’s ads, your listing will be more effective if it can be tied to a
more robust online internet presence. Talk with your book advertising
reps. Have them show you how they will gain you more exposure
through the major search engines online like Google, Yahoo, and Bing.
Use testimonials. A satisfied customer can be your best salesman.
When a customer pays you a nice compliment, ask if you can write it
down to use as a sales tool. Most people will be flattered that you
appreciate their comments enough to use them in your own marketing.
A few testimonials on your brochure or web site tells potential
customers that you have delivered what you promised in the past and
can be expected to do so again in the future.
Develop business relationships with party planners and wedding
counselors. Small, outdoor parties are a growing market but individual
parties are difficult to find on your own. In urban areas you can find
professional party planners working independently or in conjunction
33

16 SECRETS
with bridal shops and party stores. Meet
with these individuals and offer a
commission structure for rentals they
steer your way. Have a few upscale units
available with sinks and flush units to
show that you are serious about providing the extra amenities that party goers
prefer.

Try to communicate
with former and
future customers at

two
months.

least every
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Join local service, church, and
business groups. The more people
you know, the more word-of-mouth
marketing you can generate. The
Chamber of Commerce, the Elks, VFW,
the Country Club . . . most communities
have a dozen or more community
groups. If you join the ones that interest
you, the amount of time you put into
helping your organization will often
come back to you in new business.
Develop your image. Hire a professional design firm to create your company
logo, business cards, truck graphics,
and website. The cost is a one-time fee
that can help you for many years to come.
When developing your company’s image
look for other logos and websites that
you admire and show them to your
designer. Don’t try to get too fancy. Bold,
simple. and memorable makes a much
better marketing tool than cute,complex,
or silly.
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Sign language. If your business is on a heavily traveled road, have
an attractive sign built with your company name, services and phone
number on it. A good sign is like having your own advertising billboard,
but you only have to pay for it once. You might also consider renting a
billboard. Don’t bother with an expensive highway placement.Try to find
an inexpensive billboard in an industrial area where potential customers
are likely to see it.
Telemarketing. Call leads and potential leads to try to set up
appointments for your salespeople. Have your best salesperson develop
a script for your receptionist. He or she can make calls whenever there
is some free time. But make sure they aren’t tying up your main line while
telemarketing, and have them practice their script so that it sounds
professional.
Stay in contact by mail and email. Every customer you ever served
and any prospect you ever called on should be on your contact list. A mail
merge program like the one in MS Word can easily print a personalized
form letter or postcard from your desktop computer to your printer. Also,
this document can be used by online tools such as Constant Contact to
help you build email promotions. Try to communicate to customers and
potential customers at least every two months. Think of special promotions or one-time offers you can run to prospect for new customers and
reactivate former customers.
Use social media to your benefit. Small businesses benefit greatly
from the free platforms to connect with customers and increase visibility
of their products or services. Almost 90% of companies using social media
have reported "at least one measurable business benefit". If you are not
familiar with Social media go on line and do a little research. It will pay off
handsomely.
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Develop Your Negotiating
Strategies
Holding the line on your prices while developing
your relationship with customers

The key to running a successful business is not only having the best
product or price, it is also providing the best value for your customers.
Never confuse value with price and try to keep your customers from
confusing the two. If you can accomplish this, you will be miles ahead of
your competitors.
Of course, that’s easy to say, and much harder to accomplish. The first
place to start is to have a clear understanding of the value your business
adds to your customers’ businesses. What is it about your service that
increases the value of your customers’ business? Do you provide a more
pleasant and healthy working environment for customers and their
employees or guests? Do you make your customer’s job easier by
fulfilling all of his or her expectations without their having to manage
you or your employees? Do you fill their needs and wants before they
have to ask? Do you provide any extra services that competitors don’t
provide? Do you handle complaints efficiently and fairly? Do you bill on
time and without any hidden or unexpected charges? Do your employees
accomplish their jobs in a proficient and professional manner? Do you
provide any service guarantees or assurances?
Once you have established your value, even if it is only for yourself,
you will be in a better position to negotiate when selling, upselling or
revising contracts.
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Now, put yourself in your customer’s shoes. What is it they really
want and how can you give it to them without losing value? Customers
who negotiate price are rarely worried about the bottom dollar. More
likely they are worried about their comfort level with the deal you are
negotiating. They can’t afford to be taken advantage of. If they own the
business, their pride is at stake. If they are employees, their job may be
at stake.
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The most important skill in a successful negotiation is to listen effectively and ask the right questions. Find out what they really want. Do they
want a lower price, because a competitor made them a better offer?
Do they want a better price because their last vendor didn’t provide the
value they expected? Or, are they just fishing for a better price to
discover your weaknesses?
If price is creating a stalemate in your negotiations, put it aside for a moment.
Try to solve the easier issues first, such as how many units are needed, how
frequent should service be performed,what time of day should the service be
performed, and do they want any add-ons such as sinks or hand sanitizers?
You’ll find that bringing your customer to agreement on many smaller issues
will help you get over the bigger issues, such as price.
Always remember that you have something they want, and they have
something you want . . . you both would like a relationship that lasts. They
want their portable restrooms handled professionally and don’t want to think
about it again until the contract comes up next year. So make sure they
understand that you have the resources to do the job right.

The most important skill in a successful

listen effectively
and ask the right questions.
negotiation is to
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Stay Ahead with New
Technologies and Equipment

As long as there are inventors, there will be new technologies designed
to make businesses more efficient and successful. Here are a couple new
technologies in portable sanitation you should be aware of:
Routing Software, Handheld Scanners and GPS. If you don’t use
computers to help manage your operation, there is no better time than
the present to start. Whether you run a hundred units or thousands, a
computer routing system is fairly inexpensive and it can help you become
better organized, more efficient, and quicker to respond to customer
needs.
Manual routing and inventory management has always been a
time-consuming and repetitive chore. With computerized systems, the
routing can be organized from the moment a customer makes an order
until the time the unit is picked up and returned.
Imagine having one computer screen that can tell you at a glance—what’s
in use, what’s out of service, what’s ordered and when it will be delivered,
and what’s in storage ready for delivery to a customer—with virtually
perfect accuracy. What’s even better, the software programs can provide
built-in reminders, so that service, deliveries and pick-ups take place at
the scheduled times on the right days.
State-of-the-art software modules can incorporate customer orders,
invoicing, reporting, accounts receivable, inventory control, service
routing and mapping, all in one easy-to-manage system.
Routing software with mapping technology can automatically generate
the most efficient directions for a driver—saving time, gas, and vehicle
mileage. Maintenance records recorded by handheld bar scanners are
so accurate that they are unlikely to be challenged if a customer disputes
a charge. There are even GPS (Global Positioning Satellite)
38

16 SECRETS
systems that can tell you where your drivers and units are located
throughout your service area at any given time, day or night. It’s like
having an eye on the entire operation all the time.
While these technologies may not be as important when things are
slow, during the peak season when every second counts, being more
efficient gives you a big advantage over your competition.
While the Internet hasn’t revolutionized how we do business
overnight, it is growing and becoming more useful each year. Today, you
can get Dodge Reports online (the first five reports are free at
www.construction.com). You can also access many city planning and
purchasing departments online. For example at the city of Chicago’s site,
you can get names of department purchasing agents, you can get rules
and regulations for submitting bids, you can get a list of bid opportunities,
and you can download all the forms you need to apply to submit bids.You
can find similar sites in Boston, New York and L.A.
While big cities have big websites, even small towns have Chamber of
Commerce websites that can be of use to you whether you are looking
for information on a potential customer or looking for a good place to
run an ad. If you have a website, you may also find opportunities to link
your site to a community site, so that people who need your services can
easily find you. If you don’t have your own web site yet, it might be
time to think about building one. While you can’t expect your site to
bring in many new customers on its own, it can be a good place to
send potential customers to learn more about your company’s services.
For a great example of a portable sanitation company’s website see
www.servicesanitation.com.
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Other Resources
PolyJohn Customer Service

PSAI
Portable Sanitation
Association International
Ph: 800-822-3020
Web: www.psai.org

Cole Publishing
1720 Maple Lake Dam Rd.
Box 220
Three Lakes, WI 54562
Toll Free: 800-994-7990
Ph: 715-546-3346
Fax: 715-546-3786
E-Mail: info@promonthly.com

Lynda Hansen
2500 Gaspar Avenue
Whiting, IN 46394
Ph: 800-292-1305
Fx: 219-659-0625
E-Mail: lynda.hansen@polyjohn.com

PRO (Portable Restroom Operator)
Magazine
1720 Maple Lake Dam Rd.
Box 220
Three Lakes, WI 54562
Toll Free: 800-994-7990
Ph: 715-546-3346
Fax: 715-546-3786
E-Mail: info@promonthly.com

PolyJohn Customer Service Team Manager
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Lynda Hansen
1-800-292-1305
lynda.hansen@polyjohn.com

Lucy Alvarez
1-800-292-1305
lucy.alvarez@polyjohn.com

Kylie Johnson
1-800-292-1305
kylie.johnson@polyjohn.com

Robert Hanson
1-800-292-1305
robert.hanson@polyjohn.com

Eileen Machay
1-800-292-1305
eileen.machay@polyjohn.com

Have questions? – Need Help? Give us a call! We’re here for you!

Your Personal Success Secrets
Please write to us with your own favorite success secrets. Everyone has ideas and
guidelines that help them run their business... perhaps you can think of the 17th,
18th, 19th Secrets, or more. We would love to hear from you! If we receive
enough responses, then selected customer secrets will be published in our
newsletter: JohnTalk: News and tips from PolyJohn ® and Our Customers to
Help You Earn More,Sell More & Service Better. online at www.johntalkonline.com
Please include your name,address and email and we’ll put you on our
list to get successful tips and materials from PolyJohn.

Name

email

Company
Address
City

State

Zip

Phone
Email
(include email if you would like to receive news and special offers from PolyJohn)

Personal Business Success Secret 17

The most important things I’ve done to make my business successful are:

41

Personal Business Success Secret 18

Another important thing I’ve done to make my business successful is:

Personal Business Success Secret 19

One more important thing I’ve done to make my business successful is:

If you have more ideas you would like to share, please attach additional sheets.
Thank you for your contributions to the success
of the portable sanitation industry.
Email or Mail your comments to daniel.schaver@polyjohn.com or mail them to:

PolyJohn Enterprises Corporation
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Att:Danny Schaver
2500 Gaspar Avenue • Whiting, IN 46394-2175

If You Need More Help,

Contact Your Coach!

Elton Tamplin
Central Area Manager
800-641-8187
Elton.Tamplin@polyjohn.com

Ray Luden, Jr.
Northeastern Area Manager
877-457-4248
Ray.Luden@polyjohn.com

Gregg DeLong
Southwestern Area Manager
800-841-3312
Gregg.DeLong@polyjohn.com

Steve Baie
Southeastern Area Manager
800-493-7171
Steve.Baie@polyjohn.com

Jake Groen
PolyJohn Canada
International: 1-705-325-4200
Canada: 1-800-465-9590
e-mail: jake@polyjohncanada.ca

Vernon Hills
International
PolyJohn® (UK) Ltd.
44 1937 583333
e-mail: sales@polyjohn.co.uk

Marcelo Massa
PolyJohn South America
+55 148 118 5000
Itatinga, Brazil
www.polyjohn.com.br

Ricardo Valles
PolyJohn Mexico
915-726-2050
El Paso, Texas
www.polyjohndemexico.com

Corporate Office

1-800-292-1305
www.polyjohn.com
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Restroom/Sink Estimator for Special Events
(1 unit provides approximately 200 uses)

Construction Site Estimator
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No. of Units
No. of Workers

1
1-10

2
11-20

3
21-30

4
31-40

U.S. Manufacturing & Service Centers

HILLSBORO, OR

WHITING, IN

LOS ANGELES, CA

SCHNECKSVILLE, PA

MANSFIELD, TX

Duke Logistics
13435 S. Main St., Unit B
Los Angeles, CA 90061
Phone: 310-769-0360
Fax: 310-769-0370
KV Logistics
13501 S. Main Street, Suite C
Los Angeles,
CA 90061
PolyJohn
Wyoming
Service Center
Phone:
800-841-3312
205 County
Road - 128A
Unit 400
PolyJohn
Florida Service
Cheyenne,WY
82007 Center
800 Johns
Phone:Rd.
307-634-9349
Apopka,
32703
Fax:FL307-634-1367
Phone: 800-493-7171

PolyJohn Florida Service Center
APOPKA, FL
2456
Clark Street
Apopka, FL 32703
Phone: 800-493-7171
Fax: 407-822-3998
PolyJohn Oregon Service Center
143 SouthWest Walnut St.
Hillsboro,
OR 97123
G.A. Downing
Company Inc.
Phone: 800-718-0072
P.O. Box 155
Minot, ME. 04258
PolyJohn
Enterprises
Corporate
Phone:
207-782-4508
2500 Gaspar
Avenue
Fax: 207-782-4590
Whiting, IN 46394
Phone: 800-292-1305

W.T.WW.T.W
Assoc.Assoc.
5350
Rt.Blue
873 Mountain
Ste. 1
685
Dr.
Schnecksville,
PA 18035-9711
18078
Cherryville, PA
Phone:
877-457-4248
Phone:
610-972-9044
Fax: 610-767-9535

PolyJohn
CentralService
Region
Polyjohn Oregon
Center
Service
Center Walnut St.
143 SouthWest
1205 S.Hillsboro,
2nd StreetOR 97123
Mansfield,
TX 76063
Phone:
503-681-2028
Phone: 800-641-8187
Fax: 503-681-2328

PolyJohn Sacramento Service Center
8120 Berry Ave., Suite G
Sacramento, CA 95628
Phone: 916-383-1829
Fax: 916-383-1840

PolyJohn Central Region Service Center
1205 S. 2nd Street
Mansfield,TX 76063
Phone: 817-453-7401
Fax: 817-453-7402
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POLYJOHN USA
800-292-1305
Whiting, Indiana
www.polyjohn.com

POLYJOHN INTERNATIONAL
+44 (0) 1937-583333
West Yorkshire, England
www.polyjohn.co.uk

POLYJOHN CANADA
705-325-4200
Orillia, Ontario
www.polyjohn.ca

POLYJOHN CENTRAL EUROPE
00420 602 309 455
Czech Republic
www.polyjohn.eu

POLYJOHN SOUTH AMERICA
+55 148 118 5000
Itatinga, Brazil
www.polyjohn.com.br

POLYJOHN MEXICO
915-726-2050
El Paso, Texas
www.polyjohndemexico.com
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