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For Economically Priced, Efficient Water Reclaim, Give Us a Call:

800.762.7483
309.467.2335 | info@sobrite.com

e
ECONOMATIC
Sobrite'S water reclaim system
delivers desirable odor control and
function at a price that is sensitive to
the needs of the industry.
� ree reclaim tank design
� Single pump operation
� UL listed control panel
� Minimummaintenance,

accessible components
� Easy retrofit application
� Automatic fresh water override in the

event of low water or low flow
� Several sizes available
� Patented proven odor control standard

e
FILTERMATIC
Sobrite'S unique media filtration
system is extraordinarily effective in
removing contaminants and
particles from wash water.
� Reduce your water and sewer expenses

by 70% - 90%+
� UL listed control panel
� 140+ gallons per minute
� Patented proven odor control standard
� Unique media filtration filters to 5 microns

Model Shown: Filtermatic 2 Dual Module
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 Once in a while the good guys do win! After months of planning, fact finding, 
meetings and let’s face it, a few prayers, the Connecticut Carwash Association (CCA) 
dodged the sales tax bullet yet again, saving carwashers across the state 6.35 percent 
sales tax on all carwashing services. But it wasn’t easy.
 You may recall that the association was successful in winning the repeal of sales 
tax on both tunnels and self serves some 20 years ago. It took a huge effort back then to 
accomplish this victory and since then the board and its Lobbyist, P.J. Cimini, have been 
vigilant in making sure the CCA name is known at the capitol. The board has forged 
relationships with their local legislators, they have attended fundraisers and they have 
awarded an annual Legislator of the Year award to those lawmakers who have had the 
CCA’s back. It’s been an effort, but one that certainly contributed to the recent victory.
 It’s an effort, however, that every few years the board has to undertake again 
– most recently in 2003, 2005, 2009 and again in 2011. Every effort, however, gets a little 
more sophisticated and cohesive. This year’s attack, with a $3.5 billion deficit looming, 
had a number of elements that may have made it more successful. 
 The board started by creating a Legislative Committee that met via confer-
ence call weekly. The committee gathered data on the number of washes in the state 
and quantified the actual sales tax impact from the group (note that the CCA’s number 
was only $3 million less than the number the state claimed!). 
 A grassroots effort was then initiated to include board members and members. 
Since the Governor was holding Town Hall Meetings members were assigned to attend 
and try to catch his ear. We were successful in getting a number of sound bites that 
quickly got the word out about our industry and the negative impact that this tax would 
have on carwashers across the state. The board’s lobbyist then set up a number of meet-
ings at the Capitol with the General Assembly and key legislative committees to further 
explain the difficulty in collecting tax in the bays. Board member and Past President Paul 
Ferruolo even went so far as to bring a coin box in and explain its workings to committee 
members. He did this on more than one occasion and who knows, this visual aid may 
have just been the deciding factor in the Governor pulling us out of the bill.
 The association created a section of its website to keep members up to date on all 
sales tax efforts. Weekly eblasts were sent and operators and suppliers were encouraged to 
reach out to their legislators via email and phone. Talking points and contact information 
was provided to make the process as seamless as possible. The association even enlisted 
help from its customers who signed petitions that included 20,000 signatures. These signa-
tures were delivered to the Governor’s office by CCA President Todd Whitehouse.
 As those of you know who have lobbied legislators or your Governor, logic and 
common sense don’t always factor into the final decision. It doesn’t always matter if 
you are right and have a sound, solid argument. However, the efforts put forth by the 
CCA board, its Lobbyist P.J. Cimini and membership in this recent legislative battle 
should be applauded. It was an outstanding, cohesive effort.
 And if you need this effort to speak to your bottom line, just do the math. Add 
on 6.35 percent sales tax on all carwashing services and see what the association’s 
efforts have saved your business. Now, if you’re not a member of the CCA, isn’t the $250 
annual membership more than a bargain? 

Suzanne Larkin Stansbury
Editor/Publisher

  

As I see It
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The SiteWatch Xpress Pay Terminal from 
DRB Systems is a solid performer you can count 
on during challenging times. Engineered for a carwash
environment, it processes thousands of transactions
every hour at sites across the country, without being
sick, late or having an “off day”.  Medical insurance?
Vacations? Breaks? Your XPT doesn’t need them,
because it's backed by the full-time DRB Systems
Support Team.

Aside from delivering your consistent selling 
message, the SiteWatch XPT gives you more ways to
reach and retain customers – and increase ticket sales
with powerful marketing tools like these:

• FastPass® – A wireless acceptance system that 
completes transactions in less than 3 seconds 
without customers even having to stop and lower 
their windows.

• Automatic Recharge Module® – Recharges credit 
cards automatically to renew monthly passes.

• Built-In Barcode Reader – Accepts mailers and 
prepaid cards.

• SiteWatch Website Connect – Lets you sell 
FastPass tags, monthly passes, prepaid cards and 
individual washes to customers from your website.

What’s Next? 
Learn how the SiteWatch XPT can help you grow in any
market. Contact DRB Systems, www.drbsystems.com or
call 1-800-336-6338.

U S I N G  T E C H N O L O G Y  T O  E N H A N C E  Y O U R  C U S T O M E R’ S  E X P E R I E N C E

800-336-6338 Green, Ohio  / www.drbsystems.com
© Copyright 2009. All rights reserved DRB Systems, Inc.

®

Proven 
Performance 
In The Real World
Over 100,000 FastPass tags have now been issued
with the SiteWatch XPT.

DRB XPT reliability ad NECW:DRB XPT ad concepts  4/29/11  1:03 PM  Page 1



+2%

-13.5%

Justice is Spot on
 I have to confess that I am a big fan of Ray Justice’s ar-
ticles and poems. I don’t know if anyone else  reading  the 
Northeast Carwasher gets what Ray is saying, but I do. I have 
always been big on motivational stuff and find that Ray’s 
writings always hit the right cord. I find that his writings 
tend to make me think about where I am in my life and steps 
that may need to be taken to correct a funk I may be in. It’s 
funny how just a few words can do that. I even check out 
Ray’s web site, Thought Compass (www.thoughtcompass.
com). His blog writings are spot on.
 So, if you’re having a bad day and need some help figur-
ing things out check out Ray’s site. There truly is some pretty 
amazing stuff there.� n

Stuart Levy owns Clean Car Consulting in Chelmsford, MA. You can 
reach him at smlcwconsulting@aol.com.

 

love the Carwasher!
 I want to compliment you, maybe again, for a great pub-
lication! The Northeast Carwasher is always full of wonderful 
and timely articles. Not only do I enjoy reading it, I always 
pass various articles and ideas to our staff for their reading 
and input. Keep up the great work!� n

Bob Katseff owns Turnpike Car Wash in Peabody, MA. You can reach 
him at bkat@supercleancars.com.

Kudos to CCA’s Whitehouse
 I am writing to extend my gratitude and my compliments 
for the amazing job our current Connecticut Carwash Asso-
ciation (CCA) President, Todd Whitehouse, did in maintaining 
the sales tax exemption on carwashing in Connecticut. While 
others certainly contributed to the effort, and I applaud their 
hard work and sacrifice, it was Todd’s leadership and inspira-
tion that pulled this victory from the jaws of defeat.
 I know I was not alone in thinking that in this economic 
climate faced with a $3 billion deficit that there was any way 
the carwash tax would ever be pulled out of the new tax plan 
once put in. But Todd pressed on regardless and rallied the 
troops to countless meetings in Hartford and Town Hall ses-
sions across the state. He organized weekly conference calls 
and urged members and non-members alike to contact their 
representatives, get petitions signed, do anything and every-
thing to call awareness to the harmful effect this tax would 
have on all of our businesses. I don’t think there was a single 
meeting he missed!
 I know there were many hands at the plow, but it is his 

true leadership that pulled this group together to achieve 
this goal.  Todd was the right man in the right  place at the 
right time!
 And to those of you who are reading this who are not 
current CCA members, may I suggest that you immediately 
join as your way of saying “thanks” for all the money his ef-
forts have saved you. It’s the least you can do!� n

Mark Curtis owns Splash Car Washes in Stamford, CT. You can reach 
him at mcurtis@splashcarwashes.com. 

ReAdeR’s voIce

WASh VolUME INdEx
 We have taken the pulse of five East Coast operators to see 
where their volumes are compared to last year. We had a high of 
+2 and a low of -13.5. This time the ’Jersey shore took the hardest 
hit and upstate New York had the strongest showing.

 Thanks to Dennis O’Shaughnessy, Sr. in upstate New 
York; Doug Rieck on the Jersey shore; Dave DuGoff in the 
Mid-Atlantic; Ron Bousquet in Boston and Kevin Detrick in 
the Poconos. n

Site on the Mind
 Westminster Car Wash and Detailing 
of Westminster, MD, brings their carwash 
to the customer. Their home page features a short video with 
“before” and “after” pictures to give customers an easy refer-
ence.  A photo gallery on the site allows customers a look at 
the wash’s previous work.
 The site also features an easy-to-read layout and is well 
organized.  The wash’s services and prices are clearly listed 
and easy to find thanks in part to a simple yet eye-catching 
color scheme. 
 The site pages are also clearly marked and user-friendly.  
 Check it out yourself at www.wcwdetailing.com. n

Do you have an opinion or view you 
want to share with our readers? 

Send your thoughts to:  
Editor, Northeast Carwasher  

2214 Budd Terrace, Niskayuna, NY 12309 
OR  mediasolutions@nycap.rr.com
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UNITEC hIRES NEW  
dIRECToR oF SAlES

 Unitec Electronics, Elkridge, MD, 
has hired Andrew “Drew” Ryan as Di-
rector of Sales, according to a company 
press release. Ryan will represent the 
company to firms in the carwash in-
dustry worldwide and will serve as the 
leader of Unitec’s sales force covering 
the US and Canada.
 Prior to joining Unitec, Ryan held 
various sales and business develop-
ment positions in the manufacturing, 

 Steve Arnovick has been appointed 
the new National Sales Manager. He has 
been with Blendco since 2007 as the 
Rocky Mountain Regional Sales Manag-
er. In the past four years, Steve has been 
very successful in growing his region 
through increased sales and the addi-
tion of new distributors.  Most recently, 
he was honored as part of DuBois’ 2010 
President’s Council for being one of 
the top salespeople in the company. In 
his new position, Arnovick will oversee 
Blendco’s team of Regional Managers 
while managing North American sales. 
 Wes Osborne has joined the Blend-
co team to take over as Rocky Moun-
tain Regional Sales Manager. Osborne 
comes to Blendco with more than 20 
years of experience in the carwash 
industry, and is already very familiar 
with the company having worked for 
a Blendco distributor 10 years ago. 
Osborne will cover the states of Mon-
tana, Idaho, Wyoming, Utah, Colorado, 
New Mexico and Arizona in addition to 
parts of Canada and Mexico. n

For more information visit www.blendco.com

ChAppEl MACNEIl’S   
NEW MARKETINg CooRdINAToR
 MacNeil Wash Systems Limited, 
Barrie, Ontario, Canada, has hired Sue 
Chappel as its new Marketing Coordi-
nator. Chappel will be responsible for 
the development, fulfillment and imple-
mentation of all marketing tasks, includ-
ing advertising, internet marketing, lead 
management and show coordination. 
 Chappel brings more than 15 years 
of experience in the fields of sales, ad-
vertising and marketing in the busi-
ness-to-business and consumer mar-
kets to the position.

For more information  
visit www.macneilwash.com

BlENdCo SYSTEMS ANNoUNCES 
NEW SAlES MANAgERS

 Blendco Systems, Bristol, PA, has 
appointed a new National Sales Man-
ager and a new Rocky Mountain Re-
gional Sales Manager, according to a 
company press release.

NewswoRthy
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to formulate ultra concentrated prod-
ucts into stable solutions that deliver 
unprecedented performance. What 
began as an idea has resulted in a full 
line of carwash products that are sup-
plied in gallon bottles of liquid. Bagged 
powders are combined with water into 
stable solutions with Ultraflex’s Clear 
Mix 55 system.
 “We knew there would be added 
benefits from Ultraflex other than han-
dling,” said Krause. He went on to say, 
“Distributors and operators are real-
izing increased safety, space savings, 
convenience and reduced costs from 
the system.”  n

For more information  
visit www.lustraBear.com

RYKo 
NAMES NEW CEo

 Steven L’Heureux has been ap-
pointed Chief Executive Officer (CEO) 
of Ryko Manufacturing Company, 
Grimes, IA, according to a company 
press release. He will succeed Tom 
Carleton who will remain with the 
company during the transition period. 
L’Heureux joins Ryko from Noritsu 
America Corporation where he was 
Chief Operating Officer (COO). “When 
we acquired Ryko in December, 2010, 
we saw an organization that possessed 
a great foundation in proprietary car-
wash technology, respected products, 
excellent service delivery and the po-
tential to reach a worldwide audience 
of industry partners and individual 
entrepreneurs with compelling new 
business models,” said Troy Templeton, 
managing partner of Trivest Partners. 
“Steven L’Heureux has seized upon 
that vision with us and is prepared to 
orchestrate a strategy that is focused 
around profitable growth for Ryko, its 
partners and customers.”
 L’Heureux has been involved for 
more than 15 years in the executive 
leadership of several manufactur-
ing and service companies where he 
has been recognized as a catalyst for 
growth and transformation. n

For more information  
visit www.ryko.com

metals and software industries. He 
launched product and service sales 
initiatives in private, start-up and 
Fortune 500 companies. “His experi-
ences in strategic sales planning and 
business development across various 
supply channels will be valuable as-
sets to Unitec in this dynamic market 
environment,” said Pam Piro, Unitec 
President & CEO. n

For more information  
visit www.unitecelectronics.com

ICA pRESENTS lUSTRA™  
WITh 2011 BRIAN CAMpBEll  
lEAdERShIp IN INNoVATIoN 

AWARd

 Dave Krause, CEO of Lustra Car 
Care Products, was presented with 
the Brian Campbell Leadership in In-
novation award by Eric Wulf, Execu-
tive Director and CEO of the Interna-
tional Car Wash Association (ICA), 
and John Pierce, ICA board member, 
at the 2011 Car Care World Expo wel-
come reception May 2 at the Sands 
Expo Center in Las Vegas. The award 
was in recognition of Lustra’s Ultra-
flex® system of ultra concentrated 
carwash chemicals and equipment. 
“This award is for true ingenuity in 
the development of carwash prod-
ucts or process,” said Wulf.
 “It is indeed an honor to receive 
this award,” said Krause. “It validates 
the hard work of so many through the 
years of development and testing of 
the Ultraflex system. We believe that 
this system will change the way opera-
tors and distributors do business and 
this acknowledgement of everyone’s 
effort is gratifying.”
  Development of the Ultraflex sys-
tem began more than five years ago 
as a vision Krause had of not shipping 
diluted products in large containers. 
It required exacting science to be able 

Be An  
Effective  

‘probation officer’
 Probationary periods are useful 
when hiring, enabling you to make 
a quick decision if you realize that 
you’ve hired the wrong person. But 
they won’t necessarily protect you 
from being sued for wrongful dis-
missal unless you’re careful.
 Keep these points in mind when 
evaluating probationary employees:

 ❖ Opportunity. You need to of-
fer the new hire an opportunity to dem-
onstrate his or her ability to do the job. 
Be sure to document the person’s per-
formance thoroughly so you can sub-
stantiate a decision to terminate.

 ❖ Support. You can’t just hire 
people and expect them to become 
instantly stellar. Provide the train-
ing and support necessary to give the 
person the skills needed to succeed. 
Again, document your supporting ac-
tivities for future reference.

 ❖ Standards. Keep your stan-
dards consistent. If a new employee 
thinks you’re raising performance 
standards just to get rid of him or her, 
you could be in for litigation. Clarify 
standards up front, and stick to them.

 ❖ Employee abilities. During 
the hiring process, ask job candidates 
to provide information about job-relat-
ed skills and what levels they can per-
form at. If you can show that the new 
salesperson isn’t performing at the lev-
el he or she claimed, you have grounds 
for firing the person for cause.

 ❖ Communication. Don’t leave 
probationary employees in the dark 
about how they’re doing. Let them 
know when they’re doing a good job, 
and point out areas where they need 
to improve. Be sure to offer solutions 
to performance problems – otherwise, 
you’re just complaining. n
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The Best of Years 
During the Worst of Years
By Alan M. Petrillo

 O’Shaughnessy believes he also owes success to the 
accumulation of everything that he’s learned in the car-
wash business.
 “I read magazines, go to carwash shows and ask people 
questions,” he said. “I learn from other operators and then 
return here and try to put that information to use. I take their 
statistics and come back to Glenmont and do it, so I let them 
be the guinea pigs.”
 O’Shaughnessy maintained that he doesn’t have an ego 
when it comes to learning about business.
 “There are a million carwash people out there who are 
smarter than I am,” he pointed out. “I have no problem letting 
them show me how to make money.”
 O’Shaughnessy recently made changes in his carwash 
that he thinks attracts a younger crowd.
 “About a year and a half ago I switched over all the com-
puters in the carwash so we now have touch screens in all 
our self-service bays,” he said. “We’re one of the few in the 
area with those touch screens and the younger generation 
thinks they’re slick.”
 Glenmont Car Wash has a conveyorized exterior tunnel, 
an in-bay automatic and five self-service wash bays.
 O’Shaughnessy’s computer system allows him to take 
credit, debit and gift cards, as well as coins, tokens and bills.
 “Customers like to deal with successful people and they 
like to deal with businesses that embrace change for the bet-
ter,” he observed. 

 There are many carwash operators along the East Coast 
who would classify their businesses as “hurting” over the 
past year, crying the blues about what might have been. 
Yet, for two operators in the Albany, NY, region and one in 
Stroudsburg, PA, – Tom Hoffman Jr. of Hoffman Car Wash, 
Dennis O’Shaughnessy, Sr. of Glenmont Car Wash and Kevin 
Detrick of Sparkle Car Wash, respectively – the past year was 
the best in the history of each of their companies.
 “This is my 37th year and the best year money-wise in 
the history of Glenmont Car Wash,” O’Shaughnessy, the own-
er, said.
 Part of that success, O’Shaughnessy maintained, is be-
cause he’s a hands-on operator.
 “Five days a week I open up the carwash, wearing my work 
clothes,” he said. “I wash cars and help customers, working with 
my help. That’s the best place for me to be.”
 O’Shaughnessy wondered how many carwash owners 
spend most of their day in the office instead of with their em-
ployees.
 “I get dirty. I’m there every day with my team like a coach,” 
O’Shaughnessy said. “Because the final curtain comes down 
to my wallet. I coach up a storm. And I spend only about one-
and-one-half hours a day in the office to do the stuff I have to 
do and the rest of the time I’m with my workers.”

Continued on page 14…

Sparkle Car Wash in Strouds-
burg, PA, Hoffman Car Wash 
in Albany, NY, and Glenmont 
Car Wash in Glenmont, NY, 
all posted banner years.
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800-643-1574

CASHLESS UNIT
A Free Vac That 
Pays for Itself

Super Vac is free
using pushbutton

Customer PAYS for Turbo-Vac, Fragrances and Spot-Remover 
Other payment options available: coins, tokens and bills.

FRAGRAMATICS MFG.CO., INC.

P.O. Box 1140, Pine Bluff, Arkansas 71613

Toll Free: 800-643-1574 (USA & Canada)
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Email: sales@fragramatics.com

Visit: www.fragramatics.com
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percent of a carwasher’s volume, with the rest dependent on 
the economy.
 “That’s why I live by the unlimited carwash program,” 
Hoffman said. “It’s a carwash operator’s weather insurance 
and the best way to train existing customers or convert oth-
ers into more frequent washing.”
 Hoffman said his company is getting more gross profit 
from its unlimited carwashes than they used to, especially 
as they have taken their numbers to more than 500 active 
unlimited carwash customers per wash site.
 “Those first 500 customers are most likely to be frequent 
washers,” Hoffman said, “but what they used to spend with 
you is usually greater with the unlimited because they often 
upgrade.”
 Hoffman said the revenue per wash looks lower when 
one looks at those first 500 customers, but the more custom-
ers you added in an unlimited program means the carwash 
is busier, and attracting newer customers who can be signed 
up for unlimited washes.
 Hoffman noted that 7,500 unlimited members use both 
the exterior ultimate and the interior packages, with the ma-
jority of them opting for the exterior package.
 Detrick of Sparkle Car Wash, a two-lane flex service 
wash with one detail bay and five self-service bays, said mov-
ing to the flex-service model was the best thing he could do 
for the carwash.

 O’Shaughnessy recently tried an air boom to blow wa-
ter off cars in one of his self-service bays. After a free 30-day 
test from the air boom vendor, O’Shaughnessy convinced the 
vendor to install air booms in all of his five self-service bays, 
and got the price dropped by $100 per unit.
 “I metered that 30-day free use and determined enough 
people used it to make it worthwhile,” he noted. “I worked 
the math to see how much extra money they would pro-
duce, whether it would be enough to pay off the loan to buy 
the units and still put a profit into my pocket. The math 
worked, we installed the units, and the air booms have been 
so popular with customers that on Saturdays all you hear is 
the air booms going.”
 Hoffman, the CEO of Hoffman Car Wash, with 18 loca-
tions in New York, said the past winter was “a real winner for 
a change because it was snowy and cold at the right times. 
We can’t complain about the winter at all.”
 The 2010 year was a record year for Hoffman Car Wash, 
Hoffman noted, better even than 2009, which was the previ-
ous record year for the company.
 Hoffman said the volume is up in his carwashes by three 
percent overall for the past year, with in-bay automatics up 
13 percent, full serves down one percent and exterior washes 
up one percent.
 Hoffman pointed out that the weather controls 75 to 80 

Best of Years … continued from page 12.
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 Detrick converted Sparkle, a former full-service wash 
with two full service and one exterior lanes, to flex service 
four years ago and the difference is reflected in his volume 
and bottom line.
 “We added two unattended terminals with gates on two 
lanes, so everyone rides through with spot-free rinse,” he 
said. “They can use vacs to finish their car off themselves or 
bring it to us to finish. We also use the detail bay for more 
intensive detail work that we don’t want to do online.”
 Detrick said when the carwash was a full serve, it 
washed 70,000 vehicles in 2000 and fell to 53,000 by 2005. 
Immediately after the conversion to flex serve, the num-
bers stayed even in 2006, increased to 68,000 in 2007, 
80,000 in 2008, jumped to 123,000 in 2009 and was up to 
130,000 in 2010.
 “We improved our value proposition (or we delivered 
more value) by eliminating prep, spending time and money 
on equipment in the tunnel creating repeatable quality with-
out prep, putting reclaim to work only on the lower side of 
the cars, and using presoaks and lubricants at every point of 
friction on the vehicle so the cars are clean, shiny and dry,” 
Detrick said. “Then we focused on service.”
 Detrick said with the two terminals, he only gets a line 
out front when he hits 90 cars an hour.
 “One of the first things we noticed was when customers 
see a line, they often don’t stop, but the flex serve fixed that 
problem,” he said. “We were doing 45 cars an hour with full 

service and now do 75 cars an hour at 12 and 1. That’s 60 cars 
more a day with no spikes in service.”
 Detrick also increased the convenience for his custom-
ers. As a full serve, on bad weather days he would close the 
wash. But with the flex serve, he stays open because his labor 
costs are much reduced, meaning if the weather clears later 
in the day, he’s available to wash cars. He also extended hours 
in the evening from 5 to 7 pm for exterior washes only.
 “Once you cover your costs, any incremental volume 
goes to the bottom line,” he observed. “By going to a flex 
serve, the tunnel became a fixed cost with one guy at the 
end of the tunnel. Whether it’s washing 8,000 or 16,000 cars a 
month, the costs don’t change that much.”
 On the labor side of the building where all the hand ser-
vices are done, however, labor costs are focused on each cus-
tomer’s car.
 “We’re selling that labor as a straight variable cost,” Det-
rick said. “The longer it takes to deliver a vehicle, the greater 
the cost.”
 Detrick noted he would not want to go back to running 
a conventional full-service carwash.
 “With a flex serve, we’ve reduced our labor costs and in-
creased our capacity,” he said. “Plus, this model makes more 
money and is a lot easier to run.” n

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor 
of  Northeast Carwasher.  He also is the author of the historical mystery, 
Full Moon.

don’t Be Afraid to 
Confront Your Fears

 You’re afraid. Admit it. We all face fears and anxiet-
ies every day, and the only way to overcome them and 
succeed is to recognize them up front so we can con-
front them directly.

 ❖ Examine your fears by identifying them. 
Spend some time each morning asking yourself 
what might happen during the day that you’re 
afraid of – failure to reach the people you need 
to talk to, for example, or getting lost on the way 
to an appointment.

 ❖ Take preventive steps. Think of what you can do 
to prevent your fear from coming true. Maybe you 
just need to be persistent to get hold of people, 
for example. Be on the lookout for behaviors and 
thoughts that add to your fear, and train yourself 
to change your patterns of action and thinking.

 ❖ Learn from your fears. You’ll either succeed or 
fail. Either way, use the experience of confronting 
your fear to overcome new problems. n
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PERFORMA CAR WASH SYSTEMS EXPRESS CAR WASH SYSTEMS

417 S. Madison Blvd. • Roxboro, NC 27573 • 1-800-421-5119 
sales@cpcarwash.com • www.cpcarwash.com 

PerformaPlus Control Panel PerformaPlus High 
Efficiency Boiler

Manifolds Cat Pumps Vault Meter 
Boxes

Carolina Pride Carwash Systems 
cover the full range of self 
service car washing. Our 

customized industrial grade car 
wash designs, offer systems from 

one to ten bays, which 
can be expanded to fit any 

wash requirement. 
For more information contact 

a sales representative at 

1-800-421-5119!

Groups Trying to Push  
Use of Dollar Coins
By Alan M. Petrillo

Association of Machinists, National Mining Association and 
PMX Industries.
 “It’s a coalition of lobbying groups for different in-
dustries that have an interest in dollar coins,” DuGoff 
pointed out. 
 DuGoff ’s College Park Car Wash is comprised of three 
frictionless automatic washes and five self-service bays.
 “All the equipment we have accepts dollar coins, includ-
ing the vacuums and vending machines,” DuGoff said.
 He noted that his automatics, vacuums and some of his 
vending machines also accept dollar bills, but not his self-
service bays.
 “I put bill acceptors in my five self-service bays in 2003, 
but took them out in 2006,” DuGoff said. “I found I didn’t need 
them. The paper dollar use in the self-service bays never got 
more than 12 percent of gross bay revenue. Other operators 
were telling me they were getting 30 percent or more.”
 The vandalism aspect of accepting dollar bills in the self-
service bays also concerned DuGoff.

 The Dollar Coin Alliance is looking to help federal law-
makers cut the deficit through the use of dollar coins, instead 
of dollar bills.
 Composed of a disparate assemblage of organiza-
tions, from mining interests to transit associations, the 
Alliance also includes the Mid-Atlantic Carwash Associa-
tion (MCA), represented by David DuGoff, owner of Col-
lege Park Car Wash in College Park, MD, and MCA Opera-
tor Vice President.
 DuGoff said he is a long-time supporter of using the 
dollar coin, having represented the International Carwash 
Association (ICA) at a series of meetings of the Dollar Coin 
User’s Group Forum at the U.S. Mint from 2006 to 2009. Early 
this year, he was contacted by the Dollar Coin Alliance and 
became part of the coalition.
 Other members of the Alliance are the American Public 
Transit Association, Brink’s, Citizens Against Government 
Waste, Copper and Brass Fabricators Council, Copper Devel-
opment Association, Global Brass and Copper, International 
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 Ferruolo noted that the industry has moved far in the last 
10 years in installing bill acceptors and that eliminating the 
dollar bill would place a large burden on carwash operators.
 “They’d only have dollar coins to deal with, and handling 
them will not be easy,” Ferruolo said. 
 And while Ferruolo still uses dollar coins at his carwash-
es, and believes they have simplified operations in some re-
spects, he doesn’t see them as the sole means for how people 
would purchase carwash services.
 “From carwash bays to vacuums to vending machines, 
the bulk of our business today is designed to accept dollar 
bills,” Ferruolo pointed out. “Our industry is geared toward 
bills and they’re easier to handle. I don’t think its good for the 
industry for them to take that away.”
 While DuGoff isn’t predicting outright victory for the 
Dollar Coin Alliance, he said the government could save a 
half-billion dollars a year by eliminating the $1 bill and issu-
ing dollar coins.
 “In this economic climate, the government should be 
looking at all ways to save taxpayers money,” he said. “There’s 
a lot of opposition to be overcome, but I’m cautiously opti-
mistic the Alliance can be successful.” n

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing edi-
tor of  Northeast Carwasher.  He also is the author of the historical 
mystery, Full Moon.

 “The vandals never got much money out of them – the 
most was $70,” he said, “but repairing the damage to the me-
ter box faces became tiring.”
 Part of the Dollar Coin Alliance’s lobbying efforts to push 
the use of the dollar coin include outlawing the use of paper 
dollar bills.
 “Any other country that adopted a dollar coin eliminat-
ed its one dollar note and substituted a coin,” DuGoff said. 
“We’ve seen that happen in Canada, England, Australia and 
Russia. The amount of money saved in Canada was three to 
four times what was expected, so the government then im-
mediately went to a $2 coin too. Now they have a Loonie and 
a Toonie.”
 Another supporter of dollar coin use is Paul Ferruolo of 
Mr. Sparkle Car Washes. Mr. Sparkle has soft-cloth washes, 
frictionless automatics and self-service washes at 14 loca-
tions in Connecticut and Massachusetts.
 While Ferruolo supports the dollar coin, he thinks elimi-
nating the $1 bill would be a mistake.
 “I think eliminating the dollar bill in relation to the car-
wash industry is the last thing operators would want to see,” 
Ferruolo said. “Look at the amount of money carwash opera-
tors have spent in the last few years to get their equipment to 
accept dollar bills. And besides, dollar bills are much easier 
to handle than dollar coins.”
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Former NFL Standout Theismann 
Shining Star of CCWE 2011
 Former sports greats have graced the podium at the Inter-
national Carwash Association’s Car Care World Expo on several 
occasions. Unfortunately, many have fallen short of the mark. 
This year’s keynote speaker, former NFL great, entrepreneur and 

network analyst Joe Theismann was 
certainly the exception to the rule. 
He was simply fabulous, according to 
much of the audience. “Joe was just 
exceptional,” said Karen Barbalunga 
of Barbalunga Enterprises in Pitts-
field, MA. “He may have been the 
best keynote speaker I’ve ever heard.”
 His rich description of his career 
mixed in with healthy references to 
the industry and the struggles of its 
operators combined for a perfect 
balance of humor and insight. At-
tendees could not help but leave the 

program feeling his positive mental outlook for tackling change 
and planning for the future.
 Another highlight of the three-day show was the award’s 
program, which this year was intertwined with the Welcoming 
Reception on Monday, May 2. Although the venue was not ideal 
for presenting awards, the recipients were all gracious and wor-
thy of their accolades. Award recipients included:

 ❖ Brian Campbell Innovation Award, CSI-Lustra® 
The award is in recognition of the company’s Ultraflex® 

system of ultra concentrat-
ed carwash chemicals and 
equipment.

 ❖ Environmental Leadership 
Award, Frank Trilla, King 
Car Wash
Frank Trilla operates King 
Car Wash in Westmont, IL. 

 ❖ Hall of Fame Award, Bob 
Black, Super Wash
Super Wash, Inc, based in 
Illinois, is the nation’s premier turnkey carwash 
company. Bob Black, a 29-year industry veteran, 
has been a part of the development or construction 
of more than 700 carwashes nationwide. There are 
currently approximately 350 combination self-serve 
and brushless automatic carwashes operating un-
der the Super Wash® trademark in 21 different states 
from coast to coast.

Quality Show Floor
 In total some 5,500 vendors and operators flooded the 
show floor. Three hundred exhibits covered 121,000 square 
feet of exhibit space in the Sands Expo Center. “It was a 
terrific show for our company,” recounted Brad Metcalf, 
Northeast Regional Sales Manager for Innovative Control 

Continued on page 23 …

Joe Theismann

CCWE attracted some 5,500 ven-
dors and exhibitors to Las Vegas.

Foam N Wash's Gary Baright.

The Ecolab team was out in force.
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Stu Markowitz, Justine Hydsik, Marc Markowitz and Jeremy Fender of PoshMarketing.net

Bob and Dan Paisner and Mark Curtis take a break from the show floor to smile 
for the camera!

Mark DiTommaso (center) speaks with 
King and Karen Barbalunga. 

Foam N Wash's Scott Baright (right) gets an education on the show floor.

Brian Weygand and Walt Hartl of Hoffman Car 
Wash in Albany speak with a vendor.

John and Denise Sederquest of Haffners Car Wash in Lawrence, 
MA, with the fabulous Leo Zona of ZWash Systems.

Splash was well  
represented at the show.
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My Take on CCWE
By Doug Rieck

doug’s PeRsPectIve
member and supporter of the Northeast Regional Carwash 
Convention (NRCC), I must admit that the ICA show always 
has a great show floor. This is where you come to see a large 
amount of carwash equipment and get answers from vendors. 
It truly is one-stop shopping only limited by your stamina and 
desire. The show floor may have been at a different venue but 
it certainly delivered. I think it was more compact than last 
year, but it was great. Attendance on the floor seemed good 
on both Monday and Tuesday. I left Wednesday morning, so 
I missed Wednesday. I talked with several exhibitors and they 
were happy about the show. 

Innovations/Trends?
 The most visible trend was led by Sonny’s with their Ex-
treme Express mini tunnel designed to add a full conveyor 
carwash in a 35-foot self-serve bay. This is designed to wash 
40cpm and deliver a clean, dry shiny car with tire shine, and an 
over/under conveyor that is only 14 inches deep. Wow, that’s 
an impressive achievement. I agree wholeheartedly that a con-
veyor will wash many more cars in a day than an automatic, 
and that the future seems to pointing toward more automatic 
washing than self service. My cautionary note is that you need 
to have the demand and demographics to support the mini 
conveyor. Just because you can build it does not mean they 
will come. This is a great idea at the right location. There were 
two educational sessions on this concept.
 Other years I have commented on the move to electric 
drive for carwash machinery, and this year that seems to be 
complete. Now if you want hydraulic drive you are the excep-
tion. It’s time.
 The other trend that started a few years ago is that of In-
ternet connectivity. That was in full bloom on the show floor. 
Most of the in-bay machines have it for obvious reasons, 
along with the pay stations that they use. I know that ICS is 
now showing its latest software for conveyors, inbays, and self 
serves that they call Wash Net. This enables complete remote 
Internet access. At their booth, at each end, they had a big, 
comfy leather couch with a big 50-inch flat screen where you 
could take Wash Net for a test drive. Finally, complete connec-
tivity for conveyors as well as inbays.
 Internet connectivity is a big deal for all of us. It enables 
us to do more with less, and as small business owners we can 
manage our business’ better.
 This past January, during the long drive south to Disney-
world, at about 10 am I grabbed my IPAD away from my six-
year-old son (after driving since 7 pm the day before). Then I 
went online, checked stats at my two carwashes, looked at vid-
eo surveillance cams and felt better about what was happen-
ing. My fervent desire is to have my two inbays (the machine 
plc’s) fully connected over the summer. The idea is that with 
full connectivity I can do machine resets for nuisance faults 
and trips and monitor performance. If I average one reset a 
week that will save a lot of gasoline and time for my manager 
or myself over just a one-year period. The other project is to re-
place the pay station at one inbay location with an Auto Sentry 
which has full Internet connectivity.  

 This year at Car Care World Expo the big change was 
the venue. Finally, after many years the International Carwash 
Association (ICA) moved the show to the elegant Sands Expo 
Center, right in the middle of the strip. It’s great being back in 
town. In fact, it’s awesome. The Las Vegas Convention Center 
was fine, but the Hilton (it’s featured hotel) was getting dated 
and every year when I arrived I expected to see Frank Sinatra’s 
name on the marquee, in other words, a ’60s time warp.
 The good news about the change was the host hotel be-
ing the Venetian, but at the same time that was the bad news. 
The Venetian is not shy about charging a rather high room 
price, well over double what the surrounding hotels charge. 
It is a sensational facility and the complete polar opposite of 
the Hilton. It has been a lean year washing cars for most of 
us on the East Coast, so I stayed across the street at Treasure 
Island. I knew that other carwashers were staying next door to 
the Venetian at Harrah’s. I will gladly walk across the street to 
save $150 a night, and Treasure Island was a great facility, and 
much nicer than the Hilton. The only part that I missed about 
the Hilton was the “convention experience” meaning that 
since we all used to stay at the Hilton, you could always run 
into carwash friends in the lobby or the bar. Probably, more 
carwash equipment was sold in the Hilton lobby or bar than in 
some show booths. Hopefully, next year, the ICA will be able to 
negotiate a better rate for us at the Venetian and impromptu 
meetings can resume. Better yet, we will all wash a lot of cars 
and not be as price sensitive. Though I suspect the newfound 
frugality will stay with many of us.
  The educational sessions were improved upon this year to 
include a lot of relevant and timely content. For me, it was just 
a matter of choosing which session to attend. Some of the top-
ics covered included gated-entry self serves, mini tunnels re-
placing self-serve bays, Groupon, marketing, remote site mon-
itoring, credit card processing and bonus time at self-serve 
bays just to name a few seminars. In the interest of disclosure, 
I was a panelist at a self-service session and saw the work and 
care that the ICA put into its planning and execution. I attend-
ed several other sessions and found them to be good. Where I 
found issue was at the Monday night member event. Among 
the issues, the setting of heavy hors d’oeuvres and bar greatly 
detracted from the speakers. Eric Wulf, ICA Board Member 
John Pierce and the award recipients were totally overshad-
owed by the buzz in the room. The cocktail reception atmo-
sphere and talking, and lack of seating, was distracting at best. 
Other than that glitch, the ICA did a great job and made good 
use of the magnificent new facilities. It’s all part of the learning 
curve. Kudos to the ICA for the keynote speaker, Joe Theisman. 
He was outstanding and the best in years. 
 The meat of Car Care World Expo is always the show floor. 
All of us are kids at heart and love to play with toys. As a board 
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the equipment washes even better without the traditional 
conveyor guide rails. This is worth considering. The new car-
wash conveyors really are great, but the rubber belt might help 
attract more customers.
 I saw on the show floor two new and different approaches 
to the age-old question of how to get a dry car. The first was 
from Protovest. They have a new Stripper that comes com-
plete with a full electronic package of sensors and a PLC to 
control the bags and keep them off the car and out of pickup 
beds. I have not seen it work. I like the concept but I would also 
be just as happy with an old-fashioned, very well controlled 
top follower nozzle, with a modern electronics package.
 The other was from Sonnys. They were displaying a Buff 
N Dry Machine. This consisted of a top brush and two van 
high side brushes with a special material. The brushes keep 
turning and spin off any remaining water drops. It make total 
sense. Regardless of which way you do it the horsepower race 
in blowers has to come to an end. We have gone as far as we 
can with VFD’s and air gates.  Clean and shiny are only part of 
the equation. Dry is expected by our customers. The simple 
truth is that there has to be a much more energy-efficient way 
to get cars dry. Customers have gotten used to and comfort-
able with friction again, and I think we are ready to go back to 
top nozzles and drying curtains. Perhaps, it really is time for 
drying curtains to come back? We just need to deliver a clean, 
shiny dry car using less energy.
 Simoniz was showing off its Foam Thrower. This is a spe-
cial prep gun unit combined with Simoniz chemicals that de-
livers or throws a blizzard of scented foam on a car. This could 
be used at the entrance and really looks great. It will be a sure 
hit with the kids riding in the car. 
 One of the neat things was also seeing Kyle Doyle and his 
camera crew at show booths filming for his CARWASHTV.com 
website. It is nice to have a video record of our industry events.
 There was much more to the show floor than this little 
sample, however. There is much that I missed or failed to un-
derstand. Please don’t be offended if I missed something you 
think is awesome. Write in and tell me about it and I’ll share 
it with our readers. No slight is intended to any manufacturer 
or supplier. Carwashing is a big industry, and Car Care World 
Expo is a big show. I came away satisfied and feeling that this 
is not a year of change, but one of improvement and slow, 
steady evolution toward a better carwash future. There was an 
abundance of ideas and thought and creativity present on the 
show floor by all, just not any big AHA moments and that is 
fine, in fact, great. n

Doug Rieck operates Manahawkin Magic Wash 
and is a past president of the Car Wash Op-
erators of New Jersey. He also sits on the NRCC 
board of directors and was the 2010 NRCC Hall 
of Fame Award recipient. You can reach him at 
609/597-SUDS or dougrieck@gmail.com.

Editor’s Note: The comments and opinions in 
this article are of the writer. 

 In the past five-plus years, I have run an Express wash. I 
have come to develop a highly symbiotic love/hate relation-
ship with my tire shine machine. I have to have one. Period. As 
new machines have come to market, I have lusted after them 
only to be brought back to the reality that I already have one. I 
can’t justify replacing it because it does work. As the updates 
have come forth from my supplier I have installed them and 
become happier. This year at the show they offered yet more 
upgrades. Now the foam blocks can be replaced in one-foot 
sections. The elusive grail has been controlling the quantity of 
tire dressing applied. Obviously, you need more dressing ap-
plied to the sponge when you are slow, and the first few cars 
in the morning. When you are busy, less dressing is needed. 
Some of the other manufacturers have PLC controllers to do 
the job. It would seem the benefits of that would be better ap-
plication of product to tires, less sling from over wet pads, and 
of course, reduced product use.
 The elusive element has been the controller. I have even 
considered buying a PLC and learning programming (not really 
hard to do), but the reality of time allocation is the issue. At the 
show, I found two different suppliers offering controllers that 
looked great. All that I would do is replace the time delay relay 
with the controller and I could tailor the algorithm to my wash. 
Obviously, I ordered one on the show floor. The unit I chose was 
from a California company, New Wave Innovations. Hopefully, 
it will arrive on my doorstep soon and I can get it installed. I’ll 
let you know in the next issue how it is working out. By the way, 
the same company offers the slickest foam generator that I have 
ever seen. It even solves the problem of cleaning out the slime 
that builds up in the scrunchies and requires cleaning. 
 Belanger managed to position its booth right by the show 
entrance and had their usual giant full line display. This year, 
their newest was an inbay machine which evolved from the 
Vector and Saber. It is available as a single or double arm 
wash system and it is called The Kondor. It looks great, and 
is certainly visually stunning and simple. Now they have their 
Freestyler, the Saber and their newest unit the Kondor. Plus, of 
course, they have their normal line of tunnel equipment.   
 Peco was on the floor with their complete line of equip-
ment as well. They always have a visually-stunning display 
with bright cloth and shiny stainless steel. 
 On the other side of the room was Motor City Wash Works 
with their line of conveyor equipment. They were using a new 
material on their brushes, called Cotton Cloth. It looks like  
starched cotton sheets and has an interesting look. 
 MacNeil was out in force with their line of carwash heav-
en, no big changes this year, just evolution.    
 Tommys/AVW has always been a hot bed of innovation 
and one of their ideas has been the flat belt drive-on conveyor 
system. They had three of them on the show floor. I believe 
that in our industry quest to make carwashing more customer 
centric, and user friendly, the flat floor provided by the drive 
on belted system makes a lot of sense. There is no roller call, 
the customer just drives onto a moving rubber belt. There is a 
molded yellow tire bump that separates cars into what they 
call flights. There still is a pit, and the techs at Tommy’s claim doug Rieck
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tinues up to a maximum of $2,500, plus attorney’s fees. If the 
employer does not provide the wage notification to a current 
employee, the employee may recover $100 per week up to a 
maximum of $2,500, plus the costs of reasonable attorney’s 
fees. One can easily imagine how these numbers can add up 
quickly for an employer who is not in compliance with re-
spect to multiple employees. The inclusion of the attorney’s 
fee provision also signals the New York State Department of 
Labor’s desire to create an incentive for plaintiff ’s attorneys 
to seek out these claims against unsuspecting employers. 
There may very well be a flood of these types of lawsuits in 
the coming years.

Immediate Compliance Required
 The WTPA does not change the basic overtime pay re-
quirements of state and federal wage and hour law, but it 
does impose significant new requirements on the state’s 
employers, including enhanced damages and penalties for 
violations. Its very title, suggesting that failure to pay proper 
overtime pay is “theft,” gives employers more than a general 
idea of the legislature’s attitude about wage and hour viola-
tions.
 Ensuring compliance with the laws is therefore more 
important than ever.  It is strongly recommend that employ-
ers: (1) prepare to comply with the new employee notice re-
quirements that went into effect in April, including updating 
where necessary, notices and forms, wage payment prac-
tices, and the accuracy of worker classifications, both as to 
the employee status and as to the exempt/nonexempt status; 
and (2) prepare to comply with the new requirements that 
all notifications be provided in both English or the language 
identified by the employee if not English as his or her pri-
mary language.
 Further information regarding these 
notices can be found on the New York 
State Department of Labor website.        n

Scott Green is an Associate in Rivkin Radler 
LLP’s Employment & Labor and Litigation & 
Appeals Practice Groups.  He can be reached 
at 516/357-3139 or scott.green@rivkin.com.

New York Steps Up Enforcement Against Wage and 
Hour Violators
By Scott Green

 The New York State Wage Theft Prevention Act (WTPA) 
took effect on April 12, in response to a widely held belief 
that New York employers regularly fail to properly pay their 
employees overtime wages. While the law does not change 
any of the substantive underlying requirements regarding 
overtime pay, it does impose important new notice require-
ments on all employers and increases penalties for violators. 
We can expect that the New York State Department of Labor 
(NYSDOL) will begin enforcing these new regulations in the 
coming months. The carwash industry, historically a prime 
target of wage and hour investigations, can expect to draw 
heavy interest.

Notice Requirements
 Employers must immediately take action in response 
to the new notice requirements. The law already requires 
newly-hired employees to be advised, in writing, of their 
regular rate of pay, payday and overtime rate of pay. The 
WTPA has now added a requirement that employers must 
advise employees of the specific type of exemption claimed 
(i.e. administrative, managerial, etc.) if the employee is 
deemed to be exempt from overtime requirements. This 
provision forces employers to give greater consideration to 
the various, and often complex, exemptions available under 
state and federal law.  
 Additionally, the WTPA requires employers to notify 
all newly-hired employees of the following:  (1) the basis 
for the wage payment (i.e. hourly, daily, weekly, etc.) and (2) 
whether the employer intends to claim any wage deductions 
(e.g. meal or tip credit). This notice must be provided both in 
English and the employee’s primary language if not English. 
Additionally, employers must obtain a signed acknowledge-
ment from each newly-hired employee on forms that must 
be maintained for a minimum of six years. If the employer 
thereafter intends to amend any of the term included in the 
initial notification, it must notify the employee in writing 
one week prior to the change.  
 The WTPA also requires employers to provide the same 
notification to all current employees (rate of pay, basis for 
the wage, etc.) by February 1, 2012, and by February 1 in ev-
ery subsequent year thereafter, again in both English and 
the employee’s primary language if not English. Annual ac-
knowledgement forms must be maintained for a minimum 
of six years.  
 The New York State Department of Labor will assess 
penalties on employers who fail to provide newly-hired em-
ployees with the appropriate notification within 10 days 
from the date of hire. The employee may recover damages in 
the amount of $50 per week for each week the violation con-

guest columN

Scott green

Always treat your employees  
exactly as you want them to treat 

your best customers.
-Stephen Covey
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Regina Faul, Esq.
Scott Green, Esq.

Systems (ICS). “Many of the mid- to large-size 
exhibitors I spoke with told me the same thing. I 
heard no negatives; there was a lot of action.”
 The show also included two days of educa-
tional programming, a new investor program 
and the return of the golf outing after a number 
of years on hiatus.� n

Next year’s show is slated for May 7-9 at the Sands 
Expo Center in Las Vegas. For more information 
visit carwash.org. 

CCWE 2011 … continued from page 19.

The show floor seemed more 
upbeat and positive than in re-
cent years. According to many 
vendors, there were some 
serious buyers this year.
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71 Percent Take A Friend’s Recommendation; 
Are You Recommendable?
By JoAnna Brandi

 Zappos customers are passionately loyal to them. 
They have a high “trustability” factor and they easily in-
troduce all kinds of products – besides shoes – to their 
happy followers.
 Just think of other things your customers might buy if 
they loved you as passionately!
 I had the opportunity to hear lots of interesting thoughts 
and opinions at the show, and I will be sharing them on my 
blog. I’ve been on the road, so I am a little slow with my re-
porting. It’s a delicious duty to review and consolidate my 
notes to share with you things others are doing that help 
them help their customers recommend them.
 Briefly, there were several themes that we heard over 
and over again from speakers.

 ❖  It starts at the top.

 ❖  At the top there must be a holistic view – and cus-
tomer centricity must prevail throughout.

 ❖  We need to go where the customers are and that 
means social media in many cases.

 ❖  There has to be a direct connect between customers 
and ROI (and all the companies there could prove 
that).

 ❖  Customer loyalty isn’t quite enough anymore, since 
the customer is out there talking about us we are now 
looking to achieve customer advocacy.

 ❖  All this happens with the customer facing people and 
they need to take ownership, they need to be empow-
ered with the tools and info and systems to do that.

 They need to be supported by others in the organization.
In companies that are customer centric the caring and feed-
ing of the customer facing people is critical, these companies 
are increasing rather than decreasing their training.
 That’s my short list. These are the themes that surfaced 
over and over again. People. Process. Technology. They all 
need to work together for it to work – and it all must be mea-
sured to constantly prove the ROI.
 And – for me, the ROH, since I think 
that comes first. Have you read/heard 
the manifesto yet? www.returnonhappi-
ness.com
 More soon at the blog! n

JoAnna Brandi is the author of “54 Ways to Stay 
Positive in a Changing, Challenging and Some-
times Negative World.” You can learn more from 
JoAnna at Joanna@customercarecoach.com or 
visit www.ReturnOnHappiness.com.

 Recently, I attended the NACCM’s Customer World Con-
ference. It’s an annual pilgrimage for me. It’s my opportunity 
to learn from some of the best and the brightest in the cus-
tomer experience – loyalty – advocacy – happiness business. 
As you would expect, that world is changing quickly due to 
the rise of social media.
 The customer is in charge and the customer is talking – 
about you.
 The customer’s opinion is more important than it ever 
was before. Seventy-one percent of people said that they take 
a friend’s recommendation for a product or service. Custom-
ers today are involved and engaged in a way never before 
possible and it’s changing the game. For the better, I think.
 There’s great value in engaging the customer. Engaged 
customers buy more, tend to be more loyal and tell their 
friends about you. The “thumbs up” on Facebook is one of 
the ways the customer spreads the word about you and one 
of the reasons you want to make sure you are engaging the 
customers in ways you never did before.
 Even I’m gearing up to get some training (yes, I need 
remedial help) to find a way to communicate in more ways 
without increasing my stress level.
 Everyone was talking about Zappos and what they’ve 
done to build such a loyal fan base (uh, customer base) and 
many wonder what’s next for the feisty little $1 billion com-
pany. An airline?

guest columN

JoAnna Brandi
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of spill control pads and/or socks for spills, leaks and drips 
will help reduce the chance than an employee will use towels 
for the wrong purpose. 
 Having three distinct containers (window, body and 
grease towels) for pre-washing towel storage will also help 
to keep the chemicals from each type of towel from mixing. 
These towels should also be washed separately, using fresh 
water after each load, otherwise the purpose of separating 
becomes pointless.

Tip #3:  Follow Proper Washing Instructions
 Washing your towels correctly also helps to ensure their 
longevity.  Most towel vendors have a set of washing instruc-
tions/tips for the care of your towels. Even if you are using 
white towels, you should avoid using bleach. Bleach breaks 
down the cotton fibers of the towels over time, and shortens 
the life span.  
 Microfiber towels can never be washed with Terry tow-
els. The lint from the Terry towel will cling to the Microfi-
ber and is hard to remove.  Microfiber should also never be 
washed in hot water, or put in a hot dryer. Once these tow-
els melt (and you can’t always tell by looking at them) they 
won’t work. Also, never wash old Terry 
towels with new ones. As towels begin to 
deteriorate, they start to lint. This lint will 
transfer onto the new towels if washed 
together. n

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

 My last few Towel Tips have been about the rising costs 
of towels, so I thought it might be a good time to return to 
the topic of making your towels last longer. The following are 
some tips on how to increase the longevity of your towels.

Tip #1:  Prevent Loss
 Many carwashes reorder towels when the supply starts 
to dwindle.  Operators should be able to hold onto their tow-
els until they get old and start falling apart. Towels usually 
“disappear” for two reasons:  employees leave them in cars or 
customers “borrow” them and never return them.  
 If employees are leaving towels in cars, they need to be 
reminded that towels are important tools, and as with any 
other tool at the carwash, they should be held responsible 
for them.  Some carwash managers monitor the towel inven-
tory by counting them daily or weekly. Each employee should 
be made aware of this count. It is also up to the manager to 
check the interior during final inspection for towels that may 
have been left on the seats, floor or dash.
 Customers sometimes ask to borrow a towel to wipe a 
spot, or if the towels are in a place they can easily access, they 
might just take one.  If a customer asks to use a towel, offer 
to wipe off the spot for them.  It will show that your wash has 
great customer service, while at the same time ensuring the 
towel will be returned. 
 Many washes also offer courtesy towels typically a dis-
posable paper wiper or a lower-cost bar towel that is meant 
to be returned after use.  Bar towels, which are 16” x 19,” are 
inexpensive enough that if a customer takes one, it is not a 
big loss, but durable enough that an operator can continue 
rewashing the ones that are kept. 

Tip #2:  Separate Your Towels
 Ideally, different towels should be used for different 
parts of the car.  You can keep your towels separate by using 
two or three colors (one for each job), or you can use different 
types of towels. For example, use a Microfiber on the window 
and a Terry on the body. 
 Over time, soaps and waxes can build up and clog the 
fibers of the towels. This can cause them to become less ab-
sorbent and more apt to streak. Using a different towel on 
each part of the car will allow you to keep your waxing towels 
separate, and prevent ruining all of your other towels.
 A separate low-cost towel or rag should be used for 
wiping greasy wheel wells and doorjambs. Grease is hard to 
wash out of a towel, and can cause streaking on the glass. 
 Another cost-effective option is to keep an inexpensive 
box of rags around for maintenance work. Additionally, a box 

How to Make Your Towels  
Last Longer
By Valerie Sweeney

towel tIPs

Valerie Sweeney

If you have a towel question for Valerie,  
email her at: erc@ercwipe.com

Mark Your Calendar!!! 
Make sure to note the dates of 
the 2011 NRCC: Oct. 3-5, at the 
Trump Taj Mahal in Atlantic City. 
It's the LARGEST regional trade 
show in the country!

You don't want to miss it!
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PAYSTATIONS FROM HAMILTON

Find more information about our comprehensive line of products at www.hamiltonmfg.com or call 888-723-4858.

Acceptance/Dispensing Options HTK G/L Plus G/L 
Cash X X X 
Coins X X X 
Tokens X X X 
Bonus Token Dispensing  X X W/Bonus Token 

Vendor 
Dual Bill Dispenser X   
Single Bill Dispenser  X  
Hamilton Tokenotes® with XE Validator X  X 
Wash Package Codes X X X 
Coupon Codes X X X 
Credit Card Acceptance X X Optional 

Customer Value Cards X  W/DAN W/DAN 

Paypass Credit Card Acceptance X   
Features    
Receipt Printer X X Optional 

Dual Coin Hoppers X   
RFID Compatibility  X X X 
Gate Compatibility/Single Lane X X X 

Gate Compatibility/Multi Lane with PLC X X X 
A’La Carte X   
Communication Call Button Input X   
High Security Door X 

Alarmed 
X X 

Separate Locked Cash Chamber X   
Password Required/Protected X   
E-mail or Text Notifications X W/DAN W/DAN 

Heavy Duty Interior Locks X   
Heavy Duty Exterior Locks X X X 
Security Camera X   
Custom Graphic Display X X W/5.7 Display 

Option 
Video X   
Special Event Times & Pricing X X X 
Bi-lingual X   
 



Advertising is something that I have always 
been a big believer in since I started in this 
business years ago. Direct mail couponing 
has always been the way to go and yields 
the best results. Also, when offering a cou-
pon you can easily monitor the effective-
ness of the ad.  The problem with direct 
mail is in the carwash business you can’t re-
ally control the timing of the ad in relation to your volume.
 As we all know, our business is greatly dependent on the 
weather. As we also know, the weather cannot be accurately 
forecast more than a few days out. A print ad has to be ordered 
several weeks in advance and at that point we do not know what 
the weather will be at the time the ad runs.  
 In years past, it used to be a given that the summer would be 
slower than the winter. However, in at least the past decade that 
has not been my experience. When the weather is nice, consum-
ers seem to be more willing to spend the extra money on extra 
services that they feel will last longer than in the winter.
 With the emergence of email marketing and social media, 
on-demand advertising becomes more achievable. If you have a 
big enough list or fan club you can effectively send out specials 
and coupons at any given time and see instant results. During 
a slow week with weather that is not 100 percent favorable, I 
would amp up my campaign. Give a little bit extra, knowing that 
it is going to be slow, to try and get people in who may be skepti-
cal because of the forecast.  
 Cutting back during slow times is the opposite of what I 
think should be done. As for direct mail advertising, everyone 
should have a regular marketing campaign. Even if your coupons 
are not that aggressive just having your name out there is im-
portant. If you feel that you can predict when your wash will be 
slower than why not try to give your business a boost?  
 All in all, advertising is crucial in the success of a business. 
When times are slow, cutting back on it should be a last resort. n

 When you look at your check-
book balance during a slow sea-
son, such as in the summer, it looks 
tempting to cut back, but I feel this 
is the time you really need the ex-
posure to bring customers into your 
wash. Let’s face it, when the weather 

is cold and the roads have been salted 
you only have to open the doors and the line begins. 
What you need to do is have a marketing plan that is 
inexpensive.   
 If you want to give out coupons, why don’t you hand 
out coupons during the busy season that are only re-
deemable in rainy April, or advertise upcoming specials 
to create future business. For example, promote spring 
car cleaning in April with upgraded interior cleaning or 
a June special with an upgraded wax service to protect 
vehicle exteriors during the hot summer months. Being 
creative in your marketing doesn’t have to be expensive.  
 Also on any advertising you physically hand out to 
a customer you should direct them to your website so 
they can check monthly specials and print out coupons. 
Print advertising in newspapers and mail packs is very 
expensive and probably becoming a thing of the past. If 
you don’t have a great website you are missing great op-
portunities to market your wash. If you want to increase 
profits without spending a lot of money, you must em-
brace technology. n

Venus and Mars, aka Linda Feriod and Paul Vallario, are carwash industry veterans. Linda has worked in her family’s carwashing business 
for 18 years. She has also been the President of the Penn/Del Carwash Association and has managed the Car Wash Operators of New Jersey. 
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. 

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

veNus & mARs

Dear Venus and Mars, 
During slow periods, such as summer, or extended 
stormy periods, such as this past March, should 
we cut back on advertising and couponing? 

Mars Says

paul Vallario

Venus Says

linda Feriod

Ask Venus & Mars 

a Question at

mediasolutions@nycap.rr.com
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Control andPower Islands
$ave Dollar$!

Features:
� 32 up to 150 function configurations available.
� Direct networked communication with variable speed drives for

multi speed dryer motor and pump control.
� Complete input monitoring with indicator lights to simplify trouble

shooting and maintenance.
� Actual, Interpolated and Simulated Pulse available.
� Actual, Simulated, and Redundant Entrance signal.
� Conveyor Control, Warning Horn, Roller Raise, Wet Down features.
� Compatible with electric drive conveyor with optional VSD, includ-

ing onscreen speed control and monitoring.
� Anti Collision, Anti Roller Jam, Chain Tension all standard features.
� Internet monitoring through Internet Explorer; no special software

needed.
� Alarms of all critical operations with on screen and remote monitoring.
� Email and Text Messaging of alarm alerts.
� Wash line (queue) management with multiple Auto Cashiers, traffic

gate control.

Installation time is a fraction of standard wiring methods.
eGuardianWash Command car wash con-
troller is designed tomeet the highest standard
in car wash automation. Islands are connected
together on a stable Ethernet network.e real
benefit of islands is the savings gained in electrical installation and wiring. No
special training or wiring experience is required. Simple “plug and play” instal-
lation can save between five and eight thousand dollars in wiring and electrical
cots. All functions are readily configured, operated, andmonitored from a com-
puter, smartphone or tablet. Additional modules can be added easily, making fu-
ture expansion a snap.

Remote Modules simply connect
to standard wall outlets.

Output power can be setup for
24v to 240v, individually fused.

6 amp SPDT relays.

Sophisticated
automated solutions
for conveyorized
car washes,
simplified and
networked for
ease of operation,
maintenance
and installation.

Phone: 330-773-9828 Email: Info@washcommand.com
Fax: 330-773-9928 Ask for a distributor near you!

CUSTOM CONTROL SPECIALISTS
www.washcommand.com
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Day One
 We arrived. It cranked right up. Purred like a kitten. 
Drove like a car. My wife can drive it with no effort. Oh, one 
small issue, the roof air conditioner is out. I drive to the RV 
service place nearby to have the AC replaced. There is no new 
one in stock, however. I end up getting a great deal on a “re-
ally cold” used unit.
 As we were leaving the technician states the he thinks 
we need new tires.  I had thought they were ok, but this guy 
picks people up from the side of the road every day. He calls 
a friend who has been in the tire business for years and he 
sells me Michelin tires cheaper than the last non-Michelins 
I put on my pickup. But, we have to wait until morning to 
get them.

Day Two
 We get tires and start our new lives with our 1989 classic 
Vixen 21 SE. We drive about 40 miles and stop for gas. It won’t 
start. By the time I find a mobile service tech it starts and we 
drive to his location.
 Surprise – it needs a new starter! Oh, and the back-up 
batteries are new, but the cranking battery is dead. Since we 
can crank with the back up, we hit the road and will get a 
new battery in the morning. We drive about 150 miles and 
stop for the night. 

Day Three
 In the morning we go about 28 more miles and stop at a 
Wal-Mart for a new battery then we are on the road again: it’s 
the Friday before Easter.  
 We have gone approximately 50 miles and start to exit 
for lunch when a clanging alarm starts going off !
 No Brakes!!!
 At the exit we stop at what must have been on the 
prime site selection list for the movie “Deliverance.” After 
a quick examination, the mechanic exclaims that the RV is 
really cool, but he cannot work on it. One of the things I did 
have in that box of not-so-meticulous maintenance records 
is a fairly current list of Vixen owners in the US and Canada. 
What a Godsend!  They are all sympathetic, but no one lives 
close to where I am, which happens to be 100 miles from 
the nearest real airport and 50 miles from any rental car 
agency – of course!
 We locate very hard-to-find GM Powermaster brake 
parts. This system is no longer supported by GM or anyone 
else on the planet Earth, though. This issue was well known 
to all owners of Vixens, and many owners have taken ap-
propriate steps to rectify the situation. This was all deferred 

Fixin’ the Vixen!!! 
 By Perry Powell

 You cannot retain patrons if your equipment does not 
deliver satisfaction that exceeds their expectations. Con-
sumers do not always share their disappointments so the 
best policy is to make sure that your wash equipment is in 
working order.
 My own recent experience with deferred maintenance 
really brought this point home. I thought I would like to 
own a recreational vehicle (RV). I didn’t need or want any-
thing extravagant or new, but serviceable. Oh, and given 
today’s fuel prices, I needed one that got great mileage. As 
I was researching used, small, affordable and reliable RV’s 
and had just about decided on a brand, I went to the mall. 
There in the Sear’s parking lot was a small RV bearing a 
BMW logo.  
 It was amazing looking. I had never seen one like it be-
fore. I decided that I would take a tour around it and get 
the name and research this futuristic vehicle. The more I 
researched, the more I was intrigued. It is called a Vixen. It 
was designed by one of the principal designers of the Pon-
tiac GTO and the DeLorean. There are three models; a BMW 
turbo-diesel powered lift top (the TD), a turbo-diesel eight-
passenger limousine (the XC), and a General Motors gaso-
line-engined fixed-top (the SE). While the diesel engine may 
come from Bavaria and the transmission from France, much 
of the rest of the Vixens come from American car manufac-
turers. There are few unique parts on a Vixen which means 
that most parts are still available today (at least that’s what 
the propaganda claims!)
 It is 21 feet long, a little less than eight feet wide and a 
little less than nine feet tall. It was built between 1985 and 
1989, and around 587 were completed. No wonder I have 
never seen one! It drives like a car, fits in a single parking 
space and sports between 20 and 30 mpg – no kidding!
 It looks like a small boat inside, fully self contained, 
hardwood floors and solid oak cabinetry. I could be in luxury 
while spending less to drive it than my pickup truck. More 
bonuses were the fact that I could take my wife with me ev-
erywhere and we would not have to leave Patti Cake, our be-
loved five pound teacup Chihuahua, at home. To quote Will 
Smith in “Men in Black,” “I gotta get me one a deeze.”
 Months of research led me to a gentleman in Florida 
who was the second owner and friends and neighbors with 
the original owner of a mint Vixen. He said he had meticu-
lous records and the original manuals. I asked if he would be 
afraid to drive it from Florida back to Texas and he said he 
would not be. We negotiated a real bargain and I called and 
booked flights to Florida for me, my wife and Patti Cake. Let 
Perry’s Big Adventure begin.

A sIgN of the tImes
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Day Six
 Johnny checks for parts all day. I finally get a rental car.

Day Seven
 I get aggressive.
 There is still no solution on Earth, except a guy named 
Greg in Montana, who purchased the company’s assets when 
they went out of business. He has developed a replacement 
system which uses off-the-shelf replacement parts but there 
are none in stock, and it will take 10 days to get them.
 I order them and airline tickets back to Texas for me, my 
wife and Patti Cake.

Day Eight
 Relaxing and sightseeing in St. Augustine, (did I mention 
we can’t get out of central Florida via air?) in the rental car 
with my wife and Patti Cake.

Day Nine
 We board a flight home – me, my wife and Patti Cake.

Day 21
 It is a Wednesday. Johnny calls and says he has all the 
replacement parts and it is going well. He should be fin-
ished by Friday. Now I have to go back to Florida – paranoia 
and all.
 By now, if you have stopped laughing, you probably are 
asking if there’s a point to this column? There are several.

 ❖ I have strong empathy for anyone who has purchased 
a used carwash! We still believe we got a good deal 
and will get many years of affordable enjoyment from 
the Vixen, but it’s been a shaky start.

 ❖ I do not have empathy for anyone who defers main-
tenance!� n

In addition to being the owner of a classic 1989 
Vixen RV, Perry Powell is a Commercial Sign, 
Image and Consumer Behavior Consultant. He 
works with carwash owners to assist in creating 
the correct image with the public including the 
placement of science based signs, neuro-mar-
keting menus, neuro-marketing sales presenta-
tions, and conducting hearings before cities. He 
can be reached at 817/307-6484, perry@perry-
powell.com or www.perrypowell.com.

maintenance! Oh, and did I mention that by now the seller, 
(the sweetest little old man you’d ever want to meet), will not 
answer or return our calls.

Day Four
 Parts show up. Wrong parts!
 We locate a qualified shop 50 miles back where we had 
purchased the battery.
 Tow truck time. 
 We arrive as the shop closes until Monday, and the rental 
car locations closed at noon and won’t reopen until Monday 
because it’s Easter weekend, remember! The very nice shop 
owner, Johnny, gives us a ride to a hotel. We walk to dinner 
and Starbucks (thank God there was one!).

Day Five
 We walk back to Starbucks. We walk to lunch. We walk 
to dinner. We walk to Starbucks – again. We lose weight.

perry powell

About the Vixen…

There were 587 Vixen motor homes built by Vixen Motor 
Co., Pontiac, MI, between 1986 and 1989, when the com-
pany closed. The Vixen retailed for between $40 and $53k 
and got 21-30 mpg. Three models were designed: a lift-top 
BMW diesel motor home with 5-speed manual trans-axle, 
a fixed-top BMW diesel limo with 5-speed manual trans-
axle, and a high-top GM V6 gas engine motor home with 
4-speed automatic Trans-axle. The Vixen has a 148-inch 
wheelbase and the wheels are five inches further apart 
than those on standard automobiles. 
Visit vixenrv.com for more information.
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Don’t Overlook Your Site’s Security
By Gary Sokoloski

the obvious approaches to critical areas. This can be done 
with multiple cameras overlapping their views to provide a 
detailed account of vehicles or persons as they approach, as 
well as tracking their activities once on the property. It is also 
recommended to have a camera with high video definition 
to capture license plate numbers as they pass through the 
site or particular areas where it is necessary to identify the 
vehicle in case future action may be needed. 
 The final place to think about installing cameras would 
be the interior of the building, in order to capture images of 
critical areas so in the event of an incident the person is iden-
tifiable and their actions can be tracked from entering the 
premises to where they most likely will try to break into a 
locked area or damage critical equipment.
 Depending on the type of carwash you have it is also 
important to consider the other machines you have on site 
and what the best way to defend them is. With most vend-
ing or vacuuming equipment, you can put the same type of 
contact sensor used on a traditional door opening on that 
unit. This will, at least, sound an audible alarm and alert 
you if someone attempts to open one of these machines 
and if not save you from loss, it will deter the person from 
trying anything further. This will limit damage to equip-
ment and monetary loss that may result from leaving these 
units unprotected.
 One of the least thought of devices to consider is exter-
nal sensors. These devices typically will detect moisture or 
temperature changes in a protected area. We all can prob-
ably remember the day we were walking to the door to open 
our wash and see water flowing out from under the equip-
ment room door or to find a boiler that didn’t fire. The result 
being frozen pipes and hours of repairs. These sensors will tie 
directly into the security system and send an alert if a dras-
tic change in the moisture level occurs, or if a temperature 
reading passes the set point and allow it to be corrected in a 
timely manner instead of finding out something went wrong 
hours, if not days, after the event took place.
 With so much to lose, it is a good idea to be proactive 
and protect yourself and property from loss before it is too 
late. As with any system, be sure to compare products and 
services offered and consult with a professional in your area 
to have a system designed, installed, and 
tested to provide the level of protection 
that is right for you.� n  

Gary Sokoloski can be reached at 207/375-4593 
Office, 774/248-0171 Cell, and at gscarwash@
gmail.com.

 Security is often thought of in financial or personal 
terms. It is, in fact, our site’s security that is often overlooked. 
Like many things, the odds are in your favor that you may 
never need a security system to protect your property or 
your pride in the event of a damage claim. But take some 
time to review your current and planned security measures. 
The effort may be priceless.   
 One of the most common approaches to site security 
starts with the front door and some sort of contact alarm 
which will alert the security system when a door is opened 
while the system is active. These systems can also include 
alarms for other entrances to the building such as window 
alarms and motion detectors. If these devices are triggered 
when the system is armed and a door or window is opened 
or motion is detected in a protected area, they will alert you 
and the police in the event of a problem.  
 The next line of defense in the security process is to add 
video cameras to watch over the property while no employ-
ees are on site. These systems are widely available today and 
can be installed and set up fairly easily. 
 One of the keys to successful surveillance is to cover 

gARy’s tech tIPs

gary Sokoloski
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Developing A Powerful Local Brand 
By Ray Justice

 ❖ What do you have to offer? What can you teach or 
talk about?

 Establish yourself as an expert in your field, someone 
who knows what they are talking about.

 ❖ Contact information. Is it easy to find and connect 
with you?

 Is your personal name available as a .com domain to for-
ward to your website or blog?

 ❖ Be able to speak on your feet – in front of groups.

 ❖ Write blogs, articles, opinions and ratings. 

 ❖ Video is growing – on your website, use clips of you 
greeting, informing, thanking. Create a video of what 
to do when you enter your carwash so people know 
ahead of time and feel more comfortable about it.

 ❖ Monitor who’s talking about you on line. 

 Use social media. In today’s world it’s about interaction.

 ❖ What is your guarantee so that it feels safe and OK to 
deal with you?

 ❖ What are the benefits, for the customer, of using your 
business?

 How do people know about these benefits?
 Become really, really good at ways to let people know 
who you are and what you are about.
 You might find a way to use your hobby, what you are 
passionate about or what you are good at, to connect with 
your community.  An example might be if you are very 
good at saving money and cutting costs, you could use 
your location to hand out and inform people about tips on 
being thrifty. Helping to educate your community is a way 
to connect.
 Remember the word “Connection” as it is what you 
want your brand to do for you.
 Everything you are doing, and the ways you are con-
necting with your customers and your community, is devel-
oping a brand. The question to ask your-
self is if it’s the kind of brand you want to 
be know for.� n 

Ray Justice is a poet, entrepreneur and business 
coach. He is a former carwash owner and past 
president of the New York State Car Wash Asso-
ciation. Follow him on Facebook or follow him 
on Twitter@ThoughtCompass.

©2011 RayJustice.com

 

 In a previous article we discussed the importance of cus-
tomer service. One of the concepts was to have a very strong 
guarantee, one that would make people know that you stand 
behind your product. Guarantees help to remove that doubt 
that we all have, especially when we are using a business for 
the first time. Remove the doubt and grow toward establish-
ing trust. “Selling” or offering your services becomes easy 
when the trust, and the connection that comes with it, is 
routine and expected.

Consistency
 Another point we covered was consistency. Consumers 
want to know what they are getting and that your business will 
provide them with the same experience each and every visit. 
 It is a good idea to have an ongoing improvement pro-
cess always asking yourself these questions:

 ❖ How can we make it a better experience?

 ❖ What does my customer really want?

 ❖ What does my industry really need?

Local Brand
 Tying together these two concepts, along with the other 
aspects of your company, automatically starts building your 
reputation. In other words, you are growing a brand.  What 
all consumers want and need is a powerful, trusted and rec-
ognized brand that instinctively lets them know who you are. 
  Your brand is your reputation, your image, and your iden-
tity. It’s who you are to your customers. Branding in today’s 
world is not just a sexy logo and tag line. It’s about connecting 
in a safe and approachable way so that others have a positive, 
memorable, even unforgettable experience when they visit you.
 Here is a list of “Tips and Ideas” to grow your brand iden-
tity in a positive and rewarding way.

 ❖ On your web site, create a separate page listing your 
events, presentations and activities. Let people know 
who you are by showing how you are involved in your 
community. Use your satisfied customers words to 
say who you are by posting testimonials.

 ❖ Be clear and consistent as to who you are – reflect 
your personality and your message.

 Add personal information such as hobbies; it helps peo-
ple connect and remember. 
 Use stories – who is the person, or the people, behind 
the business?
 Connect your personal qualities to your company, prod-
uct or service.

INsIghts wIth RAyj

Ray Justice
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 If you attended the 2011 Car Care World Expo (CCWE) 
in Las Vegas you were exposed to an extraordinary wealth of 
information, resources and experts.  Two weeks later, May 17, CAP hosted its annual 
dinner and tabletop show where Gene Barr, Vice President of the Pennsylvania State 
Chamber, spoke about the current economic climate in the state. Also on the agenda 
were state legislation, policy and regulation that is and/or could impact the small 
business climate in the Commonwealth. I hope you took advantage of the opportunity 
to discuss all of the ideas and knowledge you accumulated at these events with your 
Pennsylvania colleagues at our dinner and show. These industry events reenergize us 
as we go back to our businesses and daily routines. It would be a missed opportunity 
if you didn’t talk best practices with fellow operators and industry experts who are 
right in your back yard.   
 I like to use meeting time like this to take stock of my business. Since I am 
already scheduling time out of the office, away from my business, I try to take off the 
blinders of my daily business grind. As I take in all the information available at these 
events, I try to receive it with a couple goals in mind:  

 ❖ How can this save me time?
 ❖ How can this save me money?
 ❖ How can this increase my bottom-line and how can this informa-

tion help my business grow? 
 Personally, I took away a lot from both of these events. While I was intro-
duced to new technology and business strategies at CCWE that will help my businesses 
function more efficiently, my local show provided more personal insight on operating a 
small business in the Commonwealth. It also provided a business map to navigate the 
local and state policy obstacle courses that exist for small businesses in Pennsylvania. 

New Member Benefit

 On another note, I am excited to announce that the Carwash Association 
of Pennsylvania (CAP) has just introduced another member benefit. CAP is Partner-
ing with OnDemand Energy Solutions, ODE, Pennsylvania's largest energy consulting 
firm, to offer a package of customizable programs that will enable members to lower 
their commercial energy bills. Savings can be realized within all Pennsylvania utility 
territories including Allegheny Power, Duquesne Light Company, Penelec, Met-Ed, 
PennPower, PPL, PECO and clients in Ohio with Ohio-Edison, as well. I strongly 
encourage all CAP members to contact our office today at 717/648-0159 to learn how 
your business can benefit from this program.  
 I look forward to seeing many of you at our annual golf outing and member-
ship picnic September 22. Mark your calendars now!

Keith Lutz
CAP President

CAP News

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

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
Tom Gravine, Redline Speed Shine, State College, PA

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

Keith Woolam, Car Wash Management, Clarion, PA

pAST pRESIdENT 
Keith Woolam, Car Wash Management

2011 
MEMbERShIp ApplIcATIoN

Carwash Association of pennsylvania 
430 Franklin Church Road, dillsburg, pA 17019 

Ph: 717/502-1909  •  F: 717/502-1529

To join, please complete this application and mail it 
with your check made payable to: Carwash Associa-
tion 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

Keith Lutz

PRESIDENT’S COLUMN
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HONOR ALL 
MILITARY SERVICE

HONOR ALL 
MILITARY SERVICE

UNITED WE STAND

UNITED WE WASH

graceforvets.org 

– GIVE A –

FREE
CAR WASH
NOVEMBER 11

 VETERANS DAY 

 REMEMBRANCE DAY 

 ARMISTICE DAY

Register Today
Is your wash location(s) registered to give a FREE car wash 
to Veterans and service personnel on November 11th? 
If not, we urge you to register today to join the united front 
of car wash operators across the world and give back to 
all military service. 

Benefits to Registering Early
• Take advantage of the FREE marketing tools and materials 
 available at graceforvets.org.    

• Lets veterans and service personnel know who’s 
 participating and where to go for their free wash.

• The more locations that participate the larger number of 
 veterans and service personnel the industry can recognize.  

Who Can Participate?
Any type of wash can participate as long as they are giving 
free washes. It’s all about giving back and recognizing those 
who have and are currently serving their country. 

• Hand Wash

• Self Serve 

• In-Bay Automatic 

• Exterior Service Automatic 

• Full Service 

For more information about Grace for Vets:
Call 717.733.9688 or visit graceforvets.org

HONOR ALL MILITARY SERVICE

JOIN TODAY!

graceforvets_5007-RIGHT_register-ad.indd   1 4/29/11   2:03 PM





Did You Know?

Presenting the green revolution 
of car wash solutions.

Bio-Clean is a unique formulation of car wash solutions 
without the use of harsh HF, ABF, and NPE chemicals 
for a better environment. Bio-Clean is not only 100% 
biodegradable, but it is has proven results of clean, 
dry, shiny cars while lowering the average cost per car.

Go to our website at www.hydrospray.com or call toll-free 
1-800-528-5733. To get our Quick Reference Guide. Guide 
shows our Bio-Clean products, their features, and adverage 
cost per cycle. Great resource for fi rst time Bio-Clean users 
and their car washes.

Free Quick 
Reference Guide

Give us a call 1-800-528-5733 or 
visit us online at www.hydrospray.com

carwash soluti onscarwash soluti onscarwash soluti ons

The True price of happiness, 
In dollars And Cents
 The best things in life may be free, but happiness ap-
parently has a price tag. At least, that’s what researchers at 
Princeton University’s Center for Health and Wellbeing say. 
Reviewing a series of surveys involving 450,000 Americans in 
2008 and 2009, the researchers found that the more money 
people make, the happier they are – up to about $75,000.
 Above that figure, pe ople don’t tend to be much happier, 
although their sense of success continues to rise with their in-
come level (not surprisingly).  So, someone who makes $150,000 
a year isn’t necessarily twice as happy as a person making only 
$75,000, even if he or she has twice as many playthings.� n

Words on Creativity 
From The great Artists

 Artists have called on their creative instincts since the 
first cave drawing. Do they have anything to teach you? 
Consider this advice about art and inspiration from some 
well-known and lesser-known masters of the visual arts.

 ❖ Brock Davis, artist: “I think it’s important to not 
be afraid to fail. I have a lot of ideas, sometimes they work, 
and sometimes they don’t. I just keep trying until it works, 
and I learn from the times that it does not.”

 ❖ Andrew Zuckerman, photographer:  “You have 
to believe that your vision is just as valid as anyone else’s, 
have faith in that vision, and then approach your own work 
with vigor.”

 ❖ Salvador Dali, artist:  “There is only one difference 
between a madman and me. I’m not mad.”

 ❖ Michelangelo, artist, sculptor: “What one has 
most to strive for is to do the work with a great amount of 
labor and study in such a way that it may appear, however 
much it was labored, to have been done almost quickly and 
without any labor, and very easily, although it was not.”

 ❖ Robert Fawcett, book illustrator:  “Don’t stop to 
admire a partly completed sketch.”  � n
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 Earlier this year Governor Malloy and the state of 

Connecticut announced it was faced with a $53 billion budget 

deficit. One billion dollars was planned for tax hikes or new taxes to help balance 

the budget. Simultaneously, the Governor announced that carwashes would be 

included paying a 6.35 percent sales tax on all services provided in the future. With 

the unified and tireless help from our members, lobbyist and dedicated committee, 

the Connecticut Carwash Association (CCA) is pleased to announce that we were 

successful in presenting our argument to our elected leaders. Therefore, the legis-

lature has recognized that our argument which was based on sound principals, is 

valid. We are exempt from sales tax.

 We need to follow up on surmounting efforts by once again contacting your 

local representatives and expressing our thanks for their vote in keeping our industry 

intact, and the ability to maintain and provide a professional service to the Con-

necticut motoring public. Let’s hope that Governor Malloy and his administration’s 

foresight can revive our state and local communities economic growth, wealth and 

prosperity and create a healthy business atmosphere.

 This year will mark our 10 anniversary of the Kenneth M. Gustafson, 

Sr. Scholarship Program. The CCA has received a number of applications from 

excellent candidates for our 2011 Scholarhsip Award. The CCA is proud to 

announce that over the last 10 years it has donated $20,000 toward the higher 

education of our recipients. 

 I would like to thank all of you who participated in our efforts and cohen-

sively accomplished our immediate goal. I look forward to seeing all of you at our 14th 

Annual Golf Invitational, September 20, at the Tunxis Plantation Country Club in 

Farmington. It is always a great day out of the office/wash. Sign up your group online 

and support the CCA at www.wewashctcars.com. See you then! 

Todd Whitehouse

CCA President

CCA News

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 • Todd Whitehouse 
Connecticut Car Wash, 36 School St. 
Glastonbury, CT 06033, 860/652-8888 x114

Treasurer • Noah Levine 
Rapid Car Wash, 422 Coleman St. 
New London, CT 06320, 860/422-1283

DIRECTORS

dione d’occhio, Mario’s Car Wash 
1698 Watertown Ave., Waterbury, CT 06708 
203-756-1185 

Brian Kelly, Shoreline Quick lube & Car Wash 
2 Center Road, Old Saybrook, CT 06475 
860/388-5666

Ron Manning, Splash 
66A Gate House Rd., Stamford, CT 06902 
203-324-5400

gary Stevenson, Vehicle Cleaning Supply 
1099 Roses Mill Road, Milford, CT 06460 
203/615-3467

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 mem-
ber-driven association: it exists solely to serve mem-
bers’ needs, protect members’ best interests, and to 
be responsive to members’ requests. The list of tan-
gible CCA membership benefits is long (and growing), 
but the list of intangible benefits 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 regu-
lar 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 in-
dustry’s most successful operators? Stay active in your 
local industry trade association.

wEwAShCTCARS.COM

Todd Whitehouse

PRESIDENT’S COLUMN

Join us for a great day of 
golf  on September 20! 

Register online at  
wewashctcars.com
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CCA Victorious In Sales Tax Fight!!!
 The Connecticut carwash industry has dodged a huge 
bullet but will continue to be vigilant protecting the best in-
terests of carwashers in this state.� n 

To join the association and support its continued 
efforts please visit wewashctcars.com.

 It was announced April 20 after weeks of negotiations, 
Governor Malloy and legislative leaders have agreed on a 
budget deal that raises the income, corporation, inheri-
tance, gasoline, alcohol and cigarette taxes but avoids 
various sales tax increases that he had proposed – includ-
ing a tax on carwashes. The deal rejects Governor Malloy’s 
original plans to impose the sales tax on carwashes. The 
budget passed the House and 
Senate in early May.
 The Connecticut Carwash 
Association’s legislative com-
mittee, board and some key op-
erators across the state worked 
tirelessly over the last several 
months to ensure that the tax 
was not reinstated. Representa-
tion at the capitol and through-
out every Town Hall Meeting 
demonstrated to legislators, and 
the Governor, that the carwash-
ing industry in Connecticut is 
organized and passionate about 
keeping this tax at bay. 

CCA presents governor with 20,000 Signatures!

HARTFORD, CT – Connecticut Carwash Association President Todd Whitehouse pre-
sented 20,000 signatures from loyal carwash customers to the Governor’s office in sup-
port of the continued repeal of a tax on carwash services only days before committee 
action took place here in late April. Whitehouse and many operators across the state 
have been collecting these signatures to present to the Governor. The effort, just a small 
part of the association's strategy, paid off when the Governor decided NOT to include a 
reinstated tax on carwashes.� n 

Annual Golf  Invitational 
September 20 

wewashctcars.com
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was an update by association Lobbyist 
P.J. Cimini of Capitol Strategies Group 
in Hartford. Cimini, the board and 
several members have been diligent in 
their efforts to educate the new legisla-
tors at the capitol on the many reasons 
why reinstating a sales tax on carwash-
es is not going to benefit the state or 
industry. Cimini urged attendees, op-
erators and vendors alike, to visit www.
wewashctcars.com and find out how to 
contact legislators in their market.� n 

 Also a winner that night was Mark 
DiTommaso of Autoshine Car Wash 
Systems in Hartford who, for the sec-
ond year running, drew the winning 
ticket to the Northeast Regional Car-
wash Convention (NRCC). His win in-
cludes overnight accommodations and 
a complete show registration compli-
ments of the CCA.

Legislative News
 Another draw at this year’s event 

CROMWELL, CT – Steve D’Occhio of 
Mario’s Car Wash in Waterbury, CT, 
walked away with $1,000 from the Con-
necticut Carwash Association’s 22nd 
Annual Mini Expo here on March 30 
at the Marriott Courtyard. D’Occhio 
had the winning ticket picked by asso-
ciation President Todd Whitehouse for 
the $1,000 giveaway. “I couldn’t believe 
it,” said D’Occhio. “But I need to share it 
with my brother, Dione.”
 The event, the longest-running 
tabletop on the East Coast, drew more 
than 100 and included 30 exhibitors 
and a sit down Italian buffet dinner. 
“This event is a great way to catch up 
with other operators and learn what’s 
new in the industry from the vendors 
who support our association,” said 
Whitehouse.
 Honored that evening was Past 
President Joe Tracy of Magic Minit Car 
Wash in Enfield for his years of service 
and dedication to the association and 
industry. He was awarded a plaque by 
President Whitehouse.

D’Occhio Big Winner at CCA Mini Expo

$1,000 CaSH GIvEaWaY SPONSORS
C.A.R. Products

Mang Insurance

Motor City

Mr/Mrs Autowash

Northeast Carwasher 
magazine

Simoniz USA

CCA Past President Tom 
Mathes and Mark Curtis 
spend some time catching up.

CCA Lobbyist P.J. Cimini updated the group on 
the legislative battle the board and member-
ship had undertaken to keep sales tax at bay.
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$1,000 cash winner Steve D’Occhio and CCA President Todd Whitehouse.

Mike Shullman of Russell Speeders and Frank 
Gaglio of Camp Avenue Car Wash.

CCA Past President Tony Setaro visits with ICS’s Brad Metcalf.

The CCA Mini Expo is the longest running table top on the East Coast celebrating its 22nd year.

Outgoing CCA President Joe Tracy received a plaque acknowledging his years of service to 
the board from President Todd Whitehouse.

Diligent CCA Treasurer Noah Levine of 
Rapid Car Wash in New London. 
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Sun Is Key For 
Stamford Wash
By Alan M. Petrillo

kW per hour, equivalent to burning more than 1-1/2 pounds 
of coal or generating nearly two pounds of carbon dioxide. 
The PV panels are rated to produce up to four kW per hour.
 A reclaim system takes all used water through a series 
of tanks, and then for use as prewash water from the last 
settling tank.
 Mercede said he decided on electrically-driven equip-
ment in the carwash instead of hydraulically-driven.
 “The benefit with electric is that you have a motor on 
each piece of equipment and when that equipment is done 
working, the motor can be turned off,” Mercede said. “With 
a hydraulic system, the pump is running most of the day.”
 Besides each piece of equipment having its own drive 
source, Mercede also uses VFD’s on each device, from the 
conveyor to the blowers.
 “Each one is connected to an individual VFD,” Mercede 
said. “We set each piece of equipment for the speed it is to 
run on, the VFD spins up slowly, runs for the set time, then 
spins down slowly. That way the VFD has a longer life and 
you don’t get the electrical spikes on the system that puts 
on such a major demand.”
 In addition, Mercede observed, “each time the motors 
run at a speed that’s not 100 percent, you’re saving energy.”
 He estimated that his conveyor saves about 60 percent 
of the energy required by a conveyor not using a variable 
frequency drive.
  When he built the carwash, Mercede had radiant heat-
ing tubes installed under the concrete slabs that are in the 
prep and drying areas of the wash. A high-efficiency boiler, 
which operates on brief time cycles, heats the fluid in the 
tubes and keeps snow and ice off the slabs.
 “We don’t need to use any salt or sand in those ar-
eas during the winter, so they are 100 percent clean,” he 
noted. “Also, the exit area concrete is colored darker, 
so when the sun hits it, the concrete heats up quicker, 

 Calling itself one of “the most environmentally-friendly 
carwashes ever built,” the Greenwich Avenue Solar Car Wash 
in Stamford, CT, uses two forms of solar in the building; ener-
gy-efficient lighting and energy-saving electrical equipment.
 The full-service carwash at 229 Greenwich Avenue, 
owned by Gregg Mercede, opened in December of 2010, 
is housed in an 85-foot tunnel with a 106-foot rear-wheel 
push conveyor.
 Greenwich Avenue Solar Car Wash uses solar thermal 
panels on its roof to elevate its wash water temperature, 
as well as photovoltaic (PV) panels to produce electric-
ity to run its equipment. All LED lighting illuminates the 
building, variable frequency drive (VFD) motors power the 
equipment and extra insulation fills the walls and roof of 
the structure.
 “Over the last six years or so, I’ve become more en-
vironmentally conscious in terms of lighting, automation 
controls and building systems,” said Mercede, who has 
worked in his family’s carwash businesses for a number of 
years. “I’ve managed some buildings with solar systems, 
so I learned a lot about them. When I decided to build this 
carwash, I wanted to include as many energy-efficient sys-
tems as possible in order to sidestep the norm in terms of 
energy use.”
 The carwash building itself has four inches of soy-
based closed-cell insulation in its base, as well as an addi-
tional five inches of insulation in the roof, Mercede said. 
 Inside the structure, all the lights are LED, each of 
which uses about 10 watts of electricity instead of 70 watts 
for an incandescent light. Outside, lights on exterior poles 
also are LED.
 Two forms of solar help power the carwash – solar 
thermal and solar power.
 The solar power comes from PV panels on the roof that 
are tied into the carwash’s electrical system, and by Mer-
cede’s estimates, provide “about 20 percent of the building’s 
energy, a significant amount.”
 The solar thermal system, powered by other solar 
panels on the roof, generates hot water for the building, 
which is collected in a storage tank in the mechanical 
room. There, the water flows through a coil and then into 
the carwash’s system where it is metered out for soap mix-
ing and wash water.
 On a given day in April, the carwash’s solar thermal 
unit generated about 82,000 BTUs per hour, equivalent to 
burning 7-1/2 pounds of coal or 8-1/3 pounds of carbon 
dioxide. The solar thermal generates more than 1 million 
BTUs of heated water per day.
 That same day, the PV energy unit was outputting 3.7 

Greenwich Avenue Solar Car 
Wash has four inches of soy-
based closed-cell insulation 
in its base, as well as an addi-
tional five inches of insulation 
in the roof to make it super 
energy efficient.

Owner Gregg Mercede calls 
his wash one of “the most 
environmentally-friendly 
carwashes ever built.” It features two forms of solar power, energy-efficient 
lighting and energy-saving electrical equipment.

Continued on page 46 …
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Quality by Design

Designed to be Better.
Find out why our customers place us ahead of the competition.

Call 1-800-361-7797 or visit us at www.macneilwash.com

Quality car wash equipment doesn’t happen by accident. At MacNeil, we know that it’s a culmination of precision engineering, 
extensive research and development, and an experienced team that understands the most intricate operator needs. 
Our customers rely on MacNeil for our unmatched durability, proven performance, and ability to handle consistently high 
wash volumes without fail.



P.O. Box 5161
Mooresville, NC 28117
www.mycarwashguy.com

Fax: 888 • 976 • WASH (9274)

E-mail: jim@mycarwashguy.com

Cell: 704 • 247 • 0625

MY CAR WASH GUYMY CAR WASH GUY
20 + years of industry experience

Car Wash 
Equipment Sales and Support

Jim Soucek
    
 

Jim Soucek
Toll Free: 888 • 977 • WASH (9274)

         
    
 

Features- 
• Compact Skid Design Requires Minimal Footprint
• Dramatically Reduces Water & Sewer Cost
• Totally Automatic Operation Through a PLC & 
Variable Frequency Drive Controlled Pump
• Patent Pending Succession Technology 
Consistently Provides Engineered Certified 5 Micron 
Quality Wash Water
• Totally Physical Process Eliminates Expensive 
Disposable Filters
• Eliminates Odor Typically Associated with Water 
Recovery
• Self-Priming Pump Can Easily Be Connected to 
Underground Tanks
• Pre-Wired/Pre-Plumbed for Easy Installation
• Minimal Maintenance Required
• ETL Listed

CCA CAlENdAR

September 20
14th annual Golf Invitational

Tunxis Plantation Country Club,  
Farmington

wewashctcars.com

OctOber 3-5
Northeast Regional  
Carwash Convention

Trump Taj Mahal,  
atlantic City, NJ
nrccshow.com

December 1
Holiday Gathering

TBD
wewashctcars.com

meaning we don’t have to use the ra-
diant system as much.”
 While he’s only been in operation 
a few months, Mercede said he’s seen 
steady traffic and expects continued 
growth in his customer base.
 “There’s competition in the area, 
but for us, it’s about doing the best job 
possible and getting the most out of 
our equipment,” Mercede noted. “It’s all 
about being environmentally friendly, 
conserving energy and giving the best 
service to our customers.” n

Alan M. Petrillo is a Tucson, AZ, freelance 
writer and contributing editor of  Northeast 
Carwasher.  He also is the author of the his-
torical mystery, Full Moon.

Stamford Car Wash …  
continued from page 44.
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www.AirliftDoors.com
Call 888-368-4403Experience the



Car Wash Sales Tax  
Will NOT Be Imposed!
By P.J. Cimini

lobbyIst uPdAte

speak directly to him about the disastrous impact this new 
tax would have on the carwash industry in Connecticut and 
its economic consequences if enacted.
 We are pleased to report that in early May Governor 
Malloy signed into law a new $40.1 billion, two-year state 
budget approved by both the Senate and House after lengthy 
debates that did not include the new tax on carwashes.
 Many thanks to the members who took the time to tes-
tify and meet with legislators in Hartford and in their home 
towns as well as to email and call their legislators and ask 
them to oppose the tax. Without your work, the tax would 
not have been stopped and would have been imposed on all 
carwashes in Connecticut.
 We will continue to work vigilantly to protect this im-
portant policy for our industry. It’s likely to come back again 
at some time soon as attempts to review many of the options 
that were not included come back into the policy debate, but 
for now the association can rest assured that it did every-
thing possible to keep this tax at bay.

State Budget and Tax Plan – What Did Pass
 While we were tremendously gratified and grateful to 
learn that the tax had not been included, the budget still in-
cludes the state’s largest-ever tax increase of $2 billion in Fis-
cal Year 2012 and $1.8 billion in Fiscal Year 2013. Many of the 
tax changes, specifically the increase in the personal income 
tax, will impact businesses across the state. 
 In Connecticut, small businesses that are formed as S 
corporations, limited liability companies (LLC) or other sim-
ilar structures pay tax on their business income under the 
personal income tax, not the corporate income tax. 
 Under the new budget, the state’s income tax has a new 
top rate of 6.7 percent that would begin at lower income 
thresholds ($500,000 for joint filers).  Significantly, for joint 
filers with incomes exceeding $700,000, lower marginal rates 
will not apply and taxpayers will pay the higher rate from 
dollar one. What’s more, the current top rate of 6.5 percent 
will trigger at $400,000.  
 To add to this burden, the new income tax rates are ret-
roactive to Jan. 1, 2011.

More Tax Changes
 Among the budget’s many provisions are those that:

 ❖  Increase the corporate income tax surcharge from 10 
percent to 20 percent for income years 2012 and 2013 
(the “throwback rule” was rejected)

 Efforts to impose a New Sales Tax on Car Wash Ser-
vices have been stopped thanks to an outpouring of effort 
by Connecticut Car Wash operators, their employees and 
their customers.
 Initially proposed as part of an effort to erase a $3.5 bil-
lion deficit, the new Car Wash sales tax would have imposed 
a new 6.35 percent sales tax on all carwashing services in-
cluding coin-op, automatic, full-service and detailing work.
 The Connecticut Carwash Association (CCA) and carwash 
operators across the state quickly organized and implemented 
a coordinated and sustained plan of attack that included direct 
lobbying of the leadership of the General Assembly and mem-
bers of the key legislative committees, as well as activating and 
involving suppliers, employees and customers.
 Many of the personal connections that the CCA and 
state carwash operators had developed over the years came 
to bear during the fight. Many members traveled to Hartford 
to testify at the Public Hearings on the proposed new tax and 
many more attended the Governor’s Town Hall meetings to 

Continued on page 50 …
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P.O. Box 547, Shamokin, PA 17872 USA
Customer Service: 800-829-0829 or 570-672-2900
www.nationalticket.com• ticket@nationalticket.com

Clean Up Profits
with Coupon Books, Gift Cards & Gift Certificates

Simplify Multi-Wash Sales For:
• Loyal Customers
• Fleet & Limousine Companies
• Car Dealerships
• Police & Local Government Agencies

We Specialize In:
Barcoded Tickets, Consecutive Numbering

Economy check
 At the same time, the state’s unemployment  climbed 
back over 9 percent in March – above the national average of 
8.8 percent – with the state’s labor markets reporting a loss 
of 6,000 jobs. 
 The impact of the recession continues to be felt sharply 
by Connecticut employers, who are already facing at least 
$70 million in new unemployment compensation taxes and 
possibly more.  

Paid Sick Leave
 Another bill that the CCA has been actively watching 
and concerned about is the attempt to pass a “Paid Sick 
Leave” bill for employers with 50 or more workers. The bill 
would make Connecticut the first state in the nation to man-
date paid sick leave. Hundreds of employers have urged legis-
lators to reject mandating paid sick leave because it will add 
costs, increase administrative burdens, reduce other benefits 
and very possibly kill the jobs we want to grow and protect.    
 SB 913 requires employers of 50 or more hourly and non-
exempt workers to provide a minimum 
of one hour paid sick leave for every 40 
hours an employee works. Advocates 
want to push the mandate to even small-
er businesses.� n

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

 ❖ Increase the sales tax to 6.35 percent, applicable to all 
taxable sales

 ❖ Expand the list of services and items to which the 
sales tax will be applied

 ❖ Reduce the residential property tax credit off the per-
sonal income tax from $500 to $300

 ❖ Impose a two-year, $72 million tax on electric gen-
erators 

 ❖ Create a 7 percent luxury tax, starting with the first 
dollar (on clothing costing more than $1,000, jewelry 
above $5,000, cars above $50,000 and boats above 
$100,000)

 ❖ Reduce the estate tax exemption from $3.5 million to 
$2 million  

 ❖ In final negotiations, lawmakers rejected the pro-
posed three-cent gasoline tax increase.

Revenues up
 Meanwhile, the state comptroller says that state rev-
enues have increased by $414.9 million since last month – 
raising expectations for a state fiscal year-end balance of 
$509.6 million. With the tax increases, the new budget is pro-
jected to produce a nearly $1 billion cumulative surplus over 
the next two fiscal years.  p.J. Cimini

CCa Lobbyist … continued from page 48.
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We have many representatives
in all 50 states. Give us a call
to locate the one nearest you!

www.jeadams.com

1025 63RD AVENUE S.W. • CEDAR RAPIDS, IA 52404

TOLL FREE: 877-760-5557 •  TOLL FREE FAX: 866-252-6694

Visit our newly redesigned website today to learn more about our products!

18000
IN-BAY HOT AIR DRYER

17000
HOT AIR DRYER DETAIL STATION

9215
VACUUM/HOT AIR DRYER

29015
ULTRA VAC/FRAGRANCE

9200-1LD - COIN & BILL OPERATED
VACUUM W/DIGITAL DISPLAY

Back
ed by

 36 year
s of manufacturing experience!

Quality Products • Technical Support • Excellent Customer S
erv

ice

29050
ULTRA VAC/HOT AIR DRYER

29035
ULTRA VAC/TIRE SHINE

29003 - ULTRA VAC/
SHAMPOO & SPOT REMOVER

9213LD
COIN OPERATED VACUUM

9209-6
COIN & BILL OPERATED VACUUM$MAXIMIZE

YOUR
PROFITS

WITH
JE ADAMS!
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 It took a few days to train the feral cats to be unafraid 
of the plastic. At first, a couple of strips were held back by 
a brick but once the cats felt secure they were able to push 
their nose under to make an opening for themselves. The 
plastic allowed them to see out as they ate.
 This story may be about cats but carwashers helped 
keep them warm and dry. Many good people, without praise 
or recognition, made a difference in their lives. So, when the 
dog eat dog business environment gets you down; when you 
feel you are in a rat race, don’t horse around with blue feel-
ings, remember that good news may be around the corner or 
in a back yard! 

On the Road again

Felines, Kisses and Exploration!
By Cookie Anthony

 There’s a carwash in the Boston market that has a conve-
nience store where customers pay for their carwash, gas and 
impulse items. The location is in a very old area of the city 
and there are some problems with rats.
 The owner asked a neighbor to borrow his cat to help rec-
tify the problem. The cat, Oscar, was locked in at the wash each 
night to see if one four legged animal could catch another. The 
process wasn’t successful and didn’t last long, but Oscar is the 
only cat I know who had a part-time job at a carwash! 

tIdbIts fRom cookIe

Feeling Down?
 If you are feeling down and tired of hearing stressful news, 
then read on! An elderly man, who lived in Waltham, MA, had a 
litter of wild kittens born in his back yard. He built them a little 
brown house and a place to feed that was not exposed to the ele-
ments. The man died and his elderly wife was unable to feed the 
cats so the Cat Connection, an all-volunteer organization based 
in Waltham, MA, and services the North Shore, Merrimack Riv-
er Valley and Boston markets, took over feeding the cats.
 Each day a different volunteer or volunteer group is re-
sponsible for feeding. A Cat Connection leader arranges sub-
stitutes when someone can’t feed the animals.
 After several years the roof on the cat shelter started 
leaking. John Connolly, a retired construction worker, donat-
ed shingles, rubber membrane and redid the roof. My hus-
band, Al, has shoveled a path through the snow so the cats 
can be fed. With below freezing cold weather and blustery 
winter snows we were trying to find a way to keep out cold 
from the openings to the house and feeding station.
 This is where more carwashers come into play. Bob Kat-
seff of Turnpike Car Wash in Peabody made strips of plastic like 
those found on wind doors at the exit end of some tunnels. Larry 
and Steve Champi of Minute Car Wash in Middleton donated 
the plastic. Bob took great care to make sure the plastic wasn’t 
too heavy so the cats could get through. He used stainless steel 
screws to attach the curtain doors so no rusting would take place.

 On a road trip north and west to Toronto, across the 
provinces of Canada over to Banff, Lake Louise, down to Cal-
gary, Vancouver, Seattle and Portland Al and I stopped sev-
eral times to get bugs, dirt and road grime off our truck.
 The first stop we made was in upstate New York near Niag-
ara Falls. We were at a tourist information center and looked up 
to see a huge billboard advertising Delta Sonic carwash. We fol-
lowed the directions down the road to the wash. It is an impres-
sive operation that includes gasoline, fast oil changing, detailing, 
a tunnel wash and hand drying at an extremely fair price.
 Each area was clean, well organized, busy and well 
staffed. The customer waiting area even had a fireplace! It’s 
no surprise that Delta Sonic has 28 washes in Buffalo, Roch-
ester and Syracuse, NY; Erie, PA, and Chicago, IL. 
 Delta Sonic calls themselves the “Kissing Clean Car 
Wash.” They even offer a “Super Kiss” guarantee where if you 
are not satisfied you can return within five days and they’ll 
rewash your vehicle free of charge.
 We loved their wash and know why they call it their tun-
nel of love! 
 Over the border in Canada we found lots of automatic, 

Carwashers reached out to help some felines in need.

Oscar the cat’s part-time job didn’t last long.
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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

Alberta’s sixth largest city known for its natural gas fields, 
350-year-old trees, glaciers and combines harvesting crops 
at 1:30am!
 We ended our trip in Seattle, WA, 
sold our truck and flew home with a 
greater respect for Lewis & Clark and the 
grandeur of our continent.� n

frictionless washes, but not 
many tunnels. 
 In British Columbia, near 
the Fraser River, visibly full of 
migrating salmon, a carwash 

owner we met said they tend not to have cloth tunnels as 
dirt gets in cloth and scratches cars!
 The Canadian carwashers we met had the same com-
plaints as US owners regarding the tough economy, compe-
tition, the high cost of utilities and the arduous process of 
obtaining permits.
 One owner was trying to install solar panels and had 
many meetings to attend to get that task accomplished.
 Along the miles and kilometers we passed Medicine Hat, 

Cookie Anthony is a former CCA Vice President 
and carwash operator. Cookie Anthony

Detailing is just one of Delta 
Sonic’s standout features.

This Delta Sonic loca-
tion outside Niagara 
Falls, NY, is one of the 
company’s 28.
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 Spring finally sprung.
 It has always been my favorite season. Flowers and 
trees are in bloom, the time change allows you to be outside later 
and yes, pollen arrives. As I write this column, we are in the middle of this year’s pol-
len season, and it’s really nice to be busy. Here in the Northeast, the pollen has been 
heavy for the last few weeks, cars have been dirty and we are washing again. I wish 
pollen season could last a little longer, but if you read the last issue of the Northeast 
Carwasher, we need to be careful what we wish for.

Statewide Groupon

 We are participating in a statewide Groupon promotion here in New Jersey.   
Carwashes that choose to participate will offer a discounted wash and those that 
have lubes can offer a wash and lube package. The great thing about this event is that 
we are not only advertising our carwashes, we are promoting professional carwash-
ing. There are a lot of people who use Groupon, and other electronic media, to pur-
chase the things they use in their everyday life. It seems logical to me that we would 
attempt to reach these people as well. If you have questions about the program, give 
us a call at 800/287-6604. You may be able to participate if we run the carwash Grou-
pon day again!

Car Wash Tour Success

 A big “thank you” to all who participated in our carwash tour in April.  Op-
erators who let us into their facilities, vendors who sponsored the event, and members 
who participated all had an exceptional day. Of course, being a carwash tour, you 
could have predicted the weather. It rained about half way through our first stop and 
didn’t stop until we were getting off the bus in Clark. Luckily, the weather didn’t slow 
us down or dampen our spirits. We saw a lot of great innovations and had the op-
portunity to talk with fellow operators. What a great way to spend a rainy day!    
 By the time you read this, our annual golf outing, June 13, will have come 
and gone. It is always a great event especially since we donate most of our profit to 
the Children’s Specialized Hospital (childrens-
specialized.org). I hope you were a part of 
that effort. I thank all of you, vendors and 
operators, who participated and supported 
the effort.

Gerry Barton

CWONJ News

OFFICERS

gerry Barton, president

Marlton Classic Car Wash

Marlton, NJ 08730

(856) 988-7212

Michael Conte, vice-president

Marlton Classic Car Wash

Marlton, NJ 08730

(856) 988-7212

Al Villani, treasurer

Supreme Car Wash

800 Raymond Blvd.

Newark, NJ 07105

(973) 466-9085

Suzanne Stansbury, executive director

PO Box 230

Rexford, NY 12148

(800) 287-6604

Ph/F (518) 280-4767

mediasolutions@nycap.rr.com
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Bill Howell
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Steve Switzer
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Look For a Recap 
of the Groupon
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can you tell our readers, who may be curious about 
the workings of the board, what it does?

A. There is a lot of planning and thought that goes into each 
meeting’s agenda. The board is committed to providing 
our members with the best value for their membership 
dollars. Some of this planning happens a year out.

Q. You have been in the industry since you were very 
young. Has it been a tough industry to grow up in?

A. Tough, no – crazy, yes! Dealing with customers and staff-
ing was and still are the hardest problems to tackle. 

Q. What advice can you give to others just getting into 
carwashing; young or old?

A. Keep an open mind.  I see a lot of different carwashes 
and a lot of different ways to wash a car, yet even today I 
learn something from every carwash I visit. 

Q. What issues are facing New Jersey operators today? 
What will they face down the road?

A. Changing weather patterns, and high gas prices are the big-
gest factors we face today. In the future, I think that labor is 
going to be a bigger issue than it already has become.� n

Meet New Board Member Richie Boudakian
Q. As a new CWONJ board member 
and a vendor, give us your thoughts 
on the state of the industry
A.  Upside down! It’s been a difficult 
few years with the weather not co-
operating, high gas prices, banks not 
lending.  Being an operator and ven-
dor, I see both sides and understand 
better than most. In my own wash 
there are improvements I would like 
to make, but hold back because of the 
recent unpredictability. As a vendor, I 
am battling these obstacles trying to 
sell to other operators.  

Q.  What can you as a vendor/supplier bring to the table 
as a new board member?

A. I can bring a unique perspective as a vendor and opera-
tor. I visit a lot of carwashes and talk to people across 
the country and I can share that knowledge with the 
board to better serve our members.

Q. After sitting in on a handful of board meetings, what 

Richie Boudakian
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Carwash Tour Traveled to Central Jersey
 The Car Wash Operators of New Jersey (CWONJ) headed 
to central Jersey for its 13th Annual Carwash Tour, April 12. De-
spite a less than sunny day, the bus forged ahead and was able to 
enjoy three stand-out locations as well as a catered lunch.
 First up was Al Stanaway’s Major Car Wash in South 
Brunswick. This full-service wash employs between 15 and 
22 and opened in 1995. It features a leased out oil change 

Continued on page 58…

Major Car Wash,  South Brunswick

Much colorful and thought-provoking signage is 
scattered throughout the wash.

CWONJ President Gerry 
Barton, Vice President 
Mike Conte and Major Car 
Wash owner Al Stanaway.

Stanaway shared his wash's 
history with the group and 
answered questions.

The facility also includes a three bay self serve and lube.

Major Car Wash features a number of profit 
centers to keep customers coming back.
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Even your dog gets special treatment at Major Car Wash 
in South Brunswick.

Stanaway displays 
his soft cloth so that 
customers can touch 
it and learn about 
its makeup in his 
viewing hallway.

Major customers can truly relax 
in the wash's lobby.
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Carwash Tour … continued from page 57.

with self-service bays; automotive customizing; Safelight 
Auto Glass repair/replacement and a sign shop. Its impulse 
area is bright and attractive and it’s obvious that much care 
is put into this location.
 Next the group visited Crown Car Wash in Manalapan. 
This wash is owned by Louis and Justin Ferraro. It is an exte-
rior-only tunnel with a lube facility that was slated to open 
by late spring. The sparkling new facility opened in January 
and employs three. It is a hands-off, low prep wash with an 
emphasis on minimizing labor.
 The last wash on the tour was Posh Wash & Lube in 
South Amboy.
 This full-service wash was purchased in 1991 by the 
Markowitz family and re-opened anew in 2010. It has a ret-
ro, modern décor and includes such amenities as Wi-Fi and 
sports paraphernalia. Its bathroom is something you’d find 
in a four-star hotel. 
 The facility employs 13 in the wash and six in the lube. 
It features a 4,000 square foot lube, transmission service, tire 
rotation and oil change. It also features day and night pricing 
(8am-5pm and 5pm-8pm). It’s the type of wash that obviously 
has a history and rebirth all in one. Outstanding!   n

Crown Car Wash, Manalapan

Crown Car Wash, our second stop on the tour, opened its doors in January.

The wash 
operates with 
only three 
employees.

Continued on page 60 …
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Carwash Tour … 
continued from page 58.

Posh Wash & Lube, South Amboy

Posh Wash & Lube in South Amboy 
was reinvented in 2010 with a cool, 
retro vibe throughout.

The Markowitz brothers, Stu, Marc, Eric and 
Peter, work to make their family washes a success. 
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Automotive impulse as 
well as a healthy amount 
of sports impulse is found 
throughout the attractive 
Posh impulse area.

Stu Markowitz shows off the foam gun his customers can use to hit their 
vehicle as it rides through the conveyor. It's not just fun for the kids!

Stu Markowitz and  
his daughter Helen.
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Offering Free Washes Pays Off For  
Broad Street Car Wash
By Alan M. Petrillo

 Broad Street Car Wash is a full-service wash with a 120-
foot tunnel and two detailing bays. Its exterior wash runs 
$8.25 (with towel dry); basic full service, $12.95; the Blue, 
adding wax and air, $14.95, and Diamond (the top wash) at 
$18.95.
 “Most of the people who haven’t been here before moved 
to the Blue or the Diamond washes,” Karvelas noted. 
 Karvelas was so pleased with the free carwash promo-
tion with Robert Wood Johnson University Hospital that he 

 Doug Karvelas, the owner of Broad Street Car Wash in 
Hamilton, NJ, has learned that sometimes, giving something 
away for free returns multifold dividends.
 The thing that Karvelas has been giving away is a free 
carwash to each of the employees in two nearby New Jersey 
hospitals. But Karvelas doesn’t claim the idea for himself, he 
said another carwasher offered it to him.
 “Mike Mountz of Cloister Wash and Lube (in Ephrata, 
PA), showed us how to do the program, and the reception 
that we’ve received has been overwhelm-
ing,” Karvelas said.
 Karvelas first worked out a deal with 
Robert Wood Johnson University Hospi-
tal in Hamilton, NJ, where the hospital 
inserted free exterior wash coupons in 
paychecks one week for each of its 1,800 
employees.
 “The response to the coupons has 
been great from the hospital employ-
ees,” Karvelas said. “In the first couple of 
weeks, I got back about 75 coupons from 
them, and of those using 
the coupons, 75 percent 
of the people were up-
grading their washes.”

The promotion is drawing new 
customers to the full-service wash 

owned by Doug Karvelas.

Broad Street Carwash in Hamilton, 
NJ, is undertaking a hugely successful 
promotion with two area hospitals.

Issue’s 
Shining 

Star!

Seventy-five percent of 
those who are redeeming 
the Broad Street Car Wash 
coupons are upgrading 
their service.

62 |  Northeast Carwasher, Summer 2011



We Have A Better Way 
For You To Double 

Your Money!
put together a second free carwash promotion, this time 
with St. Francis Hospital in Trenton, NJ.
 “Again, it was a courtesy promotion for all the employees 
at the hospital and was stuffed with their paychecks,” Karve-
las said. “Because we just did the promotion (at the time of 
this writing), we haven’t tracked its success yet.”
 St. Francis Hospital has 1,300 employees.
 Some of the advantages of the program for a carwash op-
erator, Karvelas maintained, are the snaring of new custom-
ers, bringing people through the carwash doors who have 
never been in the location before, and drawing attention to 
the business and thus building on the carwash’s brand.
 Karvelas put a one-year expiration date on the coupons, 
which gives him the opportunity to do a similar promotion 
with the hospitals again next year.
 “I could see extending this kind of promotion to for-prof-
it companies,” Karvelas said. “In our area there are insurance 
companies, the AAA (American Automobile Association) of-
fice here is pretty large, and there are other companies. You 
need around 300 to 400 employees at a minimum to make it 
worthwhile.”
 Of course, there is a cost to the program for the carwash 
operator, but Karvelas believes that’s easily recovered.
  “Sure, you have to print the coupons for them to insert 
with the paychecks, but the return far outweighs the costs 
of giving away that basic carwash,” he said. “It draws atten-
tion to our business in a way other marketing techniques 
cannot do.” n

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor 
of  Northeast Carwasher.  He also is the author of the historical mystery, 
Full Moon.

get Your Wash 
on the Web Today
 The Car Wash Operators of New Jersey (CWONJ), at no 
cost to our members, can help you improve your business 
via the Internet. If you have not signed up to be listed on our 
website and link page, simply fill out the Website Informa-
tion sheet on page 66 and fax it to us today. Any questions? 
Contact Suzanne Stansbury at 800/287-6604. 
 If you would like your carwash to have its own website, 
Joycemedia will also provide web page services to members 
at a discounted rate.
 Remember to check in weekly with our association web 
page at www.cwonj.com to learn more about upcoming 
meetings, events and issues.  n
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SONNY’S Introduces Re-Designed Ninja Brush™ 

  The Labor-Saving, Rim-Friendly, 
    Ultra-Safe Wheel Cleaner!

Featuring ultra-safe NeoGlide® closed-cell wash material, the brush diameter has been increased to 
12.5 inches to provide deeper penetration inside rims, while the durable NeoGlide foam stars 

eliminate any potential for disturbing clear coat finishes. 
The new brush is modular – letting operators replace each 6 inch section separately. 

Entrance and exit ends of any tire-brush always wear first. With the new Ninja 
Brush, operators can save a significant amount of money on maintenance 

by replacing only the parts of the brush that are worn.

Replaceable 6in sections

“Since installing SONNY’S® Ninja brush™ 
we can safely wash any type of rim 
without any type of worry. The Neoglide®                                                                                                         
foam Ninja brush cleans as well as polishes the 
rim resulting in a terrific shine.”
Tim Weigel (left), and George Kelly
Owners  — NYACK Car Wash
Nyack, NY 

We make car washing easy! TM

SONNY’S is the largest manufacturer of conveyorized car wash equipment, parts, and supplies in the world.

www.SonnysDirect.com   
Toll free 800-327-8723

NJ Legislature Moves Toward an Alternative to 
Increasing Unemployment Tax Rates
By Patrick Stewart

 The bill makes two important changes that will mitigate 
the tax increase.  First, the bill reduces unemployment insur-
ance tax increases in FY2012 and FY2013 so that employers 
will pay the tax based on Schedule D instead of Schedule 
E.  The bill will also remove a 10 percent surcharge on the 
highest tax rates that would have begun in FY2013. Without 
this change, employers could see an increase of approxi-
mately $300 per employee annually.
 This legislation sets the Unemployment Insurance Trust 
Fund reserve ratios back to FY2003 levels once the fund is 
solvent. The Department of Labor and Workforce Develop-
ment estimates that the fund will reach solvency in FY2017. 
The unemployment insurance tax rates for employers have 
been extremely volatile in recent years and small changes 
in the Unemployment Insurance Trust Fund level have trig-
gered increased taxes for employers.   Returning the ratios 
back to the FY2003 level, once solvency is reached, will allow 
employers to experience more stability in their unemploy-
ment insurance tax rates. 
 Simply stated, the offset to spreading the increases out is 

 Legislation was released by the Assembly Labor Com-
mittee to the Assembly for consideration (A-3819-Egan) 
which would phase an unemployment tax rate increase over 
three years. The measure would implement recommenda-
tions from the state Unemployment Insurance (UI) Task 
Force. Instead of a projected $300-per-employee payroll tax 
increase without a change in the current law, this law would 
spread the increase essentially over the next three years with 
the first increase on July 1, 2011, to be $100 per employee.   
 Under state law, if the UI fund does not have enough 
money to pay benefits, payroll taxes on employers increase 
automatically. The fund has been broke since last March, 
forcing it to borrow more than $1.75 billion from the federal 
government. 
 While the bill stretches out the timing of unemployment 
tax increases, it also would raise the UI fund reserve ratios back 
to the levels the law required in 2003, which would mean that 
the unemployment fund would have to build larger reserves 
compared to current reserve ratios once the economy rebounds 
before business would see a rate decrease in the future.  

legIslAtIve uPdAte

64 |  Northeast Carwasher, Summer 2011



Ross Brothers Inc

Jeff Bell

setting higher requirements for the fund 
to meet before rates can start to go back 
down.   At this time, the Governor’s office 
has not commented publicly on the bill.   
An identical bill (S2730) is in the Senate for 
consideration at the committee level.         n
Patrick A. Stewart is a lobbyist with Public Strat-
egies Impact. You can reach him at 609/393-
7799 or email him at pstewart@njpsi.com. patrick A. Stewart

CWoNJ CAlENdAR

OctOber 3-5
Northeast Regional Carwash Convention

Trump Taj Mahal, atlantic City, NJ
nrccshow.com

NOvember 8
General Membership Meeting

Exploring Groupon and Other Social Media Concepts
with Ma Operator adam Korngold
Crowne Plaza, Monroe Township

cwonj.com

Mark Your Calendar!!! 
Make sure to note the dates of 
the 2011 NRCC: Oct. 3-5, at the 
Trump Taj Mahal in Atlantic City. 
It's the LARGEST regional trade 
show in the country!

You don't want to miss it!

Northeast Carwasher, Summer 2011  | 65



zations can raise money for their causes, the Department ac-
complishes their goal of protecting water quality, and CWONJ 
members gain valuable exposure in the community. In addi-
tion, CWONJ members have the satisfaction of knowing that 
they are doing their part to protect the environment.
 The first step is to become a participating carwash 
by completing and returning the application below. The 
CWONJ will then post your wash on our web site and that of 
the NJDEP’s. The CWONJ also did a mass mailing to school 
and scout groups to encourage participation. Interested 
groups will then contact your carwash directly. Participat-
ing CWONJ members will receive a set of posters and a Cer-
tificate of Recognition from the NJDEP. The NJDEP will also 
publicize the effort through its outreach programs. n

For additional information contact the CWONJ at  
800/287-6604 or 518/280-4767 or visit www.cwonj.com.

Help Eliminate Charity Washes!
Join the CWONJ/NJ DEP Program Today
  The Car Wash Operators of New Jersey (CWONJ) and the 
New Jersey Department of Environmental Protection (NJDEP) 
have created a partnership that will provide charities and non-
profit organizations with an opportunity to hold fundraising 
carwashes at commercial carwash facilities. While charitable 
carwashes perform a valuable service to our communities, 
these activities can also result in unanticipated impacts to 
the State’s water resources by discharging pollutants such as 
petroleum hydrocarbons, surfactants as well as nutrients and 
metals which can flow into a storm drain, eventually making 
its way to our rivers, lakes and streams.
 The CWONJ and the Department are soliciting CWONJ mem-
bers to join our partnership and provide charities and non-
profit organizations with discounted carwash tickets (by 50 
percent) that they can resell at face value. This is truly a situa-
tion where all parties benefit. Charities and non-profit organi-

cwoNj mailing Address:
CWONJ, PO BOx 230, RexfORd, NY 12148  •  800/287-6604  •  PhONe/fax: 518/280-4767

mediasolutions@nycap.rr.com

�

Carwash Name ______________________________

Physical Location ____________________________

Telephone _________________________________

E-mail ____________________________________

Owner or Contact Name________________________

Type of carwash and services provided: (please circle all that apply)

Full service Detailing

Exterior Gasoline

In-bay automatic Lube Center

Self Service Convenience Store

Express Wax Other

Are you a carwashmanufacturer or supplier? (Give a brief de-
scription of the service(s) you provide.)______________
________________________________________
________________________________________

� Yes, I givemypermission to havemy carwash location listed
on the CarWashOperators of New JerseyWeb site.

Authorized Signature __________________________

Title _____________________________________

I also give my permission to have the CWONJ Web site
linked to my Web site. MyWeb site address is:
________________________________________

IMPORTANT: This registration must be returned or your carwash
won’t be listed and shown on theWeb site as a member.

PUT YOUR WASH/BUSINESS ON THE CWONJ WEB SITE!
As an added value to our members we will be listing our member’s carwash locations on our internet site at NO ADDITIONAL

COST to members. Please, complete the form below by providing the information that you want posted on theWeb site. (i.e. if you
use your homephonenumber anddon’twant it posted on theWeb site don’t fill out that section). If youhavemultiple locations please
copy this formand complete a form for each location youwant listed. If youhave any questions please call Suzanne Stansbury at (800)
287-6604, Fax (518) 280-4767 or send your information to: POBox 230, Rexford, NY 12148.

www www
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Fundraising Car Wash Participation Form 
Sponsored by the Car Wash Operators of New Jersey with support 

from the New Jersey Department of Environmental Protection 
 

Thank you for your interest in participating in the CWONJ and NJDEP’s partnership Fundraising Car 

Wash Program. Your efforts will help numerous charities and improve New Jersey’s water quality.  

CWONJ will create a list of participating CWONJ members that will then be supplied to schools, 

religious organizations and other charities and non-profit organizations. 

 

Participating CWONJ members provide charities and non-profit organizations with discounted car wash 

tickets (by 50 percent) that they can resell at face value instead of holding car wash fundraisers. 

 

For more information about this program, please contact Doug Karvelas, Car Wash Operators of New 

Jersey, at (609)888-2568 or Bruce Friedman, New Jersey Department of Environmental Protection, at 

(609)633-7021.  Additional information is also available at www.cleanwaternj.org. 

 

Car Wash Facility Name: _____________________________________________  

Address: _________________________________________________________ 

City/State/Zip: ______________________________County:________________ 

Contact Person: _____________________ Title: _____________________  

Phone: ____________________________ E-mail: ____________________  

Website (if applicable): _________________________________________  

 

Please mail or fax this application to: 

Broad Street Car Wash 

2569 South Broad Street 

Hamilton, NJ 08610  

Fax: (609) 888-4405 

 



 Our March meeting in Annapolis, MD, was a great suc-
cess. Mid-Atlantic Carwash Association (MCA) members came 
out in large numbers to hear Mike Benmoche’s  (Mang Insur-
ance) presentation on sudden unattended acceleration. He spoke about some mea-
sures we should already have in place from an insurance and proper procedure point 
of view. He really gave us some things to think about as far as types of accidents that 
can occur in a wash, and what documentation we need to have on file. He stressed 
that we should all look at our routines and make sure we have documentation on 
hand in a notebook citing any incidents as they occur. We all know that during the 
time of an accident, things become hectic, however, it is very important to document 
as we go so that the information can be as accurate as possible.  
 Our meeting  in Richmond, VA, was held May 25, 2011. It was our last meet-
ing before the Fall season. We asked Mike Mountz, the founder of the Grace For Vets 
Program to be our speaker. We wanted to learn more about the program so that we 
could be ready for Veteran’s Day in November and have a larger participation from 
MCA in this honorable program. I believe that all Veterans need to be recognized in 
some way as they have put out a lot for us over the years, and many are very active 
now in their communities. I encourage you to attempt to recognize your own Vets in 
some way even if you choose another method.
 MCA is going GREEN! As we spoke in the last President’s Column we have 
become an alliance member with the International Carwash Association’s WaterSav-
ers program. Myself and Dave Dugoff went to Chicago to meet with other alliance as-
sociations and the ICA to strategize on how to make this program blossom and grow. 
Over the course of the next three years, ICA will be creating advertising to promote 
WaterSavers to the public. The WaterSavers program is not just about saving water, 
but about putting the cleanest water back into the environment. As of now, we have 
more than 900 carwash locations involved in the program.
 On the MCA level, we are trying to get more of our members involved as I 
did an eblast for Earth Day and challenged our membership to sign up for the pro-
gram. To date, MCA has several WaterSavers members.  
 All of us should be proactive rather than reactive. With this certification, the 
next time a drought restriction on water heads your way, you will have some “proof ” 
that you are attentive to water consumption. And like it or not, being “green” is here to 
stay. You might as well embrace it with a nominal cost of $49 per location to be a part 
of an international program.
 More information can be found on carwash.org, the ICA’s web page. Being in-
volved with WaterSavers no longer means you have to be a member of the ICA. You can 
now join this great program by being a member of MCA or other alliance associations. 
 MCA welcomes you to attend any of our meetings. Current members and 
one guest are free. Please RSVP at mcacarwash.org.

Mike Ashley
President Mid-Atlantic Carwash Association

MCA News

McA boARd oF dIREcToRS

PRESIDENT

Mike Ashley 

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

540/436-9122•asm@shentel.net

OPERATOR vICE PRESIDENT

David DuGoff

College Park Car Wash, College Park, MD

301/986-1953•dave@us1carwash.com

DISTRIBuTOR vICE PRESIDENT

Anthony Ferretti

Sonny's Enterprises/Triangle Car Wash

973 East Main Street, Palmrya, PA 17078

717-273-8036•trianglewhse@comcast.net

PAST DISTRIBuTOR vICE PRESIDENT

David West, Washtech

1621 Quail Run Road

Charlottesville, VA 22911

540-845-5303•Laserwest@aol.com

SECRETARy

Pam Piro, Unitec Electronics, Elkridge, MD

800/4UNITEC•ppiro@unitecelectronics.com

TREASuRER

Sean Larkin

Westminster Car Wash & Detailing

4 Sullivan Avenue, Westminster, MD 21157

410-848-6966•larkzuech@yahoo.com

ExECuTIvE DIRECTOR

Pat Troy, Nextwave Group, Severna Park, MD

888/378-9209•mca@mcacarwash.org

DIRECTORS

Dan Callihan Larry Bakley

Matt Bascom Hank Walter

John Lynch Scott Eichlin

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.

Mike Ashley

PRESIDENT’S COLUMN

Benson Rice, founding 
MCa President, is the first 

inductee in the  
MCa Hall of Fame.
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the
operator’s
choice! The Perfect 

Upgrade for Any 
Conveyorized 

Tunnel!

800.633.3912 www.howco.com
Give us a call or visit our website:

Equipment Manufactured by Jim Coleman Company/Hanna. Featuring Turtle Wax and Armor All Professional Chemicals.



Mang’s Benmoschè Tackles SUA Hazards
 Sudden Unintended Acceleration (SUA) was the meeting 
topic at the Mid-Atlantic Carwash Association’s (MCA) March 
23 membership meeting in Annapolis, MD, at the Doubletree 
Hotel. Presenter Mike Benmoschè, of Mang Insurance in Sara-
toga Springs, NY, tackled the controversial topic. His discus-
sion had significant impact on attendees as a recent SUA inci-
dent had recently occurred at Flagship Carwash in Rockville, 
MD. Benmoschè, an industry veteran, shared his knowledge 
and expertise with the audience on how best to minimize the 
danger of this happening at your wash.
 Benmoschè, who has been in the industry since 1992, 
services more than 130 wash locations in more than 20 
states. He is an active member of many state and regional 
carwash associations, is a quarterly contributor to the North-
east Carwasher magazine, as well as several other industry 
trade publications, and sits on the Northeast Regional Car-
wash Convention board of directors. He is also a past mem-
ber of the International Carwash Association’s Exhibitor 
Show Advisory Committee (ESAC) and is currently the trea-
surer of the New York State Car Wash Association.� n

You can contact Benmoschè at  
mikebenmosche@manginsurance.com.

 The MCA raised more than $6,000 in a special relief 
fund for Flagship Carwash families impacted by the Sud-
den Unintended Acceleration (SUA) incident at that wash.
 Two carwash employees were struck, one fatally, by a 
vehicle coming out of the wash in Rockville, MD, on De-
cember 30. A Jeep Grand Cherokee accelerated suddenly 
when coming out of the tunnel. Employee Gabino Euceda, 
48, was killed and another, Eusebio Oacan, 44, was criti-
cally injured. Richard Meddings and Larry Bakeby of Flagship Car Wash. 

Bill and Matt Bascom of Clean Machine in Charlottsville, VA. 

Mike Ashley and Benson Rice of Whiz Car 
Wash in Baltimore, MD. Rice is the found-
ing president of the MCA.

MCA Operator Vice President Dave DuGoff and guest speaker Mike Benmoschè of 
Mang Insurance. 
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September 21  
Tour and Membership Meeting

Charlottesville, VA 
Farmington Country Club 
1625 Country Club Circle 

Room Reservations: 434/296-5661 
Program - generational perspectives on  

the Car Wash Business - The Bascom Family 
Tour - 2 p.m. 

Reception - 6 p.m. 
dinner - 7 p.m. 

Note: If you wish to play golf  
on the day following the meeting,  

contact admin@mcacarash.org

NOvember 2 
Membership Meeting

Ellicott City, Md 
Turf Valley Resort 

2700 Turf Valley Road 
Ellicott City, Md 21042 

Room Reservations: 410-465-1500 
Program -  lisa lyons, owner/operator  
Buggy Bath Carwashes, San diego, CA 

Reception - 6 p.m. 
dinner - 7 p.m. 

Note: If you wish to play golf  
the day following the meeting,  

contact admin@mcacarwash.org

MCa Events are FREE  
for Operator Members  

and one guest;  
additional attendees and guest operators pay $35;  

vendors pay $65.  

advance registration is strongly recommended.  

2011 MCA  CALENDAR



 Good day to all! I would like to update everyone on 
what’s been going on with your association. First, washfora-
cause.com is going great. All we need are more charities to 
sign up and participate. We can all help out by encouraging any charity that we 
know about or are connected with to go to washforacause.com and get involved. 
It will help that charity, and also help professional carwashing look better in 
the eye of the general public. I would like to again thank the committee that 
worked so hard for so many months to get this program off the ground. Commit-
tee members include Adam Korngold, Dan Paisner, Gary MacKenzie and Russ 
Picard. Thanks guys!
 Another public relations program we recently participated in was EarthFest 
2011. We partnered with the New England Water Works Association (NEWWA) 
to bring awareness to the public about water use and reuse at professional car-
washes. Many attendees at the event were unaware of how much we try and 
conserve water and respect the environment.
 Our tabletop show, May 17, was another great success this year thanks to 
the tireless work of Brian Messina and Jeff Panich. We went to five carwash loca-
tions and got to see many new and not-so-new concepts/ideas. I would like to 
thank our Show Sponsor, Trans-Mate Product Inc., and our Tour Sponsor, Au-
towash Maintenance Corp., for all that they do to help put this event together. I 
would also like to thank the Flo’s Auto Bath, Maddy’s Car Wash, HMA Car Care, 
Salem Car Wash, and lastly Triton Wash for sharing their exceptional locations. 
And last, but certainly not least, I would like thank all the vendors who came and 
made this a great time.
 Finally, to all who might not have heard the news, I would like to congratu-
late Adam Korngold and Wave Car Wash for being recognized by the Environ-
mental Protection Agency (EPA) for his exceptional work and commitment to 
the environment in 2010. Way to go, Adam!
 Before I sign off, just a reminder to register for the Northeast Regional Car-
wash Convention (NRCC) early! The show is October 3-5 at the Trump Taj Mahal 
in Atlantic City. The NECA is this year’s host association so we hope to have a 
great showing from our area. It’s well worth the trip to Atlantic City and easy to 
get there via Spirit Airlines (spirit.com). I look forward to seeing everyone there.

Ron Bousquet 
NECA President       

NECA News

NeW eNglaNd CaR Wash assOCiatiON, iNC.

OFFICERS

president: Ron Bousquet  
Randy’s Car Wash 
277 Middlesex Avenue, Medford, MA 02155 
617/538-6758 · Rb244@aol.com

Vice president: Adam Korngold 
Waves Car Wash 
1680 VFW Parkway, West Roxbury, MA 02132 
617/848-4237 · adam@waveswash.com

Treasurer/Secretary: Joe Mead 
East Falmouth Car Wash 
154 E. Falmouth, Rte. 28, East Falmouth, MA 02536 
781/264-3872 · eastfalmouthcarwash@comcast.net

Immediate president: patti Kaplan 
Starlite Car Wash 
107 Main Street, No. Reading, MA 01864 
508-361-2998 · Starlitecw107@aol.com

OPERATOR DIRECTORS 
Yvonne Blackman, Blue Wave Car Wash 
72 Powers Street, Needham, MA 02492 
617/510-0045 · yblackman@comcast.net

Jeff dilauro, olde Cape Car Wash 
7 Nells Way, Orleans, MA 02653  
774/836-8623 · jeffdilauro@comcast.net

Gary MacKenzie, Quick & Clean Car Wash  
 of Waltham, Inc. 
P.O. Box 550064, Waltham, MA 02455 
781/891-0430 ext. 23 
gfmackenzie@quickandcleancarwash.com

John Murray, Auto Bath of Cape Cod  
551 Yarmouth Road, Hyannis, MA 02601  
508/776-1216 · jwmboston@gmail.com

Russ picard, Executive Auto Wash, Inc. 
726 Winter Street, Woonsocket, RI 02895 
401/338-3007 · russdetails@yahoo.com

Bill Stapleton, Choice Car Wash 
155A Boston Road, Southboro, MA 01772 
508/641-7614 · billy@southboroautotech.com

SuPPlIER DIRECTORS

Steve Crowell, Autowash Maintenance  
 Corporation 
90 Canal Street, Malden, MA 02148 
617/590-5589 · steve@autowashmaintenance.com

donato depinto, New England Car Wash 
Equipment 
16C Brookfield Drive, Groton, MA 01450 
978/844-6056 · ddepinto@necarwashequipment.com

ExECuTIvE DIRECTOR
Sherri l. oken, CAE 
NECA  
591 North Avenue, Suite 2-3 
Wakefield, MA 01880-1617 
781/245-7400 · fax: 781/245-6487 
neca.org@verizon.net

www.NEwENGlANDCARwASh.ORG

Ron Bousquet

see photos  
from our carwash 

tour in our  
Fall issue.

PRESIDENT’S COLUMN
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to generate 20 percent of its electrical needs and celebrated 
“going green” by hosting an environmental fair. Other exam-
ples include the use of energy efficient motors tied to Vari-
able Frequency Drives, installation of a water 
reclamation system that reduces consump-
tion to 20 gallons per car and conversion 
to LED lights throughout the facility.
 The New England Carwash Associa-
tion (NECA), of which Adam is Vice Pres-
ident, congratulates him on this honor 
and for setting a wonderful example for 
our industry.� n

Waves Car Wash Honored by the EPA
 The New England Office of the U.S. Environmental Pro-
tection Agency (EPA) awarded Adam Korngold’s Waves Car 
Wash in West Roxbury, MA, an Environmental Merit Award 
in recognition of its exceptional work and commitment to 
the environment in 2010. The award was presented at a spe-
cial ceremony at Faneuil Hall in Boston on Wednesday, May 
11, 2011. Waves Car Wash was nominated by a customer at 
the carwash, and chosen for its significant contributions to-
ward preserving and protecting our natural resources.
 Waves Car Wash was recognized as an environmentally-
friendly business that works to educate the public on ways to 
conserve natural resources. It was noted as an example of a 
local business that has chosen to embrace green technology 
and that practices responsible environmental stewardship. 
For example, Waves Car Wash installed a $220,000 PV system 

Create A legacy And learn
 Participation in the work of the New England Carwash 
Association (NECA) is a membership privilege open to all 
employees of member companies. Those who are actively in-
volved make decisions about the direction of the Association 
and the profession on other members’ behalf. Most impor-
tantly, participation is a networking opportunity, an excel-
lent way to make industry contacts and tap into the collec-
tive knowledge of the NECA community. 

a Call For Nominations
 There are several openings for both Operator and Sup-
plier Directors on the 2012 NECA Board. These are one-year 
terms, renewable by mutual agreement, for a maximum of 
three consecutive terms.

Who Is Eligible?

 ❖ Owner or full-time employee of a member company 
in good standing. 

 ❖ Interest in becoming more involved in the activities 
of the association.

 ❖ Desire to have an influence on the future of the indus-
try and association.

 ❖ Willingness to be a full participant in the work of the 
Board of Directors.

 The Board of Directors meets in person six times a year. 
 New Board Members are inducted in the fall and official-
ly take office on January 1. Non-profit governance training is 
provided during the fall transition period and through a new 
Board orientation.� n

By September 1, 2011, please nominate yourself 
or a colleague by contacting patti Kaplan, Imme-

diate past president, at 508/361-2998.

Adam Korngold with Curt Spalding, EPA Regional Administrator for New England.

Adam with some of his Waves Crew.
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 ❖ Solid waste from carwashing is 
captured in traps. That waste is 
pumped and hauled for proper 
disposal.

 ❖ Run-off from driveway (im-
pervious surfaces) carwashing 
runs into storm drains that flow 
into local water bodies.

  This can load nearby creeks 
with soap, oil and other pollut-
ants, and have a  damaging ef-
fect on local wildlife.

 ❖ Commercial carwashes are 
regulated by state EPA depart-
ments and must filter, treat and 
recycle water.

 ❖ Cleaning and detailing agents 
used by carwashes are regulat-
ed (ex. no volatile organic com-
pounds (VOCs)).

a Study That Proves The Point
 Officials in Federal Way, WA, con-
ducted a “Residential Car Washwater 
Monitoring Study.” This is a great exam-
ple of a proactive community. The fol-
lowing was reported by Jacinda How-
ard in the Federal Way Mirror Reporter 
on July 30, 2009.  “The Residential Car 
Washwater Monitoring Study conclud-
ed that the cumulative effect of char-
ity and home carwashing contributes 
significantly to the city’s storm water 
pollution. Oil, phosphorous, ammonia, 
surfactants and solid wastes were all 
measured during the study. 
 Federal Way officials estimate that 
190 gallons of gasoline, diesel and mo-
tor oil; 400 pounds of phosphorous 
and nitrogen; 60 pounds of ammo-
nia; 2,200 pounds of surfactants and 
nearly 34,000 pounds of dissolved and 
suspended solid wastes are deposited 
annually into the city's storm water 
drainage system as a direct result from 
residential carwashing. These pollut-
ants can find their way into local wa-
terways and eventually into the Puget 

 ❖ Most recently, we spread the 
word by exhibiting with NEW-
WA at EarthFest 2011, on the 
Esplanade in Boston. 

What Members Can Do 
 Members can join the grass-
roots effort by educating their cus-
tomers (and family and neighbors) 
about what happens to the untreated 
runoff when they wash their cars in 
their driveway. I’ve told scores of 
people about what happens when 
driveway wash water flows into the 
storm drains. Just about everyone 
was shocked and did not realize that 
it (including garden fertilizer and pet 
waste, etc.) does not go through their 
local sewage treatment facilities. 
 To illustrate this point, here are 
some results from a 2011 Canadian 
Carwash Association survey: 

 ❖ 55 percent of respondents be-
lieve there is no difference envi-
ronmentally whether they wash 
their vehicle in their driveway 
or take it through a carwash. 

 ❖ 48 percent of respondents are 
unaware that most soapy wa-
ter from driveway carwashing 
ends up untreated in nearby 
lakes or rivers when it goes 
down storm drains. 

 ❖ 38 percent of respondents wash 
their vehicles in their driveway. 

 Here’s some points you can use, 
depending on where your facility is 
located. 

 ❖ Most municipalities require car-
wash facilities to tie their drain-
age systems into sewer lines, 
where the water is transported 
to wastewater treatment plants, 
treated and recycled.

 ❖ Many carwashes recycle a por-
tion of the water used to wash a 
car on site.

 I am fortunate to both live and 
work in Wakefield, MA, an historic 
town featuring a large and beautiful 
lake (headwaters of the Saugus River 
basin) as well as a picturesque local 
reservoir. For the first time ever, in its 
spring newsletter, the Wakefield DPW, 
recommended using professional car-
washes instead of driveway washing 
on their list of ways not to pollute the 
groundwater. My husband wondered 
why I was fist pumping and cheering. 
The message is finally getting out to the 
hinterlands. 
 We need every town to convey this 
message to its citizens. 

This Is What NECa Is Doing 

 ❖ NECA is a member of the New 
England Water Works Associa-
tion (NEWWA) to show its sup-
port for their members’ work 
protecting our water supply. 

 ❖ We regularly support the Water 
for People charity.

 ❖ We developed a cooperative re-
lationship with the Department 
of Environmental Protection 
(DEP) and share links between 
our websites. 

 ❖ We post consumer information 
about carwashing in the “Tools 
and Resources” section of our 
web site, www.newenglandcar-
wash.org 

 ❖ A team of our members, by in-
vitation, made a presentation 
to the DEP’s Green Team, about 
our industry. 

 ❖ This spring, we launched the 
region-wide, web-based, Wash 
for a Cause charity fund-raising 
program. 

 ❖ We have visited legislators to 
educate them about our in-
dustry.

A Grassroots Approach to Educating The 
Consumer on Water Use at the Wash
By Sherri Oken
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Sound, endangering aquatic life and 
the balance of the ecosystem.” 
 Scary! Admittedly, I’m the tree-
hugging sort. Also, I’m an association 
executive, not a carwasher. That aside, 
my work with NECA over the past 12+ 
years has made me a true believer. Get 
out there and Spread the Word!� n

Sherri L. Oken, CAE, is the Executive Director 
of the NECA. You can reach her at neca.org@
verizon.net.

Treasurer's Report
New England Carwash Association
Period: January 2011-March 2011

Income
Interest Income 21.00$               

Meetings 7,930.00$          
Member Services 390.00$             

Membership 13,997.00$        
NRCC -$                  
other -$                  

Total Income 22,338.00$   

Expenses
Board Expenses 580.00$             

Charitable Contribution -$                  
Insurance 512.00$             

Management Fee 9,112.00$          
Meetings 4,084.00$          

Member Services 376.00$             
Membership 333.00$             

Office Expense 1,514.00$          
Professional Expense 450.00$             

Public relations/advertising 500.00$             
Total Expense 17,461.00$   

Net Income 4,877.00$          

Cash Balances
Roslindale Coop CD 101,504.00$      

Citizen's Bank Savings 84,498.00$        
Citizens Checking 18,185.00$        

Total Checking / Savings 204,187.00$      

TREASURER’S REpoRT 
New England Carwash Association 
period: January 2011-March 2011

NECA Hosts  
This Year’s NRCC!
October 3-5
Trump Taj Mahal 
atlantic City
PLaN TO aTTEND!!!!!
nrccshow.com

how To Find 
That Spark of 
Inspiration

 Like a bolt of lightening, creativity 
can strike anywhere, at any time. But 
creativity, like lightening, needs the 
right combination of elements in the 
air.  Here are some strategies for mix-
ing it right:

 ❖ Do something different. 
Don’t try forcing inspiration to come. 
Give yourself time to explore other ac-
tivities and think about other subjects.  
Often, working on something unre-
lated to your problem or situation can 
spark an idea when you’re not actively 
searching for one.

 ❖ Go forward in time. Instead 
of struggling over what to do now, re-
lax and pretend you’ve already found 
a solution. Imagine what it looks like 
and how it worked, as well as how you 
feel about it. This technique can re-
lieve some of the pressure and trigger 
new ideas.

 ❖ Surround yourself with 
creativity. Abstract art can help you 
think past superficial appearances 
and obvious solutions. Keep some 
offbeat pictures in your office or on 
your computer to relax your mind 
and help you tap your ability to find 
patterns in unexpected places.� n
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Former Wall Streeter Makes Career In Car 
Shows, Flea Markets and Distribution
By Alan M. Petrillo

in other directions because Geller spends a considerable 
amount of his time exhibiting and selling at car shows and 
flea markets, and attending auctions.
 Many of the unusual items that Geller offers carwash 
operators can trace their sales history to either auctions or 
flea markets, outlets that attracted Geller’s attention when 
he was 10 years old.
 “When I was 10, my dad and I would go to flea markets 
early on Sunday mornings,” he said. “And every winter, we’d 
go to Florida. That year in Miami, I grabbed seashells from 
the beach and hid them in my luggage. Then I went to flea 
markets in the summer and sold them all. That continued 
into my teens; I was going to be the first millionaire from 
selling seashells.”
 Geller said attending flea markets opens up avenues for 
him to attend other shows – collectible shows, car shows, 
auctions and other flea markets.
 “For the collectible shows, I sell a lot of the old tin signs, 
replicas of old advertising motor and oil signs, that people 
buy to hang in their garages at home,” he pointed out. “They 
also are interested in diecast cars and planes, and also in 
reproductions of old prints that I have framed.”
 Items that Geller sells at flea markets include Oneida 
kitchen items and accessories, flashlights, batteries, vari-
ous kinds of hardware and plenty of tape – masking, pack-
ing and painter’s tape.
 Besides collectible shows and flea markets, Geller also 
exhibits at a number of car shows, where he sells old-fash-
ioned metal advertising signs, hardware, diecast cars, flash-
lights, Super Glue, epoxies and auto manuals.
 While there is some crossover in goods between Geller’s 
carwash distribution business and his flea market show life, 
Geller said he tries to keep carwash items out of his flea mar-
ket business so as not to compete with the carwash opera-
tor stores. However, some items work well in both types of 
venue, he noted, such as diecast cars and planes.
 “I try to stay on top of trends and identify the kinds of 
unique items that carwashes can make money on,” Geller 
said. “I was the first guy to put snacks into carwash retail 
stores in New England, and also the first one to put diecast 
cars in their shops.”
 When Geller attends auctions, he’s attuned to locating 
the kinds of goods that would work either in his show-relat-
ed business or his distribution business. Sometimes, items 
serve both purposes, but finding them is more a matter of 
luck and varies from auction to auction.
 For his carwash distribution business, the 49-year-
old Geller drives a 15-foot long, high-height van, essen-
tially a dry goods delivery truck, filled with shelving, 
racks, pegboards and slide-out trays. Customers can 

 Michael Geller of Needham, MA, is descended from 
an entrepreneurial family. His grandfather and great uncle 
opened one of the first full-service carwashes in the Boston 
market in 1949, and his father, Harold Geller, was in the car-
washing and distribution business for 15 years.
 Michael Geller spent nine years in the mutual fund 
business after he graduated from college, working for sev-
eral different funds, before his father fell ill.
 “I took a leave of absence and helped my dad run his 
business in 1988 when he was in the hospital,” Geller said. 
“After he died, I stayed in the mutual fund business for an-
other year and a half, but my heart wasn’t in it. I wanted to 
restart my dad’s distribution business.”
 That was 21 years ago.
 Geller’s business, Michael Geller Distributors, sells im-
pulse items, mostly to carwashes for their resale stores. He 
focuses on air fresheners, floor mats and all the other types 
of items found in a full-service carwash impulse area.
 But some part of those entrepreneurial genes drive him 

Continued on page 78…
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The customer experience 
begins before they enter 
your wash.

The customer experience 
begins before they enter 
your wash.

The PDQ Access® Payment Terminal greets 
your customers with intuitive easy to use prompts 
bright graphic images allowing them to enter 
the wash bay quickly and easily.

PA-DSS Certified for bank card security compliance

Customizable welcome screens and audio messages to 
greet customers, assisting them through the wash 
purchasing process and allowing for the opportunity to 
up-sell on other packages and promotions

Vehicle presence sensors to automatically greet your 
customers as they arrive

Accepts cash, codes, tokens, proprietary cards and credit 
cards, also gives change back in bills when appropriate

Remote monitoring and sales reporting allowing you 
to track revenue and wash to track revenue and wash 
activity 24/7/365 from a central location or back office

Attractive, stylish design adds to the appearance of 
your wash site

RFID and customer loyalty program (WALS) compatible

Fully customizable topper signage images to strengthen 
your brand awarness



Make-A-Wish Foundation 
of Massachusetts

A PORTION OF THE

SPONSORSHIP PROCEEDS

AND 100% OF MULLIGAN

SALES WILL BE DONATED TO 

NECA 12th ANNUAL
GOLF OUTING

Monday, September 12, 2011

An opportunity to play on one of the
most beau� ful private courses in our region.

FOR OUTING DETAILS, HIGH VISIBILITY SPONSORSHIP
OPPORTUNITIES, AND TO  REGISTER, VISIT

www.newenglandcarwash.org
Ques� ons?  781/245-7400

Indian Pond Country Club
Kingston, MA

11:00  a.m. Registra� on, Lunch, Driving Range Prac� ce
12:00 p.m. Shotgun Start
5:30 p.m. Recep� on/Dinner
$150 pp includes lunch during registra� on, golf cart, dinner, gi� s, raffl  e 
prizes, team and individual awards. Please register & pay in full by 8/22.
Not a golfer? Join us for the recep� on and dinner at $35 per person.

2011 TAblE Top Show  
ANd ToUR 

Photos and Best Exhibit  
contest winners will be  

featured in the next issue  
of the Northeast Carwasher.

For an advance look,  
visit the NECA Facebook page.

walk up and down the main aisle inside the 
truck and shop for what they need in one 
place, Geller said.
 “When I open up the back of the truck, 
people sometimes take a step back because of 
the powerful smell of the air fresheners back 
there,” Geller said. “But I don’t even smell it 
any more.”
 The advantage to the warehouse on 
wheels, he pointed out, is that he “brings cus-
tomers items they can smell, touch and feel. 
“They’re three dimensional,” he said. “It’s nice 
to have a beautiful catalog, but better to put 
items right in front of a customer’s face.”
 Geller has handled a wide variety of gift 
and novelty items and admitted not all of 
them have gone over well in carwash stores.
 “Some work and some don’t,” he said. “But 
I keep plugging away.”
 Geller credits the success of his busi-
nesses to the uniqueness of how he handles 
his items.
 “My competitors don’t do what I do, which 
is show up with a fully-loaded truck that’s a 
warehouse on wheels,” he said.
 “Reinventing yourself is the secret,” Geller 
said. “Nothing stays the same, so you have to 
keep up with the times. Products change all 
the time and I have to be aware of what’s out 
there and constantly educate myself so I can 
bring people what’s new and different.” n

Alan M. Petrillo is a Tucson, AZ, freelance writer and 
contributing editor of  Northeast Carwasher.  He also 
is the author of the historical mystery, Full Moon. 

Former Wall Streeter Makes Career 
In Car Shows, Flea Markets and  
Distribution … continued from page 76.

NECA Hosts  
This Year’s NRCC!

October 3-5
Trump Taj Mahal 

atlantic City
PLaN TO aTTEND!!!!!

nrccshow.com
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JSA Car Wash 
Supply, LLC

Jerry Servais

We Do Whatever It Takes To

Make YOUR Life Easier!

WHAT OUR 30+ YEARS OF EXPERIENCE IN THE 
CAR WASH INDUSTRY MEANS FOR YOU...

QUALITY EQUIPMENT AT A FAIR PRICE
 We sell and service only the finest, most reliable equipment on the market today 

and at a price that, feature for feature, can’t be beat.
VALUE

 We’re car wash people too and know value when we see it.
INTEGRITY

We do everything necessary to earn and keep your trust. 

JSA isn’t an ordinary car wash supply company...JSA is extraordinary! 
To see how we can make your life easier, call a company of fellow car wash owners:

Need Wash Solutions?  We Can Help.
Need Financing?  We Can Help.    

315.255.9063 - Office   315.277.1504 - Mobile



 The NECA team designed the 
WashforaCause website to encourage 
donations by rewarding donors with a 
carwash. Each participating charity has 
a dedicated page through which they 
promote and collect donations, and 
NECA members offer carwashes at a 
substantial discount to help organiza-
tions raise money. 
 Groups who do not have 501c(3) 
charitable status must receive prior 

 WashforaCause.com was created 
by New England Carwash Association 
(NECA) members, for carwash owners 
who already had fund-raising programs at 
their carwashes. These carwash owners 
had traditional fund-raising programs, 
having charities sell physical carwash 
books and keeping a portion of the prof-
its, but we all know that this can become 
an administrative burden so they devised 
a creative alternative for NECA members.

WashforaCause.com Is Live!
permission before registering. They can 
e-mail a description of the cause and 
how they plan to use the funds to info@
washforacause.com. 
 Since WashforaCause is a common 
program offered by many carwashes, 
donors have a choice of where to re-
deem their carwash. They do not have 
to live in one specific town, expanding 
the potential donor base. In addition, 
the cash management and distribution 
of wash tickets is now done through the 
website, making it easier to focus on 
their cause instead of on distributing 
tickets and collecting cash.
 The website has built-in marketing 
tools to advertise participating charity’s 
fund-raising campaign to their donor 
base. They can use the built-in e-mail 
link to let potential donors know about 
the charity. The website also has tools to 
share the offer on Facebook and Twitter. 
We advise the charities to encourage 
donors to let their friends and family 
know about their cause through social 
media and email.
 Each charity has a maximum of 
eight weeks to raise money through 
their custom WashforaCause page on 
our web site. We discovered that by only 
offering a carwash for a limited amount 
of time, donors are incentivized to do-
nate in a timely manner. If a charity does 
not raise enough money or wants to 
continue your program for longer than 
eight weeks, they simply sign up again.
 We encourage all NECA members 
to participate in this program. It will 
simplify your ability to provide services 
to local and regional charities and pro-
vide a safer and more environmentally-
sound alternative to charity carwashes. 
Our hope is that it will build a positive 
relationship between your business and 
your community and bring new cus-
tomers to your facility.
 Once you enroll, to help you pro-
mote the program, NECA will provide a 
starter kit of colorful brochures that can 
be handed out to anyone you know who 
may be involved in fundraising for a 
charity. Windmaster signs and addition-
al brochures can be ordered through the 
NECA office.� n�
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QUAL CHEM’S DRYING AGENT 
Q DRY® 

IS REVALOUTIONIZING  
THE CAR WASH INDUSTRY!

Qual Chem’s Drying Agent:  
Best drying performance your tunnel has ever achieved

u Free of MSO (mineral seal oil)

u Does not build up on cloth

u Does not smear surface of vehicle

u Uses less water to rinse

u Saves critical drip space

u Requires less horsepower to effectively dry

u Reduces surface tension even with spot free final rinse

SEE FOR YOURSELF!
Visit our YouTube channel at  

WWW.QUALCHEM.BIZ  
to see the results of the  Drying Agent 
being applied before the final mitter.

NORTHEAST DISTRIBUTION by:

  

(ph)781-659-0100 • (f)781-659-0400 • lzona@zwashsystems.com

The “AWESOME” Tire Shiner
Visit our 
website 

and 
click 

on the 
You Tube

link
to

Witness The 
“Awesome”
Tire Shiner
in action

and 
Instructional  

Video

www.washngo.com

Visit our 
website 

and 
click 

on the 
You Tube

link
to

Witness The 
“Awesome”
Tire Shiner
in action

and 
Instructional  

Video“T
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Vehicle Wash Systems, Inc. 
  

800-344-8700
Email: info@washngo.com

 

Toll Free:
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Welcome New NECA Members!
aWaNE
contact: Phil Healy
www.awane.com 

E3fusion
contact: Ted Theis
www.wownanotech.com

Welcome Back!

Car Wash Boilers, Inc.
contact: Chris Rojas
www.carwashboilers.com 

South Shore Car Wash
Quincy, MA
contact: Jeremy Bates
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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.

Distributer Inquiries Welcome

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

Distributer  
Inquiries  
Welcome!

Member Benefit:  
Marketing Through NECA
Members: Are you utilizing all opportunities to 
increase your company’s visibility and reach?

 ❖ Have you updated your member profile on the 
NECA website?

 ❖ Have you provided us with your website address? NE-
CA’s website features profiles of each member com-
pany with a hot link to their website. 

 ❖ Have you created a hot link on your website to the 
NECA site using a NECA logo? Google rule: The more 
links, the more traffic.

 ❖ Is the NECA logo on your business cards? Just con-
tact the office for a brief form that provides guide-
lines for use.

 ❖ Have you created your “Supplier Profile” on NECA’s 
Facebook page yet?

 ❖ Would you like to be the subject of our member “Ven-
dor Spotlight” in an upcoming issue of the quarterly 
NECA E-NEWS?   n

For a full description of opportunities for our industry partners/supplier 
members, go to: http://www.newenglandcarwash.org/category/3370/
opportunities-for-our-industry-partners-supplier-members.htm
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NECA SIGN PROGRAM - 8 NEW DESIGNS!
4 color process, digitally printed on coreplast, sized for standard Windmaster frames (28” x 44” inserts).

SELL YOUR SERVICES WITH EYE-CATCHING, CUSTOM-DESIGNED SIGNS

Current NECA Members and Members of NRCC affiliated associations: 
$279.99 for the EIGHT-sign set; Individual signs $45

Non members: $339.99 for the EIGHT-sign set; Individual signs $55 
**Shipping and Handling:  Orders within New England - Please add $30.00 S/H for signs 1-8; 

$60.00 S/H for signs 9-16 and so on.  If not in the NE region (MA, NH, CT, RI, VT, lower ME), please call for shipping rates.
Note: Signs are shipped when payment is received in full. You can save the cost of S/H by picking up your signs. Please call for details.

NECA SIGN PROGRAM             DATE_____________________   

MEMBERS:  #________ SET (S) X $279.99 = $______________   #________ INDIVIDUAL SIGNS X $45 = $______________   

FOR INDIVIDUAL SIGNS, SPECIFY SIGN #(S) AND QUANTITY OF EACH INDIVIDUAL SIGN (EX. 2 OF #3) _____________________________________________ 

TOTAL SIGN COST $____________  PLUS  $_____________S & H**               TOTAL $_____________ ENCLOSED  

NON MEMBERS:   #________ SET (S) X $339.99 = $______________   #________ INDIVIDUAL SIGNS X $55 = $______________   

FOR INDIVIDUAL SIGNS, SPECIFY SIGN #(S) AND QUANTITY OF EACH INDIVIDUAL SIGN (EX. 2 OF #3) _____________________________________________ 

TOTAL SIGN COST $_______________  PLUS  $______________S & H**              TOTAL COST $_____________ ENCLOSED OR CHARGE MY CREDIT CARD

**Orders within New England - Please add $30.00 S/H for signs 1-8; $60.00 S/H for signs 9-16 and so on. 
If not in the NE region (MA, NH, CT, RI, VT, lower ME), please call for shipping rates.

COMPANY _____________________________________________________________ CURRENT MEMBER OF (CIRCLE ONE)    NECA     CCA     NYSCWA     CWONJ     MCA

CONTACT PERSON _______________________________________________ TITLE________________________________________________

DELIVERY STREET ADDRESS#__________________________________________________________ CITY_______________________________ 

STATE__________   ZIP_____________ -- _________    E-MAIL ______________________________________________________________

TELEPHONE (                  ) __________________________________            FAX (                  ) __________________________________

MC   VISA   AMEX   DISCOVER  #_________________________________ EXPIRATION ____/____  NAME ON CARD_____________________________

BILLING ADDRESS (IF DIFFERENT)____________________________________ CITY________________________STATE______ ZIP____________

# PACKAGES CANNOT BE DELIVERED TO POST OFFICE BOXES.       UPDATED 9/1/08

2 3 4

5 6 7

1

8

CIRCLE ONE

THREE WAYS TO ORDER SIGNS

1. EASIEST On-line with payment
    by credit card 

 www.newenglandcarwash.org

2. By fax with payment by credit
    card, fill in the form below
    and fax to 781/245-6487

3. Payment by check - Fill out the
    form below and mail with your
    check, payable to NECA, to  

NECA
591 North Avenue, Ste. 3-2
Wakefield, MA 01880-1617

Note: Signs are shipped when 
payment is received in full.

Questions? 781/245-7400
neca.org@verizon.net



22nd Annual 

Northeast Regional Carwash Convention
Hosted by 

The New England Carwash Association

October 3-5, 2011
Trump Taj Mahal Hotel & Casino

Atlantic City, New Jersey

It will blow you A W A Y
Visit www.nrccshow.com for further information.

Continually exceeding expectations, the NRCC delivers the best education, 
the latest innovation and the most value for your dollar!

Questions?
Call: 800-868-8590

Email: info@nrccshow.com

Highlights
l60,000 Square feet of exhibit space with 280 exhibit booths
lHands on alley demonstration area displaying the hottest trends and  

technology
lWelcoming reception overlooking Atlantic City skyline
lEducational seminars, focusing on the changing industry and your  

bottom line.
lIDA University Presents: Educating Detailers for Today’s  Challenges
lCarwash College Presents: Market Your Wash Like  A Pro

Ways to design your car wash menu to increase ticket average, and
marketing that can be used  to drive volume to your location.

lKeynote Presenter:  Weather or Not?  
Joe Bastardi, formerly the Chief Long Range Forecaster at Accuweather,  
Joe Bastardi is an institution in the science of weather prediction.

Special  thanks to our show sponsors

�



 Well if April showers bring May flowers, we are going 
to have a lot of flowers this summer. We have had more than 6.5 
inches of rain in April in my market. It really set off our pollen in 
early May and created some real strong wash numbers.
 Gas prices continue to escalate for no apparent reason. I think we are all fear-
ful of how much this affects people’s disposable income. The economy was showing signs 
of recovery, so hopefully this won’t put us back in a talespin. Damn oil traders!
 On the legislative front a bill was introduced in the state legislature to 
repeal the requirement to charge sales tax on credit card sales at your self-service lo-
cations. Our lobbyist Bill Crowell will let us know how individual operators may assist 
in this endeavor. As always, a donation to our PAC would be helpful in this cause.
 Our spring meeting in Fiskill was a great meeting. The tour we took pro-
vided examples of the most recent technology and equipment in our industry. I’d be 
surprised if you didn’t walk away with at least one great idea.
 The Northeast Regional Carwash Convention (NRCC) is October 3-5 at 
the Trump Taj Mahal. Make sure you make your hotel reservations early and take 
advantage of the discounted pricing. The seminars this year will be diverse and full of 
take-home value. Bring your manager or key employees and reward their hard work 
over the long, hard winter. To learn more visit nrccshow.com.
 Now let me bore you a little bit. After my Mom’s services and three weeks 
before he passed my Dad made a comment to my siblings and my cousins. He said 
you guys are the last generation that remembers what this country was and how lucky 
we were. And I still think about that. Maybe it was the simple lessons that he and my 
mother taught us that will always shape how I live my life. Let me share a few with you.

 ❖ Always say “please” and “thank you.”
 ❖ Address people as “sir“ and “ma’am.“
 ❖ Always shake someone’s hand when you meet them.
 ❖ Never trust anyone who won’t shake your hand.
 ❖ Give respect and you get respect.
 ❖ Respect yourself. 
 ❖ Never let anyone leave your home hungry.
 ❖ Charity begins at home.
 ❖ Make people feel at home.
 ❖ Take time to worship your God.
 ❖ Open doors for women.
 ❖ Respect your elders.
 ❖ People work with you, not for you.
 ❖ Learn something new everyday.
 ❖ Spend time with your family.
 ❖ Always wear clean underwear!!!
 ❖ What you do reflects on us.
 ❖ Do something nice for someone without being asked.
 ❖ Leave things better than you found them. 

Mark Kubarek
NYSCWA President
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NYSCWA News

OFFICERS

Mark Kubarek, president 
K & S Car Wash, Auburn, 315/255-1414 
MTACU@aol.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 
Mang, Clifton Park, 518/383-2910 
mike.benmosche@manginsurance.com

BOARD MEMBERS

Jeff Gold 
Buckman’s Car Wash, Rochester, 585/227-1650, 
jgold@buckmanscarwash.com

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

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

Glen Sheeley 
Sheeley Enterprises Inc., Walden, 845/457-3739

PAST PRESIDENTS

Tom Hoffman Sr.
Ron Burton
Raymond Justice
Steve Voll
Mark Kubarek
Tom Hoffman Jr.
Dan Kailburn
Don Scordo
Ken Knightes
Walt Hartl
Dennis O’Shaughnessy, Sr.
Steve Knightes

ExECuTIvE DIRECTOR

Suzanne L. Stansbury 
Ph/F: (518) 280-4767 
mediasolutions@nycap.rr.com 
P.O. Box 230, Rexford, NY 12148

www.NySCwA.COM

www.NORThEASTCARwAShER.COM

Mark Kubarek

PRESIDENT’S COLUMN
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 Working in warmer weather is a welcome break from the 
colder months but it brings along with it some unique chal-
lenges…. Like the risk of sunburn, heat stroke and bug bites 
that can make your employees sick. Be prepared and stay safe! 
Physical Hazards

 ❖ Extreme heat. Heat stroke, heat exhaustion, heat 
cramps and heat rash are all common yet danger-
ous signals that the body is too warm. Management 
should watch out for high temperatures, severe hu-
midity and limited air movement, which may lead to 
these conditions.

 ❖ Ultraviolet (UV) radiation. Even when it’s cloudy, 
employees are still at risk of damaging skin exposure. 
Prepare your employees to face UV rays by covering 
up in tightly-woven clothing, encouraging using sun-
screen before going outside, wearing a protective hat, 
sporting UV-absorbent shades and limiting sun expo-
sure, if possible.

 ❖ Mosquitoes. To protect employees from disease 
spread by mosquitoes, such as West Nile Virus, 
cover any cut or scraped skin and wear repellent 
or thick clothing.

 ❖ Ticks. There are more than 10 tick-borne diseas-
es common in regions across the United States. 
Working outside, employees should wear light-
colored, long-sleeved shirts, long pants, socks, a 
hat and repellents. Take extra care to wear protec-
tive clothing in the peak activity months, which 
are June through August.

 ❖ Snakes. If employees work in areas near tall grass, 
brush or leaf/wood piles, it’s wise to educate them 
and management about the types of poisonous 
snakes in your geographic region. If an employee 
has been bitten, seek medical attention even if you 
know the snake is not poisonous. Carefully note 

the snake’s color(s) and shape to help with the 
treatment process.

 ❖ Stinging insects. Instruct employees to avoid wear-
ing cologne or perfume and refrain from scented toi-
letries to prevent insect stings.

 ❖ Spiders. Train your employees to easily identify the 
three types of venomous spiders found in the US: the 
black widow, brown recluse and hobo (also known as 
violin) spiders.

 ❖ Poisonous plants. Be aware that direct contact with 
plants is one way to be exposed, but touching tools 
that have had direct contact or inhaling particles 
from burning plants are other hazards. Train your 
employees who are exposed to working with land-
scaping of these risks so they can be properly pre-
pared to prevent an incident.

 Be sure to have your medical kit services and 
equipped with the necessary medications to treat as 
many of these potential conditions as possible. Also, 
make sure everyone knows where the kit is kept and it 
should be readily accessible.
 Of course, these are very simple common sense items 
that are obvious conditions for those who work outdoors. 
However, it is important to be sure they 
are not being overlooked because of 
that. The disruption of an employee’s du-
ties resulting from any of these potential 
exposures can decrease your bottom 
line profits.� n

Mike Benmoschè is with Mang Insurance. 
You can reach him at 800/891-9274 or at 
m.benmosche@manginsurance.com.

The Weather Is Warmer – Are You Prepared?
By Mike Benmoschè

Mike Benmoschè

don’t let Success go To Your head
 The stories of college basketball Coach John Wooden are 
legendary. One tale he told while being honored as an inau-
gural member of the National Collegiate Basketball Hall of 
Fame says a lot about his perspective.
 The morning after winning the first of 10 national col-
lege basketball championships, Wooden and his wife were 
waiting for a cab to take them to church  (It was Easter Sun-
day.) A pigeon flew overhead and dropped a load right on 
Wooden’s head.
 Wooden said to the audience, “And I think the Good 
Lord was letting me know, ‘Don’t get carried away.’ I’ll always 
remember that.”� n
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Chances Are…
By Ray Justice

And Then The 
Stars Arrived

By Ray Justice

And then the stars arrived
And then we were quiet
And then the evening ended
 And then we slept
And then the sun came up
 And then we awoke
And then we walked
 And then we stopped
And then we rested
 And then we ate
And then we talked
 And then we listened
And then we were still
 And then we thought
And then we believed
 And then we trusted
And then we smiled
 And then we felt grateful
And then we got it
 And then everything fell into place
And then we cried
 And then we laughed
And then someone showed up
 And then we felt inspired
And then we could breathe again
 And then it began
And then we connected
 And then we won
And then it ended
 And then we lost
And then we forgot
 And then we felt sad
And then we remembered
 And then we returned
And then we felt happy
 And then it changed again
And then we knew
 And then it came to us
We are one
 And then the stars arrived
And then . . . 

Ray Justice is an Entrepreneur, Poet & Creativ-
ity Explorer. He is a former carwash operator and 
past president of the NYSCWA. Visit www.rayjus-
tice.com or email ray@SiteBrandBuilders.com.

©2011 RayJustice.com

All those things we should do:  Exercise  
    Quit smoking
    Eat less
    Start a journal
    Make phone calls, we should, 
but………………. 
We never seem to get started.

Chances are we have the same possible projects from a year ago. 
Yes, a whole year has gone by and you haven’t done it again.  Now what?
Usually the next step is to criticize yourself and chances are you’re pret-
ty good at it.
Why can’t I…………? I should be able to……………. I’m lazy. I have no 
willpower.

Over a business lunch, the person I was with mentioned that she would 
like to be exercising again. She used to, but now never seemed to take 
the time to get started with her busy schedule.
“If you are serious,” I told her, “Here is what to do. 

Send me an email every day for 30 days and let me know what you did.” 
(Her choice was to power walk 3 miles a day.) “If you don’t write, I’ll 
email you.” 
  I only did once, to congratulate her.
Every day, even from out of town, she called. She didn’t want to back 
down on her promise. Everyday she walked and you know chances are 
she feels better today.

What did you want to do last year and still haven’t started? 
Who or what can you be accountable to?
Try it–Chances are it will do wonders for you. 
What helps is to be accountable to someone or something (preferably 
not a relative). 
Get a coach or a buddy, someone that you won’t want to let down.
Chances are if you are accountable to someone, you are more likely to 
succeed. 

Make a promise to yourself, tell them about it, and 
check in with them every day.

Ray Justice is an Entrepreneur, Poet & Creativity Explorer. 
He is a former carwash operator and past president of the 
NYSCWA. Visit www.rayjustice.com or email ray@Site-
BrandBuilder.com. Ray Justice
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wilted or yellow leaves. Here the mulch actually robs nitro-
gen and other nutrients from the plants so it can decompose. 
The robbing of nutrients turns the leaves yellow or chlorotic.
 Instead, mulch only once a year and no more than 1-1 ½ 
inches around plant stems and bark. Mulching this way gives 
the previously applied mulch time to thoroughly break down 
and prevents layering or mulch build up. 

One Is Good, Two Is Better
 In line with too much of a good thing, I constantly catch 
ill-advised people thinking that if they use one more table-

spoon a gallon of fertil-
izer or chemical formu-
lation it will work even 
better. Wrong! Most 
common fertilizers are 
chemical formulations. 
These formulations in-
clude soluble salts that 
can become very det-
rimental and quickly 
kill or injure plants. 
Remember what I said 
about brown not be-
ing good? If the fertil-
izer doesn’t kill them, 
the plants cell walls 
will grow too quickly 
and weaken the plants 
or they will grow like 
a bean stalk and never 

flower. Highly fertilized plants are also very attractive to dis-
ease and insects – either way, no good! Instead, follow the 
label (it is the law) for best results!

Rule Of Thumb or Shall I Say Forefinger!
 My plants look dry – they are wilting. I water them and 
they wilt even more. The symptoms of over watering and 
under watering are often similar. Should I water my plants 
today or every other day? There is no hard fast rule of thumb 
on when to water. There are too many variables: wind, heat, 
exposure, planter or flowerbed, etc. Use your index finger, 
slide it into the planter or garden soil up to your first knuckle, 
if the soil or media is dry – you need to water. If it’s moist, 
check it again the next day and remember, morning is the 
best time to water!

I Love ______, Let’s Plant a Hundred Of Them
 I will leave it up to you to fill in the blank. One year we 
had these tremendous angel trumpet flowers (Brugmansias), 

 No one is infallible. We all make mistakes, but if we learn 
from these mistakes it will undoubtedly make us better. We 
also don’t have to make mistakes ourselves to improve, we 
can let others make mistakes for us. It’s not likely that I am 
confessing to making any of these mistakes, but I may throw 
one or two in there to help the learning curve!

My Plants are Dead Mistake
 I love ornamental grasses and flowering perennials. The 
grasses come in every size, shape and color. They are won-
derful. I plant both annual and perennial grasses. 
 Communication is 
always key but darn it, if 
the guys don’t pull the pe-
rennial grasses or flowers 
and toss them at the end 
of the season and leave 
the annual (soon to die) 
plants alone, it’s a prob-
lem. I email the managers 
a picture of what to pull 
and what to leave around 
frost time – this really 
helps! I found exact visu-
als to be far better than 
descriptions.
 Caught up in the 
“what’s new in the grass 
world, I started using Car-
ex or sedge grasses. They 
come in medium greens, 
dark greens, and an entire palette of browns. They contrast 
nicely and most of them are perennial.  The mistake here is 
that the guys equate brown to dead! The solution is no more 
brown plants.  

Too Much of a Good Thing
 I’m sure you have all seen them, and they seem to have 
originated in the Northeast, professionally we call them vol-
canoes or mulch mountains.  Excessive mulching is BAD. 
Most mulches we have available in the Northeast are to-
tally beneficial to our plants, especially their root systems. 
The benefits of mulch include: better weed management, a 
more consistent soil moisture that can mean better protec-
tion from extreme heat and cold. Unfortunately, too much 
mulch (in excess of 1 – 1 ½ inches) next to a plant can make 
the plant hydrophobic where it repels water from the root 
system. Excessive mulch in contact with stems or bark in-
troduces harmful pathogens that will start to rot these plant 
parts. Outward signs of an overabundance of mulch include 

GREEN THUMBS UP!

Lessons Learned 
By John Van Etten
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Ornamental grasses come in many sizes and colors.
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these wonderful fragranced 12-inch long apricot col-
ored flowers would bloom by the hundreds. Someone 
commented that it would be awesome to have nothing 
but these plants everywhere. The only problem is, they 
do best when we have really hot summers and even 
moisture (rain before things get dry). Culturally, it is 
always best to have a diverse plant palette, this way if 
you have adverse weather conditions, disease or insect 
problems it will likely only affect some of the plants, not all of 
them. Remember graceful arched streets framed by American 
elms? They exist no longer once the elm bark beetle killed off 
all of the elms! The solutions, no monocultures, mix things up. 
Plan a full season of bloom from trees to flowers.

Remember Mikey? Let Him Try It… 
 Sometimes, we may delegate the weeding or mowing 
detail as a sort of motivational training. The problem is that 
sending someone out to perform what we feel is an easy job, 
typically has disastrous outcomes. Plant care is done best by 
someone who cares! 
 We had a site where the flowers were really struggling 
and/or dying. Without a costly laboratory analysis we would 
never have suspected glyphosphate plant poisoning. That is, 
until we saw the person weeding with Roundup, a non-se-
lective herbicide that only needs to be misted on a plant for 
what we technically call translocation, from the leaves to the 
roots. Overuse means that plant is as good as dead!
 Another related plant problem I’ve seen is overspray 
(drift) of lawn weed killers, be it granular or liquid. This can 
also kill or injure plants of all kinds, from flowers to trees. 
Don’t forget other culprits that are difficult to detect like 
antifreeze, hot water, cleaning chemicals, excessive heat, 
dog urine, etc. Even protecting plants from these things can 
harm them. Consider a sheet of plastic covering the flowers 
or lawn; it actually magnifies the light and heat and can kill 
or injure. Instead, match the task with someone who has the 
right aptitude for the job. Find an individual who likes to do 
these tasks and reward them with these jobs. They will be 
prideful of the aesthetics of your site and it will show 10-fold!

Too Many Deadheads! 
 If you recall, deadheading is removing spent flower blos-
soms. Some plants require more deadheading then others. 
The most labor-intensive flowering plants for deadheading 
include: geraniums, marigolds, argeranthemums, petunias, 
snapdragons, ageratum and canna lilies. Here you may de-
cide the solution is not planting these plants, but these are 
work horses in the plant world and you will likely need some 
of them, just don’t plant all of the above in one location! You 
can also scratch off the list petunias, ageratums and snap-

Profit & Loss
 January - April, 2011

Income
   Membership Dues ...........................................................13,055.00
   Northeast Convention Income ........................................14,930.19
   PAC Contributions ................................................................ -99.00
   Promotional Fees ................................................................ 579.89
   Vendor Sponsorships ........................................................... 250.00

Total Income .................................................................$28,716.08

Expenses
   Credit Card Fees .................................................................. 259.81
   Director Fees .....................................................................4,500.00
   Entertainment Expense ......................................................... 86.86
   Insurance Expense............................................................... 847.00
   Legislative Expense .............................................................. 385.97
   Legislative Fees .................................................................4,000.00
   Meetings Expenses ............................................................3,420.00
   Postage Expense .................................................................. 219.80
   Printing/Graphics ................................................................ 319.50
   Professional Services fees .................................................... 200.00
   Telephone ............................................................................. 16.33

Total Expenses ...............................................................$14,255.27

Net Income ...................................................................$14,460.81

HSBC Money Market .........................................................$40,843.00
NBT Chekcing Account .....................................................$36,347.13

TOTaL CaSH ON HaND ....................................................$77,190.13

Mike Benmoschè is with Mang Insurance. You can reach him at 
800/891-9274 or at m.benmosche@manginsurance.com.
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dragons if you use these self-cleaning alternatives instead: 
petunias (wave series or seed propagated) or calabrachoa 
and supertunias from Proven Winners. Proven Winner ag-
eratum varieties and substitute Angelonia (also PW) for your 
favorite color snapdragons both flower better and consis-
tently throughout the growing season. n

John Van Etten, CGM, is the Landscape Manager for Hoffman De-
velopment based out of New York’s Capitol region. John also runs a 
residential and commercial landscape division for Hoffman. He has 
a horticultural degree and is a nationally-certified grounds manager. 
John can be reached at jvanetten@hoffman-development.com.

Flowering perennials can add a great burst 
of color to your wash's landscaping.
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Mark Your Calendar!!! 
Make sure to note the dates of 
the 2011 NRCC: Oct. 3-5, at the 
Trump Taj Mahal in Atlantic City. 
It's the LARGEST regional trade 
show in the country!

You don't want to miss it!

Mets Event photos 
in our Fall issue!

NYSCWA CAlENdAR

OctOber 19
Carwash Tour & Membership Meeting

Featuring Grace for vets Founder Mike Mountz of
Cloister Car Wash in Ephrata, Pa

The Century House, Latham (albany market)
nyscwa.com

BECOME A MEMBER TODAy! 
To join the NYSCWA complete the following, and

Mail your check for $250 to: 

NYSCWA, PO Box 230, Rexford, NY 12148

MAKE CHECKS PAYABLE TO “NYSCWA”

NAME 

CARWASH 

ADDRESS 

CITY/STATE/ZIP 

PHONE 

FAX 

EMAIL
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Classifieds
 INdEpENdENT SAlES REpS WANTEd

Market Signage specifically geared toward Car Washes, De-
tail Shops, Gas Stations and Used Car Dealers. Earn 25% 
commission average sale $400. Simple sales brochure pro-
vided. Swooper Sign Flags, LED Signs and Message Boards.

Check out Poshmarketing.net. 
If interested, call Brad Saks to reserve your current  

territory, 516/987-4635 or  brad2323@optonline.net.

ToUChlESS AUToMATIC SoAp dElIVEREd
Introductory offer $3.00 per gallon 

275 gallon totes only
See Ebay item #260773523573 or type in  

car wash equipment for detailed information.

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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Budget Discipline, Economic Development 
Could Improve Current Business Environment 
By William Y. Crowell, III

gram provides reduced rate financing so small businesses 
can undertake projects to modernize their equipment, to 
expand facilities for productivity, to introduce new technolo-
gies or to facilitate ownership transition, and to promote job 
retention. This program would save two to three percentage 
points on the prevailing interest rate for linked deposit loans 
with a maximum loan amount of $500,000 for four years.
 Linked deposit loans have various eligibility criteria ap-
plied to their availability. Businesses can make application 
for linked deposit loans at banks or through the New York 
Business Development Corporation.
 The New York Business Development Corporation 
(NYBDC) partners with banks to provide alternative funding 
for small businesses, such as carwashes, which might have 
difficulty qualifying for conventional financing. The NYBDC 
is a leading lender participating in the federal Small Business 
Association (SBA) loan programs. The SBA 504 program can 
provide fixed rate, low down-payment financing for building 
acquisitions, construction, and equipment purchases. A re-
view of recent loans in which NYBDC participated includes 
several to carwash operators. The NYBDC focus on small 
business loans makes it a potential resource for carwash op-
erators seeking funding for any number of reasons.
 Budget discipline together with a new economic devel-
opment strategy will hopefully improve 
New York’s current business environ-
ment. Access to capital for investment in 
small business is a critical component to 
achieving success.� n

William Y. Crowell, III is a partner with the Al-
bany-based law firm of Whiteman Osterman & 
Hanna LLP. You can reach him at 518/487-7677 
or wcrowell@woh.com.

legIslAtIve uPdAte

William Y. Crowell, III

 The recent on-time adoption of the New York State bud-
get deservedly received extensive media coverage. The ad-
opted 2011-2012 budget closed a $10 billion deficit largely 
through cuts in education, health care and in state govern-
ment operations. Most notably, the budget did not include 
the imposition of new taxes, fees or the use of borrowing to 
close the deficit.
 The budget also authorized the Executive Reorganiza-
tion Act of 2011 which is directed at reducing the number 
of agencies, authorities and commissions. This represents an 
attempt at bringing the ever-expanding size of government 
under control. The Spending and Government Efficiency 
Commission (SAGE) was recently instituted by the Governor 
to undertake this mission.
 In terms of economic development, the centerpiece 
of the Governor’s budget is the creation of 10 regional eco-
nomic development councils. This new strategy of regional-
ization of economic development is under the chairmanship 
of Lieutenant Governor Robert Duffy. A competitive process 
for the funding of economic projects is being established. A 
strong economic development program coupled with bud-
get and tax discipline are critical components to make New 
York business-friendly. Small businesses in New York would 
be beneficiaries of a turn around. An overall improvement in 
New York State’s economy inures to the benefit of all its small 
businesses. Carwash operators are no exception in terms of 
the positive benefits of increased employment and invest-
ment in New York State.
 Of particular interest to carwash operators as small 
businesses is the increase in the limit on the Excelsior Linked 
Deposit Program from $1 million to $2 million. The budget 
also permits linked deposit borrowers to extend the four-
year term of their loans an additional four years. This pro-

Look for a recap of our May 25 carwash tour 
and meeting in Fishkill in our Fall issue!
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Advertising space reservations for the Fall 2011 issue due July 27, 2011.
mediasolutions@nycap.rr.com
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ciation. Neither Media Solutions nor Media Magic assumes any responsibility for claims made in advertisements, classified or otherwise, 
listed in this magazine. All contents property of Media Solutions. Reproduction in whole or in part without express written permission is prohibited. 
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www.SonnysDirect.com    Toll free 800-327-8723

We make car washing easy! TM

SONNY’S is the largest manufacturer of conveyorized  car wash equipment, parts, and supplies in the world.

Doug didn’t just buy 
  SONNY’S equipment,
    he bought peace of mind. 

EQUIPMENT
A few years ago I replaced 

my complete rack and conveyor 
with Sonny’s equipment. Not only did I 

purchase the newest equipment the industry 
had to offer, I also bought peace of mind.   

I find Sonny’s equipment very user friendly.  
It’s designed by guys that have actually washed 
cars and not just engineers sitting in an office.  

The staff and ownership are extremely 
helpful and friendly.

“ “

Doug Karvelas
Owner  — Broad Street Car Wash, 
Hamilton NJ

SONNY’S OMNI I Arches feature
   2 to 5 pivoting stainless steel 
     manifolds that track vehicles 
      and blast away dirt with a high
        impact water stream created  
          by exclusive aerated zero 
           degree plus nozzles.

OMNI350

IN

 STOCK

 FOR IMMEDIATE DEL
IV

ER
Y

Over 23,000 SONNY’S 
car wash equipment 
configurations to:
3Cut Labor  
3Reduce Utility Costs  
3Stay Competitive  
3Avoid Breakdowns 

Proudly designed & 
manufactured in the U.S.A.
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