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 Top of mind for me right now is the anticipated 26th Northeast Regional 
Carwash Convention (NRCC), October 5-7, at the Atlantic City Convention Center 
in Atlantic City, NJ. I write about it, I talk about it, I promote it and I sit on the board 
that plans it so this show is never far from my thoughts. This year is especially excit-
ing, though, as we have made a major move to a legitimate convention facility where 
exhibitors can take more space, exhibit more hardware and better showcase their 
wares. For those of you who do not make the trip to The Carwash Show® facilitated by 
the International Carwash Association, the NRCC is your only real opportunity to see, 
touch, feel and learn on the East Coast.
 That being said, it is just that – a real opportunity and one you should make 
every effort in which to partake. This year’s show will be the best of both worlds as 
we’re in a real convention facility and staying at Atlantic City’s premier hotel, The 
Borgata Hotel Casino & Spa, for a ridiculous rate of $89/night for a single and $109/
night for a double if you register by September 4. The NRCC board secured that pric-
ing to enable attendees to send more than one person to Atlantic City. 
 Make sure you take in the Keynote by the Maryland Director of the 
Chesapeake Bay Foundation John Rodenhausen. Experience an Early Bird panel 
discussion on every aspect of our industry by seasoned operators while enjoying a 
fabulous breakfast. Learn from the experience of Sonny’s Paul Fazio as he speaks on 
The Future of Carwashing. These are just a few of the programs offered this year. Take 
advantage of our growth and dedication to making this a great show and walk away 
with tangibles to make your business more profitable. To learn more and get the 
complete education lineup visit www.nrccshow.com today. 

NYC Law Passes

 On a less positive note, the Carwash Accountability Law has passed in New 
York City and will affect some 150 washes in the five boroughs. Despite efforts by the 
Association of Car Wash Owners these operators will now have to register with and 
obtain a license from the NYC Department of Consumer Affairs (with a biennial fee 
of $500 for each location) and post a surety bond. The size of the bond is based on 
whether the wash is unionized or not. They will also need to file with the NYC De-
partment of Environmental Protection information on their water source, oil/water 
separation system or sand interceptor, as well as backflow prevention devices. And, 
an operator’s moral character will be considered when renewal comes up.
 Whether or not this law will “clean” up the industry in that market remains 
to be seen, but it will force some out of business and put a real hardship on operators 
there. It will also hurt the consumer as no doubt the cost of a carwash will increase.
 Stuart Markowitz, one of the founders of the Association of Car Wash Opera-
tors, and its vice president, is featured in our cover story Q & A on this topic and its im-
pact on his operation. See what he has to say on page 12. We’d also love to get feedback 

from our readers on the issue! Send us an email at mediasolu-
tions@nycap.rr.com.
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800-336-6338  Green, Ohio  / www.drbsystems.com
 © Copyright 2015. All rights reserved DRB Systems 

•	A	new	graphical	interface	allows	
you	to	change	tunnel	services	on	
your	iPad	or	other	tablet	–	while	
in	the	tunnel	or	even	off-site	
(with	password	protection,	of	
course!).	No	more	running	back	
and	forth	to	the	office	when	
testing	new	tunnel	changes.	Just	
load	the	new	TunnelWatch	4.0	on	
your	tablet,	make	changes	while	
at	or	near	the	tunnel	and	watch	
them	take	effect!	Perfect	for	fine	
tuning	your	car	wash	into	maximum	
efficiency	and	cost	savings.	

•	A	new	concept	called	“Traits”		
allows	you	to	define	given	types	
of	cars	(or	recognize	them	
through	our	Vehicle	Profile		
Detection	product)	and	efficiently	
control	all	tunnel	devices	as	a	
result.	This	not	only	can	save	you	

precious	relay	functions,	but	will	
help	assure	that	you	are	getting	
each	car	as	clean	and	with	as	
little	risk	of	damage	as	possible.	

•	“Live	Invoke”	features	means	
that	changes	take	effect		
immediately	on	all	cars	in	the	
tunnel.	So,	on	that	busy	day,	
you	don’t	need	to	wait	until	the	
tunnel	clears	to	invoke	changes	– 
they	happen	immediately.	

•	Tunnel	activity	can	be	monitored	
on	your	phone,	tablet	or	any	
Internet-connected	computer.		
This	includes	the	ability	to	make	
configuration	changes	remotely.		
TunnelWatch	4.0	improves	your	
ability	to	control	and	monitor	the	
site	for	tighter	security	and	more	
efficient	operations.	

•	Paired	with	the	SiteWatch®		
CarPics®	product,	TunnelWatch	
4.0	shows	actual	photos	of	the	
car	as	it	progresses	through	the	
tunnel.	For	example,	you’ll	be	
able	to	see	the	white	pickup	
truck	progress	down	the	tunnel	
and	observe	all	the	services	they	
receive	as	they	are	activated.	

	
What’s Next?

Visit	www.drbsystems.com/tunnelwatch
for	an	online	demonstration	or	call		
us	at	1-800-336-6338	for	more		
information.

TunnelWatch 4.0
Creating a Smarter Tunnel

See Your Tunnel in a New Light
New software that provides a modern user interface and powerful new capabilities 

Introducing TunnelWatch® 4.0



+12%

+4%

WASH VOLUME INDEX
 We have taken the pulse of four East Coast operators to 
see where their volumes are compared to last year (YTD). For 
July 2014 to July 2015 the numbers are all up for an average of 
7.8 percent. The Boston market saw the highest gain with a 
+12 and the Mid-Atlantic saw a +4 percent increase.

Thanks to Doug Rieck on the Jersey Shore; Dave DuGoff in the Mid-Atlan-
tic; Ron Bousquet in Boston and Stephen Weekes in upstate New York. n

Site on the Mind
 The backdrop to the Glen Burnie web-
site in Glen Burnie, MD, is foam and water. 
You almost feel like you’re moving through 
the tunnel as you’re checking out a very 
colorful and information-packed website. 
Once you get passed the animation the company logo is front 
and center and around it are the addresses to the two Glen 
Burnie locations. You can then choose from one or the other 
with a convenient arrowed button and be drawn into all the 
information you need on the page you are exploring.
 In addition to a rotating photo display of the wash itself, 
you can get directions, coupons, information about their un-
limited club membership and dog wash, and some history 
of Glen Burnie (a landmark since 1983). You can even learn 
about the services offered – just what a curious customer or 
customer-to-be needs. Great job, Glen Burnie. Check it out 
for yourself at www.glenburniecarwash.com� n

 It wouldn’t be a Hoffman Car Wash without a whole lot 
of flora. In fact, the 23-chain wash is chockfull of everything 
from Zebra Bananas to Lantanas. It takes a lot of mainte-
nance to keep it all up, but company President Ron Slone 
says it’s not about the ROI, it’s about the company’s culture. 
“I’m not certain what the ROI is, or how to measure it, or if 
we would even want to know,” he said. “It’s just part of who 
we are – part of our culture.”
 For Slone and his team the work begins in February when 
the seedlings arrive and are potted. “Each location has a very 
detailed planting plan which includes not only the type and 
location of the plants, but the exact number of each plant,” 
said Slone. “Over the years we have made changes based on 
the amount of care each plant requires, our success rate with 
a particular plant and our desire to try new plants to keep the 
locations looking fresh.”

 Scott Kelly is in charge of 
overseeing all plantings. Once 
his crew has planted at a loca-
tion that site is responsible for 
maintenance. Each fall, the 
District Managers review a 
slide show of each location to 
determine what they like and 
what can be improved upon, 
according to Slone. An out-
side firm is used to fertilize 
and treat the lawns, which are 
cut religiously every Monday 
and Thursday to ensure a con-
sistent look across the stores.
 In a word – exceptional! n

A Whole Lot of Flora Going On!

This Hoffman Car Wash in 
Queensbury is a perfect example 
of the abundance of flowers and 
plantings the company uses to 
keep a consistent feel throughout 
the washes.

This planter features a Zebra Striped 
Banana plant (tallest plant), Coleus 
(maroon color), Lantanas (yellow) and 
Geraniums (pink).

ICA Takes on Grace for Vets Program
 Mike Mountz, Founder of Grace for Vets, has announced 
that the International Carwash Association (ICA) has agreed to 
sponsor the organization and provide ongoing support for the 
worldwide program, according to an ICA press release. The ICA, 
in conjunction with a volunteer board, will continue Mountz’s ef-
forts in holding a one-day event on Veterans Day where carwash 
operators offer free carwashes to military veterans and active 
duty personnel. Started in 2004, the event has grown to include 
more than 2,800 carwash locations in four countries.  More than 
230,000 cars were washed for free during the 2014 event. “I am 
thrilled to see Grace for Vets continue with the support of the 
ICA,” said Mountz. “I was concerned that my retirement from the 
industry would mean the end of Grace for Vets, but the ICA has 
stepped up to continue this great event well into the future,” 
 The Grace for Vets Volunteer Group will be chaired by 
Mountz with Mark Curtis, Past President and current board 
member of the ICA, serving as its President. ICA membership 
is not required to participate in the event. To learn more visit 
graceforvets.org to sign up for the November 11 event.� n

For additional information please contact Mark Curtis at mark@splash1.org.
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With over 29 years of industry experience and hundreds of successful car wash installations,  J&M 
Car Wash Builders has built a reputation for quality.  Let us provide you  with our knowledge  
and expertise to get you into a successful car wash  business. We are pleased to offer free  
professional advice and solutions for all types of car wash styles,  helping guide you  
into the right equipment selection for a  successful car wash operation. 

Let us be your professionals and get you into  an  
exciting and profitable car wash business!

Call J&M Car Wash Builders    
“Your partner in success”

JandM-NCsized.indd   1 11/27/14   10:48 AM



immense opportunity for us and our cus-
tomers, and we will continue to have our 
family steering the future with DuBois. 
DuBois offers increased resources (par-
ticularly in the area of their national and 
international coverage), extensive R & D 
capabilities, warehousing and excellent 
manufacturing skills,” said Goldenberg. 
“Our union with Blendco provides access 
to their sales force and customer base, 
giving us the potential for vast growth at 
a pace that would take us years to build 
on our own.“
 Goldenberg will remain on board 
to run C.A.R. Products with the same 
team of sales representatives, chem-
ists and service and support staff. n

For more information  
visit duboischemicals.com

THE CAR WASH SHOW/AOCA 
SHOW CO-LOCATE

 The International Carwash Associ-
ation (ICA) will co-locate its annual The 
Carwash Show with the Automotive Oil 
Change Association’s show (AOCA) be-
ginning in 2016, according to a compa-
ny press release. The move will combine 
the roughly 7,000 ICA attendees with 
the approximate 700 AOCA attendees. 
 The Car Wash Show 2016 is slated 
for May 9-11 in Music City Center in 
Nashville, TN. n

For more information visit www.carwash.org

AUTO GLANZ ADDS  
THREE DISTRIBUTORS

 Auto Glanz Solutions, Chelmsford, 
MA, has announced the appointment 
of three new distributors to represent 
its new stand-alone, stainless steel 
vacuum for express carwashes. The 
new distributors include Centerline 
Carwash Sales and Service, Wales, ME, 
owned by Gary Sokoloski; Auto Wash 
Supply, Providence, RI, owned by David 
Bruno and Pro Tech Services, Lewis-
ville, TX, owned by Ralph Nasca. 
 Stuart Levy is the President of 
Auto Glanz. � n

For more information  
visit www.autoglanzsolutions.com

spans more than 16 years. His experi-
ence as the chemical sales and mar-
keting manager for Arizona Car Wash 
Systems, and the Southwest Regional 
Sales Manager for CSI has provided 
him with a comprehensive knowledge 
of the carwash business, stated the 
release. “Anthony is well known and 
respected in the industry, and his in-
tegrity and relationship building skills 
make him the perfect fit for our orga-
nization,” said Jim Belanger, Vice Pres-
ident of Tunnel Sales for MacNeil.  n

For more information  
visit www.mcneilwash.com

C.A.R. PRODUCTS NOW PART OF 
DUBOIS CHEMICAL’S  

TRANSPORTATION DIVISION
 C.A.R. Products, Inc., Holyoke, MA, 
has joined Blendco Systems, Bristol, PA, 
as a part of the Transportation Division 
of DuBois Chemicals, Sharonville, OH, 
according to a company press release. 
For more than 40 years, C.A.R. Products, 
Inc. has been a leader in the manufac-
turing of vehicle detailing and cleaning 
products. Founded in 1969 by Harry 
and Ruth Goldenberg, C.A.R. Products 
(Complete Appearance Reconditioning 
Products, Inc.) has continued its phi-
losophy of offering high-quality prod-
ucts at a fair price. The company manu-
factures products for the professional 
carwash industry, auto detailers, truck 
fleet, heavy equipment operators and 
for home use. “We are very excited to 
welcome C.A.R. Products to the DuBois 
family,” said Brent McCurdy, President 
of Blendco Systems and the Transporta-
tion Division. “Their exceptional detail-
ing and cleaning products are a great 
addition to our auto and fleet wash 
product lines. C.A.R. Products’ top pri-
orities of providing superior products 
and competitive pricing while exceed-
ing customer expectations with their 
products and services align well with 
the DuBois mission,” said McCurdy.
 Bob Goldenberg, President of C.A.R. 
Products, added, “While we have always 
been proud to be a family-owned and 
-operated company, this move provides 

MCNEIL & CO. KICKS OFF 25TH 
ANNIVERSARY CELEBRATION, 

MARKETING CAMPAIGN

 McNeil & Co., Cortland, NY, a lead-
er in specialized risk management and 
insurance, has kicked off a national 
marketing campaign to celebrate its 
25th anniversary, according to a com-
pany press release. The campaign in-
cludes a new logo, website, ads and 
videos centered around the theme “We 
Are Who We Insure.” “We are excited 
to unveil our new look and launch the 
‘We Are Who We Insure’ campaign, 
which reflects our unique approach 
to business and our dedication to our 
customers,” said Dan McNeil, founder 
of McNeil & Co. “We believe in offering 
real value, committing to our clients’ 
long-term business success and pro-
viding a thorough understanding of 
our specialty categories.” n

For more information  
visit www.mcneilandcompany.com 

MACNEIL WASH SYSTEMS  
APPOINTS DIGIOIA 

REGIONAL SALES MANAGER 

 
MacNeil Wash Systems, Barrie, On-
tario, a leader in conveyor carwash 
engineering, is pleased to announce 
that Anthony DiGioia has joined its 
sales team as a Regional Sales Man-
ager for the Southwest U.S., according 
to a company press release. 
 DiGioia has an impressive back-
ground in the carwash industry that 

NEWSWORTHY
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Before & After Wheel-eez!

Wheel-eez.com

• Noncorrosive
• Biodegradable
• Earth Friendly
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Add Years to Floors & Fixtures

For Free Trial Offer Contact
Bob Kuczik, bob@wheel-eez.com

TM

Wheel  C leaner

Unionization, legislation cloud the industry

The State of Washing in NYC: 
An Interview with Stu Markowitz

Oakley and it’s called Oakley’s Car Wash. We’ve operated 
the Brooklyn wash for 16 years and it features a basketball 
theme (of course!). All the washes are full serves. One has an 
oil change and we also do detailing and interior shampooing. 
I’d say that each wash employs approximately 25.

Q: You are active on two boards – The Car Wash Opera-

Q: Stu, tell us about the washes you are involved with 
and where they are located.

A: I got into the industry 30 years ago. My three broth-
ers, Eric, Peter and Marc, joined the business a year later. We 
now each run our own washes and I run three; one in Brook-
lyn and two in New Jersey. We operate all but the Brooklyn 
wash under the Posh name. 

The Brooklyn wash I operate with my partner Charles 

W e’ve asked Stu Markowitz, a seasoned and respected operator 
with washes in Brooklyn and New Jersey to share with us the 
state of carwashing in the city as a result of the recent Car-

wash Accountability Law that was just signed into law. Markowitz, who 
is the Vice President of The Association of Car Wash Owners of New York 
City that represents operators in that market speaks frankly about the 
future of carwashing in the five boroughs and the challenges he faces. 

Continued on page 14…

For specifics on the 
Carwash Accountability 
Law read New York State 
Car Wash Association’s 
Lobbyist William Y. 
Crowell’s Legislative 
Update on page 92.
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Vacuum Plaza Means Record Profits

“When purchasing from Vacutech, I was of the opinion it is the 
finest equipment the industry had to offer. We constantly receive 
WOW comments from our customers on how well the vacuums 
work and how easy they are to use. It has been a pleasure to 
work with the entire staff at Vacutech.” 

Bob Katseff, Turnpike Car Wash, Peabody, MA



Snow Melting and De-Icing System

PROPAK® by Huron Valley Sales
The leader in snow melting and de-icing systems offers:

Experience
Over 10,000 systems installed since 1964.

Flexible System Design
Engineered for your unique application.

Single Source Responsibility
From the PROPAK® boiler to the polythermal tubing.

Corrosion Free System
Non-ferrous PROPAK® boiler system eliminates the need
for costly oxygen barrier tubing.

Warranty
20-year tubing material and labor warranty.
The strongest in the industry.

* PROPAK® can also be used with other boiler and fuel types.

Keep winter, not people, from your door with this hydronic heating system.

Huron Valley Sales
6032 Schooner Dr. • Van Buren Township, MI 48111

rmetz@huronvalleysales.com
ph: 734/944.5200 • f: 734/944.5800

Q: There are currently eight union washes in New York. 
Is there still a big push to get wash employees to join a union?

A: As a result of the law passing the Department of Labor 
(DOL) is now conducting audits and issuing fines to those op-
erators in violation. If fines cannot be paid, to receive a lesser 
fine washes are being encouraged to become unionized. 

Now carwashes here need to be licensed and bond-
ed, meet environmental mandates, complete background 
checks and pay a surety bond. It is very costly to operate in 
the city and with all of this it is only going to get worse. 

Q: Stu, the issues found as a result of the study dem-
onstrate that there are operators in this market guilty of 
wage and hour violations, poor working conditions and 
exposing their employees to potential environmental haz-
ards. Now that the New York City Council has passed this 
bill essentially “regulating” washes in this market, what 
do you anticipate happening to the NYC carwash market?

A: Good operators will comply; bad operators will op-
erate until they get caught or be forced to comply or they will 
sell. In that case, there will be less competition, which can be 
a good thing.

The price of doing business in the city and the price of 
the bill and licensing fees and bonding is a lot. Those who 

tors of New Jersey, where you have been president and served 
on the board, and The Association of Car Wash Owners of 
New York City in which you were a founding member. The lat-
ter was formed in 2012 due to the threat of legislation as a re-
sult of an investigation conducted by WASH New York, a joint 
campaign of Make the Road New York and New York Com-
munities for Change, with the help of the Retail, Wholesale 
and Department Store Union (RWDSU), UFCW, in an effort 
to “clean up” the industry in the five boroughs (Manhattan, 
Brooklyn, Queens, the Bronx and Staten Island).

The big concern for those operators in that market 
was the initial $300,000 surety/insurance bond that would 
cover claims against the business, including wage theft or 
damage to vehicles. This bond was dropped to $150,000 in 
the bill’s final language. What is the association doing now 
to fight the bill?

A: Right now we are focusing on the surety bond issue. 
We do not believe it is constitutional to make a non-union 
wash pay more than a wash that has a union. We have re-
tained a New York City law firm, Proskauer, to help us prove 
that. It’s going to cost us approximately $150,000 to fight this 
and we have 60 operators who are committed to doing that. 
We are tying to get an injunction before the law takes affect, 
which will happen in six months. Our lawyer is optimistic.

An Interview with Stu Markowitz … continued from page 12.

Continued on page 16…
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Trans-Mate, Inc.
www.Trans-Mate.com  • 800.867.9274



Transform your empty bay into a profit 
making machine!

Find us on Facebook:  
/ColemanHannaCarwash

5842 W 34th St • Houston, TX 77092
1.800.999.9878 • 713.683.9878
www.colemanhanna.com

From the FasTrak Touch-Free In Bay Automatic, U WASH IT 
Compact Self Serve, to the In Bay Tunnel, Coleman Hanna 
offers the best solutions for revitalizing your wash.

plain to our employees that if you join a 
union what will happen. We had a lecture 
on it. I have made it clear that my door 
is always open and that I am happy to 
talk to any of them about it. They need to 
realize that it will cost them, out of their 
pay, to join the union and that they may 
not get everything they were promised. I 
think it’s between $5-$8 a week.

Q: What changes have you had to 
make, if any, as a result of the turmoil 
in the city’s carwashing industry?

A: I’ve had to become very good 
at scheduling and making sure that we 
don’t have too much overtime. Labor is 
the biggest expense beside water and 
electric, so you need to be on top of it, but 
you do what’s right for your employees.

I have employee face recognition 
now so that verifies when they come in 
and leave so there is nothing that can 
be manipulated. It cost me about $700. 
I recommend it. It’s precise and accu-
rate, and it’s a true accounting.

Q: The union movement in car-
washing started on the West Coast 
and as many things do and spread 
east. In your opinion, will it creep 
outside the city even though the is-
sues some workers face in the city are 
not necessarily state or region wide?

A: If you are a good operator and 
comply and treat your employees prop-
erly, there is no reason for a union. If you 
are not and don’t comply, and you are 
not paying your employees fairly, then 
that is what the unions are out to stop.

Q: What could be done to com-
bat a spread of unionization?

A. Education is the key. If you follow 
the guidelines and comply with your lo-
cal laws, there is no need for a union. 

Q: Are you discouraged as an op-
erator or is your love for the industry 
always going to win out?

A. I love the business, but it does 
put a damper on it when you have to 
deal with things like this. I still do want 
to continue on. It’s my livelihood and I 
love coming to work.� n

but there are some great guys in the 
business too.

In the five boroughs there are ap-
proximately 145 washes.

Q: Do you feel that your em-
ployees might consider unionizing 
and if so, how would that affect how 
you operate?

A: There are people coming on 
our site giving out pamphlets periodi-
cally. We have a Spanish-speaking con-
sultant who comes into the wash to ex-

can’t afford it will be forced to close or 
convert to an exterior wash. Depending 
on your situation that could be done, 
but it will put employees out of work. 
In the end, the consumer will have to 
pay higher wash prices, especially now 
that the minimum wage will be $9 at 
the end of December.

Q: Do you feel our industry is be-
ing singled out?

A: It’s being targeted because 
there are some bad operators out there, 

An Interview with Stu Markowitz … continued from page 14.
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CONTACT US

TODAY

Atlantic City      Booth #1307/1308
THINK SELF SERVE, THINK HYDRO-SPRAY.

SELF SERVE CAR WASH

EXTRAVAGANZA!

Elite pro
	 •	 One	Bay,	One	Pump	Design
	 •	 Multi-pressure	Operating	System
	 •	 Weg	Motor
	 •	 General	Pump	Emperor	Series
	 •	 Chemical	Tanks
	 •	 Modular	Plastic	Holding	Tanks

Meter boxes      $1,795
	 •	 11	Gauge	Stainless	Steel
	 •	 LED	Display	Timer
	 •	 Multiple	Coin	Acceptor
	 •	 Bill	Validator
	 •	 Heater	with	thermostat
	 •	 Last	minute	horn	alert
	 •	 Security	Lock	Bar	ready
	 •	 High	Security	locks
	 •	 Easy	access	hinge

Boom packages   $949

Elite plus        $9,995
	 •	 One	Bay,	One	Pump	Design
	 •	 Multi-pressure	Delivery	System
	 •	 Smart	Logic	VFD	Control
	 •	 Tankless-Integrated	Chemical	Injection
	 •	 Modular	Design
	 •	 9	Industry	Standard	Functions

The Elite Pro is designed to surpass industry standards for the 
self service equipment with reliable, long lasting components 

that are consumer friendly. Owners of the Elite Pro will 
experience reduced operating costs that increase profitability, 

while producing superior wash performance.
*Available in 2-6 Bay Configurations.

Our High Security Meterboxes are sure to impress with 
custom graphics and credit card upgrades. Depending on 
your service offerings, 10 and 12 position rotary switch and 
push button select options are available. The Short Hull or 

Long Hull Meterbox is the perfect upgrade for any self serve 
bay wanting to make payment easy for customers.

*’Deluxe’ meterbox shown; other options available.

The Elite Plus enables you to add value and create efficiency 
with the most powerful and flexible options available 
in self serve car wash equipment. Its 5 Hp Direct Drive 

Motor controlled by the Smart Logic VFD Controller offers 
impressive flexible product delivery to your wash bay and 

new services that your customers will enjoy.

These 360° car wash booms are constructed of Stainless 
Steel and eliminate the hose being dragged on the ground. 

Ready to be used with the High Pressure Gun, Foam Gun and 
Foam Brush, these boom packages expand service offerings 
and  allow you to provide your customers a complete washing 

experience they will not forget.

Come see us!

*Pricing	starts	at	$1,795	for	our	‘Standard’	Short	Hull	Meterbox *Pricing	is	$949	for	each	‘Boom	+	Assembly	Package’



Bigger, Better, Be There: 
2015 NRCC  
Can’t Be Missed!

“28 West at the Borgata” 
on October 6. This eve-
ning event is an oppor-
tunity to come out and 
unwind after a full day on 
the floor and in seminars 
to this euro-inspired pia-
no and cocktail bar while 
enjoying some live music.
 This year’s host hotel, 
the spectacular Borgata 
(theborgata.com), fea-
tures a very reasonable 
rate of $89/night for a 
single and $109/night for a double including Wi-Fi. To take 
advantage of this exceptional rate, however, you must regis-
ter by September 4. To book your reservations and register 
for the show visit www.nrccshow.com.
 And if you don’t attend this year’s show, said DuGoff, you 
won’t know what you’re missing. “You won’t know what you 
should be doing to improve your carwash, but your competi-
tor will.”
 He shared a story that just may ring true. “Two hikers 
were in the woods and were being chased by a bear. One guy 
says to the other, ‘Do you think we can outrun the bear?’ The 
other guy says, ‘No, I don’t think we can, but I can outrun you.’” 
 Added DuGoff, “One of those guys is your competitor 
and one is you. Which one will you be? Come to this year’s 
NRCC and find out!”� n

To register for this year’s show visit 
www.nrccshow.com or call 800/868-8590 today!

 

 This year’s theme, “Bigger, Better Be There” could not be 
truer when scanning the show floor. “On our largest show 
floor ever you will see lots of new equipment and innovation 
to tantalize you, but this will also afford you the opportunity 
to take a fresh look at your basic business model and help 
you determine what you’re missing.”
 The ACCC, with its expansive show floor has enabled 
the NRCC to better accommodate larger exhibits and more 
equipment, making the product stronger and more of a draw 
to attendees with nearly 300 exhibits. “Not only have we ex-
panded our footprint,” said DuGoff, “but we have expanded 
our marketing reach and hope to get attendees from as far 
away as Florida. It’s all part of our desire to put on the best 
regional trade show and educational programs we can pro-
duce. Our board works very hard to do that every year.”
 The educational element of the show is also sure to aid 
attendees in strengthening their businesses. From a Keynote 
by John Rodenhausen, Maryland Director of Development 
for the Cheasapeake Bay Foundation, to lively tunnel and 
self-serve specific programming, a traditional Early Bird pan-
el discussion, Security at the Wash, and The Future of Car-
washing to Balancing Great Service to Maximize Revenue 
there is certainly a topic for everyone.
 And, as always, there will be the annual “Celebration” 
sponsored by Innovative Control Systems, Wind Gap, PA, at 

T he 26th Northeast Regional Carwash 
Convention (NRCC), October 5-7 at the 
Atlantic City Convention Center (ACCC) 

in Atlantic City, NJ, has a new face and feel . 
Its show f loor and educational element have 
moved to the Atlantic City Convention Center 
with the host hotel being the award-winning 
Borgata Hotel Casino & Spa. The changes are 
the direct result of the necessity for a larger, 
more expansive show f loor and a hotel that is 
state-of-the-art. “The industr y is growing and 
maturing,” said Chairperson Dave DuGoff with 
the Mid-Atlantic Carwash Association, this 
year’s host. “ We are past the crash of 2008, and 
it’s time to reinvest in our businesses again. 
This is the place to go to learn how to be a bet-
ter carwash operator.”
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 There are benefits to having towels of different thickness 
at the wash.  Thinner towels are good if you are using them in 
tight spots, like on a window or interiors. Thicker towels are 
better when you are drying the body since they can absorb 
more water. If you use a thinner towel for one application, 
and a thicker towel for another, consider color coding so 
your employees know which one to use and where. 

Microfiber
 Microfiber is by far the most versatile of all carwash tow-
els. Various sizes of microfiber towels are available, so using 
the right size for your application is important. Consider 
having a smaller 14" x 14" or 16" x 16" microfiber on hand for 
windows and interiors.  Larger hand towel size microfiber, 
like 16" x 24" or 16" x 27", is better for drying the body of the 
car and is excellent for wax removal.  

Hucks
 Huck/surgical towels still play an important role in 
the carwash industry. Many people still use them on the 
windows. 
 Why would you still want to keep huck towels around 
when you use microfiber on the windows? If you live in a 
colder climate, microfiber might give you some trouble on 
the coldest, iciest days. They work really well, but sometimes 
the moisture will freeze in the fibers of the towel if it is ex-
tremely cold. Cotton towels do not seem to become affected 
to the same degree.

Rags
 Whether you recycle your old body towels into cut-up 
rags, or if you purchase them, having a box of rags around 
will help prevent having any good towels ruined. Rags can be 
used on the dirtiest parts of the vehicle, including cleaning 
wheel wells and doorjambs. Rags also come in handy for any 
maintenance issues that may arise, or even for cleaning your 
common areas.
 Many carwashes already have a good towel system in 
place. You should always use whatever towels work best 
for your wash. If you run into certain situations where your 
regular towels don’t exactly fit the job, however, consider 
keeping some back-up towels in that 
“tool box” of yours. � n

Valerie Sweeney is a towel consultant with ERC 
Wiping Products. You can reach her at 800/225-
8473 or erc@ercwipe.com. 

 A well-deserved summer has come and gone, and ev-
eryone is gearing up for the fall and winter washing seasons. 
Now is a good time to check that towel “tool box” of yours 
and make sure you have the essentials you need to get you 
through the fall/winter season. 
 What’s in a towel “tool box?” It could be a combination 
of towels, or the same type of towel in different sizes, styles or 
colors for various tasks. Consider having the following tow-
els as part of your towel tool box.

Terry Towels
 Terry towels still remain the number one seller of all 
carwash towels. While some washes will use a larger towel, 
most carwashes use one that is approximately a hand towel 
size, 16" x 27".  These towels are normally classified by their 
weight per dozen. Lighter weight styles are usually 2.5-3 
pounds per dozen. Heavier weight towels are usually 3.5-4.5 
pounds per dozen.  

What’s in Your Towel Tool Box?
By Valerie Sweeney

TOWEL TIPS

Valerie Sweeney
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man Car Washes. One word — Wow! Many thanks to Tom 
Hoffman Jr., and specifically Walt Hartl, for taking me 
around. It has been too long since I was last up there to wit-
ness the innovation and largess of their facilities. The Hoff-
man family has a well-deserved awesome reputation. All 
of the locations have multiple profit centers, and all were 
immaculate, well run and up to date. The self serves had ei-
ther a conveyor or inbay automatic or sometimes both. All 
of their facilities brought home to me the concept that we 
are in the carwashing business. Not just one segment of the 
market. Our customers have varying carwash needs and it 
is up to us to meet those needs and earn our living.   
 I was smacked in the face that while I and others have 
been sleeping, the self-service industry has undergone a 
technical and marketing revolution. Customers expect and 
deserve more. If you fail to deliver, you will only get them on 
the three to five snow days a year, when their hoses are turned 
off and they need us. Our customers are used to chain restau-
rants, iPhones and modern big-box stores. They are used to 
shopping with all the amenities in a nice atmosphere. The days 
of dirty, bare concrete bay walls, soap drum trash cans, poor 
nighttime lighting and an overall threadbare cheap look are 
gone. The days of two booms and four or five services are gone 
as well. Yes, vacuums are essential and vending is nice, but our 
customers are coming on the lot to wash a car, truck or boat. 
 In a previous Northeast Carwasher, Dave DuGoff of Col-
lege Park Carwash in College Park, MD, explained that at his 
store, which had three inbay automatics, and several tradi-
tional bays, he took one of the underperforming inbays and 
converted it back to a traditional super self-service bay with 
the most modern bells and whistles. The result was simple, 
he washed more cars. (By the way, in my opinion, College 
Park Carwash is one of the premiere and busiest self-serve 
carwashes in the country.)   
 OK, so what’s involved in moving your self serve up to 2015 
standards? Here’s a list of what I think today’s self-service car-
wash should include. I believe the priority is the bays. Vacuums 
and vending are important, but “washing” is our business.
 The coin box is a key component as wall. Obviously, it 
has to be attractive, graphically pleasant and of course se-
cure. Push buttons or rotary switch is like saying iPhone or 
Android. It makes no difference. But you should have 10 se-
lections, however. The days of foam brush, soap, rinse, wax 
are in the past. 
 Bill acceptors are a must (accepting $5’s as well as $1’s), 
and of course credit cards. Millennials are used to paying 
with a card. 
 A digital display is essential. 
 I like vaults because they are simple and secure. If 
you have a really old bay, please move the coin box to the 

 I know I’m going to bore some, self-service carwashing 
is just not exciting, and for the past few years it has been 
thought of as a losing proposition by many. 
 What, they still exist? But the answer is YES! My start in 
carwashing was with a four-bay self serve. I then added a full-
service conveyor, ultimately morphing into today’s flex-ser-
vice express. During the intervening years, I added two other 
locations with inbay automatics plus self-service bays. Despite 
New Jersey being known as the Garden State, there are a lot 
of urban areas and older big cities. A lot of these areas do not 
have the ideal demographic for self serves and that’s why New 
Jersey is not a big self-service state. Our zoning and high land 
costs also don’t help the cause. But there is a lot of missed op-
portunity. There are many nice suburban markets that could 
use one, in combination with another type of wash. 
 I think that we forget the word “carwash” means more than 
one type sometimes. I’ll use the analogy of an ice cream stand. 
They don’t just sell vanilla or soft custard, they get every dollar 
they can from a customer with a variety of flavors and add-ons. 
 Self serves have not gotten much respect in our industry 
for the past 10 years, however. Probably more than that, I’ll ad-
mit that we as an industry have had our share of lean times 
since 2008, and self serves may have been forgotten. I know 
that I have not reinvested at any. But while many of us have 
been sleeping, there has been a quiet revolution in self serves. 
It’s all about customer service, amenities and professionalism. 
 Another issue was that one generation of our customer 
base had aged out for a while hurting revenue. But as time 
passed, more kids were growing up, and immigrants were 
moving in and “Wow,” more customers. The generation of 
customers that we lost is now coming back to use the auto-
matics and conveyors with their families. 
 As with any type of carwash there are some self serves in 
bad locations, or poorly done or poorly run stores. There is 
no economic case for the stand-alone self service in today’s 
market, and despite industry legend there probably never 
has been. But, when you combine one with another profit 
center they are great.  
 While all carwashing is weather dependent, some seg-
ments have steeper valleys and peaks than others and self 
service is one of those. As I write this on a blazing hot July 
day, looking out my office window, the conveyor is still wash-
ing, slowly, but my four-bay self serve has dry bays. Yet from 
January through May the bays were wet all day. That’s just 
part of the game. Full-service washing is more consistent, 
but has other issues so I’m glad to be out of that segment; 
20+ years was enough. 

The Hoffman “Wow”
 About a month ago, while in Schenectady, NY, on other 
business I had the pleasure of visiting a number of the Hoff-

The Revival of the Self Serve
By Doug Rieck

DOUG’S PERSPECTIVE

Continued on page 24…
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As a leader in car washing industry we design a full line of belt conveyors and 
completely customizable tunnel systems with stainless steel construction. Our goal 
is to fit the needs of our clients focusing entirely on quality and customer service.

AVW Equipment Company, Inc.
(708) 343-7738 / www.avwequipment.com

SIMPLICITY IN MOTION

CALL NOW AND 
SET UP A TOUR

A SIMPLE LINE CONNECTS 
QUALITY AND INNOVATION



Graphic design solutions that are engaging and inspired.

Award-winning 
logos, branding, 
advertising, 
marketing 
materials, print 
publications, 
photography 
and more.

portfolio at auroradesignonline.com

 The other thing I saw was having another dedicated boom 
with a special brush for wheel and tire cleaning. This looks like 
a winner as well. Also, I saw at last year’s Northeast Regional 
Carwash Convention (NRCC) a special undercarriage spray 
wand that you roll under a vehicle that looks neat.  
 Now, to the normal bay services. Foam brush, presoak, 
high-pressure soap, wax, rinse, possibly spot free rinse,  Rain 
X, and a seasonal bug or salt remover.  
 Whew, a lot of stuff and a lot of booms. That’s why you need 
10 positions on your rotary switch. I think what I listed is pretty 
solid and would fill a customer’s desires. There are a lot more 
neat innovations out there so check with your equipment sup-
plier and chemical rep and see what’s hot in your area.
 The back room comes next. I think it would be nice to 
replace all the flow jet pumps with variable frequency driven 
(VFD) pumps. And, all of this stuff does not require major 
back-room plant changes. It would be nice, but you can do 
it later. I can’t say enough nice things about VFD-driven 
pumps, but, as stated, they are not essential. Just ensure 
that it all works, with the right pressures, flow and titrations. 
Spend your money where the customer sees it – in the BAY. 
 The next question in my mind is, do I have to put every-
thing in every bay? My thought is, NO. Yes, it would be nice, 
but perhaps not needed at first. I’m thinking of adding air 
dryers to two bays at each four bay. Then at the same loca-
tion I may add the tire shiner to just one bay, then add the 
tire scrub brush to two more. I know in my case I look at the 
price of four units and recoil. But I can afford one. 
 Let’s take a look quick at the bays. What about the walls? 
Home Depot sells FRP for just $39 a sheet and it is easily in-
stalled. I love the new white AZEK plastic trim. It looks great 
and there is no maintenance. 
 Lighting, yes you need it. Good lighting is essential. Ditch 
the old 175-watt MH wall packs. I love the new LED lighting, but 
the new superefficient T5 Florescent fixtures are not bad either.   
 And, don’t forget to upgrade your bay signage. This is 
also essential.
 Last, but not least, review your pricing. Price realisti-
cally. The days of four minutes for four quarters disappeared 
long ago. A burger value meal sells for more than $5 at any 
fast food chain. One of our genetic flaws in carwashing is un-
derpricing. We just don’t value ourselves highly enough.    
 The good news is that the NRCC is right around the corner, 
October 5-7 at the Atlantic City Convention Center, and you can 
look around on the show floor and pick up more ideas and see 
some great innovation (nrccshow.com). I know that I plan on 
doing so. I have three self serves I have to drag into the mod-
ern customer-oriented iPhone world and I 
can’t wait. See you in Atlantic City! � n

Doug Rieck operates Magic Wash in Mana-
hawkin, NJ, and is a past president of the Car 
Wash Operators of New Jersey. He also sits on 
the CWONJ and NRCC boards of directors. You 
can reach him at 609/597-SUDS or dougrieck@
gmail.com.

entrance and help keep it dryer and more secure. 
 Bill changers are less important now that we take cards 
and bills, but still essential. I have been impressed with bill 
breakers, and the new changers which use a recycler bill 
acceptor dispensing $5’s as part of the change for $20’s. Re-
member, we are into customer convenience. The number one 
question at any of my self serves is, “Where do I get change 
for my $20? 
 Security now has become a greater issue. There is no real 
answer, though, in my mind. A must-have is a remotely acces-
sible camera security monitoring system, not a four-channel 
cheapie bought at Wal-Mart. Probably at least eight channels 
with one per bay, as well as for changers and common areas. 
 What about bay services? This is the heart of the mod-
ern self serve. You can’t live by foam brush alone. There has 
to be more. There are a lot of neat new things out there. First 
up, inbay air dryers. Unfortunately, I have just one in all my 
bays but my customers like it. It’s simple and easy to use and 
it makes money. 
 Next up, the newest thing from Simoniz is a separate, 
very special, boom with a trigger spray applicator for apply-
ing tire shine. This looks very hot and solves a bunch of tire 
shine application issues. I want them in my bays BADLY.

Doug’s Perspective … continued from page 22.

Doug Rieck
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Dear Venus and Mars, 
When do you start gearing up for your winter volume and
what specifically do you do? 

 It’s hard to believe we are talking 
about winter already. Thoughts of last 
winter with the bitter cold and huge 
snowdrifts are still fresh in my mind. 
But fall is here and it is inevitable that 
the cold winter months will be upon us 
sooner than later. Preparing for the sea-
son is very important and as the equipment and property 
take the most abuse in the cold months. My benchmark for 
having everything ready is right around Halloween. I want 
to be ready just in case we experience an early season or 
snowfall.  
 It is best to make a checklist of everything that needs 
to get done or verified to be working properly. First and 
foremost, my conveyer needs to be in tip-top shape for the 
abuse it is going to take over the next four months or so.  
 I always inspect every inch of the chain for wear. Are 
there links that are worn out and need replacing, or is the 
whole chain in need of replacement? The conveyer links 
usually wear out first right in front of and right behind the 
rollers. This is where the most pressure is put on it. When it 
is very cold, the chain becomes more brittle and a weak link 
can break sooner than it would when it is warm out. 
 When checking the chain you want to inspect each and 
every roller as well. The rollers have links on them that tend 
to wear quicker than the rest of the chain. The plastic on 
the rollers should be in good shape with little signs of wear. 
Some rollers allow you to just replace the plastic without 
having to change the whole roller. But in some cases, the 
steel on the roller is worn out as well and it would be best 
to change the whole thing.
 Of course you want to make sure that all the heat is 
working in the tunnel and fires up quickly and remains 
running. Thermostats should be checked for accuracy and 
proper functionality. Think back to last winter and try to 

Venus and Mars, aka Heather Ashley and Paul Vallario, are carwash industry veterans. Heather Ashley is the President of the Mid-
Atlantic Carwash Association. She is also co-owner of Virginia Car Wash Industries, Inc.and Shenandoah Valley Coin Laundries, 
and Ashley's Shenandoah Valley Rental Properties in Toms Brook, VA. You can reach Heather at mhashley@gmail.com, as well as 
Linkedin and Twitter @hrashley. Paul Vallario operates Westbury Personal Touch Car Wash in Westbury, NY, and is the President 
of Urban Avenue Carwash Distributors and Consulting. He is a board member of the New York State Car Wash Association. You can 
reach Paul at iwashcars@optonline.net.

If you have a question for Venus & Mars please send it to:  
Media Solutions, 2214 Budd Terrace, Niskayuna, NY 12309,  mediasolutions@nycap.rr.com

 We typically know when to expect 
extra wash volume and that is nor-
mally when the colder weather ap-
proaches. However, there have been 
late October snow falls that bring 
us some salty vehicles. With that in 
mind, we start to gear up about late 

September to early October.
 First and foremost, we make sure that all our employ-
ees know we are coming up on a busy time. Our suppliers/
distributors all know that we are headed into the busy sea-
son so we pray they are well stocked and prepared as well 
because as we all know, the bigger the wash load, the more 
problems we see with equipment. We try to be proactive 
and do maintenance prior to the busy times of year. Take 
advantage of the slow times to make repairs.
 We also check in with other operators at this time 
to make sure we haven’t forgotten anything. Associa-
tion meetings are great opportunities in which to do 
that as well. 
 Mike and I like to make sure that we have plenty of 
fresh vending inventory and try to have large shipments 
sent just weeks before expected volume. In addition, we 
like to check our soaps and have plenty on site to switch 
out quickly as needed.
 We also clean up all the bill validators and make sure 
we have spares and spare parts for all coin-related equip-
ment. In addition, we double check our surveillance and 
computer equipment and replace anything that is not 
working well and make sure the outdoor cameras are 
clean and mounted securely.
 As hands-on owner/operators, we find ourselves at 
our locations on into the evening hours during high-vol-
ume times. But in the long run, the colder it is the busier 
we become.� n

VENUS & MARS

Venus Says

Heather Ashley

Mars Says

Paul Vallario

Continued on next page …
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NEVER STOPS
WORKING FOR YOU
The HTK is an automated transaction kiosk designed and built to improve 

customer convenience and grow your business through technology, 
security, and legendary Hamilton durability.

CONVENIENCE
Cash

Credit Card
Coins

Barcode Reader
Tokens
RFID

Coupon Codes
Dual Bill Dispenser

À La Carte

INNOVATION
Custom wraps
Custom display

Video
Special event times & pricing

Customer Value Cards
Hamilton Tokenotes®

Hamilton Hosted Solutions 
(cloud-based, 

real time reporting)

SECURITY
High security, 11-gauge door

Alarm
Standard security camera

Password protection
Heavy duty locks

Separate locked cash chamber
Email & text notifications

ALWAYS LEAD. NEVER FOLLOW.

For information on our full range of high performance products, 
visit us at hamiltonmfg.com or call 888-723-4858

NRCC
October 5-7

Atlantic City 

Convention Center

VISIT US AT

BOOTH 511!

a good idea to research it now. 
 Another important thing to put on your checklist is ice 
melt. The fall is a good time to shop out the best pricing on 
ice melt. Usually you can get a better price by pre-ordering 
in the fall rather than waiting until the temperature actu-
ally dips below the freezing mark. Once that happens the 
demand goes up and usually the prices follow suit. 
 If you provide your employees with uniforms you want 
to make sure you are prepared to supply them with jack-
ets or sweat shirts. It never looks good when that first cold 
week arrives and half of your staff is out of uniform or wear-
ing worn-out and dirty clothes from last winter.  Make sure 
you have a full supply of winter clothing for all employees.
 Let’s hope it is a prosperous winter and one that is 
not too cold but provides many dirty cars. The Northeast 
Regional Carwash Convention (NRCC), which is October 
5-7, at the Atlantic City Convention Center (nrccshow.
com) is the perfect place to shop for all of the things I 
mentioned above. Usually, these items are on sale and 
the products are on display so you can see exactly what 
you are purchasing. � n

remember if there were any areas in the tunnel that were 
freezing up or didn’t seem to receive as much heat as other 
areas. If so, you may need to reposition some of the heat-
ers or add more. Also check the gas valves and igniters to 
ensure that they are operating properly. 
 The fall is also a good time to replace any worn out 
cloth or foam.  With the salt and sand that will hopefully 
be present most of the winter your equipment will need to 
be at maximum cleaning potential. Also, new cloth needs 
a little time to break in so replacing it in the fall gives it 
enough time to break in properly.  
 Many carwashes in the Northeast use wind doors to 
keep the warm air in the tunnel. In my carwash I don’t use 
the wind door during the warmer months so it is not in op-
eration. I always run it for about a week in October to make 
sure all of the moving parts and air cylinders are working 
properly. 
 A wind door is a very good investment in that during 
operating hours it helps to keep the warm air in the tunnel. 
It also helps to keep heating costs down since the heaters 
will not have to work as hard as the heat is not escaping the 
tunnel so quickly. If you don’t currently have one, it may be 

Mars … continued
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SMART  
INNOVATION  
CLEAR  
ADVANTAGES

GIVE US A CALL: 800-446-2091  /  VISIT OUR SITE:  WWW.BLENDCO.COM

THE SUPERSAT® SYSTEM

More than two decades of proven, 

patented powder to liquid blending 

that offers unsurpassed cost savings, 

quality and versatility.

THE SUPERBLEND® CENTER

Become a local “bottling company” 

of Blendco’s proven detergent and 

protectant products.

THE SUPERCLEAR® SYSTEM

A revolutionary reclaim system  

using chemistry and technology  

for unsurpassed water quality at  

a cost starting at only $4,000!

THE SUPERSMART® SYSTEM

Information equals power. SuperSmart 

gives you the information you need 

about your chemicals: costs, usage, 

car counts, inventory, and more!

A SIGN OF THE TIMES
ads during that time were weighing the 
proposed salaries against the extension 
of the length of time unemployment 
would be paid, along with the abil-
ity to stay home with the kids while the 
spouse and savings floated the family.
 This pool of candidates seemed to 
get more difficult to pry away from the 
government payout than in times past. I 
grew up being taught that it was wrong to 
take unemployment if you had the where-
withal to get a job. In some cases, to even 
move back down the latter of success and 
start on a lower rung, in order to provide 
for the family, was what you did. It seems 
that the younger generations, however, 
missed these lessons in their upbringing.
 Recently, while attending a con-
ference in Texas, a sociology professor 
spoke about the evolution of the work-
force in our time. Using data gathered in 
censuses since World War II, the profes-
sor outlined the genesis of the modern 
selfish and unemployable generations.
 He started with the comment, “One 
generation embraces what the prior gen-
eration tolerates.” He went on to explain 
how the young employment pool grew 
up as latchkey children, entertained and 
baby sat by technology and watched 
as both parents worked and scraped to 
achieve the “American Dream” of home 
ownership – large home ownership!
 This new generation has opted to 
be the generation that throws off the 
idea that the “American Dream” is not 
worth the effort and has taken up the 
cause of “ME.” In the “ME” generation, 
we have a new class of worker with the 
idea of “Me Ethics.” If it is good for me, 
that is good enough. 
 The tiny house movement (a return 
to houses less than 1,000 square feet) 
is raging as people are throwing off the 
materialistic ideas of the past. This new 
generation only wants to work enough 
to fuel the desire for technology, enter-
tainment and travel.
 And it shows up in resumes. Ca-
reers, which used to be measured in 
years are now measured in months. 
Three months working and six not 
working! They don’t even call in when 
the urge to move on comes.
 How does one cope with this 

that the New York, New Jersey and Con-
necticut markets have been tough. As 
the markets tightened in 2008, and the 
unemployment rates soared some-
thing else soared – unemployment 
compensation.
 Many candidates who answered 

 In my consultancy practice, I often 
hire assistant manager and manager 
candidates for my clients. The poten-
tial employment market has been fairly 
stable, with a few territorial exceptions, 
until recently.
 As I have hired, I have experienced 

Avoid a Bad Case of the  
“Stupids” When Hiring
 By Perry Powell

Continued on page 30…
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                         Mitter Material is designed               
              with a large number of Plush              
   Fibers which stand 
perpendicular to the vehicle 
surface to clean areas 
like the windshield 
eyebrow or 
hood groves.
The thick, soft texture of 
the plush material and the high 
water / solution absorption will 
clean better than a soft 
sponge and without incident.
 •  4” x 65” with Loop
  •  4” x 77” with Loop
  •  4” x 96” no Loop
  30% less than comparable products.

 

PLUSH MITTER CLOTH

Car Wash Products LLC

For further information email or phone:

email: info@carwashprod.com
ph: 503.473.8490 

SP

and see how intelligently he/she can communicate with you 
or articulate his concerns. If they cannot manage to muster 
anything intelligent – cull.
 Listen to their rationale and ask yourself if this candi-
date has the brain facility to do the tasks for which you are 
hiring. If not – cull.

 ❖ Make hiring a process and force the candidate to 
work to get the job. Never hire on the first interview. 
 Speak to them over the phone – cull. 
 Have a first interview – cull. 
 Have a second interview – cull.
 If they are not on time or offer questionable reasons to 
reschedule, decline and – cull.

 ❖ Do background checks and drug screenings for 
any key employees. If they fail – cull.

 ❖ Let the process work. Don’t be in a hurry. Start early 
and work the system and let it cull the undesirable candidates.

 ❖ Pick the one you like the best, not only profession-
ally but personally. If you like him/her so will your customers.

 ❖ Don’t be cheap. This process is difficult and takes a 
time commitment. Having a process should keep you from 
having to duplicate your efforts as frequently. So, when you 
find a jewel, don’t get the “stupids” yourself. Pay them what 
they are worth and be fair. This world is not always fair to 

candidate pool and hire successful people? Here are some 
strategies that may work.

 ❖ Use the cull method. Just like in bass fishing, divide 
the candidates into a pool of five. As we find a new candidate 
who out classes the bottom candidate in the pool, cull the 
weaker candidate and replace him with the new candidate. At 
the end, look at what is left in the pool and hire there.

 ❖ Weed out early. Look at the “time on the job” history 
on the resume. If you cannot find any employment of a reason-
able length, and there is not an acceptable reason for the job 
hopping – cull.

 ❖ Test. Even if you do not know how to read a personal-
ity profile test, find resources online to help with this part of 
the process. As these tests are expensive, but important, only 
test the pool of final candidates.
 Look for the outgoing, personable, thoughtful and self-
confident potential employee, not the arrogant or know-it-all 
types – cull them.

 ❖ Interview… I mean interrogate. Make the candi-
date defend his resume and decisions. Ask essay questions 
that force the candidate to talk about himself personally and 
professionally.
 Open the dialog for the candidate to ask you questions 

A Sign of the Times … continued from page 28.
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employees and if you are you set yourself apart as one of the 
good employers.�
 There is no doubt that the hiring process is more dif-
ficult today than in times past, but patience and good pro-
cess will get you the help you need. As the workforce leans 
more to the “stupids,” we have to lean on a more intelligent 
hiring processes.� n

Perry Powell is a carwash consultant and 
host of www.washideas.com. He specialized 
in structuring quick turn around, business 
models, management methods and sales pro-
cesses using the consumer behavioral science 
of Neuro-Marketing. He can be reached at 
817/307-6484 or perry@perrypowell.com or 
www.perrypowell.com.

have a center point that will take any debris out to another 
holding tank similar to the in-bay system to be cleaned out 
when it fills up. In either case, it is important to clean out 
the entire conveyer trench to maintain the integrity of the 
conveyer and any control equipment attached to it.  
 When there is a reclamation system at a wash it is ex-
tremely important to keep the collection tanks well main-
tained. With any water re-use or recycling system any extra 
solids in the water or pits will make it harder to produce 
clean water for vehicle washing. 
 In most systems there will be a set of settling tanks that 
will filter and clean the water. The first is the main collection 
tank and this should be cleaned out on a periodic basis. The 
entire system should also be emptied on a yearly basis to en-
sure proper operation. It should also be inspected annually 
for any defects. In most cases, it is recommended to clean 
out theses tanks in the early to mid-summer to remove all 
the solids before they become stagnant and begin to smell. 
Consult your manufacturer for specifics on your system.
 In any water disposal system make sure to monitor the 
solid levels in the storage tanks and clean them out before a 
backup or clogged drain causes unneces-
sary loss of business and cost due to an 
emergency cleaning. � n

Gary Sokoloski owns Centerline Carwash Sales 
and Service in Wales, ME. He can be reached at 
207/375-4593 Office, 774/248-0171 Cell, or at 
gscarwash@gmail.com.

 As we are about to enter our busy season, one of the 
questions you should be asking yourself is, “When was the 
last time the pits were cleaned out?” All too often, during the 
slower summer and fall months, operators forget about all of 
last year’s sand, salt and dirt that was washed off cars and left 
in their underground storage tanks. All of that mud needs 
to be removed to make room for this year’s new dirt. Do not 
wait until there is water running out of your bay or you ex-
perience an equipment failure due to raising water levels in 
the conveyer trench and critical electrical and mechanical 
equipment is ruined to deal with this maintenance item. By 
that point, it will be costly!
 There are several different styles of in-bay trenches, 
collection pits, and conveyor trenches. Being familiar with 
the style of collection system at your wash will help identify 
when it needs cleaning and what is the best way to handle 
the disposal of the waste. 
 The following are some common set ups for collec-
tion tanks and trenches.
 Self-serve bays typically have one center pit that is 
located in the middle of the bay. These are usually square 
or rectangle and store both solid and liquid waste in the bay. 
When a vehicle is in the bay it parks over the pit helping to 
prevent customers from walking over the grating covering 
the pit. Any material washed off the car will enter the pit and 
the solids will settle to the bottom of the pit and the excess 
water will run out into the sewer system. 
 Self serves have a low water flow rate so it is necessary 
to have the floors routinely washed down to clean the floor 
and wash any surface dirt into the pit. The pit dimensions 
and volume of cars washed will determine the frequency of 
having to clean out the solids from the bay.
 In-bay automatics will either use the same type of pit 
as a self-serve or will have what is called a center trench 
drain. This type of drain is similar to a gutter on a house or 
building. It runs most of the length of the bay and is narrow 
and shallow so that the water flow going through it will wash 
any solids out of the trench and deposit them into a settling 
tank, or oil water separating tank, that will have to be moni-
tored and pumped out as needed depending on wash volume 
and washing conditions. Some of these bays also will have an 
entrance or exit trench as well to prevent water from running 
out of the bay where it could freeze or run off into parking 
lots and roadways.
 Conveyer tunnels use the trench the conveyer is lo-
cated in to double as the dirt collection system. These 
trenches will run from the entrance to the exit of the wash. 
Depending on the style they will either have a center pit that 
needs regular empting similar to a self-serve, or they may 

Don’t Overlook  
Pit and Drain Maintenance
By Gary Sokoloski

GARY’S TECH TIPS

Gary Sokoloski

Perry Powell

A Sign of the Times … continued from page 30.
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 We hosted one of our best annual dinners and membership meet-
ings this past May and I want to thank everyone who attended and partici-
pated in the event.  There was great energy and some excellent discussions, 
as many members came seeking information regarding the subject of EMV 
migration and compliance (EMV is the acronym for Europay, MasterCard 
and Visa. EMV is a technical standard for smart payment cards and for 
payment terminals and automated teller machines which can accept them.) 
It is my hope that everyone in attendance found the information they came 
for, as well as a better understanding of EMV compliance.
 This year we hosted a panel of professionals from three distinct 
areas of expertise on EMV Compliance. Charles Southgate, Senior Manager 
of Product Integration at Heartland Payment Systems, participated on the 
panel on behalf of the national organization EMV Migration Forum, an 
independent, cross-industry body formed to foster broad cooperation and 
coordination across many constituents in the payments field to successfully 
facilitate EMV technology implementation in the US. Benjamin Wallace, 
Executive Vice President of Operations & Technology for Orrstown Bank 
was another panelist and provided members with a banking and lending 
perspective of the issue, including how credit card issuers would phase in 
chip-embedded cards and the legal ramifications for data breaches. And   
Nicholas Tylenda, Director, Strategic Business Development for Innovative 
Control Systems was able to tie everything together on the panel by shar-
ing industry-specific information and experiences. The panel offered was a 
wealth of information for attendees to digest, but I believe everyone walked 
away with a better understanding of their needed course of action, in spite of 
the ambiguity throughout the EMV regulations. Panelists exceeded expecta-
tions by offering themselves to CAP members as an information resource as 
they navigate their business’ EMV compliance strategy.
 EMV compliance is only one of numerous unknowns for carwash 
businesses in Pennsylvania.  
 As I write this President’s Column, Pennsylvania remains without a 
state budget. Disagreements between the Administration and the House and 
Senate over taxation proposals, funding gaps and program expansions could 
have a serious negative impact on the bottom line of small business. We’ ll 
keep you posted as information becomes available. Knowledge is key, so my 
advice for members is to stay engaged, work smart and be judicious with 
your resources. Being prepared and having a plan is certainly key.
 CAP strives to provide all members with benefits and resources 
valuable to their day-to-day operations, so please take advantage of them, 
and do not hesitate to contact us if there is something different or additional 
you’d like to see. 
 Visit us at www.pacarwash.org frequently to keep abreast of what is 

happening across the state.
 

Keith Lutz
CAP President

PRESIDENT’S COLUMN

CAP BOARD OF DIRECTORS
PRESIDENT  •  Keith Lutz 
Kleen Rite Corp., Columbia, PA

VICE PRESIDENT  •  Stuart Hammerschmidt 
Shore Corporation, Pittsburgh, PA

TREASURER  •  Richard Copenhaver 
D & L Systsems, Newville, PA

SECRETARY  •  Kingsley Blasco 
Kingsley Blasco & Associates, Newville, PA

ASSOCIATION MANAGEMENT
Dawn W. Keefer Executive Director

Carwash Association of Pennsylvania 

430 Franklin Church Road 

Dillsburg, PA 17019 

Email: dawnwkeefer@comcast.net 

Ph:  717-648-0159  •  Fax: 717/502-1909 

PACARWASH.ORG

DIRECTORS
Cliff Reed, Hydro-Spray Wash Systems, Inc., Clearfield, PA

Keith Woolam, Car Wash Management, Clarion, PA

PAST PRESIDENT 
Keith Woolam, Car Wash Management

CAP NEWS

2015 
MEMBERSHIP APPLICATION

Carwash Association of Pennsylvania 
430 Franklin Church Road, Dillsburg, PA 17019 

Ph: 717/648-0159  •  F: 717/502-1909 
To join, please complete this application and mail it 

with your check made payable to:  
Carwash Association of Pennsylvania.

Name ������������������������������������

Co. Name ����������������������������������

Mailing Address ������������������������������

City �������������������������������������

State/Zip ����������������������������������

Telephone ���������������������������������

Fax �������������������������������������

Email ������������������������������������

Member Category (please circle one)

 $195  Single location operator

 $395  Multiple location operator 
  (two or more) or vendor
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 Connecticut operators have had a most discouraging summer due 
to tax law changes that now require operators to collect sales tax on carwash 
sales. That includes all coin op locations, which was excluded in the past. It 
really turns into a gross receipts tax, since coin-ops don’t have the capacity to 
collect sales tax properly.
 The Connecticut Carwash Association (CCA) has had great momen-
tum and been in the media numerous times about this new tax. We have the 
momentum rolling in working to get this repealed. I would also like to person-
ally thank Todd Whitehouse, Paul Ferruolo, Mike Shullman and Tony Setaro 
for all the time spent at the Capitol in front of representatives which really 
spearheaded the momentum and media coverage on this tax that operators 
cannot collect in any coin-operated system.
 It’s so critical that all of members reach out to non-members and get 
them to join the CCA now. Strength in numbers will greatly help us in working 
to win a repeal. 
 Now, the hard decisions for operators is what and how to make good 
business decisions to collect the tax and educate your customers on how to 
contact their state representative to voice their concern over the unfairness of 
this tax. 
 The CCA has its fall Golf outing on September 21 at the picturesque 
Fairview Farm Golf Club in Harwinton. It will be a fantastic event at an 
outstanding course. Please make every effort to join us for golf/or dinner. It 
will also be an opportunity for our association to discuss the recent events and 
plan for the future. 
 As we head into the winter its prep time for our busy season, and 
hopefully a prosperous season at that. All operators at this time of year need 
to step back and really look at not only their equipment, staff, and winter 
item, but at how they can reach out to a business neighbor and try some cross 
marketing. The Northeast was hammered last winter with crazy weather. Will 
it happen again; no one knows. But, who wants the pollen season next year like 
we had this year? I do! Here’s hoping!
 Let’s raise the bar as professionals and clean up!

Bob Rossini
CCA President

PRESIDENT’S COLUMN

Connecticut Carwash Association
PO Box 230, Rexford, NY 12148 

800/287-6604  •  Ph/F: 518/280-4767 

E-mail: mediasolutions@nycap.rr.com 

Contact: Suzanne L. Stansbury, Executive Director

Officers
President • Bob Rossini 
Blendco, 543 Winsted Rd. 
Torrington, CT 06790, 860/866-7350
Vice-President • Noah Levine 
Rapid Car Wash, 422 Coleman St. 
New London, CT 06320, 860/442-1283
Treasurer • Doug Lutz 
Crossroads Car Wash, 51 Grassy Plain St. 
Bethel, CT 06801, 203/270-7573

Directors
Frank Gaglio, Camp Avenue Car Wash 
84 Camp Ave., Stamford, CT 06902, 203/453-8581

Barry Smith, Simoniz USA 
201 Boston Tpk., Bolton, CT 06043, 603/321-7286

Eric Sehl, Mighty Auto Parts 
202 New Britain Rd., Kensington, CT 06037, 860/490-4413

Allison Shackett, Car Washing Systems, Inc. 
PO Box 380, Higganum, CT 06441, 860/554-5127

Mike Benmoschè, McNeil & Co., Inc. 
120 Broadway, Menands, NY 12204, 607/220-6344

Peter LaRoe, Personal Touch Car Wash 
95 Berlin Turnpike, Cromwell, CT 06416, 203/878-8113

Immediate Past President • Todd Whitehouse 
Connecticut Car Wash, 160 Oak St., Unit 406 
Glastonbury, CT 06033, 860/652-8888 x114

Past Presidents
*Ken Gustafson Sr. Fred O’Neill
*James Rossini Mark Curtis
*Bruce Sands Doug Newman
J.J. Listro Paul Ferruolo
Alan Tracy Tom Mathes
Dwight T. Winter Daniel Petrelle
 Anthony Setaro
*Deceased Joe Tracy  

CCA Mission Statement
The Connecticut Carwash Association (CCA) is a member-driven associa-
tion: it exists solely to serve members’ needs, protect members’ best inter-
ests, and to be responsive to members’ requests. The list of tangible CCA 
membership benefits is long (and growing), but the list of intangible bene-
fits is even longer. How can you put a price tag on the camaraderie you enjoy 
with your industry peers? How can you place a value on having the ability 
to make connections on a regular basis with other carwash operators who 
can help you through tough times? What price would you be willing to pay 
to have the chance to learn from our industry’s most successful operators? 
Stay active in your local industry trade association.

WEWASHCTCARS.COM

CCA NEWS

CORRECTION:  
Unidentified in the last 
issue were Joe Coppola, 
Jr. and John Coppola of 
Barn Carwash in Saugus, 
MA. Our apologies!
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Personal Touch Expands to 
13 Locations in Four States
By Alan M. Petrillo

 Personal Touch Car Wash, a family-owned and operated 
business that has been providing customers in Connecticut 
carwashes and oil changes for 30 years, has expanded well 
beyond its home state, now operating additional carwash lo-
cations in Rhode Island, Massachusetts and Florida.
 Steve Sause, general manager and director of operations 
for the Personal Touch family of businesses, said the com-
pany has grown from operating its original location in New 
Haven, CT, to 10 locations in the state, offering a mix of full-
service and express carwashes, as well as detailing services 
and oil change options.
 Sause praised Personal Touch’s owners, 
Dominick D’Agostino and Vincent Porzio, Jr., 
for their passion for the business and their 
insight in tracking down under-performing 
carwashes with dismal reputations, buying 
them, giving them a thorough renovation 
and winning customers back through quality 
washes and what he calls, “pleasant, courte-
ous and expeditious” customer service. 
 “Our goal is for all our customers to drive 
away completely satisfied,” Sause said. “We 
use top-of-the-line carwashing equipment, 
the highest quality and safest chemicals 
available in the industry and give customers 
a clean and shiny vehicle in just minutes, and 
at economical prices.”
 Sause attributes the company’s con-
sistent growth to a number of factors. “Our 

Continued on page 40 …

Personal Touch is a family-run and operated business with loca-
tions in Connecticut, Rhode Island, Massachusetts and Florida.
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LOOKING for a REAL opportunity? 
Come GROW with US! 

We are one of the New England    
area’s fastest growing car wash,   
detail and quick lube companies. 

Are you a leader? 
Can you provide results? 

Are you customer focused? 
Can you INCREASE revenue? 

If so, we WANT to speak with you 
IMMEDIATELY! 

We are offering site manager posi�ons with possible 
partnership/ownership opportuni�es within a solid 
company with loca�ons throughout New England. 

Send resume to: carwashoperatorsct1@yahoo.com 
 

Personal Touch Timeline
1982 — Dominick D’Agostino started with his uncle in 
the washes when he bought, renovated and sold a hand-
ful of sites in Waterbury and New Britain, CT, Gloucester, 
MA, and Fort Meyers, FL, before starting Personal Touch 
Carwash in 1990 in New Haven with Charlie Wade (Dom’s 
brother-in-law). 

1992 — Personal Touch Car Wash and Oil Change (two 
separate locations) were born in early 1992. In late 1992 the 
Milford Personal Touch, Oil Change & Detail Center (with 
Pete LaRoe – longtime acquaintance) opened.

2001 — Personal Touch Car Wash in Prospect, CT, opens 
and Vincent Porzio, Jr. (Dom’s nephew) becomes a manag-
ing partner (new construction).

2007 — Litchfield Car Wash (new construction) opens with 
managing partner Charles Wade Jr. (Dominick’s nephew/
Charlie Wade’s son); sells Prospect Car Wash.

2008 — New Milford full serve opens (new construction); 
early 2008. East Main St. Express Wash opens; late 2008.

2012 — Acquire Port Charlotte, FL, North Providence, RI, 
sites and rehab and rebrand them.

2013 — New Milford Express Wash opens with Tom Porzio, 
Jr. as managing partner (Dom’s nephew/Vinny’s cousin). 
Steve Sause joins the company as General Manager/Direc-
tor of Operations.

2015 — Acquire Liberty Car Wash in Springfield, MA, and 
rehab to an express wash, inbay frictionless automatic and 
self serve.

Begin construction on Killingly Street location in Johnston, 
RI, with expected opening in late 2015.

tions. In Connecticut, Personal Touch has the same pricing 
at each of its expresses, and identical pricing at its full serves. 
“We have a uniform pricing policy at each type of carwash,” 
Sause said. “All the packages have the same options.” He 
noted that uniform pricing makes it easier for the customer, 
causing less confusion and making it easier to complete the 
transaction.
 “We have been recognized for our superior customer 
service that ensures our customers have an exceptional ex-
perience each time they visit,” Sause pointed out. “A clean, 
shiny car is the byproduct of great customer service.”

growth has been accomplished on our own with no outside 
investors and is based on our strong commitment to custom-
er service excellence, carwash and detailing passion, work 
discipline and the family-style approach to working with our 
team members,” he said.
 In Connecticut, Personal Touch has full-service car-
washes in Litchfield, Milford (with detailing and oil change), 
New Milford, Waterbury and New Haven (with detailing and 
oil change). It has express washes in that state in Torrington 
(plus an oil change), New Milford and Waterbury.
 In Port Charlotte, FL, Personal Touch has an express 
carwash (with flex service), while in North Providence, RI, it 
has an express wash. Personal Touch is currently renovating 
a former hand wash in Springfield, MA, into an express wash, 
in-bay automatics and self-service bays, and is constructing 
a large, state-of-the-art express tunnel with a four-bay flex 
serve in Johnston, RI.
 Sause noted that in the last three years, five out of six of 
the carwashes Personal Touch has opened have been rehabs 
of existing washes. “The only one new is the one we’re build-
ing in Johnston,” he said.
 Personal Touch Car Wash and its affiliated businesses 
currently employ more than 100 people across its 13 loca-

Personal Touch Expands … continued from page 38.
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 That customer service is the direct result of the work of the 
Personal Touch staff and the training it receives, he added.
 “Good customer service takes effort,” he said. “All our em-
ployees have uniforms they wear at work with our brand over 
their heart. We want the customer experience to be different 
than at other carwashes. We offer customers a clean carwash, 
recognize them, say hello and greet them, and provide a high-
er level of service to differentiate ourselves from others.”
 Sause noted that the site currently being built in John-
ston, RI, “is the most recent technologically-advanced car-
wash built in New England.” He added, “The building fea-
tures the latest and greatest equipment, a glassed-in tunnel 
that provides a lot of natural light, all LED lighting, and a 
new technology chemical distribution system,” he said.
 Sause believes that express carwashing is the way of 
the future in the Northeast. “You have to think about labor 
concerns with full-service washes,” he pointed out, “as well 
as the costs in building and staffing a full serve. Then there 
are all the liability issues and regulations. I think the express 
carwash is our future.”� n

Alan M. Petrillo is a Tucson, AZ-based journalist, a former upstate 
New Yorker, and contributing editor of Northeast Carwasher. He’s 
the author of the historical mystery, Full Moon; the nonfiction work, 
Ice Hockey in the Desert; and his newest historical mystery, Asylum 
Lane, all available at www.amazon.com.
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tent to work on that in February,” during the next Legislative 
Session, Berger said. The new tax is forecast to bring in $13.6 
million over the next two years.
 Whitehouse, who represented us to the media with great 
skill and dedication, said he’s still thinking through the sur-
prise legislative change. “We only got hours notice that this 
was going to be implemented, so we’re now going through 
the process of figuring out what it is that we’re going to do,” 
he said.
 If they increase their wash price to help cover the new 
tax, carwash owners argue the higher price won’t necessar-
ily cover the full cost and might drive away price-sensitive 
customers who could choose to clean their vehicles at home. 
“You put everything you own on the line to run a business,” 
said Whitehouse, “and for someone to come in and say, ‘We’re 
going to tax you on something you can’t collect, just raise 
your price,’ is not the answer. We’re a discretionary purchase. 
People need gas in their vehicle to get to work, but they don’t 
need a clean car to get to work.”
 He added, “We got 12 hours notice,” he said, adding how 
operators already pay tax on many of the products they use 
at their businesses.
 The Department of Revenue Services (DRS) has since 
determined the tax also pertains to other carwash services, 
including vacuuming, waxing, detailing and shampooing. 
 DRS Commissioner Kevin Sullivan said the carwash 
owners recently met with  him. “We understand their con-
cerns. I think they were taken aback,” he said. “At this point, 
we feel their pain, we hear their pain, but the law is pretty 
clear and their recourse really is with the Legislature and not 
with us.”
 According to the CCA, there is nothing that is invented 
that can collect the sales tax in these bays. Self-service equip-
ment is not designed to accept nickels, dimes or pennies and 
many of the carwash operations across the state do not have 
an attendant, according to the association.
 Eric Wulf, chief executive officer of the Chicago-based 
International Car Wash Association, said the majority of 
states do not tax carwashes. Wulf said he’d be surprised if he 
could count on one hand the number of states that charge 
tax on coin-operated carwashes.
 He also said that most of the self-service carwash bays 
in the U.S. were built with devices that provide wash time in 
25-cent increments. He said, “No one foresaw collecting to 
the penny. There’s a very real likelihood you’ll lose customers 
that use good old quarters for years and years and no longer 
can,” he said.

 In the waning moments of the 2015 General Assembly Ses-
sion the Connecticut General Assembly imposed a new sales 
tax on carwash services. Without any notice or public hearing, 
and following a frantic effort to raise additional revenue from as 
many sources as possible, the tax was added at the last minute 
in an all-night session on the last day of the session.
 In the first version of the legislation, the tax was imposed 
on service and exempted “…coin operated car washes….”   
 The carwash tax first came to light late in the legisla-
tive session in the middle of the night. Unlike four years ago, 
when Democratic Gov. Dannel P. Malloy proposed it, there 
was no public hearing where the owners could make their 
case. Connecticut previously taxed carwashes from 1989 
to 1993.
 This time, Governor Malloy stepped forward and sup-
ported the industry by calling for the repeal of the carwash tax 
and other taxes at a public press conference following the im-
position of the tax in the Regular General Assembly session.
 Later that month in a Special Session, the majority 
members of the State Legislature, in an effort to find even 
more revenue through taxes, repealed the coin operated ex-
emption and imposed the new tax on all carwashing servic-
es, regardless of payment method.
 The Special Session was held on Tuesday, June 30, and 
the effective date of the new law was July 1 – effectively pro-
viding only 12 hours notice to the industry and consumers!
 A special thank you to Todd Whitehouse and Paul Fer-
ruolo who literally dropped everything they were doing at 
work to rush to the State Capitol and spend more than three 
days and late nights lobbying and pushing Legislators to stop 
this unfair and unjust new provision. 
 The reaction from the carwash owners, operators, work-
ers, customers, members of the public and many State Legis-
lators was anger and disbelief about both the tax and the way 
it was imposed without any notice or public input.
 “It seems like something that happened overnight, to 
be honest with you,” said Rep. Chris Davis, R-Ellington, and 
the ranking Republican on the finance committee as well as 
a former recipient of a Connecticut Carwash Association 
(CCA) Legislator of the Year Award.
 Gov. Dannel P. Malloy advocated maintaining the sales 
tax exemption on all carwash services when he proposed 
changes to the budget June 12, and Jeff Berger, a Democrat 
from Waterbury who is co-chairman of the finance commit-
tee, said he was surprised to see the tax imposed on coin-op-
erated washes. “They do make a compelling argument about 
the fact that the exemption should be in place, so it’s our in-

New Sales Tax Imposed on Carwashing:
Operators Begin Organizing to Win Repeal
By P.J. Cimini

LOBBYIST UPDATE
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• Acquisition Finance

• SBA Loans
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   Equipment Finance

• Remodel Loans
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Michael Ford
1-800-400-0365

Bill Baker 

1-888-428-0995

Todd Aldridge
1-866-575-5885

www.CoastCC.com

Mike Levin
1-877-454-9399

For More Information, Contact:

commercial credit

commercial credit

What’s Next?
 The CCA has retained legal counsel, Tax Specialist At-
torney Alan Lieberman of Shipman & Goodwin, to represent 
them on the regulatory proceedings as there continue to be a 
number of unsettled issues on administrative interpretation 
and implementation.
 Members will be hearing soon from the leadership of the 
CCA with specific action items that will require membership 
support. This fall the fight to win repeal begins in the 2016 
General Assembly session. 
 Thank you again to all the members who called and 
emailed their State Legislators during the hectic last few 
days of the Regular and Special Session.
 The General Assembly returns to Hartford in February 
and the best thing you can do now is to continue to mes-
sage to your local elected officials about the unfair and 
arbitrary nature of both the process and the imposition of 
this new tax!� n

P.J. Cimini, Esq. is the CCA’s Lobbyist and a 
partner in Capitol Strategies Group, LLC, in 
Hartford. You can reach him at 860/293-2581 or 
pj@csgct.com.

P.J. Cimini

CLASSIFIEDS
HIRING

Full Time Service Techs, Installers and 
Install Leaders  for PA-based Equipment 
Company.  Relocation Help Available. 

Please call 1-800-540-7567 or  
Fax Resume to 717-545-9654.

SEND CLASSIFIED ADVERTISING TO:  
mediasolutions@nycap.rr.com • ph/f: 518.280.4767 
Media Solutions, 2214 Budd Terrace, Niskayuna, NY 12309 
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NBT-Mang Insurance Agency is proud to offer 
a total business solution to carwash operators 

nationwide!

NBT-Mang Insurance Agency’s National Car Wash Insurance 
Program offers: 

• Competitive Pricing
• Comprehensive Coverage for Car Washes
• Superior Claims Service
• Value Added Services Designed Specifically for Car Washes

Peter Beames
86 Glen Street
Glens Falls, NY 12801
800-965-6264
peter.beames@nbtmang.com

We’ve been insuring 
hundreds of carwash 

sites for 15 years!

www.nationalcarwashinsurance.com

was most impressive. In the summer this wash is open from 
7am to 8pm and in the winter from 7am to 7pm. It’s closed on 
rainy or snowy days.
 So whether you have a pet, Pontiac or Peterbilt, Prestige 
Car Wash has a space for you. Bargains abound such as free 
vacuums, free mat cleaners and discounts on gas which is al-
ready fairly priced. If you like to wash your car yourself, that’s 
an option as well. If you like a touchless automatic, it’s avail-
able too. If you need to pick up a few items at the Mini Mart, 
no worries! While the operation is on impressive real estate, 
it’s well organized, clean and has plenty of space for all the 
diverse offerings. 
 Prestige Car Wash has two other lo-
cations at 13 Cape Road in Taunton, MA, 
and 245 N. Pearl St. in Brockton, MA. Take 
your dog and go visit.  Bet you can’t resist 
giving him a bath!� n

A Whole Lot of Options at Prestige
By Cookie Anthony

 Returning from an Irish Festival in Canton, MA, my car 
was pulled over like a magnet to the giant Prestige Car Wash 

at 955 Turnpike St. in this town. 
There was just so much to see and 
try – A mini mart, gas pumps, vacu-
ums, a dog wash, mat cleaner, touch-
less auto wash, 200-foot tunnel, de-
tail center, special bay with a raised 
walk for extra tall vehicles and an air 
shammee just to name a few of the 
services offered here. The operation 

TIDBITS FROM COOKIE

Cookie Anthony is a former CCA Vice President 
and carwash owner. Cookie AnthonyPrestige Car Wash in Canton, MA, has a myriad of offerings.”

44 |  Northeast Carwasher, Fall 2015



Join us for the Annual 
CCA Holiday Gathering 
Thursday, December 3
Visit www.wewashctcars.com
For more information!
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 The Car Wash Operators of New Jersey (CWONJ) just wrapped up 

another great golf classic at Suburban Golf Club in Union. This event benefits The 

Children’s Specialized Hospital and all the great work they do for kids across the 

country. Children’s is the largest pediatric rehabilitation hospital in the country, 

and it’s right here in New Jersey. We were able to raise $5,000 for their efforts 

and were lucky enough to have a representative from the hospital attend and 

a family member as well who spoke of her daughter’s journey with Children’s. 

It really makes you feel like your problems are minor when you hear about the 

struggles many families face, but thanks to the great work of Children’s many of 

those stories end happily. To learn more about what the hospital does visit their 

website at www.childrens-specialized.org. Our board will be touring their facility 

in September to better understand the impact the hospital has and the services 

it offers. We’ll share this information in the winter issue of the magazine.

 Also at the event after our dinner we honored one of the CWONJ’s 

longest-standing members and a true friend to the association, Gerry Muscio. 

Gerry is a past president and board member and has been in the industry for 

nearly 50 years. The knowledge he has shared over the years and his support of 

the association made him the perfect candidate to receive a CWONJ Lifetime 

Achievement Award. Congratulations, Gerry, and thank you!

 I’d also like to thank our golf committee headed by Scott Freund with 

the assistance of Andrew Gurin, Thad Santos and Suzanne Stansbury. This event 

takes months of planning and is truly a labor of love. Thank you all!

 I’d also like to thank our generous sponsors listed in our recap of the 

event on page 59. Without the support of our vendors we could not afford to 

provide the hospital with a generous donation, so thank you all very much!

 On a final note, check our website, www.cwonj.com, for news and spe-

cifics on our November 10 Fall Membership Meeting. It’s another opportunity to 

learn, grow and interact with your fellow operator. Don’t miss it!

Mike Conte

CWONJ President

PRESIDENT’S COLUMN

Officers

Michael Conte, president
Conte’s Automatic Car Wash

47 Manahassett Way

Long Branch, NJ 07740

Mike Prudente, treasurer
Summit Car Wash & Detail Center

100 Springfield Ave.

Summit, NJ 07901

Suzanne Stansbury, executive director
PO Box 230

Rexford, NY 12148

(800) 287-6604

Ph/F (518) 280-4767

mediasolutions@nycap.rr.com

Board Members
Rich Boudakian

Scott Freund

Andrew Gurin

Mario Mendoza

George Ribeiro

Doug Rieck

Mark Toriello

Thad Santos

Past Presidents
Ernest Beattie*  David Bell

Richard Boudakian  Ron Rollins

Clyde Butcher*  Frank A. Dinapoli

Marcel Dutiven  Sam Kuvins*

Robert Laird  Gerald E. Muscio

Harry O’Kronick  Burt Russell

Jerry Salzer  Dick Zodikoff

Charlie Scatiero*  Lenny Wachs

Doug Rieck  Stuart Markowitz

Jeff Gheysens  Doug Karvelas

Mike Prudente  Gerry Barton

*deceased  Al Villani

CWONJ.COM

CWONJ NEWS
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The Profiler’s nozzles telescope up and down to profile the 
contour of each vehicle, delivering maximum pressure output 
to the surface of each vehicle.  The Profiler nozzles provide up 
to 30% more output pressure on the surface of each vehicle 
without any additional horsepower.

The Air ONE Profiler™ from the Motor City...  
The Best Innovation to drying in decades!
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GET MORE...  GET MOTOR CITY!

™

™
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windows and body surfaces
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option and reduce your amp 
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By Alan M. Petrillo

national SOAR organization," Murachanian said. "I met and 
spent some time with him, and he asked me to serve on the 
New York City SOAR board of directors, which I accepted."
 Yacoubian said that SOAR is celebrating its 10th anni-
versary and currently has 95 chapters around the world that 
support 34 orphanages, 24 in Armenia and the balance in 
Georgia, Syria and Lebanon. 
 "These include orphanages, boarding schools and sum-
mer camps," Yacoubian pointed out. 
 SOAR chapter volunteers such as Murachanian serve in 
a variety of capacities, Yacoubian noted.
 "One is a traditional fundraising capacity, which the New 
York City chapter is great at," he said. "They identify a project 
they are interested in, a particular orphanage, and design a fun-
draising event around it, with the funds going to that facility."
 Murachanian traveled to Armenia for a dozen days re-
cently to meet with orphanage directors and children, and 
to determine what they need in the way of infrastructure 
and supplies.
 "In July we went to the largest orphanage in Armenia 
that has 225 children," Murachanian said. "The children 
were all disabled orphans, and it was heart-breaking to see 
so many kids in wheelchairs and on crutches in a dilapi-
dated building."
 Murachanian noted that SOAR does not disburse funds 
directly to orphanage directors, but rather finds out what 
they need, purchases those goods, gets them delivered, and 
then follows up to determine that they arrived safely and are 
being used."� n

To learn more about SOAR visit www.soar-us.org

Alan M. Petrillo is a Tucson, AZ-based journalist, a former upstate 
New Yorker, and contributing editor of Northeast Carwasher. He’s 
the author of the historical mystery, Full Moon; the nonfiction work, 
Ice Hockey in the Desert; and his newest historical mystery, Asylum 
Lane, all available at www.amazon.com.

 John Murachanian, a sales representative for the past 30 
years at ZEP Vehicle Care of Eagan, MN, is a guy who has a 
heart – a very big heart that he's not shy sharing with those 
in need.
 Murachanian has diverted a great deal of his attention 
– time, energy and money – recently to helping Armenian 
orphans and a United States-based organization that works 
for their benefit, to improve the lives of those orphanage chil-
dren, especially children who are disabled.
 "My brother told me about a fundraiser in New York City 
that he couldn't attend for a group called SOAR (Society for 
Orphaned Armenian Relief)," Murachanian said. "I went to 
the event at a bar/restaurant and wrote them a check for $40 
to cover the event, later meeting the president of the group. 
We talked about the fundraisers SOAR had in the area, and 
I suggested that I could help them raise funds because I had 
raised $45,000 in two fundraisers for a friend dying from ALS 
(Amyotrophic Lateral Sclerosis)."
 Murachanian's heritage goes back to a grandmother 
who was a target of Turkish-Armenian genocide at the turn 
of the 20th Century. "My grandmother was smuggled from 
Armenia through Turkey to the United States," he says. "It 
took a year for her to get to Ellis Island where the authorities 
did not want to let her into the country. Luckily, my grand-
father was there to meet her (a priest had arranged for his 
grandmother to come to the U.S.), and they were married on 
Ellis Island, so she was allowed into the country."
 Murachanian said he grew up in the same house with 
his grandmother. "I started to appreciate her story more and 
more as I heard tales at this fundraiser," he said. "Those sto-
ries had meaning for me. I felt the difficult problems the kids 
over there had and I knew I needed to help."
 Murachanian offered to work with the New York City 
chapter of SOAR to add a Christmas fundraiser to help the 
children in Armenia. "I think that got the attention of George 
Yacoubian Jr., the chairman of the executive board of the 
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Q: What company do 
you work for and how many 
years have you been in the 
industry? 

A: I work for Simoniz 
USA, and I’ve been in the in-
dustry for 11 years.

Q: Tell us about your 
business.

A: We supply chemi-
cal, equipment and hopefully 
knowledge for carwash op-
erators to improve their profits 

and knowledge of carwashing. That’s my favorite part. I love it 
when I can help an owner improve his bottom line. 

Q: How did you get into the industry?
A: When I met Al West, our sales manager, that was 

the biggest deciding factor for me. His passion and the 
love of the carwash business far surpassed anything I was 
doing or ever did.

Q: Why do you want to be a CWONJ board member?
A: I want to contribute to a group that has helped me 

and so many others, carwash or non related. Hopefully, I 
will and can pull my weight. 

Q: Why is it important to participate in a state car-
wash association?

A: I believe it is important in life to contribute to an asso-

Meet New CWONJ Board Member Thad Santos
ciation that positively affects so many people. It’s not just own-
ers the CWONJ impacts, but it’s employees, customers and ven-
dors. This carwash industry of ours supports so many families. 
In any field, if anyone can help in the slightest way it’s a huge 
plus and such an honor to be a part of this great organization.

Q: What is the main goal you hope to accomplish 
while serving on the board?

A: Growth. I hope I can help grow the association, 
and obviously help with anything and everything I can. 
But I definitely want to help it grow.

Q: How was business in 2015?
A: It can always be better! All in all, though, a couple 

great months were February and May – record numbers in 
the industry, in fact.

Q:  What are your biggest concerns as a vendor? What 
challenges do you face?

A: With all the new challenges and pressures facing 
owner-operators from municipalities, I think it is important 
to assist operators in developing new and innovative ways to 
continue to grow their businesses.

 Thanks to the monthly carwash clubs, many opera-
tors have a more consistent revenue stream to help offset the 
slow months while building customer loyalty.”� n

Thad Santos

Lois Criscuolo Dies at 85
 The Car Wash Operators of New Jersey (CWONJ) 
would like to express their sympathy at the loss of Lois 
Criscuolo on July 19 at the age of 85. Lois, the wife of 
John Criscuolo for the last 60 years, is preceded by her 
son Paul and is survived by her husband John, and her 
two sons John and his wife Ruth and Mark Criscuolo, all 
of Point Pleasant Beach as well as her daughter-in-law 
Cheryl and six grandchildren, John Jr., Michele, Andrea, 
Julie, Melissa and Paul Jr. She was a loving mother and 
grandmother and was beloved by all who knew her.
 Donations may be made in her memory to Ocean 
of Love, 1709 Highway 37 East, Toms River, NJ 08753. 
Ocean of Love is a non profit, 501(c)3 charitable orga-
nization dedicated to helping Ocean County children 
with cancer and their families. To learn more visit www.
oceanoflove.org� n

HAVE A MEETING TOPIC IDEA?

Tell us about it and we'll make it happen!

Call Suzanne at 800/287-6604  

or email her at  

mediasolutions@nycap.rr.com
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WASHIFY POINT-OF-SALE

WASHIFY PAY STATION

WASHIFY MOBILE APP

WASHIFY: A CAR WASH POINT-OF-SALE SYSTEM LIKE NO OTHER

REQUEST A DEMO, CALL 1-855-WASHIFY
WWW.WASHIFY.COM

Targeted email marketing 

E-Commerce enabled smartphone app

Custom-built E-Commerce

Upsell monthly unlimited packages

Cross-sell washbooks and gift cards

Promote loyalty programs

Full-featured POS and integrated marketing system

Efficiently  manage & grow unlimited/loyalty programs

Multi-Site buy and redeem functionality

Integrated mobile app allows customers to 

purchase/redeem washes

Employee productivity tracking

Remote Remote reporting with text & email updates

E-Commerce enabled website 

Large 15-inch Touchscreen

Advanced RFID reader and tagging system

Compact Design, easy to reach from any vehicle

Bill and token dispenser

High-security lock system and integrated alarm

Non-glare sunlight readable display

Multiple denomination bill acceptorMultiple denomination bill acceptor

POINT-OF-SALE FEATURES & BENEFITS PAY STATION FEATURES & BENEFITS

INTEGRATED MARKETING: TURN YOUR PAY STATION INTO A MARKETING PLATFORM

Introducing The Washify Pay Station
starting at $16,895*

LEARN TO

 UNLIMITED UNLEASHED!

*without cash option



East Brunswick Car Wash at 1075 Rt. 18 in East Brunswick is a 106-foot 
express exterior $5 carwash that features free vacuums and is owned by 

Andrew Gurin. This site also features several self-service bays as well as full 
and express detailing services including hand waxing, interior cleaning and 
conditioning, carpet express cleaning as well as infant seat steam cleaning 
and head light restoration. It features Motor City Wash Works equipment.

CWONJ Tours  
Brunswick Market
 The Car Wash Operators of New Jersey (CWONJ) headed 
to the Brunswick market to tour four outstanding washes on 
Tuesday, June 30. Featured facilities included East Brunswick 
Car Wash, Rt. 33 Car Wash of Marlboro, Crown Car Wash and 
Trax Carwash. The group departed from the Holiday Inn in 
Clark at 10:30am, make an additional stop to pick up attend-
ees at the Brunswick Square Mall in East Brunswick, and 
then toured the washes and enjoyed lunch at Arthur’s Tav-
ern in New Brunswick. “This is a great opportunity to learn 
something new,” said CWONJ President Mike Conte. “It’s a 
day you should not miss.” 
 The CWONJ would like to thank the participating opera-
tors who opened up their sites for the tour. These included 
Andrew Gurin at East Brunswick, Jack Aaronson at 33 East 
Car Wash of Marlboro, Lou Ferraro at Crown Car Wash and 
Mike Jacobecci at Trax Carwash.� n

For more information visit www.cwonj.com 

Wash owner Andrew Gurin proudly stands in front of his menu board.

Foam & Wash’s Gary Baright, Andrew Gurin, Posh’s Stu Markowitz and GMI 
Brokerage’s Gary Grunsky.
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Innovation abounds at East Brunswick Car Wash, 
at 1075 Rt. 18 in East Brunswick, from the clever 

trash can to the tunnel’s oozing Lava Arch.  
Pictured at the right are some of the wash’s  

key employees who ensure that each vehicle  
exits the tunnel looking good!

More event photos on pages 54-56.
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33 East Car Wash at 190 Rt. 9 N. in Marlboro is a full-service wash 
owned by Jack Aaronson. It features soft cloth and safe, professional 
carwash shampoos, waxes and cleaning products. It also boasts de-
tailing, headlight restoration, pre-paid savings cards, gift cards and 
a customer loyalty program. It’s also a beauty of a wash!

CWONJ Tours Brunswick Market … continued from page 53.
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Crown Car Wash at 1 Tices Lane 
in East Brunswick is an exterior 
express wash owned by Lou 
Ferraro. It was recently reno-
vated and features an unlimited 
wash club starting at $14.99. It 
features Hanna equipment.

Evan Baright, Miguel Gonzalez 
and Gary Baright.

Northeast Carwasher, Fall 2015  | 55



CWONJ Tours Brunswick Market … continued from page 55.

Trax Car Wash at 17 NJ 18 in New Brunswick is the 
former Brunswick Circle Car Wash now owned by Mike 
Jacobecci. It features a tunnel and unlimited monthly 
wash club. Its 15-minute express detail also features a 
Nitrofill option. This service can improve steering, han-
dling, braking, reduce tire oxidation, eliminate interior 
wheel corrosion, reduce running temps and decrease 
false alarms from tire pressure monitoring systems. The 
wash features MacNeil and Aerodry Systems.
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Payment systems with 
the customer in mind. 

Unitec’s diverse line of product offerings can streamline your operations, improve 
your efficiency and boost your bottom line revenue. Our payment entry systems 
are designed to automate the transaction process, while maximizing customer 
loyalty through use of innovative marketing tools and programs.

Learn more about our products and the benefits of partnering 
with us by visiting www.StartwithUnitec.com.

Products pictured left to right: Sentinel, C-Start, Portal.

Unitec’s diverse line of product offerings can streamline your operations, improve Unitec’s diverse line of product offerings can streamline your operations, improve 
your efficiency and boost your bottom line revenue. Our payment entry systems your efficiency and boost your bottom line revenue. Our payment entry systems 
are designed to automate the transaction process, while maximizing customer are designed to automate the transaction process, while maximizing customer 

7125 TROY HILL DRIVE, ELKRIDGE, MD 21075  |  443.561.1200

 The Customer Comes First.  
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happen, and we are extremely grateful for that.” 
 Children’s Community Engagement Coordinator Billy 
Cardone spoke on behalf of the hospital before introducing 
a parent who has experienced the benefits of Children’s first-
hand. “I’d just like to thank the CWONJ so much for your fun-
draising and support,” said Kathy Garriques. “It means more 
to me than you know.”
 Another special part of the event was honoring long-
time CWONJ member and past president Gerry Muscio with 
a Lifetime Achievement Award. Muscio, who was in the in-
dustry for nearly 50 years was humbled by the honor.
 In addition to 18 holes of golf on the Gary Player signa-
ture course, the group enjoyed a buffet lunch and dinner, 
as well as a lively cocktail hour complete with passed hors 
d’oeuvres, before enjoying a buffet dinner.
 The winning foursome consisted Jay Birnbaum, Joe Mal-
kin, Chris Coleman and Jeremy Liebhoff with a 57. They re-
ceived $100 gift certificates from the Pro Shop. Second place 
finishers were Scott Freund, Chris and Barry Hart and Pete 
Defazio with a 60. They got $75 gift certificates from the Pro 

Gerry Muscio Receives Lifetime Achievement Award 

CWONJ Giving Reaches $52,000 For
Children’s Specialized Hospital
UNION, NJ — The Car Wash Operators of New Jersey (CWONJ) 
played some great golf and raised another $5,000 for the Chil-
dren’s Specialized Hospital here on Monday, August 3. To date, 
the CWONJ has raised $52,000 for the hospital. 
 A picture-perfect day of golf was capped off by the gen-
erousity of the association’s membership. “This is really a 
great day and something our members look forward to,” said 
CWONJ President Mike Conte. “It’s all about raising money for 
the hospital today, and we are very happy to be able to do that.”
 Children’s Specialized Hospital (www.childrens-special-
ized.org) is the largest pediatric rehabilitation hospital in 
the country. It serves children affected by brain injury, spinal 
cord dysfunction and injury, premature birth, autism, devel-
opmental delays and life-changing illnesses from ages two 
to 21. Children’s Specialized has nine sites in New Jersey and 
treats more than 16,000 children annually from all over the 
country. The CWONJ has been teaming up with them since 
2004, according to Conte. “This event is one of our most im-
portant annual events because of what we can do for the 
kids,” he said. “Our golfers and sponsors make our donation 
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The Car Wash Industry’s
Best and Brightest 

Are Talking!

Are “YOU” Listening?

Ed Dahm

Martin
Geller

Marshall
Paisner

Talk Internet for Car Washers 

Shop. Men’s longest drive winner was Kevin Cooper on Hole 
#4; longest drive winner on Hole #12 was Chris Draeger. Cory 
Fleishman had the closest to the pin on hole #11 with 8'7" 
and Nick Choms had the closest to the pin on hole #16 with 
5'8". Each winner received a $75 pro shop gift certificate.
 The association would like to acknowledge its vendor 
sponsors including: Platinum Sponsor/Buffet Reception Spon-
sors, ICS and ZEP Inc.; Lunch Sponsor Simoniz USA; Lunch 
Beverage Sponsors Old Granddad and Service Champ; Cock-
tail Hour Micrologic; Hole-In-One Vehicle Sponsor Ray Catena 
Auto Group; Hole in One Sponsor Birchwood Insurance and 
Northeast Carwasher magazine; Sponsor the Pro Sponsors 
Eastern Funding; Beverage Cart Sponsor Prime Lube; Longest 
Drive Sponsors Advantage Contractors LLC and Fowler; Golf 
Cart Sponsor Carwash Insurance Program by McNeil & Co., 
Inc. and Rosey’s Tank Cleaning; Towel Sponsor ERC Wiping; 
Closest to the Pin Sponsor Circle Lubricants, Inc. and Qual 
Chem, LLC, Raffle Prize Sponsors Jobe and Stoner.
 Hole Sponsors included: Advantage Supply; Broad Street 
Car Wash; Butch’s Automatic Car Wash; In memory of Carolyn 
Coates; DRB Systems Inc., ERC Wiping Products; Frank Mill-
man Distributors; Harvey Fruchter, Attn. at Law; G & G LED; 
Kirikian industries; Kleen-Rite; Lorco; Marlton Classic; Motor 
City Wash Works (2); PayMedia; Protapes; R & T Electric; Ren-
demonti Wealth Management; TransActiv; T & E Sales; The 
Conte Family; Val Pak of Central NJ and Washtech.� n

For more information on the association  
visit www.cwonj.com.

The CWONJ held its 15th 
Annual Golf Classic at 
picturesque Suburban 
Golf Club in Union in 
early August.

Event photos on 
pages 60-63.
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CWONJ Golf … continued from page 59.

Jay Birnbaum, Joe Malkin, Chris Coleman and Jeremy Liebhoff were the winning foursome!

Team Boffa and their trusty forecaddie tore up the course.

With their forecaddie by their side Chris Draeger, Joni Millman and Jerry 
Maietta maneuvered the course like pros.

George Hantis, Mike Prudente, Thad Santos 
and Kevin Keller strike a handsome pose.

Forecaddies were added to the event this year 
compliments of Suburban. Forecaddies are cad-
dies that play ahead of a foursome to see where 
the ball falls. They do not carry your clubs. The 
addition was a welcome addition to a great day 
on the links.

ZEP’s Todd Whichard and George Ribeiro played with ICS’s Brad Metcalf and Towne Car 
Wash & Detail’s Peter Cooper.
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The SoBrite Filtermatic  
reclaim systems have set the

Car Wash Industry standards.
u Patented ODOR CONTROL SYSTEM, guaranteed to  
 eliminate odors.

u Reduce your water and sewer expenses by 70%-90% +

u Save water and sewer expenses, clean up your discharge  
 water or just do Your part in going green.

SoBrite’s Filtermatic²

Produces up to 160 GPM  
without Operators  
Assistance 

SoBrite’seenFiltermatic3b 

Designed for Lower Volume 
Needs Up to 25GPM

Economatic Reclaim System
• Single, Double or Triple  

Hydro-Cyclonic Action
• Automatic Fresh Waster Over-

rides (low/high water protection)
• UL Listed Control Panel
• Easy Retrofit Applications
• Proven Odor Control
We also offer a full line of SoBrite “Spot Free” Rinse Systems.

Distributor Inquiries Welcome

Contact Leo Zona at email: lzona@zwashsystems.com
Phone: 781-659-0100  •  Fax 781-659-0400

Distributor  
Inquiries  
Welcome!

Pro McCormick and hole helpers Doug Karvelas and Gerry Muscio.

Jeremy Liebhoff with 
Magic Touch pre-
pares for his shot.

Team Freund took second this year but proved once again to be fierce 
competitors. Congratulations to Barry and Chris Hart, Pete DeFazio 
and Scott Freund, event Chairman.

Event Chairperson Scott Freund readies to try to beat Pro McCormick at Hole #11.
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CWONJ Golf … continued from page 61.

CWONJ President Mike Conte presents Children’s Community Engage-
ment Coordinator Billy Cardone and Kathy Garriques, whose daughter 
has experienced the great work of the hospital, with a $5,000 check from 
the day’s events.

The Hole in One car wash sponsored by Ray Catena Auto Group.

Suburban’s left handed 
Pro Mark McCormick hit 
against the CWONJ golfers 
on Hole #11 to help raise 
money for The Children’s 
Specialized Hospital.

Frank Millman’s Kenny Young played with Service Champ’s Michael 
Donahue and Jeff Players.

The lovely Leslie Santos assisted CWONJ board member 
Richie Boudakian verify a hole-in-one shot on Hole #3.

Turtle Wax’s Bernie Russell and Ziposhine’s Dan Bell.
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President Conte 
presented long-time 
CWONJ member and 
Past President Gerry 
Muscio with a surprise 
Lifetime Achievement 
Award.

CWONJ President 
Mike Conte was 
hard at work sitting 
Hole #16.
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 I hope everyone has been enjoying the summer and the pollen traffic it 
brought to our wash locations! Many of us have tried to rest a bit and pace our-
selves as we head into fall. I for one think it is going to be a great washing season 
heading into a strong winter – just a feeling. 
 We just finished a leadership retreat in August where we discussed 
future association leadership. We made long-range plans for meeting dates and 
firmed up some program ideas.
 The Mid-Atlantic Carwash Association (MCA) now returns to its member-
ship meetings that many of us look forward to as we catch up and reconnect. The 
September 23rd meeting was held in Upper Marlboro, MD, at a private car/boat col-
lector’s residence. It was a great social time as we strolled through the collection and 
enjoyed some outstanding barbeque. This is truly a rare opportunity where a private 
citizen invited us to tour his collection. We gratefully accepted since most of us have a 
love for cars. There was no program, just a nice time for networking.

MCA Hosts 26th NRCC!

 The MCA is this year’s Northeast Regional Carwash Convention 
(NRCC) host! Countless hours of planning have been put into making our new 
venue at the Atlantic City Convention Center a success. I want to personally 
thank Dave DuGoff, this year’s chairman, for all his personal time invested in the 
planning process and serving on that board. He always goes above and beyond 
in all that he does. We are looking forward to the biggest and best show ever with 
more than 300 exhibits and the best education you can find! It’s not too late to 
register so simply go online to nrccshow.com and sign up today. If you miss this 
show, you will truly miss a lot!
 The final MCA meeting of the year is in Little Italy, Baltimore, MD, that 
was previously postponed. Our meeting will be November 4 with plans to have a 
speaker on the new credit card changes and impacts on the carwash industry. 
Please RSVP on our website at www.mcacarwash.org

CBF Experience

 And finally, as many of you know, I am an educator at heart which 
afforded me a rare educational study with the Chesapeake Bay Foundation 
(CBF) on Fox Island this past summer. Having a week to explore the watershed 
and bay helped me further see the importance of clean water and doing our part 
to support the efforts of the CBF. I am so enamored with my experience that I 
welcome the chance to talk with any of you in more depth about what I learned 
and experienced. There are a variety of ways to connect with me! Just take a look 
at our Board of Directors list.

See you in Atlantic City!!!! 

 Heather Ashley     
MCA President

PRESIDENT’S COLUMN

MCA Board Of Directors
President
Heather Ashley

Virginia Car Wash Industries Inc., Toms Brook, VA.

540/436-9122 • asm@shentel.net

Linkedin and Twitter @hrashley

Operator VP
Robert Stair

Mine Road Auto Spa, Fredericksburg, VA. 

Phone • email

Supplier VP
Pam Piro

Pam Piro, Unitec Electronics, Baltimore, MD.

443/561-1200 x127 • ppiro@startwithunitec.com

Secretary
Stuart Hammerschmidt

Shore Corporation, Pittsburgh, PA.

412/471-3330 • shammerschmidt@shorecorporation.com

Treasurer
Sean Larkin

Westminster Car Wash and Detailing, Westminster, MD.

410/848-6966 •  larkzuech@yahoo.com

Past President
Dave DuGoff

College Park Car Wash, College Park, MD

301/986-1953 • dave.dugoff@gmail.com

Past Distributor Vice President
David West

Washtech, Charlottesville, VA

540/845-5303 • laserwest@aol.com

Executive Director
Pat Troy

Nextwave Group, Severna Park, MD

888/378-9209 • mca@mcacarwash.org

Directors
Larry Bakley Scott Eichlin

Matt Bascom Bob Heid

Dan Callihan John Lynch 

WWW.MCACARWASH.ORG

If you have an MCA story idea or  
wash you think we should feature,  
drop us an email at: 
mediasolutions@nycap.rr.com

MCA NEWS
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A Once-in-a-Lifetime Education 
About Water
By Heather Ashley

 Three days were spent on Fox Island which is about 
an hour by boat from Smith Island near Reedville, VA. All 
of these islands are right there in the bay, but Fox Island is 
not much of an island any more. Marshy areas remain and 
are evidenced during low tide, but Fox Island is mainly an 
old fishing lodge on stilts. It is run completely by solar pan-
els, lighting is minimal and flashlights were used as needed. 
There were no showers or toilets other than a simple throne-
style composting toilet which you climbed 20 or so steps to 
reach. A 90-foot well has been drilled for freshwater and in 
order to pump it up a stationary bike was pedaled. This was 

 I was selected with 19 other educators and river enthu-
siasts to attend a weeklong educational experience in July 
hosted by the Chesapeake Bay Foundation(CBF). Our first 
two days were spent in the Shenandoah Valley.  We canoed 
the river and learned about the organisms living there by 
wading and catching various samples. We tested water qual-
ity and learned what containments keep the river from being 
its healthiest. I learned that one detriment is farmers allow-
ing cows into the river causing a rise in the nitrogen levels. By 
fencing the borders of the river, river quality can improve and 
there are grants available for that purpose.

During a weeklong educational trip MCA President Heather Ashley took part in 
various experiences to better educate herself on the importance of water. She is pic-
tured here wading and catching samples of organism in a Shenandoah Valley river.

Touching and feeling the organisms, river and bay life helped round out 
her week of learning. Ashley said the experience was a once-in-a-lifetime event for her.

The group canoed the river and managed to stay afloat in doing so!
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MCA UPCOMING EVENT

November 4 *teNtative date

MCA Membership Meeting

To learn more visit 
www.mcacarwash.org

used for washing dishes and brushing teeth, however drink-
ing water was treated.  
 We also did water testing and species identification 
while on this adventure. We dredged the bay for oysters and 
we baited crab traps. I learned how to sex a crab and how to 
determine if the crab has eggs.  
 We learned the legal size needed to keep a crab and I 
know never to eat she crab soup...ask me why...ewww. 
 We also went to Tangier Island, as well as Smith, and 
talked to the locals about their way of life. These people 
truly live differently than we do, and they even have a dif-
ferent dialect.
 I sat on the large screened porch at night feeling the in-
tense breeze from all sides and hearing a soft whistle. I tried 
to absorb the fact that this was a once-in-a-lifetime experi-
ence which until recently I never had known existed. It was 
truly a life-changing and nature-connecting experience. � n

Heather Ashley is the President of the MCA. She and her husband Mike 
operate Virginia Car Wash Industries Inc., in Toms Brook, VA. 

Dumb Crooks,  
With a Specialty in  
Shampoo Machines
By Dave DuGoff

EDITOR’S NOTE: This story was based on an MCA alert that went out 
to its members. There were eight vandalism incidents at four locations in 
12 days. If you know of any other incidents, please reach out to the mca at 
www.mcacarwash.org.

 Saturday night, July 25, two shampoo machines were 
broken into by two individuals with a crowbar. They stole the 
money, and did quite a bit of damage to the two shampooers. 
These machines will likely need to be replaced at a cost of 
close to $6,000 each – not to mention lost revenue until they 
are replaced.
 The robbers may be familiar with the machines because 
they were in and out fairly quickly. One of them wore a T-shirt 
with identifying company information as “Galaxy Painting” 
with a phone number picked up by a security camera.  (The 
photo was too low resolution to print here.)
 On July 30, the pair struck again at another location of 
the same chain. Same result.
 They vandalized two locations of another operator six 
times between Thursday July 23 and Monday August 3. Doyle 
combo vac’s were the primary target, as well as vending ma-
chines. The locks were destroyed and expensive parts were 
taken. One night they could be seen on the video for an hour 
and a half onsite. Finally, they were observed by a passing po-
liceman. They jumped into their car, and the officer chased 
them into the next county were they were apprehended, 
confessed and arrested. The arresting officer had the photo 
at the time of the arrest. The damages are at least several 
thousand dollars for welding and locks.
 There’s a bail hearing for one of them August 5.
 As operators, we have a tendency to take these insults 
and not call the police. This is a good example of why you 
should report it. Property crimes are not the highest priority 
for police, but sometimes, you do get a good result.� n

Dave DuGoff is MCA’s Immediate Past President. He operates College 
Park Car Wash in College Park, MD.

Is Your Wash Amazing?

CALL AND TELL US ABOUT IT AT

518/280-4767 TODAY!
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 I have discussed the overall importance of trade associations in my 
past messages. With this message, I would like to update the New England 
Carwash Association (NECA) membership on programs and initiatives that are 
actively being planned by NECA’s Board and volunteers.
 Jeremy Bates of South Shore Carwash is the driving force for this 
year’s charity golf outing at Shaker Hills Country Club in Harvard, MA, Mon-
day, Sept. 28. This event has always been a great social occasion for the organi-
zation while raising funds – nearly $57,000 since 2003 – for various charitable 
organizations. I would also like to thank Patti Kaplan for planning this event 
for many years prior to Jeremy taking the helm. We hope to see you all there. 
Sign up at www.necagolf.net.
 Ron Bousquet is one of the founders of the Northeast Regional Carwash 
Convention (NRCC) and a leader of this event for 20 years. The NRCC, representa-
tives from the NECA, New York State Car Wash Association, Connecticut Car-
wash Association, Carwash Operators of New Jersey and Mid-Atlantic Carwash 
Association collectively put on the show each fall. The big news this year is that the 
October 5 - 7, 2015, show has moved to a larger facility to accommodate growing 
attendance and floor space requirements. This year’s NRCC will be held at the At-
lantic City Convention Center and the upscale Borgata will be the host hotel. Ron’s 
leadership is especially appreciated because NECA will be hosting the 2016 NRCC. 
Online registration is now open for the 2015 show at www.nrccshow.com.
 Dom Previte has been busy planning our fall dinner meeting and program 
for Tuesday, November 17. This event will feature a distinguished and expert speaker 
on the topic of dealing with customer complaints. Please consider enrolling your 
management, sales and customer service employees for this special program on an 
important topic that promises great take-away value for all who attend.
 We also have a team consisting of Danny Paisner, Adam Korngold and 
Mat Paisner, who have been researching methods to promote carwashing in New 
England. This team has made a great effort in preparing recommendations for the 
Board who has now approved Association funding for a pre-holiday season radio/
advertising campaign to encourage consumers to purchase carwashes as holiday 
gifts. We’ll present all the details in the weeks to come and at our fall dinner meeting.
 In the last issue of the Northeast Carwasher, we featured a story about 
our 2015 Table Top Show and Tour. Brian Messina and Jeff Panich are already at 
work planning the spring 2016 event.
 I would like to thank the NECA Board and committee leaders for all 

their hard work driving these events and initiatives. We hope 
you will take advantage of all these activities.

David J. Ellard
NECA President

PRESIDENT’S COLUMN
2015 BOARD OF DIRECTORS
Officers
President – Dave Ellard 
Triple Play Car Wash 
100 Washington Street Attleboro, MA 02703 
508/277-0955  •  Fax 508/915-4824  •  dellard135@aol.com

Vice President – Dom Previte III 
Somerville Car Wash and Detailing 
680 Somerville Avenue Somerville, MA 02143 
617/593-3262  •  Fax 617/625-3309  •  dom@seeyoushine.com

Vice President/ Suppliers– Steve Stockman 
Trans-Mate Products, Inc. 
13 Sterling Road No. Billerica, MA 01862 
508/878-2068  •  Fax 978/667-1819  •  sstockman@trans-mate.com

Treasurer/ Secretary  – Scott DeWitt 
Cape Ann Car Wash 
20 Railroad Avenue Gloucester, MA 01930 
508/560-3399  •  Fax 978/768-7065 
sdpropertyservices@hotmail.com

Immediate Past President – Adam Korngold 
Waves Car Wash 
1680 VFW Parkway West Roxbury, MA 02132 
617/848-4237  •  Fax 508/861-0468  •  adam@waveswash.com

Operator Directors
Jeremy Bates - South Shore Car Wash 
384 Centre Street Quincy, MA 02169 
617/470-3300  •  jeremybates1@gmail.com

Nir Drory - Prestige Car Wash 
245 N. Pearl Street Brockton, MA 02301 
508/400-4000  •  Fax 508/230-5567  •  nirdrory@msn.com

Peter Janis - Jamaica Plain Car Wash 
3530 Washington Street Jamaica Plain, MA 02130 
617/594-9348  •  Fax 617/522-7313  •  jjman356@aol.com

Brian  Messina - Royal T Car Wash 
20 Folsom Road Derry, NH 03038 
603/234-3203  •  Fax 888/908-6652  •  bmessina7@gmail.com

Mat Paisner - Scub-A-dub 
172 Worcester Road Natick, MA 01760 
315/254-8118  •  Fax 508/655-9261  •  mat@scrubadub.com

Dean Perdikakis - Freeway Car Wash 
290 Dexter Street Pawtucket, RI 02860 
401/639-9599  •  Fax 401/331-0773  •  dean@freewayenterprisesllc.com

Supplier Directors
Jeff Arimento - New England Car Wash Equipment 
P. O. Box 1506 Littleton, MA 01460  
978/844-6055  •  Fax 978/278-9292 
jarimento@necarwashequipment.com

Duffy Cink - Autowash Maintenance Corporation 
90 Canal Street, Malden, MA 02148 
781/835-6156  •  Fax 781/324-2735  •  duffy@autowashmaintenance.com

Executive Director
Sherri Oken, CAE - The Association Advantage LLC 
www.TheAssociationAdvantage.net

NECA 
591 North Avenue, Suite 3-2, Wakefield, MA 01880-1617 
781/245-7400  •  fax: 781/245-6487  •  info@newenglandcarwash.org 

www.newenglandcarwash.org

New eNglaNd Car wash assoCiatioN, iNC.

NECA NEWS
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NECA Begins Planning for  
2016 Tour/Table Top
 The New England Carwash Association (NECA) board 
has begun planning for its 2016 Table Top Show and Tour, 
building on the success of the 2015 event. To view photos 
of the 2015 show and tour, visit the NECA website’s Recent 
Event Recap under the News & Events tab at (http://www.
newenglandcarwash.org/category/9439/2014-table-top-
tour-and-show-photos.htm)  

Thank you to tour hosts:

 ❖ Joel Shapiro of LJ’s Car Wash & Detail Center,  
Norton, MA

 ❖ Dean Perdikakis of Freeway Carwash, Pawtucket, RI

 ❖ Dennis Medina and his team at The Pro’s Car Care 
Complex, Mansfield, MA

 ❖ Dave Ellard, Terrance Elder and the team at Triple 
Play Car Wash, Attleboro, MA

 ❖ Paul D’Amelio and his family at Franklin Car Wash, 
Franklin, MA.

EXHIBIT WINNERS!  
 Thank you as well to Connie Burton and Aaron Smith 
of Burton Car Wash of Brattleboro, VT, for their thought-
ful judging.

Best in Show:  New England Car Wash Equipment 
(www.necwequipment.com) – $100 McCormick and 
Schmick gift certificate which can be used at any of 
Landry’s 40 unique brands.

Most Successful at Aligning with Our Theme: Fairway 
Concepts (www.fairwayconcepts.com) – Lunch on us 
- $50 Not Your Average Joe’s gift certificate

Most Eye-Catching Display of Otherwise Mundane 
Items: Wipe-On Wipe-Off – Lunch on us - $50 Ber-
tucci’s gift certificate

Exhibitor Appreciation Drawing: Dave Bruno, Au-
towash Supply Company – $75 gift certificate to Joe’s 
American Bar and Grill which can be used at any of the 
restaurants in the Tavistock Restaurant Collection.

A Huge Thank You to Our 2015 Table Top 
Exhibitors and Sponsors
SPONSORS

Major Show Sponsor
Trans-Mate Products, Inc. (www.trans-mate.com)

Major Show and Bus Tour Sponsor
Autowash Maintenance Corporation 
(www.autowashmaintenance.com)

Tour Lunch Sponsor
DRB Systems Inc. (www.drbsystems.com)

EXHIBITORS
EXHIBITOR’S NOTE: Current members are in boldface
Arlen Company, Auto Glanz Solutions, Auto Shine of New 
England LLC, Autowash Maintenance Corp., Autowash 
Supply Co., Inc., Blendco Systems, C.A.R. Products 
Inc., Daily General Counsel, DRB Systems, Econocraft 
Worldwide Mfg., Fairways Concepts, Gator Greetings, Ham-
ilton Mfg., Innovative Control Systems (ICS), McNeil and 
Company, Michael Geller Distributors, ML Stein, Na-
tional Ticket Company, New England Car Wash Equip-
ment, Prestige Carwash  Equipment, Progressive Ener-
gy  Consultants, Region-X, Ryko Solutions, Inc., Simoniz 
USA, Sonny’s The Car Wash Factory, Stinger Chemical, Tap-
co LLC, Tellus Rainwater Solutions Group, Trans-Mate 
Products Inc., Triad Design, Unitec, Washify  Services 
LLC, WashSource LLC, Wash Systems LLC, Watchfire LED 
Signs, Wipe-On Wipe-Off LLC, ZEP Vehicle Care.� n
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Brent Garrett
Xtreme Clean Auto Spa, 
Gainesville, GA

Gary Jones
Super Suds Car Wash, 
North Platte, NE

Glen Sheeley
Sheeley’s Car Wash, 
Walden, N.Y.

“Even after 100,000 washes 
these wrap brushes clean so 
well and operate so smoothly.”

“I know it’s going to run
 perfectly, every day.”

“The engineering of the top 
brush is leaps and bounds 
over anyone else’s.”

A Ryko Solutions Company

The Big 3 for your wash

At the heart of every winning wash is a trio of equipment that 
separates the truly great from everyone else. Put MacNeil’s Big 3 –
our industry-leading conveyor, SuperFlex Wrap brushes and 
Evolution Top Brush – into your line-up and take your wash to 
new heights.  

Get the powerhouse trio behind a winning wash

The MacNeil Big 3
Engineered to last longer, perform better, cost less and deliver more. Every day. 

www.macneilwash.com  |  1-800-361-7797



Belmont Car Wash & Detailing 
Wins Family Business Award
By Alan M. Petrillo

 Belmont Car Wash & Detailing in Belmont, MA, has won 
the 2015 Massachusetts Family Business of the Year Award in 
the “small firm” category.
 The awards program, hosted annually by the North-
eastern University Center for Family Business, honors three 
family businesses, categorized by size, and recognizes them 
for their continued success in operations, community in-
volvement and innovation. It was created nine years ago to 
highlight some of the achievements of Massachusetts-based, 
family-owned businesses and entrepreneurs.
 Belmont Car Wash & Detailing was one of 36 finalists 
and was chosen the winner in its category by an indepen-
dent panel of judges, each with a background in family busi-
ness. The company received the award in June with the other 
winners at an awards gala at Northeastern University.
 Belmont Car Wash & Detailing, a full-service carwash 
with a 135-foot tunnel, and full- and express-detailing ser-
vices, is owned by Paul Tocci Jr. The carwash is in its 51st year 

of operation. In 2007, Belmont Car Wash & Detailing earned 
an award from Boston Magazine as the Best Carwash in the 
Greater Boston Area.
 Adam Tocci, general manager of Belmont Car Wash & 
Detailing, said receiving the Northeastern University award 
“is a special win for us that hits a sentimental chord and 
speaks volumes for what my father (Paul Tocci, Sr.) started 
in 1964 when he built this carwash. For three generations our 
family has worked hard to make our business something my 
father would be proud to see today,” Tocci said. “This award 
humbles all of us really; to receive recognition for something 
so close to our hearts, it is truly an honor.”
  Tocci said that the staff at Belmont Car Wash & Detail-

Belmont Car Wash & Detailing in Belmont, MA, is the recipient of the 
2015 Massachusetts Family Business of the Year Award.
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ing, which includes about 35 people depending on the sea-
son, is highly focused on providing great customer service.
 “We have been hand drying our cars in addition to hav-
ing the blowers at the end of the tunnel,” Tocci pointed out, 
“which is that extra touch of customer service that our cus-
tomers seem to really appreciate.”
 Tocci said that giving back to the community is extreme-
ly important to him and the entire staff. 
 “We grew up in Belmont, so it’s a very special place for 
us,” he said. “We do a lot of giveaways for raffles and auctions 
for local civic and charitable groups. We believe in giving 
back to the community that we grew up in,” he said.
 Typically, the carwash will donate between $200 and 
$500 per group, Tocci said. “We want to keep Belmont Car 
Wash & Detailing’s good name in front of the community,” he 
noted.
 Tocci believes that the best way of promoting the car-
wash is by promoting the product and services that it deliv-
ers to customers. 
 “We don’t do a lot of couponing because that’s not the 
direction we want to go in,” he said. “Our product speaks for 
itself, and we also use social media like Facebook and Twitter 
to keep our name out there, as well as our website (www.bel-
montcarwash.com). Our mission is to keep the cars and ve-
hicles the cleanest in Massachusetts, and we do that through 
exceptional, personalized service and by using the finest car 
care products, methods and technology available.”
   During the carwash’s anniversary week in June, Belmont 
Car Wash & Detailing offered its basic carwash for $1.
 “That’s $1 for any vehicle coming into the carwash,” Toc-
ci said, “which is 1964 pricing, the year my father opened the 
business.”� n

Alan M. Petrillo is a Tucson, AZ-based journalist, a former upstate 
New Yorker, and contributing editor of Northeast Carwasher. He’s 
the author of the historical mystery, Full Moon; the nonfiction work, 
Ice Hockey in the Desert; and his newest historical mystery, Asylum 
Lane, all available at www.amazon.com.

Income
Interest Income .................................................................  $13.14
Meetings.....................................................................  $23,565.00
Member Services ..........................................................  $2,406.19
Membership ...............................................................  $18,450.00
NRCC ..........................................................................  $31,865.94
Scholarship .....................................................................  $250.00

Total Income ...........................................................  $76,550.27

Expenses
Advertising and promotion .................................................. $- 
Board Expenses ............................................................  $1,327.20
Insurance ........................................................................  $723.00
Management Services ................................................  $21,266.45
Meetings.....................................................................  $12,291.59
Member Services .............................................................  $756.95
Membership .................................................................  $1,001.30
Office Expense ..............................................................  $1,624.18
Professional Expense ....................................................  $1,375.00

Total Expenses .........................................................  $40,365.67

Net Income .............................................................  $36,184.60

Other Expense

Wash for a Cause
distributions to car washes ...............................................  $96.60
Wash for a Cause - other exp .............................................  $44.40
Wash for a Cause Income ................................................  $305.00
Website ...........................................................................  $302.64

Total Other Expense ......................................................  $748.64

Net Other Income .......................................................... -784.64

Cash Balances

Citizen’s Bank Savings ................................................  $88,303.47
Citizens Checking .......................................................  $75,089.62
Citizens Bank Reserve Fund .......................................  $86,000.92

Total Checking / Savings .......................................... $249,394.01

TREASURER’S REPORT 
New England Carwash Association, Inc. 
January - June 2nd quarter 2015

Providing exceptional customer service is the main 
mission of the nearly 35 employees at Belmont.
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Tony DeBarros Gives Back to  
His Homeland of Cape Verde
By Tony DeBarros

 Poverty is no stranger to me. After all, this was my home 
for 11 years. Many children lack the most basic necessities, 
at times preventing them from attending school and at times 
stopping education altogether. I always wanted to help, but 
on a bigger scale.
 The devastating volcanic eruption in Cape Verde in No-
vember 2014 was the deciding factor in fulfilling my dream 
of helping underprivileged children of Cape Verde Island. In 
less than one month, I forged a plan to help families with kids 
who lost everything.
 I started a fundraising campaign, raised a total of 
$14,005 and helped 289 families with children under 17 years 
of age. My two older brothers and I put together kits con-
taining various food products such as rice, beans and eggs 

 I was born on the Island of Fogo in Cape Verde, a col-
lection of 10 volcanic islands in the central Atlantic Ocean, 
West Coast of Africa. When I was 11 years old, our family 
moved to the United States. Since, I’ve returned to the Island 
in 1999 and twice in 2014. During all my trips I spent a good 
amount of time visiting the villages, passing out school sup-
plies and some basic necessities. 

Tony DeBarros, general manager of Balise Hyan-
nis Car Wash in Hyannis, MA, has devoted much 
time and energy to raising money for supplies for 
the less fortunate in Cape Verde, Africa.
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www.carwashcameras.com

Patent # - 7,764,194

Damage Detection 
Real-time   @ 1080p

1920 X 1080 pixels

866-301-2288

“4 times the resolution
over the same coax

amazed me! IP quality
without the $”

“My advice? Don’t open
a Tunnel without an 

N-SPEX System in place.”

Tiger Wash

The Wave 3 Minute Car Wash

1080p resolution over your

existing coax cabling -
HD’s never been so easy!

as well as personal hygiene items like toilet paper, soap and 
baby diapers. We even sponsored a special day for the kids of 
the destroyed villages with food and drink, a bounce house, 
games, music and soccer. That was the most amazing day. 
 My vision is to continue to help the needy children of 
Cape Verde especially in areas of education and wellness. I’m 
currently working on establishing a 501c3 non-profit orga-
nization and collaborating with childrenofcaboverde.org an 
established non-profit organization that shares my vision 
and mission. � n

Tony DeBarros is the General Manager of Balise Hyannis Car Wash in 
Hyannis, MA.

NOTE: The NECA will make a contribution from proceeds of the 2015 
Golf Outing held on Monday, September 28, at the Shaker Hills Country 
Club in Harvard, MA, to Tony’s cause. To learn more about the outing 
visit www.necagolf.net

DeBarros is pictured 
standing in the background 
holding a bag of supplies. 
He was born on the island 
of Fogo in Cape Verde in the 
West Coast of Africa.
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Louis F. Rendemonti CLU, ChFC
Phone (941) 915-1084  

14021 Metropolis Avenue    
Ft Myers, FL 33912 

rendemonti.com
Lou_Rendemonti@glic.com

Registered Representative and Financial Advisor of Park Avenue Securities LLC (PAS). Securities products and advisory services offered 
through PAS, member FINRA, SIPC. Financial Representative of The Guardian Life Insurance Company of America (Guardian), New York, 
NY. PAS is an indirect, wholly-owned subsidiary of Guardian. Rendemonti Wealth Strategies, LLC is not an affiliate or subsidiary of PAS or 
Guardian. 
2015-1195 (exp. 02/17)

How financially secure 
is your car wash business?

Take our 
COMPLIMENTARY 

Business Owners 
Quiz                       

at rendemonti.com

A case study about a small business owner, his well-intentioned buddy,  
and some very bad advice …

Don’t Be That Boss!
By Joel Sowalsky, Esq. 

days a week. They were required to account for all revenues 
on a daily basis, manage the part-time employees, and re-
port to the home office when there were any problems of 
any kind. They and all of the employees were required to 
wear a shirt that said, “Way-Too-Smart.” 
 Tom Trusting wanted to reduce his expenses and in-
crease his profits. He turned to “Clueless,” his well-inten-
tioned buddy, for some business advice. Clueless made sev-
eral recommendations, including a plan to convert all six of 
the DIY managers to independent contractors.
 Following the advice of Clueless, the managers were 
paid $450 per day, as a flat amount. Revenues were shared 
with the home office. The managers rented the DIY loca-
tion from Way-Too-Smart for $150 per day, and they were 
responsible for paying the costs for their employees and 
the supplies. In the end, the managers grossed about $22 
per hour. 
 A few years later, a competitor of Way-Too-Smart heard 
about these managers and their arrangement with Way-
Too-Smart and “dropped a dime” with the Department of 
Labor (DOL). 
 The DOL showed up at Way-Too-Smart’s home of-
fice and asked for every business record you can imagine. 
When they examined the Managers’ duties and responsi-
bilities, they concluded there was no way they were inde-
pendent contractors. They had no freedom to decide how 
and when to perform their work and what to charge, Tom 
Trusting controlled every aspect of the workday. The work 
they performed was in the usual course of the business of 
Way-Too-Smart, and the managers worked exclusively for 
one company. This meant that the managers should have 
been paid hourly wages, including overtime. In order to 
calculate what was owed for the past three years, the DOL 
requested time records. Since Tom Trusting had classified 
the managers as independent contractors, he had no time 
records. So, the DOL interviewed the managers and took 
their word for it. 
 Trusting was told that he should have been paying 
hourly wages, including “time and a half,” or $33 per hour, 
not $22, for every overtime hour. He had “shorted” the man-
agers 10 hours of OT every week. Those 10 hours of unpaid 
overtime over the prior three years totaled $16,500 per 
manager, plus interest. In addition, under the law of the 
state in which Trusting was operating, when an employee 
is successful in a wage claim, treble damages are manda-
tory, which meant that those 10 hours per week of unpaid 
overtime equaled $49,500, per manager. Other states have 
substantial statutory penalties, including the possibility of 
criminal fines and jail time. 

 Both startups and established businesses can be se-
duced by the opportunity to hire independent contractors. 
Who wouldn’t want to have more workers while avoiding 
withholding taxes, FICA, unemployment insurance, end-
less benefits, overtime and mandatory health care? 
 Tom Trusting owned “Way-Too-Smart” Car Wash. His 
business consisted of two drive-thru carwashes and six 
do-it-yourself locations (DIY) with car stalls, water, soap, 
towels and vacuums. Everything was coin-operated at the 
DIY locations. They were run by separate managers who, in 
addition to their wages, received a small percentage of the 
daily revenues. 
 The managers were responsible for making sure that 
someone was on site all of the time (7am-8pm) to provide 
change for the machines, to address any maintenance prob-
lems and to answer customer questions. Hiring decisions 
were made at the home office and payroll came from the 
home office. The managers worked at least 10 hours daily, 5 
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 In addition, Way-Too-Smart owed back taxes, penal-
ties and interest to the IRS and the state revenue depart-
ment - not only on the unpaid overtime wages, but also on 
the money previously paid to the managers as independent 
contractors. Lastly, Tom Trusting underpaid his Workers 
Compensation and Unemployment Insurance premiums, 
which constituted criminal insurance fraud. 
 So, for Tom Trusting and Way-Too-Smart Car Wash, 
the bottom line was simple. If it sounds too good to be true 
– well, you know how that one ends. When it comes to le-
gal compliance, there are no shortcuts. Take the high road; 
you’ll sleep better.� n

Joel Sowalsky, Esq. is a Principal with Daily General Counsel, PLLC 
in Brookline, MA. You can contact Attorney Sowalsky at 800/296-
7681, Ext. 702 or   joel@DailyGC.com. Learn about “One Day and 
Done™” legal services at www.DailyGeneralCounsel.com

© 2015 Daily General Counsel, PLLC. 

Oliver Katseff was born on April 7 to Amy and Adam 
Katseff  thereby making Bob and Debra proud, happy 
grandparents. Congrats!� n�
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Continued on page 80 …

Checkerbay Carwash Owners Stick to Marketing Plan 
To Attract/Maintain New Customers
By Alan M. Petrillo

 “We stay friendly and happy and
 “We have become effectively rehearsed with customer 
interactions.”
 Some of the promotional techniques used by other car-
wash operators are ones that don’t work well for the Check-
erbay Carwash owners.
 “Our experiences have taught us the return on invest-
ment (ROI) is too low to use couponing,” Thorpe said. “So we 
never use them.”
 However, Checkerbay does sell a WashCard with value 
added at the purchase and at recharge.   
 “This encourages a few people,” Thorpe adds, “but the 
biggest add-on income driver is credit card acceptance in all 
our wash bays and vacuums. The WashCard also is used by 
our fleet business to self manage their washing.”

Charity Starts at the Wash
 In terms of working with charitable organizations, 
Checkerbay Carwash donates cash to local children’s chari-
ties and fundraisers.
 “We have tried several charitable fundraisers with chil-
dren involved where we donated a self-serve bay for their use 
for a day,” Thorpe said. “All the income they made was theirs, 
and we also donated the supplies,” he said. 
 But here is what he found. “We had to have a training 
session a couple of days before (the event). Tweens don’t 
have the memory capacity and teenagers don’t have the pa-
tience to perform repetitive and energetic tasks,” he noted.
 “The cars were never fully cleaned, and there is a differ-
ent mindset of a family member or friend going to a fund-
raising carwash and a carwash customer choosing to allow 
children or adult strangers to wash their ride.”
 In addition, even at fundraisers, carwash customers ex-
pect a clean car, Thorpe pointed out. 
 “Carwash customers also don’t like brushes or hoses 
banging into their cars, and when we’ve done those fundrais-
ers, some customers thought the whole carwash was closed 
to them that day.”
 So not only do the carwash operators have to manage their 
carwash that day, they also have to manage young people and 
usually some adults, as well, Thorpe added. Because of those 
things, he said, “We find it more effective to directly donate 
money. There is less work on our part, it is easiest to deduct 
from taxes, and is a better income stream for the charity.”
 Thorpe said the philosophy he and Little use in carwash-
ing is that, “Carwashing is a service where we fix every prob-
lem, anytime. And we follow the Golden Rule, ‘Do unto others 
as you’d have them do unto you.’” He added, “We aren’t afraid 
to recommend others when we don’t offer the service. We pre-
fer to gently teach in order to improve (the) experience.”

 Checkerbay Carwash at in Colchester, VT, features two 
touch-free automatic inbays and three self-service wash 
bays. Its largest self-service bay has two pay stations so the 
bay can hold two autos or one large vehicle such as a recre-
ational vehicle (RV), bus, box truck or boat.
 Owned for the past seven years by owner/operators Clif-
ford Thorpe and Donna Little, the carwash sits at a visible 
location 200 yards south of Exit 16 off Interstate Highway 89 
where it borders the towns of Colchester and Winooski.
 The pair got into the carwash business because they be-
lieved that opportunity was knocking in their market.
 “As entrepreneurs, we saw the opportunity to offer touch-
free bays in a market served by friction tunnels,” said Thorpe.

 Checkerbay Carwash offers four wash packages in its 
inbay automatics, escalating from $9 to $11, $13 and $15, 
which Thorpe said, “is in the middle range of wash packages 
for the area.” 
 All of Checkerbay’s self-service bays charge 67 cents a 
minute, which is presented to customers as $4 for six min-
utes of washing.
 “That is low for our area,” Thorpe noted.

Marketing Plan Key
 Thorpe pointed out that he and Little developed a mar-
keting plan before they opened the carwash and have subse-
quently reviewed the plan, and stuck to it.  
  “Carwashing is primarily an impulse buy, highlighted by 
word of mouth,” Thorpe noted. So, their marketing plan en-
compasses a number of elements:
 “We keep our building attractive.
 “We make subtle changes.
 “We keep it clean and neat.
 “Everything works and is not worn out.
 “We make repairs in the shortest time possible, even if it 
costs more.
 “We have built-in redundancy by having multiple bays 
available.

For Checkerbay Carwash in Colchester, VT, charity starts at the wash through 
cash donations rather than charity washes.
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SECURE, AFFORDABLE, EASY 

• No Application Fee
• No Annual Service Fee
• No Monthly Minimums
• Free Rate Analysis

Credit & Debit Card 
Processing Solutions

www.gobpn.com  |  (631) 659-3724

Profi cient in ALL Types 
of Car Wash Equipment:
Automatic, Self Serves, and Tunnels!

Reduction in American Express fees
for the � rst time ever.

PAYMENT NETWORKs  
M

BBBENCHMARKENCHMARKENCHMARKENCHMARKENCHMARKENCHMARK
SETTING THE STANDARD BY WHICH OTHERS ARE    EASUREDMSETTING THE STANDARD BY WHICH OTHERS ARE    EASUREDM

Checkerbay Carwash … continued from page 78.

Peter J. Janis Dies at 91
 The New England Carwash Association would 
like to pass along its sympathy to the Janis family 
at the loss of its patriarch, Peter J. Janis of Quincy, 
MA, who died at the age of 91 on July 16.
 Noted as being the ultimate entrepreneur, Ja-
nis was a self-employed plumber for many years 
before developing Rossmore Laundry and Jamaica 
Plain Car Wash in the early ‘60s. In addition to his 
success in business he was know for his generosity 
and his love of the Red Sox. A WWII Coast Guard 
Veteran, Janis leaves behind his wife of 67 years, 
Marcelle (LaChance) Janis of Quincy; Patricia Kelly 
and her husband John of Plymouth; Christina Janis 
and her husband Douglas MacFarlane of Florida; 
Denise Johnson and her husband Eric of Duxbury 
and Peter R. Janis and his fiancé Karen Carlson of 
Quincy, as well as 10 grandchildren and three great 
grandchildren.
 Donations may be made in his memory to Al-
zheimers Association, MA Chapter, 480 Peasant 
St., Watertown, MA 02472.� n

 And while Checkerbay Carwash does not offer detailing servic-
es, Thorpe said the number of inquires for detailing is increasing. But 
Checkerbay has no plans for expansion or changes in the near future.

Disposal Concerns
 However, there are issues affecting carwashes that are trou-
bling to Thorpe.
 “Between 2014 and 2019, a 60 percent increase in sewer costs 
will be the main driver in steadily increasing our price points at 
the carwash,” he said. In addition, “With Vermont’s waste stream 
mandates of separation and preparation for recycling and com-
postables, we now realize there are no plans or guidelines in our 
industry to handle the changing face of garbage.”
 Carwashes and gas stations are increasingly becoming the 
places where individuals dispose of their trash, Thorpe pointed out.
 “The carwash’s role in accepting waste and disposing of it, the 
costs associated with it, the social responsibility and perception 
of what we do, and our historic early preparations,” Thorpe said, 
“may be as important as biodegradability of soaps was, and our 
current use of water is.”� n

Alan M. Petrillo is a Tucson, AZ-based journalist, a former upstate New Yorker, 
and contributing editor of Northeast Carwasher. He’s the author of the histori-
cal mystery, Full Moon; the nonfiction work, Ice Hockey in the Desert; and his 
newest historical mystery, Asylum Lane, all available at www.amazon.com.
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GREAT EQUIPMENT AT UNBEATABLE PRICES

TOUCH FREE CAR WASH

EXTRAVAGANZA!

Hydro-Spray is an 
Authorized Distributor for

Belanger Inc. 
8 0 0 - 5 2 8 - 5 7 3 3   
w w w. h y d r o s p r a y. c o m

CONTACT US

TODAY

SL2 $84,950

	 •	 White	Acrylic	Carriage	Enclosure
	 •	 Illuminated	Vertical	Arms	with	LED	 
	 	 Navigation	System
	 •	 Triple	Foam	System
	 •	 High	Speed	Production	Arch
	 •	 Dual	Wash	Arms
	 •	 20	Hp	Air	Blade	On-Board	Drying	

SL1 $81,775
	 •	 White	Acrylic	Carriage	Enclosure
	 •	 Illuminated	Vertical	Arms	with	LED	 
	 	 Navigation	System
	 •	 Triple	Foam	System
	 •	 High	Speed	Production	Arch
	 •	 Single	Wash	Arm
	 •	 20	Hp	Air	Blade	On-Board	Drying	

Atlantic City    Booth #1307/1308

Come see us!

KL1-C            $65,975
	 •	 White	Acrylic	Carriage	Enclosure
	 •	 Colored	(Blue,	Red,	Green,	Orange,	Yellow)	Soft	 
	 	 Vertical	Arm	Covers
	 •	 Colored	“Wings”
	 •	 Triple	Foam	System
	 •	 High	Speed	Production	Arch

KL1-D            $71,950
	 •	 White	Acrylic	Carriage	Enclosure
	 •	 Illuminated	Vertical	Arms	with	LED	Navigation	 
	 	 System
	 •	 6	Color	‘Active	Site	Marketing’	Package	for	 
	 	 Vertical	Arms	&	Wings
	 •	 Triple	Foam	System
	 •	 High	Speed	Production	Arch

KL2-B            $69,500
	 •	 Gray	Composite	Carriage	Enclosure
	 •	 Black	Soft	Vertical	Arm	Cover
	 •	 Gray	Composite	“Wings”
	 •	 Triple	Foam	System
	 •	 High	Speed	Production	Arch

KL2-C             $72,950
	 •	 White	Acrylic	Carriage	Enclosure
	 •	 Colored	(Blue,	Red,	Green,	Orange,	Yellow)	Soft	 
	 	 Vertical	Arm	Covers
	 •	 Colored	“Wings”
	 •	 Triple	Foam	System
	 •	 High	Speed	Production	Arch

KL2-D            $78,495
	 •	 White	Acrylic	Carriage	Enclosure
	 •	 Illuminated	Vertical	Arms	with	LED	Navigation	 
	 	 System
	 •	 6	Color	‘Active	Site	Marketing’	Package	for	 
	 	 Vertical	Arms	and	Wings
	 •	 Triple	Foam	System
	 •	 High	Speed	Production	Arch

KL1-B            $60,950
	 •	 Gray	Composite	Carriage	Enclosure
	 •	 Black	Soft	Vertical	Arm	Cover
	 •	 Gray	Composite	“Wings”
	 •	 Triple	Foam	System
	 •	 High	Speed	Production	Arch

*Terms	&	Conditions	Apply

*Terms	&	Conditions	Apply



NECA Credit Card Processing Program  
Offered By TSYS Merchant Solutions

 Use TSYS Merchant Solutions for 
all your Merchant Processing Needs! 

 ❖ Reduced processing costs and reduced or eliminated 
processing fees. 

 ❖ Simplified, streamlined set ups. We can eliminate 
headaches and delays.  

 We understand the carwash industry.  We are a preferred 
vendor for multiple industry leading POS firms.

Make us your Credit Card Processor and enjoy:

 ❖ Easy Single Contact Coordination – A single contact for 
all your merchant processing needs ensures that your 
processing requirements are met with  , courteous, and 
efficient service that you expect and deserve. 

 ❖ Merchant processing at low group rates for members!

 ❖ Enjoy lower AMEX rates through the TSYS AMEX 
OPT BLUE program! 

 ❖ Free no obligation cost analysis – Members who are 
already open and accepting credit cards through 
any other provider can request merchant processing 
quotes – with detailed comparisons of our rates versus 
your current rates – all based on your actual transac-
tions – so you will see the actual savings at a glance. 

Our pricing structure exclusively for NECA Members: 

 ❖ Under 6,000  trans/year: Hard Cost Plus .05% & $0.09/
per authorization

 ❖ 6,000-10,000 trans/year: Hard Cost Plus .05% & $0.08/
per authorization

 ❖ Over 10,000  trans/year: Hard Cost Plus .05% & $0.07/
per authorization

 ❖ Customized pricing provided for multiple business 
owners / larger organizations

 Everything works better when you work with the indus-
try leaders! We have an excellent reputation in the car wash 
industry because…

 ❖ We specialize.  We know the carwash industry which 
makes everything easier.

 ❖ We make your relationship with your customers our 
FIRST priority.

 ❖ We make sure members get tangible, measureable 
savings.� n

Contacts for TSYS Merchant Solutions

Roger Kinney, 402/574-7141  •  Rkinney@tsys.com

Casey Claus, 402/574-7220  •  Cclaus@tsys.com 

NECA WElComEs NEW ANd REtuRNiNg mEmbERs

Carwashes

Beantown Properties LLC 
Weston, MA
contact: Jim Mannix
781/893-6193  •  jjmannix@beantownproperties.com
www.beantownproperties.com     

Choice Car Wash/Southboro Auto Tech 
Southborough, MA  contacts: Bill and Kris Stapleton 
508/481-7395  •  kris@choicecarwash.com
www.choicecarwash.com

Executive Car Wash 
S. Burlington, VT 
contact: Chip Spillane
802/865-5900  •  LTSpillane@aol.com
www.executivecarwashvt.com

Haffner’s Car Care Corporation
Lawrence, MA 
contact: Dutch Holland
978/640-1100  •  dholland@energynorthgroup.com
www.haffnersoil.com

Pepins Auto Wash LLC 
Leicester, MA
contacts: Chantelle & Leo Pepin 
508/ 892-4193  •  pepinsautowash1@verizon.net
www.pepinsautowash.com

Suppliers

Auto Glanz Solutions
contact: Stu Levy 
978/828-7712  •  cell: 978/828-7712  
slevy@autoglanzsolutions.com  •  www.autoglanzsolutions 
Products/Services: Stand alone vacuum for the express car 
wash market

GIM Security
contact: Ned Cifric 
978/832-0646  •  cell: 978/578-2820 info@gimsecurity.com
www.gimsecurity.com  •  www.geeksinminutes.net 
Products/Services: Security camera installation services;  
IT support and computer services

Podgurski Corporation
contact: Tom Constantin
781/828-0821  •  cell: 617/719-1117
tconstantin@podgurskicorp.com  •  www.podgurskicorp.com
Products/Services: Full service cleaning including tunnels 
and tanks; removal of sediment/sand from recirculation and 
reclaim systems; analytical and legal disposal of materials�n
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REPAIR SERVICES AVAILABLE!

REPAIR SERVICES AVAILABLE!

www.protovest.com
7400 N. Glen Harbor Blvd.

Glendale, AZ 85307

 GIVE US A CALL:

800.521.8218

Bags can be sent in for repair with or without 
a loaner.  Call us and we can help determine the proper 

solution for your needs.

WE CAN REPAIR THE FOLLOWING:

•	 Front/back	sensors
•	 VRS	assembly	
•	 Sensor	cables
•	 VRS	cables

Sensor Test Fee $35
Board Testing Fee $25
Labor   $97 per hr 

DON’T FORGET!
BAG REPAIR & LOANER PROGRAM

     NEW REPS WELCOME        Products subject to change without notice                   10NEC15



JSA Car Wash Supply, LLC
Jerry Servais

315.255.9063 - Office   315.277.1504 - Mobile

®

Tomorrow’s
Technology

Today
With Yesterday’s

Ease of Operation 

Tired of replaceing tires?  Wish there 
was a better way?   There is...

welcome to Washworld’s 

• Belt Drive Technology -
Eliminates those troublesome tires!

• All Stainless Steel Construction
• E-chain eliminates the festoons

• No proprietary parts 
• Simple, reduced maintenance

Check out what everyone is talking about!
Give us a call today and let us show you how Razor

can increase your ROI and decrease your 
maintenance!

• No more
  festoons!

• Stainless Steel  
  throughout

•Belt drive
 technology

 Things are going to change.
 Whether you subscribe to the saying “The only thing constant is change” or 
“The more things change the more they stay the same” the common factor is “Change.” 
 Change can happen slowly, over time, like the slow erosion of the walls of the 
Grand Canyon by the Colorado River or in an instant like the morning of May 18, 1980, 
at 8:32 am when the countryside surrounding Mt. Saint Helen in Washington State was 
changed forever by an eruption that created a one-mile-wide crater where the face of the 
mountain used to be. Some changes you can see coming and prepare for, some you can’t.
 Regardless of your political leaning, 2016 will see a new President elected 
and regardless of the party who controls the White House, there will be change. In 
the past few months the Occupational Safety and Health Administration (OSHA) 
has issued changed directives on reporting rules regarding injuries and issued new 
transgendered employee rights to name just a few changes.  
 There have been efforts (some successful) across the country to change the 
minimum wage and changes in the rules around overtime for salaried employees, 
and we are just getting started. 
 The new EMV credit card standard, more commonly referred to as “Chip 
and Pin”  will go into effect Oct 1. A recent poll found that 60 percent of all small busi-
ness is unaware of what this change to credit cards means, and more importantly, 
what it means for their business. According to the Small Business and Entrepreneur-
ship Council from mid-1993 to mid-2009 small business accounted for 60 percent of 
all the new jobs created.  
 There are approximately 5.5 million small business in America and they ac-
count for more than 50 percent of the US annual Gross Domestic Product (GDP). We 
may be categorized as small businesses, however, we are part of a very large driving 
force in the US economy.  For sure, business environments are changing. No longer is 
it enough to just have an attractive lot, a catchy logo and deliver a clean car. In to-
day’s environment you need to be an expert analyst, be able to interpret piles of data, 
understand and implement Department of Environmental Conservation (DEC), 
Department of Labor (DOL), Internal Revenue Service (IRS) as well as Federal, State, 
City and Town ordinances and rules. 
 In order to be successful we need to change and at first glance this may 
seem like an insurmountable task. You might be asking yourself, “Where do I start?”
I was recently at a carwash meeting and the topics of discussion were more like those 
you would expect to hear in an executive boardroom. There were some carwash-
specific topics discussed, however, the bulk of the conversations revolved around “the 
business of running the business.” As business changes we need to adapt and that will 
look different for each company and be specific to your situation and your own plans. 
 I have written before about the benefits of belonging to a state association. 
There is nowhere else I know that a carwash operator can go to get industry specific 
information from operators who have first-hand experience and are willing to share 
their challenges, triumphs and defeats. One of the best opportunities to see this first-
hand is almost here. Registration is now open for the 26th Annual Northeast Regional 
Carwash Convention (NRCC) in Atlantic City hosted by the Mid-Atlantic Car Wash 
Association.  Visit www.nrccshow.com for details and to register. The convention 

PRESIDENT’S COLUMN

Officers

Walt Hartl, president
Hoffman Car Wash, Albany 
518/527-4202  •  whartl@hoffman-development.com

Paul Vallario, vice president
Westbury Personal Touch Car Wash, Westbury 
516/333-8808  •  foose77@optonline.net

Timm Baldauf, secretary
Advanced Car Wash Systems, Voorheesville 
518/765-2078  •  Timm.B@Juno.com

Mike Benmoschè, treasurer
McNeil & Co., Inc., Menands 
607/220-6344  •  mbenmosche@mcneilandcompany.com

Board Members

Rodney Bronson, Hoffman Car Wash, Albany 
518/869-3218  •  rbronson@hoffman-development.com

Jake Collison, Simoniz USA 
978/518-0018  •  jcollison@simoniz.com

Christian King, KNC Holdings, Albany 
518/783-2100 ext 5  •  cking@clean2o.com

Rob Peter, Lustra Car Care Products 
585-754-0005  •  rpeter@lustrabear.com

Steve Weekes, Sitterly Road Car Wash LLC 
518/383-8126  •  sweekes@nycap.rr.com
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Thoughts, Our Fears, Our Beliefs, Our Passion, Our Possibili-
ties, Appreciation and Gratitude.

In this issue, health article number four, is on 
Reminders & Mindfulness
 We learn new things and then forget them. This happens 
until we practice and start changing habits.
 The doctor of the future will give no medicines, but will 
interest his patients in the care of the human frame, in diet, 
and in the cause and prevention of disease.” –Thomas Edison

Health Focused Reminders
 Remind me: (or Remember…)

 ❖ to eat slowly
 ❖ to chew my food thoroughly (until it is not solid 

anymore).
 ❖ to eat sitting down (in the car does not count)
 ❖ to not snack while doing something else (mindless 

snacking)
 ❖ to not eat any later than thee hours before bedtime 

(I used to make popcorn at 9 pm at night)
 ❖ to read labels and take the time to understand them 

(the actual package size is often much larger than 
the serving size)

 ❖ to be aware that I am eating while I am eating  (pay-
ing attention to what is now)

 ❖ to never skip breakfast (Never means start the habit 
of, every day)

 ❖ to listen and pay attention to my body (our body 
knows before our mind does) 
(confidence = gut feel.) 
(doubt, uncertainty = butterflies in our stomach)

 ❖ to choose food and beverage that is healthy for my 
body (Healthy Choices)

 ❖ to be aware of pesticides and additives in my food 
and water (it’s scary)

 ❖ to wonder, ponder and be curious about the state-
ment “Water has memory”

 ❖ to drink plenty of water at least half your weight in 
ounces, (ex. Weight of 180 lbs. suggests you drink at 
least 90 oz. a day)

 If you read the previous three issues, I had been asked by 
Editor Suzanne Stansbury to “Push the Envelope” and write 
about general health issues that everyone encounters.
 In the first issue we started out with an overview and 
zeroed in on “Nutrition.” In second article we covered Mo-
tion, Movement and Stretching. Third was on Sleep, Rest and 
Recreation. All with a general overview as reminders or new 
information to feel better and have more personal energy.
 The mission here is to stir up interest in your daily 
CHOICES.

What does “Healthy” really mean?
 Healthy is feeling good, actually great, when we are free 
from illness and injury.
 Feeling the way we naturally should, being able to adapt 
and function at high levels of energy.
 We will not be directly discussing medicine and its ben-
efits here, but instead we will be covering what you can do 
yourself.

These are the initial questions that were asked:
 How do you feel about you?
 If you are not feeling well or lack energy, first look at the 
basics.
 Here are some starting questions:
 How well do you know yourself ?
 Our bodies send us very useful messages. 
 Do you pay attention to your body, how it feels and what 
it is saying to you?
 Do you know how to slow down when your body gives 
you signals to do so?
 Do you sleep well each night? This is when everything is 
re-booting.
 Do you get enough movement in your body (all joints) 
through out the day?
 Do you pay attention to what you are actually putting in 
your mouth? 
 Is your stomach and digestive system bothering you?
 Are you drinking enough water?

A few important words that relate to health and fitness: 
 (your energy levels and how you feel.)
Diet, Nutrition, Water, Stillness, Resting, Sleep, Recreation, 
Movement, Present Moment Awareness, Focus, Purpose, In-
tention, Mind-Body Connection, Emotional Well Being, Our 

CONNECTIONS 

“Oh, the healthy things you can do”
– Dr. Seuss

Personal Health Part 4: 
Reminders and Mindfulness
By Ray Justice
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Continued on page 88…
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 Our body can dramatically change in six weeks.
Medicine cabinet for us is a Health Closet
 Mental, Emotional, Spiritual, Physical – Pause, Relax, let 
Go. Small steps lead to big changes
 Avoid quick fixes, build your foundation.
 Be aware of Wi-Fi. It is invisible and we do not know its 
effects. Use a speaker or cord, not next to your ear.
 Dr. Oz:  “Our biggest health threat is sugar. No sugar 
drinks.”
 Lack of sleep is the number one problem in America
 Steak, stick to a portion the size of a deck of cards and 
stick to one a week. Marinate in beer (he uses dark) to lighten 
the sugars in beef, (Lamb is 20 percent less sugar, pork even 
less and chicken has none).
 For indigestion, don’t use antacids. Your stomach needs 
acids to digest. Use pure Ginger tea.
 The overall goal is being mindful of what you are doing 
as you are doing it.
 Remind yourself to do healthy things.

Yesterday – Today – Tomorrow 
Acknowledge, except and let go of the past… what was
Be aware, enjoy and challenge the present……what is now
Dream, create, and feel the future …………what will be� n

Ray Justice is an entrepreneur, poet and cre-
ativity explorer. He is a former carwash opera-
tor and past president of the New York State 
Car Wash Association. Visit him at Thought-
compass.com. 

©2015 Ray Justice

 ❖ to drink two glasses of water first thing every morn-
ing (sometimes when we feel exhausted, a glass or 
two of water changes our world)

 ❖ to not sit for more than 60 minutes without moving 
(90 mins. if you are pushing it)

 ❖ to create new habits (much of our day-to-day life is 
a habit)

 ❖ to practice and practice and practice (that’s how we 
establish desired patterns)

 ❖ As my 99-year-old mother often says, “Your teeth are 
made for chewing, so use them.”

 ❖ This is her little reminder song 
“Chew, chew, chew your food gently through the meal. 
The more you chew  
The less you’ll eat 
The better you will feel”  
(Sing to the tune of “Row, Row, Row Your Boat”)

and while I am at it
 ❖ to breathe and know you are breathing (pausing and 

being aware)
 ❖ to be aware and present (thoughts not in the past or 

future)
 ❖ to listen (as interested in)
 ❖ to help (an attitude)
 ❖ to maintain balance (practice it) (in all things, emo-

tionally, physically and spiritually)
 ❖ to just sit and settle my mind (deep, calm, not mov-

ing)
 ❖ to relax my mind, bring quiet inside. (I can do more 

when I have had quiet time.)
 ❖ to look inside for focus, intuition vs. thinking
 ❖ to not get caught in short-term thinking, make life-

long decisions (time flies)
 ❖ to be aware of what my habits are and how I have 

been programmed (current)
 ❖ to follow Dr. Oz and Dr. Weil and see how their sug-

gestions fit for you. (DoctorOz.com and DrWeil.com)
 ❖ to remember that your body and its health is 1/3 

genetics and 2/3’s environment and lifestyle (being 
aware of everything near you)

What does being Mindful actually mean?
 Paying Attention, 
 Being Aware, 
 Focusing in the Present Moment with Intention

Miscellaneous thoughts from the Dr. Oz show
 Doctor Oz:  “88 percent of our mind’s power is with our 
subconscious, which includes our dreams.”
 Life is a school, dreams included. 

Ray Justice

has moved venues to the much larger state-of-the-art Atlantic 
City Convention Center allowing for larger exhibitor space and 
the ability to expand the number of suppliers, vendors and the 
amount of product they can display.  What hasn’t changed is the 
great opportunity to participate in one of the largest gatherings 
of carwash professionals, educators, suppliers and manufactur-
ers in our industry. I’ll be there every day at every session garner-
ing as much information and networking as is possible. You 
should too! Change is going to happen. Will you be ready?

Walt Hartl
NYSCWA President

NYSCWA President's Column  
… continued from page 84.

CONNECTIONS… continued from page 86.
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NYSCWA Hits Another Home Run at 
Citi Field, Meets “Mookey” Wilson!

Wilson. Wilson, a former Major League Baseball outfielder 
and coach best remembered as the Met that hit the ground 
ball that trickled through Bill Buckner’s legs in the bottom of 
the 10th inning of game six of the 1986 World Series, stopped 
by for a photo op with NYSCWA attendees and their children. 
Wilson was enshrined in the New York Mets Hall of Fame in 
1996. “That was so great to see and meet Mookie,” said Ben-
mosche. “It was a real treat for anyone who loves the Mets.”
 A special thanks to the following event sponsors:  
Batting Practice Sponsor Micrologic Associates; Grand 
Slam Sponsor Innovative Control Systems; Home Run 
Sponsor Simoniz USA; Triple Play Sponsor Carwash In-
surance Program by McNeil & Co.; and Ball Park Frank 
Sponsor ZEP Vehicle Care.� n

The association’s next event is its Fall Membership Meeting, 
October 29, at the Thayer Hotel at West Point. This event  

will include a carwash tour and educational program.  
To register visit www.nyscwa.com or call 800/287-6604.

 

QUEENS, NY — The New 
York State Car Wash Associa-
tion (NYSCWA) hit another 
home run at its annual base-
ball event when the New York 
Mets took on the Toronto Blue 
Jays, Tuesday, June 16. With a 
3-2 victory over the Canadian 
competitors the Mets further 
secured its first place position 
in the National League to the 
delight of the 50 attendees. 

“This event is a great way to bring your kids to the ballpark in 
the luxurious Empire Party Suite, and reconnect with fellow 
operators,” said Mike Benmosche, event coordinator. “We’ve 
been doing this for many years now, thanks to the help of 
Stuart Rosenberg and his connections, and every year it’s a 
great event.”
 An added bonus to an air-conditioned suite stocked 
with plenty of ballpark food was a visit from Mr. Met, the 
team’s mascot, and Met legend William Hayward “Mookey” 

Victoria and Antonio 
Gonzalez had a great 

day at the ballpark 
capped off by their 

Mr. Met pic!

Guest Chris Webber, a diehard 
Mets fan, got to meet Mr. Met 
during his annual appearance 
to the Empire Party Suite.

CWONJ President Mike Conte 
took a minute to pose with 
Micrologic’s Miguel Gonzalez.

Simoniz USA’s Jake Collison 
got his opportunity to bond 
with Mr. Met as well.

90 |  Northeast Carwasher, Fall 2015



Paul Vallario and his sons Jack, and Ben, strike a pose with 
Mr. Met.

New York State Car Wash Association

Profit and Loss
January - June, 2015
Income

   Meetings Income ...............................................................8,230.00  
   Membership Dues ...........................................................16,075.00  
   Northeast Convention Income ..........................................4,769.24  
   Promotional Fees ................................................................ 101.59  
   Vendor Sponsorships .........................................................2,500.00  

Total Income .................................................................$31,675.83  
Gross Profit ...................................................................$31,675.83  
Expenses

   Advertising/Promotional ....................................................... 72.00  
   Charitable Contributions ..................................................... 250.00  
   Credit Card Fees ...................................................................... 0.51  
   Director Fees .....................................................................8,750.00  
   Insurance Expense.............................................................1,430.00  
   Legislative Expense ................................................................ 50.00  
   Legislative Fees .................................................................5,000.00  
   Meetings Expenses ............................................................4,500.00  
   Northeast Convention Expenses ........................................4,015.88  
   Office Expenses ................................................................... 363.12  
   Postage Expense .................................................................. 141.33  
   Printing/Graphics .................................................................. 32.50  
   QuickBooks Payments Fees ................................................. 465.58  
   Telephone ............................................................................. 44.14  
   Travel .................................................................................. 246.70  
   Website Maintenance .......................................................... 700.00  

Total Expenses ...............................................................$26,061.76 
Net Operating Income ..................................................... $5,614.07  
Net Income .................................................................... $5,614.07  
Monday, Jul 20, 2015 09:00:18 PM PDT GMT-4 - Cash Basis
 NBT Checking Balance ..............................................$57,228.08
 NBT Money Market Balance ......................................$48,265.21
Total Cash on Hand ......................................................$105,493.29 
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with the increased surety bond. Only 
time will reveal what impact this ulti-
mately has on the carwash industry in 
New York City.
 Carwash owners should be 
alert to attempts by municipalities 
to adopt a similar registration and 
regulatory scheme based on this ap-
proach. This local law, particularly if 
applied outside of New York City, has 
significant cost impacts on the small 
business operators who own and 
operate carwashes. The New York 
State Car Wash Association remains 
focused on opposing any similar leg-
islation from being implemented on 
the state level.� n

William Y. Crowell, 
III, is a partner with 
the Albany-based law 
firm of Whitman Os-
terman& Hanna LLC. 
You can reach him at 
518/487-7677. William Y. Crowell, III

“Dirty Deeds Done Dirt Costly: A New 
York scheme to force small businesses 
to unionize” took a dim view of this 
approach. There is no discernible pub-
lic policy distinction which justifies a 
differential in the surety bond amount 
based on whether the carwash licens-
ee is unionized. The State and the City 
enter into numerous contracts where 
surety bonds are required to be pro-
vided by contractors but there is no 
differential in the amount of the bond 
based on whether the contractor is 
unionized. The exposure to loss, which 
the surety bond protects against, is 
not impacted by the existence of a col-
lective bargaining agreement.
 The New York City Department 
of Consumer Affairs in determining 
the issuance or renewal of a license 
may examine compliance by the ap-
plicant with all applicable laws, rules 
and regulations and also consider the 
moral character of the applicant. In 
addition, an applicant must file with 
the New York City Department of En-
vironmental Protection information 
on its water source, the oil/water 
separator system or sand interceptor, 
and on backflow prevention devices. 
The carwash is also required to main-
tain a logbook on monitoring, inspec-
tion, and repair and maintenance ac-
tivities on pre-treatment devices and 
backflow prevention devices.
 The New York City Commission-
ers of Consumer Affairs and Environ-
mental Protection are authorized to 
proceed with regulations and pro-
cessing applications dealing with wa-
ter issues prior to the effective date of 
the local law.
 The carwash industry in New York 
City will be responding to this local 
law in a variety of different ways, in-
cluding closure and sale of locations, 
repurposing of locations to operate as 
self-service carwashes or other busi-
nesses, unionization of its workforce, 
or operating under the new local law 

 On June 29, 2015, Mayor Bill de 
Blasio signed City Council Introduc-
tion 0125-2014 version B, sponsored 
by City Council Speaker Melisa Mark-
Viverito, into law as Local Law 62 of 
2015. This local law is known as the 
carwash accountability law. This law 
takes effect 180 days after June 29, 
2015. Under this law, carwashes would 
be required to register with and obtain 
a license from the New York City De-
partment of Consumer Affairs with a 
biennial fee of $500 for each carwash 
location. A carwash is defined not to 
include a business engaged in leas-
ing, renting or repairing cars where 
the carwash is an ancillary business, 
or self-service facilities where em-
ployees do not provide assistance to 
customers in cleaning the vehicles. 
This encompasses convenience stores, 
gas stations and oil change locations 
where carwashing is ancillary to the 
primary business of the facility. The 
New York City Council Finance Divi-
sion estimates that there are 300 some 
carwashes in New York City, of which 
90 percent use employees for cleaning 
assistance which would require them 
to obtain a license.
 This local law, unlike prior ver-
sions discussed, includes a two-tiered 
requirement for surety bonds. A sure-
ty bond in the amount of $150,000 is 
required for licensees to cover poten-
tial claims by consumers, wage un-
derpayments or non-payments, or for 
vehicle damage. A surety bond in the 
amount of $30,000 is required for li-
censees that have collective bargain-
ing agreements with their employees 
or are under an active monitoring 
agreement by the state or federal gov-
ernment.
 The New York Post editorial board, 
in a July 21, 2015, opinion piece char-
acterized this provision as “…aimed 
at killing off car washes that aren’t 
unionized.” The Wall Street Journal, in 
a June 19, 2015, opinion piece entitled, 
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Carwash Accountability Law Passes In NYC
By William Y. Crowell, III

LEGISLATIVE UPDATE
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Innovative Waterproof LightingLEDs

Plug-and-Play LED Lighting.  Made in USA.
800-285-6780.  www.ggled.net.  sales@ggled.net.

Bright bay.
Happy customer.
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 A resource can be simply defined as a source of supply, 
support or aid, especially one that can be readily drawn upon 
when needed.

 ❖ Is your wash prepared?
 ❖ What do you or the employees do if a major accident 

happens and a worker is seriously injured?
 ❖ What do you do if the Occupational Safety and Health 

Administration (OSHA) shows up? What are your 
rights?

 ❖ What do you do if a vehicle plows into the side of your 
building or damages your equipment?

 ❖ How do you know what chemicals are safe to mix? 
What about safely storing chemicals?

 Growing up I never imagined myself being associated 
with the carwash industry. To be honest, I grew up in a small 
town where the only carwash was a two bay self-serve struc-
ture next to the only gas station in town. I had no idea what 
a fascinating world this business segment was until I started 
my job in the Risk Management Department at McNeil & 
Company. As I began working with the new insurance pro-
gram I quickly realized there was a lot I needed to learn.    
 Fortunately, I didn’t have to start from a completely emp-
ty slate. With support from our National Car Wash Special-
ist, Mike Benmosche, I started to sift through the resources 
he brought to the new (McNeil & Co.) insurance program. I 
quickly learned more about the carwash industry and where 
to go and look for more information.   
 One of the most impressive aspects I have found with 
this industry is a willingness to share knowledge with me. 
The overall impression I get from every resource I find? Peo-
ple want to help people, washes want to support other wash-
es, and although a profitable business must be maintained, 
everyone wants to share each other’s success. 
 However, without the ability to understand how or 
where to find those resources necessary to assist you in 
achieving a specific goal, all that information is wasted. Of 
course, this is also true when it comes to providing the ma-
terials and aid necessary to maintain a safe environment for 
your employees and customers. It can sometimes be easy to 
overlook some of the simplest resources you have available 
to you. An example of this could be simple communication. 
 Many carwashers that I have worked with may have em-
ployees that either don’t speak or understand English well or 
even at all. A language barrier can be detrimental to training 
efforts, so a multi-lingual training manual and materials is 
important for some operations. Having that training materi-
al available in both English and another language is certainly 
a huge resource for that carwash, but often times bilingual 

employees are overlooked as an immediate resource already 
available. Using bilingual employees as part of your training 
staff can really help your efforts in improving consistent un-
derstanding of safety among all employees.
 Your insurance company can also be a helpful resource. 
Insurance companies often have the ability to analyze claims 
from across the coun-
try (or world!) that 
are specific to a type 
of business, such as a 
carwash. Claims data 
is reviewed and insur-
ance companies cre-
ate standardized rec-
ommendations based 
on that information. 
For example, at Mc-
Neil & Co., we also 
provide a designated 
R i s k  Ma n a g e m e n t 
Safety Specialist to partner with each of our accounts to help 
provide training and other safety resources to that account. 
 Other resources can be as informal as chemical or prod-
uct manufacturers, association partnerships, specialized 
training facilities, or as basic as neighbors, friends or other 
businesses. Almost anything or anyone can be a resource. 
Don’t be afraid to invite them to the wash during a safety 
meeting. Keep that in mind at the start of every day and you 
will be surprised how many resources you may find!  
 Being pro-active is also an important component of us-
ing a resource.  It could be something as simple as posting 
emergency phone numbers for the employees and making 
them readily available. It may be a good idea to have your 
safety committee establish of list of topics that they feel 
should be a part of the wash’s safety program along with the 
resources to obtain that information. If you don’t have a safe-
ty committee, establish one; it only takes a few participants.
 Remember, there is power in resources, but only if you 
use them. Going to the library and not reading anything 
won’t build knowledge. Start making contacts today! � n  

Shawna Hays is a Risk Management Customer 
Service Supervisor with McNeil & Company Inc. 
in Cortland, NY.  

Don’t Underestimate 
The Power of Resources!
By Shawna Hays

Shawna Hays

Almost anything  
or anyone can  
be a resource.
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Thunder  & Lightning is  a  power ful  touchless  c leaning chemical  combination. 
Designed to work together  as  they have identical  detergent  systems.  They 
produce superior  wiper  track removal,  br ighter  paint,  chrome and glass.

THUNDER & LIGHTNING

LO pH & HIGH pH 

PRE-SOAKS

STEP 1 & STEP 2 PRE-SOAK COMBINATION

THUNDER LO Ph step 1 IS NON-CORROSIVE & ACID FREE

LIGHTNING HIGH pH step 2 PENETRATES
AND REMOVES ROAD FILM & GRIME

SUPERIOR WINDSHIELD WIPER TRACK REMOVAL

BRIGHTENS CHROME AND PAINT

PLEASANT SCENT & HARD WATER TOLERANT

SIGNIFICANTLY REDUCES CONCRETE AND METAL CORROSION 
AROUND APPLICATION EQUIPMENT

HELPS CONTROL RECLAIM ODORS wHEN PROPERLY BALANCED

C.A.R. Products, Inc. 630 Beaulieu Street, Holyoke, MA 01040
P: 800.537.7797  •  F: 413.532.0431 • www.carproducts.biz  •  Established 1969

*Environmentally friendly |  *Reclaim compatible

R e v o l u t i o n i z i n g
H o w  D i r t y  C a r s  G e t  C l e a n
R e v o l u t i o n i z i n g
H o w  D i r t y  C a r s  G e t  C l e a n





The Tunnel Experts TM

SONNY’S site plans and mechanical drawings 
saved me time and money. Together we rapidly 
moved from conversation to execution. My 
express wash opportunity became an 
income producing reality.

Dennis Ogan 
Owner 
Washwego Car Wash, 
Westwego, Louisianna

Testimonial

www.SonnysDirect.com | 800-327-8723
We make car washing easy!

Thank You for Making SONNY’S the Largest Manufacturer of Conveyorized Car Wash Equipment In The World!

YOU 
CAN’T
FAKE
EXPERIENCE.
Sure, our equipment is reliable, easy to 
maintain, and affordable, but that’s only a 
small part of why Sonny’s is the bestselling 
conveyorized car wash equipment in the 
world.  When you choose Sonny’s, you’re 
getting a partner that has been washing 
cars since 1949 with the hands-on operating 
experience to guide you every step of the way.

Designed Here. Built Here. Backed Here.™

ü Maximize your properties revenue potential with our 
site layout engineering team that creates over 13,000 
site-specific drawings each year for many of the most 
profitable car washes on the planet.

ü Eliminate  costly project delays with as many as 50 
pages of mechanical drawings, free of charge, with 
every equipment purchase backed by a company 
with Dun & Bradstreet’s highest rating since 1997.

ü Protect your investment with Sonny’s retrofit-able 
Foundation Frame architecture.  You’re able to mount 
additional components to increase wash throughput 
and retrofit new technologies as your site matures.

ü Grow your business with new training, technology, 
and equipment innovations engineered to adapt 
to your existing Sonny’s tunnel and ensure your 
competitive advantage for generations to come.

Call today to claim your free site evaluation. Whether you’d like to evaluate how a 
component upgrade could improve customer satisfaction, or run a complete proforma 
to retrofit your site to a different wash format, we’ll show you your potential, with 3D 
renderings you can take to the bank.

FREE Site Evaluation

You be the judge!

Sonny’s provides as many as 45 pages of 
site specific mechanical drawings free of 
charge with every equipment purchase 
to maximize your properties revenue 
potential and eliminate project delays




