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Sobrite'S water reclaim system
delivers desirable odor control and
function at a price that is sensitive to
the needs of the industry.

Sobrite'S unique media ﬁltration
system is extraordinarily eﬀective in
removing contaminants and
particles from wash water.

● ree reclaim tank design
● Single pump operation

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

● UL listed control panel
● Minimum maintenance,
accessible components

● UL listed control panel
● 140+ gallons per minute

● Easy retroﬁt application

● Unique media ﬁltration ﬁlters to 5 microns

ECONOMATIC FILTERMATIC

● Patented proven odor control standard

● Automatic fresh water override in the
event of low water or low ﬂow
● Several sizes available
● Patented proven odor control standard

Model Shown: Filtermatic 2 Dual Module

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

800.762.7483
309.467.2335 | info@sobrite.com
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It’s hard to believe that a year has almost passed and the 23rd Annual Northeast
Regional Carwash Convention (NRCC) is looming. This year’s show, October 1-3, at the Trump
Taj Mahal in Atlantic City, is packed with great seminars and a nearly sold-out show floor.
Every year the NRCC board brainstorms on seminars and programming that
will appeal to our attendees to help them be better operators. This year’s show will kick
off with a half-day program run by Robert Andre of the Carwash College. Robert is a
wealth of knowledge. His seminars speak to operators big and small and the take-home
value is palpable. He will speak about how an effective preventative maintenance
program can save you between 12 and 18 percent over a reactive program. This topic is
critical all year round, but never more so than in anticipation of a busy winter washing
season. It’s also a great seminar for your key employees and managers.
Our keynote speaker is no stranger to the industry and understands its nuisances
inside and out. Perry Powell, a carwash consultant who specializes in structuring quick
turnarounds, business models, management methods and sales processes using NeuroMarketing, is a long-time contributor to the Northeast Carwasher. In addition to being
entertaining and a true professional, his depth of knowledge includes more take-home value
for your business. His Tuesday keynote will encourage attendees to take off their blinders
and do things differently at their washes to meet the ever-changing needs of customers.
He will expand upon this seminar in a break-out session on Wednesday that
will discuss perspective, discount marketing, salespeople vs. ticket writers, bad employees, managing by rumor and failing to audit and manage to your maximum potential.
It’s a whole lot of information you won’t want to miss.
Of course, we will hold a traditional Early Bird seminar on Tuesday, that
includes a hearty breakfast, where attendees have the opportunity to ask and have
answered all questions carwashing. It’s also a great venue in which to meet up with
friends and make some new ones.
In addition to those programs, labor lawyers Dennis Lalli and Ray Pascucci
of Bond Schoeneck & King will be educating attendees on the latest labor laws and how
best to protect your wash from unionization. They will present important information
that every operator needs to know!
Finally, Craig Kjorlien with WashCard/WashIdeas will share with us some unforgettable experiences he has “stolen” from other companies that you can implement
at your wash. This seminar is also a must-see!
One of the NRCC’s signature features is its Welcoming Reception at the Taj
Mahal’s ultra exclusive Signature Club. Located on the 49th floor of the Taj Tower,
this unique venue is one you can only get at the NRCC. It’s a great way to kick off the
23rd Annual Show.
Equipment Abounds
Since moving the show back to the Taj Mahal, the NRCC has been able to grow
the exhibit floor and include more heavy equipment for attendees to touch and feel. No
one wants to just read literature and speak to salespeople; they want to see what’s new
and innovative and the NRCC is the best place to do that in a cost-effective manner. With
260 exhibits and 60,000 square feet of exhibit space, there is definitely a lot to see.
For me, the craziness of my fall can be put into perspective when I get to reconnect with the industry I love and the people who make it one of a kind. I hope to see you
at the show and welcome any and all feedback on the product we produce. This is your
NRCC and we want to make it the most positive trade show experience of your year!

Suzanne Stansbury
Editor/Publisher

Register today at nrccshow.com!!!
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They Spend
8.5 Hours
a Week
on Facebook®…
Watch Less
TV than Ever…
Never Read a
Newspaper…
and Listen
to their iPods®
Instead of
the Radio.

So, How Do You Reach Them?
Here’s How…
The SiteWatch® Social Circle ModuleTM
A powerful new marketing tool that
connects your carwash to the 83% of
18-34 year old customers who have
Social Circle Facebook pages.*
• Every time customers belonging to your Social Circle
Club visit your carwash, SiteWatch sends posts
(like the one shown at the right) to the Facebook
news feeds of their friends. (Customers join your
club in exchange for discounts.)
• These news feed posts have a positive message
about your business, along with a Get My Deal
offer to motivate your customers’ friends to visit
your carwash.
• So the Social Circle Module not only creates
exposure for your carwash on Facebook, it also
attracts potential new customers.
• As more and more customers join your Social
Circle Club, your carwash creates a bigger and bigger
viral marketing buzz on Facebook.

Here’s a sample of a post with a Get My Deal offer that SiteWatch
sends to the Facebook news feeds of your customers’ friends.

Why SiteWatch Social Circle Module
Adds Up for Your Carwash
1) 51% of Americans 12 and over are on Facebook,
2) Almost 40% of the people on Facebook use it for
discounts; and 3) 70% of Facebook users are influenced
by positive posts from friends. Ask your DRB Systems
representative for details.
* Figures on average hours of Facebook usage and percentage of

18-34 year olds using Facebook are from Morpace Market Research.

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 2011. All rights reserved DRB Systems, Inc.

®

Reader’s voice

It’s Not Too Late
To Register!

Hazard Communication
Standard Update!
The Occupational Safety and Health Administration’s
(OSHA) Hazard Communication Standard (HCS) requires
the development and dissemination of information about
chemical identities and hazards to workers. There are some
major changes to the HCS noted below.
• Hazard Classification: Provides specific criteria for
classification of health and physical hazards, as well
as classification of mixtures.
• Labels: Chemical manufacturers and importers will
be required to provide a label that includes a harmonized signal word, pictogram, and hazard statement
for each hazard class and category.
• Safety Data Sheets: Will now have a specified 16-section format.
• Information and Training: Employers are required
to train workers by December 1, 2013, on the new labels elements and safety datat sheets format to facilitate recognition and understanding.
n
To learn more visit www.osha.gov/dsg/hazcom/

Keep Us Posted!

119,317 FREE washes were given to servicemen and
women across the US, New Zealand and Australia on Veterans Day 2011.
n

To register for the 2012 event
visit www.graceforvets.org

The

Book
Nook

Periodically, we will recommend
some reading material our staff and
readers believe have value for our
readership. You might want to check
out these great motivational books
for small business.

“Living A Richer Life: Getting the Most out of Life’s Gifts
and Circumstances,” by Ervin (Earl) Cobb, Charlotte
D. Grant-Cobb.

It’s almost that time of year
again…
Keep us posted on the precipitation at your wash by emailing mediasolutions@nycap.rr.com with totals
and photos of hopefully a very white
winter to come!
n

“Uncertainty: Turning Fear and Doubt into Fuel for Brillance” by Jonathan Fields.
“The Business Devotional” by Lillian Hayes Martin.
If you have read anything notable, please share it with
us at mediasolutions@nycap.rr.com!
n

Wash Volume Index
We have taken the pulse of five East Coast operators to
see where their volumes are compared to last year (YTD). We
had a high of +13 in upstate New York and a low of -6.2 on the
Jersey shore. Here’s hoping for the perfect storms this winter
washing season.

+13%

-6.2%
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
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Site on the Mind
Prowash in Union, NJ, makes use of rotating image galleries and a consistent color scheme throughout giving its website a
cohesive feel. The color scheme used on the site matches the
wash’s color scheme seen in the image galleries displayed on
the prowashprolube.com.
Prowash also uses the site as a way to explain its wash
club and fundraising options. The site also answers Frequently Asked Questions and gives the option to purchase
gift cards online.
Check it out for yourself at www.prowashprolube.com.n

Newsworthy
MacNeil Celebrates
30th Anniversary

Mark VII Awarded Circle K
Carwash Contract,
Rehires Quaglieri

Mac Neil Wash Systems, Barrie,
Ontario, began its 30th anniversary celebrations during the recent Car Wash
Show in Las Vegas. More than 200 customers, distributers and staff, attended
the party at the Gordon Biersch Brewery on May 8. Vice-President Vince
MacNeil stated, “We are very thankful
to all of the people who have contributed to MacNeil’s success over the years.”
Dan and Vince MacNeil founded
MacNeil Wash Systems in May 1982 as
a carwash servicing business.
n

Mark VII Equipment Inc., Arvada,
CO, the North America subsidiary of
WashTec AG of Germany, the leading
producer of vehicle washing equipment worldwide, has been awarded a
two-year contract to supply carwash
equipment to seven Circle K regions.
“Our partnership with Circle K began with supplying equipment, service
and chemicals to its Southwest region in
2008,” said Steve Jeffs, President and CEO
of Mark VII. “Last year we expanded that
relationship to include three additional regions and now we are adding three more.
“We are excited to continue to

For more information
visit www.macneilwash.com

PDQ Makes Donation To WI Make-A-Wish
In 2010, PDQ Manufacturing, Inc., De Pere, WI, the
industry-leading
manufacturer of in-bay automatic vehicle wash systems, created
a charitable donations policy
for its employees. This policy
allocates money to each employee and those funds can
then be donated to charities
on their behalf. As part of the
policy, PDQ makes periodic
donations to local charitable
organizations, according to a
company press release. In June, PDQ
made a $5,000 donation to the MakeA-Wish Foundation of Wisconsin and
that amount was matched by the Dover Foundation. The Dover Foundation was founded in 2011 as a way to
support not-for-profit organizations,
causes and/or projects that benefit
the Dover Corporation and its operating companies. PDQ Manufacturing is
a member of Dover’s Engineered Systems™ market platform.
The combined $10,000 donated by
PDQ and the Dover Foundation helped
make the wishes of two ill Wisconsin
teenagers come true.
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To recognize the contributions
that PDQ and the Dover Foundation
have made to this worthwhile cause,
Kris Teofilo, Regional Director for the
Make-A-Wish Foundation of Wisconsin, attended PDQ’s All Employee Meeting on June 21 to thank the company
and its employees for their generous
contribution. “Thank you for helping
give local children with life-threatening
medical conditions hope, strength and
joy,” Teofilo wrote in a letter to PDQ
President Mike Savignac and Human
Resources Manager Becky Davies.  n
For more information
www.pdqinc.com and www.wish.org

grow our successful partnership with
this leader in convenience retailing.”
In related news, Will Quaglieri has
rejoined Mark VII to manage the Circle
K relationship. Quaglieri was instrumental in landing the Circle K business
in 2008, and is responsible for implementation of the expanded contract.n
For more information
visit www.markvii.net

Oasis Purchases BayWash
Division of Sonny’s

Sonny’s, Tamarac, FL, the largest
manufacturer of conveyorized carwash
equipment, has announced a new strategic relationship with Oasis Car Wash
Systems, Galena, KS. Oasis will take
possession of the assets of Sonny’s inbay division, according to a company
press release.
“When we made the decision to
dedicate all of our focus to supporting
conveyorized carwash operators, the
side of the industry where we have our
roots, there was only one company we
spoke with, and that was Oasis,” stated
Paul Fazio, CEO of SONNY’S The Car
Wash Factory. “Having gotten to know
the Wade brothers over my years in the
industry, I am very comfortable with
this decision. Theirs is a company similar to ours in that they are family operated and understand the importance of
customer satisfaction,” continued Fazio.
Oasis President Stephen Wade
said, “Over the last few years we have
been asked time and time again if we
would consider a friction option with
the same speed and reliability that we
are known for.
“Through this strategic alliance with
Sonny’s I am proud to announce that we
have that option,” said Wade. “The BayWash line will fit perfectly with our other
family of touch-free products.”
n
For more information
visit www.sonnysdirect.com
and www.oasiscarwashsystems.com
Continued on page 12…

Wireless ePort

®

Add a Wireless ePort to any
existing vacuum or wash bay.
®

ePort EDGE features:
®

(Processes wirelessly with cellular signal)

• Faster transaction processing.
• Remote, over-the-air (OTA) update of software.
• Magnetic stripe only supporting all major
credit cards.
• 16x2 LCD display and LED indicator for
transaction status.
• MDB Interface (Compatible with most vendors).
• Fragra*Pulse™ interface with configurable
swipe amount to simulate coin mechanisms
and bill validators.
• Water resistant.
• Plug-in antenna.

Add credit/debit card
acceptance to any existing
vacuum or wash bay with a
wireless ePort for $550

ePort Fee $ 9.95 per month per unit
®

Average vend price transaction fees:
$ 2.00 - $ 2.49 5.10%
$ 5.00 - $ 5.49 3.20%
$ 7.00 - $ 7.49 2.80%

www.fragramatics.com
800-643-1574
ePort® is a registered trademark of USA Technologies.

FRAGRAMATICS MFG.CO., INC.
P.O. Box 1140, Pine Bluff, Arkansas 71613
Toll Free: 800-643-1574 (USA & Canada)
Fax: 870-535-6690
Email: sales@fragramatics.com
Visit: www.fragramatics.com

Newsworthy … continued from page 10.
MacNeil Hires New
VP of Sales

MacNeil Wash Systems, Barre, Ontario, has hired Michael Antonis as its
vice president of sales, western region,
according to a company press release.
Antonis is responsible for sales and
distributor support and development
in the western region of the US.
Antonis was an owner/operator of a
full-service wash in southern California
for four years, general manager of ANC
Vehicle Wash Systems, and most recently
Innovative Control Systems’ regional sales
manager. “We are extremely pleased to
welcome Michael to our sales team,” said
Vince MacNeil, CEO of MacNeil Wash Systems. “He will be a solid addition to MacNeil, and a great asset to our distributors
and operators in the western region.” n
For more information
visit www.macneilwash.com

Is That Old Can of Paint
An Environmental Time Bomb?
If you’ve got unused paint lying around your wash, don’t ignore it. Paint can be
considered hazardous waste, dangerous to the environment and to the people in it.
Storing it safely and disposing of it properly are essential to your employees’ health.
Follow these guidelines:
❖❖ Seal it tightly. If you don’t use all your paint, store it with care. Clean out
the rim so the lid fits securely, and tap the lid into place with a hammer.
Turn the can upside down so the paint itself forms a seal around the lid.
Write the date on the can with a marker.
❖❖ Check your location. Store paints in a dry area where you can keep
track of them. Don’t leave paint near a heating source or in bright sunlight — or anyplace where it might freeze.
❖❖ Determine if it’s usable. If you’re trying to decide whether to use old
paint, stir it. If it mixes easily, it’s probably fine. Oil-based paint is usually
good for up to 15 years; latex paint will remain usable for about 10 years.
❖❖ Dry the paint out. If you have only a small amount of paint left over and you
can’t use it up, dry it out before throwing it away. But first check with your
state and local laws on solidifying liquid paint. In some communities, you’ll
have to take all unused paint to a local hazardous waste center. If it’s permissible, leave the can open in a dry, well-ventilated area, preferably outside and
away from children or pets. You can use kitty litter to soak up and dry out the
remaining liquid. Then discard it along with your trash, with the lid off.  n
Standard Changer

ICS
DRB

Unitec

American Changer
Hamilton

Bob owns Multiple Locations with Different Entry Stations

He wants to promote a single wash loyalty program that works everywhere.
In only 30 seconds learn how Bob did it at

washcard.com/bob
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As seen on

Fishkill Foam & Wash
Rises From the Ashes
By Alan M. Petrillo

Losing one’s house or business to fire is many persons’
worst nightmare. But having one of their carwashes burn
down became a reality for Gary Baright and his two brothers
when the Foam & Wash in Fishkill, NY, was destroyed by an
accidental blaze last year.
When the chief of the Fishkill Fire Department arrived
on the scene around 7:30 pm on August 4 at Merritt Blvd, off
busy Route 9, the carwash was fully involved in flames. The
chief immediately transmitted a second alarm for additional
manpower and apparatus. Units from Rombout, Beacon, East Fishkill, Hughsonville,
Wappingers Falls and New Hamburg Fire
Departments responded to the second
through sixth alarms.
While it only took 20 minutes for firefighters to knock down the fire, firefighting
units remained on the scene until midnight extinguishing hot spots.
Foam & Wash consisted of three inbay automatics, six self-service bays, two
dog wash bays and an office. The greatest
part of the damage to the structure, which
was declared a total loss by the insurer,
was to the in-bay automatic section and
the dog washes, although the self-service
bays also were heavily damaged.
A year later, the brothers had the
Foam & Wash rebuilt and reopened for
business, but not without many long days
of difficulty and nights of worry.
“The fire was a real awakening for
us,” Baright said. “It could have been a lot
worse, but at least no one was hurt, either
civilians or firefighters.”
While the fire didn’t touch every area of the structure, the
intense heat and water damage did, meaning the entire building had to be torn down, including the building’s foundations.
“The heat was so intense that the concrete was damaged, and so were the radiant heating pipes under the floors,”
Baright noted. “In rebuilding, we had to start from the dirt up.”
Before the fire, Baright said Foam & Wash was a very
busy and popular carwash, accepting credit cards in all wash
bays and vacuums. He said he was especially surprised at
the popularity of the dog wash after first opening in 2006, so
much so that he added a second dog wash.
“The dog wash was doing about three times the business
that we had envisioned,” he said, “so we added a second one.
The dog wash paid our payroll of having an attendant at the
carwash all the time.”

14
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Tragedy struck the
Fishkill, NY, Foam
& Wash on Merritt
Boulevard when a
light fixture ignited.

One year later, the sparkling
new Foam & Wash is open
for business and the Baright
brothers are sharing their
experience with our readers.

The rebuilt Foam & Wash now has three dog wash bays,
which Baright characterized as inexpensive to operate.
“They’re 10 x 10-foot rooms, all with low pressure and
blowers,” he said. “There’s almost no maintenance except for
the cleaning, which is why we have the attendant. We added the third wash because everyone shows up on Saturday
morning, now there will be less waiting… we like to keep our
canine customers happy too.”
Baright also added extra length to the automatic bays
in the rebuilt wash that allow six cars to be processed at the
same time in the three bays.
“These are 65-foot-long bays where the car is washed in
the first bay, then goes forward into the next bay where a door
closes behind it and the car gets dried,” Baright noted. “While
Continued on page 16…

The Baright brothers insist that
although the fire was devastating
to their family, much has been
learned, and many changes
made, to inhibit a similar loss.

Traditional bays, as well as a touch free and soft touch automatic, are featured at
the new wash. The automatics sport 65 foot long bays where the car is washed in
the first bay and then moves forward to the next bay where a door closes behind it
and the car is dried. The air dryers are a new addition.

The new wash features fire-resistant paneling on the walls and ceilings.
This material is self-extinguishing.

Northeast Carwasher, Fall 2012
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Fishkill Foam & Wash … continued from page 14.

doors, lights – so it could send notice of potential claim letters to them about the fire and determine if they were in any
way to blame. “Because we were able to determine it was the
light, it let everyone else off the hook,” Baright said. “It also
settled things in our own minds.”
Still, it took several months of investigation by the insurance company, which brought in architects, engineers and
fire consultants to study the fire, before Baright got the okay
to begin rebuilding.
“It took us about a year from the time we decided to rebuild
to the day it was done,” Baright said, “with the design, planning
board, getting contractors and actual rebuilding. And while
winter is not the usual time to build, this past winter was mild
so we were able to work through most of the winter.”

Know Your Site’s Worth

The rebirthed wash features bright colors and ample, readable signage.

that’s happening, another car can drive into the wash bay to
get washed. It picks up the pace of washing and the gantry
mounted blower system allows us to dry the cars much slower
therefore much better than if they were dried in a single wash
and dry bay. We are also able to wash more cars per hour.”
The equipment in the self-serve equipment room was
not damaged, so Baright was able to reuse it, but he also
added air dryers in those bays.

Proper Insurance Coverage Is Key
Baright said he and his brothers were lucky to have good
insurance coverage and a savvy insurance broker to protect
their assets.
“Our insurance broker, Mike Benmoschè of Mang Insurance, was there the next morning, seeing what he could do to
help,” Baright pointed out. “Having a good representative like
Mike who you can depend on is very important. An appropriate broker should also be sure you have all the right coverage
and endorsements all at the necessary values.”
In dealing with the insurer to determine the cause of
the fire, Baright said Foam & Wash’s video security system
proved to be helpful.
“The in-bay automatic bays were always damp and when
an eight-foot vapor tight high output light fixture turned on,
it must have had a short in it, because we have a security
video of the light catching fire,” he said. “That was the ignition point and within about three minutes, the building was
involved in flames.”
Baright said he was able to secure the video camera
digital files from the office during the fire, “which saved us
about three months of fire investigation work.” He noted the
insurance company originally wanted a list of the suppliers
of all equipment to the carwash – the wash equipment, signs,

16
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Baright cautioned that getting money due from an insurance company can be time consuming.
“The insurance company may lag payments as you supply replacement costs and continually negotiate, meanwhile
you are spending much more money than you have been
paid,” he said. “We have enough equity in our other locations
that we went to the bank and took equity loans against them
and our houses to get rebuilding while we were waiting for
the money to get settled from the insurance company.”
Benmoschè said that an important facet of fire insurance coverage, especially for a fire of Foam & Wash’s magnitude, is to be sure to have proper building values listed.
“Most insurance companies include the carwash equipment in that value, but it’s important to make sure it’s updated at today’s costs to rebuild, not yesterday’s,” Benmoschè
said. “A yearly review of costs should be done.”
Benmoschè pointed out that an insurance agent or broker would be able to assist on determining the building portion of rebuilding costs, while carwash equipment manufacturers could be approached to review equipment costs.
“When most people think about value, they think about
what they paid, not current replacement cost,” Benmoschè
observed. “You have to think about what it would cost to
build from ground zero and then add in the equipment for
that same type of carwash.”
Business interruption insurance policies are a separate
issue, Benmoschè noted.
“Many policies allow for actual losses sustained,” he said.
“Whatever you can prove the business loss was, less continuing expenses like light, heat, water and soap, should be paid
for potential lost earnings.”

Lessons Learned
Baright said he and his two brothers have a list of lessons learned from the fire.
“Our new building has more firewalls in it than the previous carwash,” he said, with firewalls between the automatics, self-service bays and the equipment room. “We even
went back and put more firewalls in our other 12 sites, which
Continued on page 18 …

WASH I FY
Oﬀer an unlimited program at your car wash
Only $4995
(617)860-3065
Program features:
Integrated RFID
Our system includes a waterproof RFID reader that
will mount in your tunnel. The RFID reader is
connected through an ethernet cable and will read
the customers tag and input it directly into our
system, for fast processing times and complete
accuracy.

Web Based Program

Our program can be viewed through any internet
browser anywhere in the world. By designing the
program in html, the program can easily be updated
and viewed remotely. Our web based admin panel
has many options including easy to view reports and
editing the customer’s information.

Customer Login

Your customer has the ability to log in to a website
and update his or her credit card information. Also,
there is an optional feature to allow the customer to
cancel or suspend the account online.

Auto Declined Emails

Customers with declined credit cards will receive an
email asking them to go online and re-enter their
credit card information. This will allow you to receive
your money faster and will make it easier for your car
wash employees since the credit card updates are
now being completed by your customers.

Secure oﬀ site server

Our server is stored oﬀ site in the cloud, eliminating
the possibility of server related hardware issues as
well as computer viruses. In addition, we have a PCI
compliant dedicated credit card encryption server.

Integration with current credit card processor

You will continue to use your current credit card
processor. Our system interfaces through Verifone’s
secure Payware Connect.

The following proposal is per location. Our purpose
is to sell you an unlimited management product as
well as successfully implement it at your car wash.

Marketing Materials

2500 Custom designed brochures designed by a
professional graphics artist.
8’ by 4’ Banner advertising the program - custom
designed.

On-Site sales training

15 hours of on site sales training including training
your sales staﬀ on a sales pitch that will convince
customers of the value of the unlimited program.

Hardware

7” Samsung Galaxy tablet
Waterproof ethernet based RFID tablet
Thermal printer with integrated credit card reader
Tablet stand
100 RFID tags included

Not included

Payware set up fee and monthly fee
Internet connection

Required

Wireless internet router
Available ethernet port

WASHIFY
1680 VFW Parkway . Boston, MA 02132,
(617) 860-3065 • www.washify.com

Fishkill Foam & Wash … continued from page 16.

After much success with their dog wash, the new
Foam & Wash now features three dog wash bays.

Alarm contacts have been installed on all doors so that they are closed when the fire and
security alarm are set at night. Closed doors means less fire spread should one erupt.

are similar with in-bay automatics, self-serve bays, gas stations and lubes.”
The new Fishkill Foam & Wash also uses a fire-resistant
paneling on the walls and ceilings.
“That material is self-extinguishing,” Baright said, “and
we used lots of cement block and fire retardant wall and ceiling coverings.”
In addition to heat and smoke detectors in the new wash,
Baright also had alarm contacts installed on all doors so that
they had to be closed when the fire and security alarm was set at
night. Closed doors mean less of a fire spread, should one erupt.
Benmoschè agreed that carefully considering building
materials is important.
“Operators should ask more questions when building a
facility and consider the best materials to use to prevent a
disaster,” he said. “They would be in a better position with an
insurance company to claim a couple of hundred thousand
dollars to rebuild one or two bays, instead of a couple of million for an entire building.”
He added that operators should be sure to get an endorsement to their fire insurance policies to cover underground
piping, which is usually excluded in standard policies.
“The endorsement includes the underground piping in the
building’s value and is not an additional cost,” Benmoschè said.
He noted that when a fire becomes intense, as in the
Foam & Wash fire, the radiant heating pipes under the bays
melted, so the entire floor and piping system had to be dug
up and replaced.
Beyond the actual loss and extra work in getting a wash
rebuilt, Benmoschè pointed out that there’s another cost to
the owners – plenty of stress.
“One of the things you don’t think about is the trauma when
something like this happens,” he said. “It affects the brothers
and their families, and puts them under a tremendous amount
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The 65-foot-long bay length enables a slower drying process and thus a drier car.

of stress that has everyone on edge and strains their relationships. It can have a traumatic effect on their lifestyle.”
Benmoschè called such trauma the “iceberg effect,” for
the things one doesn’t see.
“The reimbursable stuff is what you see like on top of the
water,” he said, “and the indirect costs are the iceberg’s parts
under the water – the morale of employees, the productivity
that can suffer and the loss of customers.”
Baright acknowledged that the period after the fire was
extremely stressful for all involved.
“It has been a tough year for my brothers Todd, Scott
and me, and also for our families,” Baright noted. “When you
have something like this happen, you get a wakeup call on
a lot of things in your life. But we’re fortunate to be able to
bounce back and have the ability to get through it.”
n
Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor of Northeast Carwasher. He is the author of the historical mystery,
Full Moon, several books on historical military firearms and the nonfiction work, Ice Hockey in the Desert.

Guest Column

Carwash Financing in Today’s Economy
By Michael Ford

A growing challenge for carwash operators, both new
and existing, is finding a bank or financial institution
that will lend them the money they need to grow, build
or equip their wash. To be successful in your quest for financing in today’s tight credit environment, it is critical to
understand how lenders think and what they look for in a
qualified applicant. The basis of virtually all commercial
lending is the “Four C’s of Credit.” The Four C’s of Credit
are the factors lenders usage to determine the credit worthiness of applicants.
What are the Four C’s of Credit and how do they relate
to carwashing?

Capacity
In general terms, capacity is the ability to repay the loan.
In the case of existing carwashes, lenders are looking at the
cash flow of your business to see if you have sufficient funds
from existing operations to make your payments. Capacity
takes into consideration your ability to pay current debt as
well as the proposed debt.
Tip: When applying for financing, it is important for you
to explain to your lender how your request is going to impact
your business. Capacity doesn’t always have to come from
existing cash flow. It can also come from cost savings or increased revenue.
For example, you want to finance a new inline tire chemical applicator. Your average ticket per car will increase (increased revenue) and your labor formerly used to apply the
tire dressing will be eliminated (cost savings). In this case,
the cost savings from the reduction in labor should be able to
repay the loan and the increased revenue can be money you
put in your pocket.
In the case of a refinance, capacity can come from the
savings you’ll have from a new loan. Traditionally, many conventional bank loans have given carwash operators shorter
amortization terms. That is, a loan repayment term spread
out over 10 or 15 years. If you can simply increase the term of
your loan, your payments can significantly drop. Therefore,
the new loan can pay for itself in savings and potentially give
the business additional cash flow to be used to support operations, to build reserves or even pay the carwash owner.
Capacity for new carwash operations is the projected
cash flow of the new facility. The challenge for carwash owners is that most banks seldom consider projected income
when looking for cash flow to support your loan request.
Most banks offering traditional financing are going to want
to see existing cash flow from existing operations be able to
pay for the new loan.
Tip: Using the right loan product can help you obtain
the funds you need to operate a successful wash. Small
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Business Administration (SBA) backed loans can be used
to get a loan based on projections. SBA backed loans are
designed to help support the economy by giving a Federal
Guarantee to the lender which in turn extends credit to a
borrower. SBA loans help existing businesses grow and assist in the development of new businesses. SBA loans are
available for new investors and seasoned carwash operators. In addition, SBA loans offer longer terms. You can finance a new carwash construction project or refinance for
a term of up to 25 years.

Character
Character is the past history of the owner and the business. One of the first items reviewed when you apply for a
loan is your personal credit score. Generally, the higher the
score, the lower the risk and the easier it may be to qualify
for a loan. Personal credit scores can range from 300 to 850.
In most cases, lenders are looking for credit scores 680 and
above. Carwash operators with credit scores below 650 are
generally going to pay a premium to get a business loan or
equipment lease.
Tip: One way to manage your credit score is by knowing how much credit card debt you have available and how
much you have used. High revolving credit card usage can
reduce your personal credit score. That is, the percentage of
credit usage versus the overall available. In general, lower use
is better for your credit score.
For example: Someone who has $20,000 in credit card
debt and $100,000 in total credit card lines available has a
20 percent usage. If that same person only had $20,000 in
credit card lines available, the use would be 100 percent.
Even though the amount of debt is exactly the same, the usage in the second case is much higher. The credit score in
the second scenario would be much lower due to high usage.
Knowledge is power. Knowing your credit card usage and
keeping it under control will help you.
While consumer lenders seem to rely almost solely
on personal credit scores to evaluate character, business
lenders look at a much larger picture when determining
character. Some other factors that are evaluated are; time
in business, carwash industry experience, number of carwashes owned, past business management and ownership
experience, business litigation, labor disputes and business credit score.
Even if you have a great personal credit score, you may
not qualify for financing because of the other factors. Your
local bank may not be interested in lending to a carwash. In
addition, most banks and leasing companies will not even
consider lending money to carwashes or operators who have
Continued on page 22 …

PROFIT
in easy feet
35

THIS OWNER TURNED A TIRED IN-BAY
INTO A HIGH-VOLUME MINI TUNNEL

“Within 2 months we’ve
quadrupled throughput,
reduced wait-times
and increased per-car
revenue. My customers
are ecstatic with the wash. MacNeil
equipment really is second to none.”

Facing pressure from a new, neighboring express tunnel, Robert Greene
chose MacNeil’s In-Bay Express Wash retrofit to transform a low-volume
in-bay into a new profit-maker. The simple, modular design made the
retrofit easy and affordable — and the numbers speak for themselves:

ROBERT GREENE
OWNER, 11 SITES, CARWASH EXPRESS, GEORGIA

• $2.50/car increase in revenue thanks to MacNeil wash
quality, plus wheel cleaning and tire dressing options

• 4 x the throughput — from 9 cars/hour to 36/hour in the first month,
with expected volumes of 45/hour “easily accommodated”

• 7-minute decrease in customer wait time
• Fits into as little as 35' of bay space

35'

For more information on the
In-Bay Express scan the QR Tag,
or go to www.macneilwash.com
1-800-361-7797

Everyone wants a MacNeil. Now everyone can have one.

Carwash Financing … continued from page 20.
not been in business for three years. That’s because a vast
majority of business failures occur within the first three years
of operations.
Tip: Go fishing in the right hole. That is, apply for credit
with a business lender who can meet your needs. The number one issue that carwash operators face is most banks
are not lending to carwashes. Seek out a business lender
that has experience lending to carwashes. If you’ve been
in business less than three years, go to a lender who offers
financing for new carwashes. If you are financing a large
amount of equipment and want a longer term loan, go to a
carwash lender who offers more than just equipment leasing (equipment leases are generally five years or less). Don’t
be afraid to ask your lender if they have experience lending
to carwashes. Being smart with your selection of a business
lender can save you time, money and can be much easier in
the long run.

Collateral
Collateral are the assets used to secure the loan or lease.
In the case of an equipment lease, it is the equipment being
financed. In the case of a refinance, acquisition or new construction, collateral is the land, building and equipment.
While carwash equipment generally lasts seven to 10
years or longer, it is not considered strong collateral by most
banks. Carwash equipment has its highest and best value
when in place and operating. When removed, the value of

22

| Northeast Carwasher, Fall 2012

carwash equipment drastically drops. As one banker told
me, carwash equipment costs more to remove, to store and
to sell than it’s worth. The liquidation value is one of the reasons why conventional banks have a hard time approving
carwash loans.
Tip: If you’re shopping for equipment to remodel or
upgrade your wash, seek a lender who is comfortable with
carwash equipment. Financial institutions that specialize
in carwash financing have the ability to make the approval
process quite a bit easier than lenders less familiar with the
industry. Conventional lenders not familiar with carwash
equipment may require additional collateral in the form of
real estate, securities or cash.

Capital
Capital can be the amount of cash you have to inject toward the project. Capital is also the amount of cash reserves
in the business and the amount of personal liquidity carwash
owners have in savings, securities and retirement accounts.
Capital can also come from outside sources of income like a
business you own or a working spouse. Some sources of capital for down payment can come from saving and retirement
accounts, home equity lines/loans, or friends and family.
Capital requirements for down payments or owner
injection can vary depending on the type of financing
and where you apply. In the current economic climate
Continued on page 24 …

Carwash Financing … continued from page 22.
conventional lenders have been known to require as
much as 50 percent down to finance new construction or
equipment. The SBA requires a minimum injection of 15
percent for carwash projects and an additional 5 percent
injection for new operators. Therefore, the typical injection required by the SBA is 20 percent.
Tip: You always want to have a little extra set aside for a
rainy day. So, use 25 percent or more as your target Capital
amount when planning your next construction or acquisition project.
Tip: Using an equipment lease to finance your carwash
equipment can reduce the amount of capital you will need
to inject. Typical equipment leases require two payments
at closing. If you are looking for an amount of more than
$250,000, you might want to consider looking at restructuring your entire debt on the business with a refinance. A refinance/remodel loan can give you lower payments and longer terms. However, if time is critical, equipment leasing is
the best bet. You can complete an equipment lease in only a
couple of days.
Tip: When applying for real estate backed loans ask
your lender what is not included. Many lenders will quote
a Loan to Value (LTV) but conveniently leave out what
they do not finance. I have seen lenders quote 80 or 90 percent LTV’s for new construction projects but forget to tell
the carwash operator that the equipment, permits, impact
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fees, architect, inventory, working capital, interim interest or other soft costs are not included. In the end, the
true loan to value is significantly less. The success of your
carwash can hinge on asking the right question and truly
knowing how much Capital is needed to get your loan and
complete your project!
Whether you’re looking for a loan to finance new construction, an acquisition, new equipment, remodel your site
or refinance existing debt it pays to:
1. Communicate how the loan will benefit your
business,
2. Manage your credit in a way to maximize your credit
score,
3. Apply to the right source who offers the right product
and
4. Ask questions!
n

Michael Ford is the President of Coast Commercial Credit, LLC, with offices nationwide.
Michael has more than 25 years experience in
equipment leasing, conventional real estate
loans and SBA lending to the carwash industry.
He can be reached at MikeF@CoastCC.com or
at 800/400-0365.

Michael Ford

Guest Column

The Profitable Power of a
Positive Workplace
By JoAnna Brandi

If you read my tips or follow my tweets @KeepEmHappy, you know I recently spoke at the North American
Conference on Customer Management. I’ve been there
almost every year since it began and it’s one of my favorite shows because it allows me time to get filled up with
inspiration from the people who really do the work on a
large scale with their customers and co-workers.
My schedule allowed me to stay for only two days, so
I sat in on every session I could and chatted with all the
speakers I could find. Even two days was enough to leave
me optimistic and really excited about where customerfocused businesses are going and how committed they
are to creating positive customer experiences!
Business leaders like Jasmine Green of Nationwide
Insurance, Jamie Naughton of Zappos, Tom Feeney of
Safelite, and Melinda Parks of Sprint are candidly speaking out, with great passion and transparency, about the
journey to becoming truly customer-focused. It’s not
always a straight road, it’s hardly ever easy, it requires
enormous discipline and focus and it’s truly worth all
the effort!
Stunningly, so many of the speakers talked about the
same underlying fundamental – how taking great care of
employees leads to measurable results in customer loyalty efforts. It was terrific! You can almost imagine the
perpetual grin on my face, and the continual nodding of
my head, as I was listening in the audience.
I had the honor of kicking off the first day (The Loyalty Summit) and spoke on, “The Spillover Effect: How
Positive Work Cultures Enable Loyalty.” I started my talk
by sharing some of the evidence-based science behind
positivity – how positive emotions biochemically and
measurably affect the brain and the body in beneficial
ways. I talked about how the body is “electric” and emotions contagious.
I shared the fact that Positive Emotions evolved in
humans because they serve an important purpose – to
build and broaden our capacity to create solutions! When
you can shift from the focus on the negative to focus on
the positive you literally create an opening in the brain –
one that makes you smarter, quicker and more creative.
We’re way beyond the “smiley face” stuff ! This is way beyond having a positive attitude. This is about the deliberate creation of positive emotion.
There’s an enormous payback to business when we
focus on creating more “Positive Capacity” in our organizations. More positive emotions bring more Creativity,
Connectivity, Resilience, Cooperation, Collaboration,
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Enthusiasm, Energy, Meaning, Appreciation, Psychological Health, Physical Health, Growth, Flexibility, Respect,
Empathy, Expansion, Motivation, Willingness and Openness (not to mention less fear and less narrowed thinking). WOW !
In fact, nearly every business outcome is increased
when people are happier about coming to work – sales,
productivity, accuracy, customer engagement and yes,
profitability.
I shared how managers can use this science to create
a positive workplace and engaged employees – and that’s
the best competitive edge you can have in any economy!
I wish you could have been there.
I’m happy and humbled to say that, according to the
NACCM, this presentation hit home with attendees. I received a 4.8 out of 5 rating from attendees, and a beautiful endorsement from NACCM Conference Director Kelly
Schram. I share this with you because it illustrates what
happens when I myself follow the positivity and happiness lessons I have learned through my research and
from the teachings of my wonderful mentors.
When I spend time in my strengths fully engaged in
what I do, foster positive emotions amongst my clients,
and manage my stress and energy, my business benefits.
Here’s what Kelly wrote:
“Very rarely do we invite speakers back to the
NACCM from one year to the next. JoAnna
Brandi is the exception – and for good reason.
JoAnna consistently brings us new content
and fresh perspectives that keep attendees
engaged, and kindles their customer care passion so much so that they take action when
they return to their organizations. JoAnna’s
talks are both inspirational and highly applicable, and attendees make sure we know this
by rating her one of our top three speakers at
every conference.”
Thank you, Kelly, and NACCM team! And thank you
for being part of my journey.
Practice positivity!
n

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

JoAnna Brandi

Keepin’ it clean!
ADD REVENUE WITH A SOLUTION FROM JE ADAMS.
1. On/Off Vacuums –
give your customers free vacs w/out
expense of a central vac

2. Coin Operated –
easy for everyone to use

3. Bill Acceptors –

Swiper

no need to maintain a change machine

4. Credit Card –

In-Bay
Dryer

no monthly service charges
like cellular programs

5. Turbo Vacuum – power upsells
6. Shampoo/Spot Remover & Turbo Vacuum –
full detail services add value

7. Fragrance & Turbo Vacuum –
lots of variety to choose from;
keeps them coming back

8. Tire Shine & Turbo Vacuum –
let them clean their entire vehicle

9. Hot Air Dryer –
offer something your competitors don’t
Fragrance / Vacuum

Shampoo / Vacuum

PHONE: 877-760-5557 • FAX: 866-252-6694

www.jeadams.com

Guest Column

Maximize Your Show “Experience”
By John H. Hansen

“The show in Atlantic City? It was OK.” Those are words
spoken by some folks who describe their show attendance experience as “mediocre.” That response can be cured, and raised
to a higher level, by a small amount of show pre-planning.
After all, you will be spending time plus money for hotel and travel expense at the Northeast Regional Carwash
Convention (nrccshow.com). Why not spend an hour of your
time before going to the show by listing the items you MUST
find answers for, plus those matters that SHOULD be addressed, and finally, include your WISH (or dream) list.

Seminars 101
Review the show seminar schedule and plan to attend
those seminars and roundtable discussions that can provide information to satisfy any one, or more, of your MUST,
SHOULD, or WISH list items.
More times than not, you can come away from a seminar with great information not only from the speakers themselves, but also from other seminar attendees. Join in roundtable discussions that freely share great information.

Networking 101
What a great word! “Networking” used to be known as
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“hanging out,” or “sharing information,” or even “having a beer
with old friends.” It still means all those things plus so much
more. It can also mean job hunting, product evaluation, renewing old friendships and creating new acquaintances.
The carwash industry has over the past four decades of
my “membership” placed itself above many other industries.
That is, the open sharing among operators of information
concerning equipment operation and maintenance, marketing ideas, and customer service is vast.
Consider adding to your SHOULD list the name and
contact information of another car wash operator “buddy”
who you can be in communication with during the year on a
regular basis. Another knowledgeable person can almost always confirm your ideas on curing a problem, or give reasons
why your ideas may not be the best solution.

Suppliers 101
Every carwash operator appreciates the loyalty of repeat
customers to their facility. It’s those repeat customers who
confirm that you are satisfying their standards for a clean
and dry vehicle. Your suppliers feel the same appreciation.
Loyalty to your performing and customer caring suppliers is usually repaid with quick response for equipment
breakdowns and rush delivery of chemicals.
Therefore, you MUST spend time at the show with your
suppliers. Let them know your concerns, ask questions
and get on-the-spot answers. You and your suppliers can
now attach a face to the voice on the telephone and each
of these interactions with them will help further cement a
good business relationship.
Try to visit each exhibitor’s booth at the show for equipment, or supplies, that pertain to your operation. In addition to
becoming up-to-date on industry changes, you will have the opportunity to meet with manufacturer’s design engineers, service
technicians, and in many cases, the owner of the company.
After the show review your MUST, SHOULD and WISH
lists. Implement the MUST items as quickly as possible. The
SHOULD items deserve a firm schedule as to when they will
be completed as well. As for your WISH list, give yourself a
present and set future dates in writing for each of the items
on your WISH list.
With just a short amount of pre-planning, and keeping
good notes while at the show, you can
honestly say to yourself on the way home
that this was a “great” show and money
well spent!
n
John H. Hansen is a principal owner in Advanced Car Wash Equipment, LLC, and has
thoroughly enjoyed more than 40 years in the
carwash industry. He can be reached at advancedwasheq@comcast.net.

John H. Hansen

Blast-Tec Pro 324
Rotating Nozzle Technology

SAVE
WATER
*** Also cleans cars better

Retrofit Kits available for
equipment such as:

Sonny’s Omni
MacNeil Magnum
Coleman Water Wizard

To see who is already saving water and how, go to
www.hydraflexinc.com

Innovative Cost Saving Solutions
hydraflexinc.com

952.808.3640

Towel tips

Vendor Loyalty Is Everything!
By Valerie Sweeney

Whenever we are in the market to buy something new,
the first thing we do is shop around. We want answers to
questions such as, “What are my options?” and, “How much
does it cost?” The same holds true when you are purchasing
products for your carwash, whether it be new soap, equipment or even towels. Once you find a vendor whom you enjoy doing business with, shouldn’t you stick with them?
Everyone needs to change a supply vendor at some point
in time; either they are unhappy with the service, or perhaps
the vendor doesn’t carry a desired item. However, if you
find yourself frequently switching towel suppliers, or calling around to multiple vendors each time you order, take a
step back and think about the amount of time you are spending on the phone. If a supervisor makes $13 per hour, and
saves the company $1 per dozen on a 10-dozen order ($10),
but spent two hours to make the calls and haggle price, how
much money did you really save (or spend)?
If you are happy with the towels you got last time, and
they are working well, why waste your time making more calls?
You’re also taking a risk of receiving new towels that you don’t
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like, as quality can differ among towel vendors. You can save
money and lots of aggravation by being loyal to a good supplier.
Don’t get me wrong. If you have a bad experience with
a company, then you should call around, especially if your
vendor did not rectify the situation. I am only referring to
calling around each and every time you are in the market for
new towels. Customer loyalty is what makes any company
successful. Just as you rely on the customer who gets his car
washed once a week, or once a month, towel companies rely
on their customers who reorder with them. The benefits of
sticking with a vendor are endless. You can establish a relationship with a person who will know exactly what you like.
Being loyal also has other advantages. We have loyal
customers who order from us often. The more I know an account, and what they like, the better we can serve them. We
have a group of customers who like specific types of towels,
but only when they are under a certain price. These loyal
customers are at the top of our head, and when we get in a
batch of towels at the right price, they are the first people we
think of, ”Hey, Jack from Val’s Car Wash would love these”…

and we call him. They know that certain deals only come
around once in a while, so they might stockpile so that they
last until the next time they need them. If you are not loyal,
we won’t know who you are and you might miss out on deals.
Vendor loyalty also leads to consistency order to order.
Most of us have our own stock lines of towel products. If you
like a towel, you can stick with it, and can usually get the
same style towel the next time you order.
Ten years ago, many of us dealt with the second’s market,
and carwash towels consisted primarily of retail seconds.
While many of us still have some seconds and closeouts
available, many towel vendors now have towels made especially for the carwash industry, leading to better consistency.
If you like a certain style, you can usually keep ordering the
same one from the same vendor.
Consistent vendors can also help you with your inventory. Work with your towel vendor. Ask your sales representative to give you a call when they think you
may be ready. When they do call, take the
opportunity to check your supply. Towels
are usually the last things you want to
worry about.
n
Valerie Sweeney is a towel consultant with ERC
Wiping Products. You can reach her at 800/2258473 or erc@ercwipe.com.

Valerie Sweeney

Features • CompaCt skid design
RequiRes minimal footpRint
• dRamatiCally ReduCes wateR & seweR Cost
• totally automatiC opeRation
thRough a plC and 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

• elminates 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

Call today foR youR fRee RetuRn on investment analysis

800.818.8868
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A Sign of the Times

Maximizing Your ROI: A Discount Is
A Discount To Your Profits!
By Perry Powell

The questions surrounding discounting and marketing
are complex and they are similar. If we discount or market in
correct ways we will likely accomplish our objectives at the
lowest possible cost.
We need to remember that both discounting and marketing are hits to profits if they fail to produce a measurable
return. Return is the word we want to concentrate on in this
article. How to get the most return on investment, ROI.
The following elements must be considered in any marketing or discount programs:
4 What is the object of the program?
The object is the intended result such as improving car
count, revenue per ticket or introducing new services to existing customers. Running a discount program just to have a
discount program is a bad idea! We must be addressing specific business needs to extend appropriate discounts.
4 Who is the target?
The target is the market group to whom you are trying to
convey your message. Some examples are reaching newcomhalf
x reaching
4.75:Layout
1 students
2/16/09returning
7:06 PMto school,
Page 1
erspage
to the7.5
area,
college
reaching new drivers getting drivers licenses or reaching
drivers who have not been to your facilities in a while.
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4 What is the message?
What are you trying to convey to the target market
group? A new super duper automated wheel scrubber installed or two for the price of one could be your message.
Messages should be specific and thorough in order to protect
the business from misunderstandings. Any discounting must
be specific as to the limits of the offer.
4 What media you will use?
Will you send coupons to the target group via mail or
email? Will you use billboards?
4 What is the cost?
Costs must be measured not only by the checks written
for media buys, but the discounts extended, commissions
paid and actual cost of fulfillment of the business obligation
to the consumer.
If an owner is running a frequent washers club or adding a
gated express lane to a full-service wash, the loss of sales opportunity must be considered. These kinds of discount programs
are often not fully vetted prior to implementation. These programs have heavy costs, which must be fully considered.
4 What is the reach?
Reach is how far the media will extend into a given mar-

ket. This is important information in the limiting of costs. For
example, if you are in a metropolitan area which extends 200
square miles, and the media you choose in not limited to the
natural market of your business location, and then the associated expense is probably greater and far less effective than
media from your specific business location neighborhood.
Do not over pay by including markets that you are not
likely to benefit from!
4 Will the results be measurable?
You cannot manage what you cannot measure!
How will I be able to measure the value of the marketing
or discount program? Some ways in which this may be accomplished would be things like having the customer mention a specific ad, or returning a coupon.
4 Is there control?
Are you getting the target through the door or are you
simply giving profit dollars away to consumers who would
have come to the wash and spent the money anyway?
Paying customers to come to the business is also a bad
idea!
4 What is the duration?
Always limit the offers you extend. If your discount program is a new idea that may be permanent, always stipulate,
“For A Limited Time Only!” Adding this to your offer gives
you the freedom to experiment, measure and continue or
discontinue programs at will.
Planning an exit before you begin is an appropriate
exercise.
When the offer is over, it is over. Be disciplined and your
customers will learn to show up on time. If you teach the
consumer that anything goes, you will forever be hostage to
your own marketing offers.
4 What is the ROI?
If any marketing or discount program fails to produce
the anticipated ROI, immediate re-evaluations are called
necessary.
4 Where is the customer give back?
New rule: no discount without a give back for the offer!
An example of this would be to bring a friend and you both
will receive a discount. If the consumer does not have to in
someway qualify for the discount, they will feel that you are
overcharging them at all other times. The real give back here
is an opportunity to add new cars to you counts.
Finally, a common sense approach to discounting or
marketing programs will give the business sound footing on
which to do business at a profit. Limiting the costs of marketing and discounting improves profits.
Remember that a discount is a discount to profits!
n
Perry Powell is a carwash consultant. He specializes in structuring quick turnarounds, business models, management methods and sales
processes using the consumer behavioral science of Neuro-Marketing. He can be reached at
817/307-6484, perry@perrypowell.com or www.
perrypowell.com.

Perry Powell

Don’t be a
CAR WASH
Crash test
DUMMY!
Attend the
Crash Test
Dummy
Sessions
at the NRCC

www.perrypowell.com
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Doug’s Perspective

Lightning & Thoughts of Benchmarking
By Doug Rieck

Summer is a lazy time at most carwashes, with managers
using up vacation time and owners looking for work projects
and counting their pennies. Everyone is counting down the
days of summer as anxiously as a third grader fearing the end
of summer vacation. At the Jersey shore, we usually get a second chance at washing some extra cars because of the influx
of summer vacationers. It’s not as good as pollen or snow, but
better than what my city and suburban carwash friends experience at this time of year. Unfortunately, this summer was an
exception, with weather and the economy ruling.
It has been a beautiful Jersey shore summer, with some
great beach and boating weather. July had some spectacular thunderstorms with awesome lightning. Unfortunately,
there is a downside to lightning and you guessed it – in July
my four-bay self serve with an inbay took a hit from surges.
Fortunately, it was not a direct hit but strong enough to fry
a lot of electronics, and cost about two weeks of scrambling
around and lost business. When I arrived on Sunday morning to check the wash, all of the fun started.
The inbay automatic was down, the teller system was down,
only two bays were working and the two-month-old video surveillance lost its Ethernet port. I lost all credit card processing
capability, and all historical data from fleet accounts, including
washes charged. And as a final blow, the Comcast Internet modem failed and that was just the start of the day!
Recovery took about two weeks for 95 percent of it, and
I still have one multifunctioning vacuum down. It was really
strange suddenly becoming a two-bay carwash.
What happened? Most likely a surge came in over the
cable modem and spread throughout the different systems
and probably also some sort of ground or neutral surge. Over
the years at three different carwashes I had taken two prior
non-direct lightning strikes. The first many years ago wiped
out a submersible pump. That was an easy fix – I called the
well driller. The next, a few years later, was more involved as
it took out the burglar alarm system and an older credit card
system at a self service, but just a monetary loss and some
pride as well. This last one illustrates the increasing dependence that we carwashers have on electronics, and our need
to go to greater lengths to avoid problems.
My most glaring oversight was a big one, however. I had installed multiple battery back up UPS systems on the credit card
system computer and the Pay Station and video surveillance
system. But duh, I forgot the PLC and 24 -olt dc power supply
that runs the inbay that was connected by the factory to an internal circuit breaker without any other protection. That was
why I found the 24-volt DC supply blackened and burnt. And
in the immediate aftermath, a burnt out inoperative photocell.
And within a week after restarting, I lost a Sonar, a whisker
switch and a prox switch and have ended up with a whole lot of
aggravated customers. I’m sure in another month I’ll have more
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parts failing that were weakened by the surge.
A RJ 45 surge suppressor on the Ethernet cable to the
DVR might have saved it and the same on the dial-up modem
used on the credit card system. I use the Comcast VoIP system for my phones and I assumed that since I was behind the
Comcast modem for phone and Internet, I was protected.
That assumption, as assumptions do, proved to be
wrong. The power surge just ran through the modem and
out through the phone lines and Ethernet. Some of the other damaged equipment was not connected by Ethernet or
phone, so there was another component in the strike. Otherwise, why would the two circuit cards in my digital display
multiple function vacuum get toasted?
My point in recounting this is to suggest that we all take
another look at the multiple electronics in use at most carwashes today, and think about power surges and how to reduce their impact. You cannot prevent all of them, but you can
mitigate their effects. I think the primary tools we have are:
❖❖ A good quality, ample capacity, UPS, battery backup
with AVR applied on major electronics (I include bill
changers)
❖❖ Good grounding, and to prevent ground loops connect all com cables at one end only to ground
❖❖ Multiple use of RJ 45 surge suppressors throughout
the wash
❖❖ The use of simple power strip surge suppressors on
non-critical devices and
❖❖ Some good luck.
The same lightning storm that hit me damaged all the
computers in the town hall 3500 feet behind my carwash. It
cost the town substantially more than my losses. About six
miles away on Long Beach, one Police department lost more
than $1.5 million worth of computers and communications
equipment from another thunderstorm. I think we as operators, and equipment installers, need to improve our practices and standards, but in the understanding that there is only
so much we can do.

Benchmarking Is Critical
I am a big believer in benchmarking your wash against
others and becoming involved in the industry trade groups.
With the Northeast Regional Carwash Convention (NRCC)
coming up shortly in Atlantic City, October 1-3, this is a great
chance to do so, and check out the latest equipment prior to
the coming winter washing season. Besides, the Jersey shore
really is better in September and October!
Another facet of benchmarking is taking a look at other
small businesses. There is a show on a cable channel called
Restaurant Impossible. It features Chef Robert Irvin reinvent-

ing a floundering restaurant, in the course of two days, with
a budget of $10,000. It’s really sort of unbelievable on the surface, but after watching one or two episodes you can believe
that at the least he gives the owners a fresh start and some
necessary guidance to turn their business from red to black.
There are a lot of causes for the failures but there are some
common themes. The first is failing to serve appetizing food.
The second being basic business management – not knowing
costs, or how to manage employees or your own time. Lastly,
just understanding how to run a business is often missing.
At one restaurant, the owner had turned to catering to supplement his cash flow. Chef Irvin ran the numbers and discovered that for the past five years, and several hundred thousand
dollars worth of catering, the restaurateur had under priced their
product. At other restaurants, the food was non appetizing and
according to some show taste testers – gross. Come on, the basic
principle of a restaurant is to serve food that you want to eat.
My two direct analogies here being that carwashes have
to be priced so a profit can be made, and that customer expectations of a clean, dry and shiny car can be met. It seems
simple and obvious whether you are washing cars or selling
food. It is not always, though. In the long term, normal Darwinian laws of selection do apply to such behavior.
Another issue is that of styling, decor and design. I admit that
only later in life have I come to appreciate and understand, and
respect this component. Style and look is essential in business,
but know that tastes change. Every few years you must update
your look and feel for continued success. When you look at the
before and after on the show, you get a better understanding of
how important the look of your business is to its clientele. Unfortunately, most of us do not have the luxury of a stylist and a quickchange construction team. But we are not as limited as you may
think. Visit other businesses, carwash and non, solicit the input
of friends and then cast a critical eye on your carwash. Assign a
budget and look around for ways to make it happen. My budget is
rather tight, but I’m still going to do a quick lobby makeover at my
conveyor location. My total budget is about $600. The labor will
come from extra crew time on slow days. The result will be worth
much more in my customers’ eyes.

Here’s Hoping: A Winter to Remember!
The long-range forecasts are looking for a cold and hopefully snowy winter. Joe Bastardi, last year’s NRCC keynote speaker,
and his colleagues at Weather Bell have been posting winter forecasts for the past few weeks and if they are right we will be back
in the cold with winter storms. After looking at how perfect the
summer has been, I want to believe! Now, if there was just some
way to forecast perfect carwash weather. In
any case, I can forecast a great NRCC show
this October and hope to see you there. Your
take-home value will be through the roof!n
Doug Rieck operates Magic Wash and is a past
president of the Car Wash Operators of New Jersey. He also sits on the CWONJ and NRCC board
of directors. You can reach him at 609/597SUDS or dougrieck@gmail.com.

Doug Rieck
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Venus & Mars
Dear Venus and Mars,
What is the most important issue facing the voting
public as we head into the upcoming presidential election?

Mars Says

Venus Says
When my son was a young, I taught him
the importance of voting. I would take him
with me to the polls and bring him in with
me and talk to him about our rights and how
we can make a difference by voting. When
he turned 18, I didn’t even say a word to him
Linda Feriod
about going to vote. He went and registered
without my input. Four years ago, he changed parties as he felt
strongly about a particular candidate. And I, a person who would
never dream of missing an election years ago, am completely uninterested in taking the time out of my day to stand in line and
vote! I don’t believe I am alone on this, either. In my opinion, it
really doesn’t matter whom you vote for because the opposite
party is so busy trying to make the party in power look bad, and
worrying about the next election, that they just fight against everything. What happened to compromise? This is what made our
nation great. Not the far right or the far left. We need jobs. We
need to lower unemployment. If we all can go to work everything
else will fall in line. People with jobs also buy clothes, cars, houses
and food. People without jobs can’t spend money. It is pretty simple. We need both parties to compromise. Both parties talk about
cutting spending, but every bill that is passed has so much pork
barrel spending items to get somebody’s vote. Let’s make sure
some of this spending creates jobs. This county is great when the
middle rules (not the far left or right). We need to work together
for national success of a common goal. 
n

The election is upon us once
again and as always there are
many important issues up for debate. One that has not changed
since the last election is the state
of our economy. Although every
Paul Vallario
issue is crucial, I think the number one thing that will be on most American’s minds
on election day is who is better suited to get our
country out of this rut.
Despite what you hear in the media, or what
certain politicians say, our economy is still not near
what is was five years ago. I don’t know if it will ever
go back to the way it was, but people are sure going
to be looking for answers. Unemployment is still at
a very high level, gas prices are near all time highs
and the housing market still stinks. All these things
combined are keeping people from spending on discretionary items such as a carwash.
I don’t know if anyone has the answers or if it’s just
a cycle that needs to play out. The politicians all make
promises but find it hard to follow through when the
time comes to act. Whomever is elected in November,
I hope their focus is on improving the economy and
helping small business. It will not be an easy task I’m
sure, but we need to have faith in our system.
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

Hybrid Drivers Vote Democratic, And Other Revelations
In this election year, pollsters and
political strategists are looking at all
kinds of data to determine trends and
attitudes. A two-year study by the research group Strategic Vision, for example, looked at how your choice of car
correlates with your political affiliation.
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The results:
Top five cars driven by Republicans
• Ford Mustang Convertible
• Audi A8
• Mercedes GL
• Ford Expedition
• Ford F-150

Top five cars for Democrats
• Honda Civic Hybrid
• Volvo C30
• Nissan Leaf
• Acura TSX Wagon
• Ford Fiesta Sedan

GARY’S TECH TIPS

Pieces And Parts: Be Prepared!
By Gary Sokoloski

With another winter washing season
approaching, now is the time to take inventory of spare parts and existing inventory to be sure to make it through a breakdown on a busy washing day. Knowing
what critical pieces and parts you should
have on hand is as important as making
sure you have the needed cleaning supplies with which to wash your customer’s
cars. Look at each piece of equipment

at your wash and determine the critical
components that may need replacing or
would cause you to shut down if they fail.
One of the first places to start your
inventory list would be any change or
money accepting system at your wash.
These items may include having a spare
bill acceptor, credit card reader, or coin
acceptor for your auto cashier. Also, consider having a spare dispenser whether it

IntroducIng...

WindoW Vision

the newest AddItIon to
Blendco’s tunnel VIsIon® lIne
• No spraying!
• All-in-one formula

• No streaks!
• Less steps

This special new additive eliminates the need for spray window cleaner!
Add Window Vision to your extractor when washing your towels, and they
are ready to clean glass and windows- no spraying required!

How does Window Vision turn towels into the perfect window cleaners?

Step 1:
Treat towels with Window
Vision during the extractor
cycle using the Window
Vision Dilution Station.

Step 2:
Towels come out of the
wash already treated with
glass cleaner and ready to
clean and shine windows.

Step 3:
Wipe and clean windows
with the treated towels.
Our system eliminates the
need for spray glass cleaner.

Results in stReak-FRee WindoWs FoR a diFFeRence You can see!
One Pearl Buck Court • Bristol, PA 19007 • www.blendco.com • 1.800.446.2091
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is for coins, bills or tokens. This also includes paper for any receipt printers that
customers would expect to work after
making a purchase. Depending on the
age of the equipment and the frequency
of replacement you may have experienced in the past, it may also pay to have
spare controllers, power supplies, as well
as cabling for this equipment.
Now look at your wash equipment
and make a list of the pieces that may
need spare parts to make it through that
busy weekend. Some of these parts could
include having spare hoses all the way
to a complete motor and gearbox. Depending on the style of wash you will be
repairing these lists vary greatly. In a tunnel application, several key components
could fail and cause an unneeded loss of
business. It could be as simple as a spare
roller for a conveyor and go all the way
to having a spare pump to run one of the
applications. Refer to your equipment
manuals and contact the distributor or
manufacturer for a recommended list of
spare parts to have on hand.
Finally, look at the ancillary equipment at your wash and be sure to have
these parts on hand. These range from
having a spare vacuum motor, hose and
cuff to having a spare belt for your compressor. Most of these items will need replacing at some point in their lifespan so
keeping them in stock will only help you to
keep your wash running. The key to parts
inventory is not to prevent breakdowns
but to keep downtime to a minimum.
There are many projects that can to
be done on a rainy day that need specific
parts to rebuild a piece of equipment.
These projects are the best way to prevent breakdowns, but the fact is breakdowns happen. Keeping a good supply of spare parts on hand will help to
minimize the loss of business when they
happen. There is almost nothing worse
than having a breakdown on a late Friday afternoon and
not being able to get
the needed parts to
fix the equipment. n
Gary Sokoloski can be
reached at 207/3754593 office, 774/2480171 cell, or email at
gscarwash@gmail.com.

Gary Sokoloski

Smarter. Cleaner. Greener.
The Car Wash You Have Always Wanted

Soft-Touch
Contouring Pro GlossTM foam brushes
with swap and counter-rotation

Touch-Free
Contouring logic for optimum force,
with zoned side-spray wands

Meet the New IQ: With Intelligent 3D Profiling and Invisible Treadle
The highly efficient IQ profiles each vehicle in 3D to minimize power, water and chemical use.
The 3D scan captures each vehicle’s unique shape while “mapping” details like luggage racks
and spoilers, to maximize cleaning power. Scalable to most bays and web-enabled. Invisible treadle
enhances customer experience. Innovative design and advanced components mean easy repairs
and less maintenance. Soft-Touch and Touch-Free units share 90% of their parts requiring minimum
spare parts inventory. Tire CannonTM cleans wheels and tires. Wash Smart Cars to full-sized Duallies.
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Membership Application
Carwash Association of Pennsylvania
430 Franklin Church Road, Dillsburg, PA 17019
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To join, please complete this application and mail it with your check made
payable to:
Carwash Association of Pennsylvania.
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Co. Name������������������������������������
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The Carwash Association of Pennsylvania (CAP) was
Keith Lutz
very fortunate this year to have Grace For Vets founder Mike
Mountz serve as our keynote speaker at our annual dinner and tabletop show in
May. Those in attendance will agree that Mike had a great personal story to share.
If you didn’t attend, you truly missed out. As you may or may not know, Grace
For Vets is an international program with a mission to honor veterans with a free
carwash on November 11th each year. It costs nothing as an operator to participate
in the program and once registered, Grace For Vets provides marketing materials
and lists participating washes on their website. It is a great program and a win-win
for everyone involved. Let’s show our support by making Pennsylvania the number
one state in registered carwashes participating in Grace For Vets in 2013. If you
need more information contact the CAP office at 717/648-0159 or visit our website
at www.pacarwash.org.
Next up is our annual golf outing and membership picnic on October 18th.
We’ve changed the venue this year to Highlands of Donegal in Mount Joy, PA. This
event offers a casual platform that allows members, of all golfing abilities, to participate while still having fun. Put this on your calendar now - we promise you a good
time! Not a golfer? Come out for the picnic that begins around 3 pm. Contact the CAP
office or visit our website for more information or to register for the outing.
Remember, as summer winds down and we head into the fall we are going
to get slammed with political messages. I know it is tempting to just tune it out or sit
on the sidelines with a negative attitude, but as small business owners we can’t afford
to do that. If you don’t engage yourself and you choose not to participate, you’re allowing others to dictate how business will be done in Pennsylvania as well as the rest
of the country. CAP will continue to keep you up to date with information and issues
that impact business – specifically the carwash industry. If you have any questions
or need information on an issue or a candidate, please do not hesitate to contact the
CAP office – we would be happy to assist you.
On the federal level, we are electing a President and a US Senator, as well
as many Congressmen/women in contested or open seats. At the state level we are
electing State Senators in odd-numbered districts and all State Representatives. It is a
very important year for Pennsylvania – make sure you take part.

Telephone������������������������������������
Fax����������������������������������������
Email��������������������������������������
Member Category (please circle one)
$195
$395
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Keith Lutz
Carwash Association of Pennsylvania President

THE LATEST IN CAR WASH EQUIPMENT
Build to Suit—Sales, Service, & Installation

MORE Efficient, More Flexibility, MORE Versatile!

7604 Allentown Blvd., Harrisburg, PA 17112
717.545.9393 CARWASHSYSTEMSINC.COM

Equipment Room Move Makes Sense
For Sparkle Car Wash
By Alan M. Petrillo

Changing from a full-service carwash to a flex serve (an
express carwash with a hand-finish services area) has its
challenges, according to Kevin Detrick, the owner of Sparkle
Car Wash in Stroudsburg, PA. Chief among these challenges
is getting a car cleaner and shinier than a driveway washer,
without any labor touching the car. Additional challenges include creating a better customer experience by eliminating
any negatives in the wash process and building on the positives. The ultimate goal is not just to provide a better product, but to also deliver a superior customer experience.
“When we converted to the flex-serve model, the hand
services area needed to be relocated from the front to the
back of the building,” said Detrick. “The customer waiting
area also had to be relocated.” So Detrick, who shares the
building with a Firestone store, put an addition onto the
building that added a new customer waiting area by the new
hand services area, an employee break room, a detail bay and
a storage area.
But putting an addition on the building was the easy
part. Cleaning vehicles without prep or towel drying was
harder, he said. Educating customers to the new process
took more than a year. Changing the business’s way of
thinking from a labor-based model to an automated model
was difficult.
“We focused primarily on repeatable quality without
prepping or towel drying the car and still turning out a shiny
vehicle,” Detrick said. “Our second focus was on the customer experience and how to improve upon it. Our third focus
was to reduce operating expenses.”
Detrick said that chemistry is one of the biggest issues
to consider when cleaning a car without prepping it. “We
stopped using reclaimed water to lubricate the wash material in the tunnel and began applying a light application
of soap before each washer. This addressed two issues, he
said. “When we first opened or on slower days, the first miter would remove the soap from the vehicle and we washed
the car with reclaim water. On busy days, we carried too
much soap through the wash and could not rinse the vehicle properly,” he said. “By putting a light application of
foam at every point of friction we improved cleaning and
provided a better customer experience since they always
saw soap on their car.”
Detrick noted that he starts by using an alkaline presoak, followed by an acidic foaming lubricant that neutralizes the alkaline so the vehicle is charged better for the waxes
to work. The end result, Detrick maintained, is a reduction in
water consumption down to 14-1/2 gallons per car because
the wash isn’t using as much rinse water simultaneously lowering sewer costs.
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Changing from a full-service wash to a flex serve required more than just retraining
customers, it required a complete equipment room restructure at Sparkle Car Wash
in Stroudsburg, PA.

“We were getting a much cleaner car with no ghosting
and the cars are a lot shinier,” he said. “The only reclaimed
water we use is on the wheels and the lower sides, which are
vertical surfaces and rinse easily. Each application of lubricating foam costs about $0.01/car.
Detrick noted that when a car goes through the tunnel,
the lower side and wrap sections get hit with a heavier blast,
while the driving compartments or upper side is touched
with foam to make it easier to rinse off the windows. His computer system measures the height of the vehicle and turns on
the upper side applicators when needed. “Why waste extra
product on the hood and trunk?” he asked. “Extra product
means more rinsing at the exit end of the wash.
“The front and back parts of a vehicle have always been
the hardest parts to apply soap,” he said. “Most chemical
arches are made to spray directly onto the side of the car, so I
changed that and angled the nozzles to apply product to the
front and back of the car.”
While a lot of carwash operators are using variable frequency drives (VFDs) on blowers and vacuums, Detrick took
a different approach at Sparkle Car Wash.
Continued on page 45 …
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ALL Military service by registering to
Give a Free Car Wash on november 11th
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Want to get involved in 2012?
Register your wash today at graceforvets.org.
Once registered, you’ll have access to FREE marketing
materials available to promote your participation!

Note to 2011 PaRticiPaNts:
No need to re-register if you checked the participating in
2012 box when reporting your 2011 wash totals. Check the
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Why Join?

Free
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 638 comPaNies
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• Your recognition of being part of an industry-wide program that
supports ALL military service
• Helps increase wash locations honoring military service
• Great PR for your wash & the car wash industry
• A way to reach out to your military community

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 717.733.7090 or visit graceforvets.org
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Sparkle Car Wash … continued from page 42.

Kevin Detrick, Sparkle’s owner, has installed variable
frequency drives (VFD) on his Giant pumps ensuring
that the pumps only produce the gallons per minute
and pressure needed to clean wheels, for example.

Spot free rinse using reverse osmosis was added to the
wash process.

“We put a VFD on our Giant high-pressure pumps that
are rated up to 25 gpm at 1,500 psi,” he said. “We use them to
clean wheels. Our old wheel blaster was set at 800 psi, which
was not quite enough to clean the wheel by itself, but if we
went higher, it would take off pinstripes and accents. Also,
800 psi was too loud on customer doors and created a negative customer experience.”
By adding a pressure transducer to the pump, the VFD
controls the motor rpm to ensure the pump only produces
the gallons per minute and pressure needed to clean the
wheel. “Why run the pump and motor at full speed and bypass all the water back into a tank?” he asked. Detrick estimated that the pump is running about 20 percent slower
than in the past, which means it saves on electricity, as well
as maintenance costs. He is able to adjust the pressure on the
pump to 1,200 psi to clean the wheels, and then drop it to 600
psi on the doors.
“The VFD pumps allowed us to increase pressure on the
wheel which improved cleaning,” said Detrick. “Customer experience was improved because it is quieter on the doors and
damages went away. Electrical and maintenance costs were
also reduced.”
“We did the same thing with our hydraulics,” Detrick
said. “We removed the flow control and proportioning
equipment and put a flow meter in that measures the flow of
hydraulic oil to the washer. Now, the VFD controls the rpm of
the washer. Amperage for each power pack dropped from 18
to 12 amps,” he added. “I have five power packs so my operating amperage dropped by a total of 30 amps resulting in a 33
percent energy reduction.” The oil also returns cool, he said.
And heat is no longer a problem.
As the last part of Sparkle’s conversion, Detrick added
Huron Valley’s spot-free rinse that replaced his deionized
water with a reverse osmosis system.

“To implement all of these improvements, we needed a
new equipment room,” Detrick pointed out. “We added a second controller on the other side of our building next to the
employee break room, adding new equipment during the day
and hooking it up at night.”
Detrick said that the process of switching over to the
new equipment room was experimental and only done after he was satisfied that the equipment being tested worked
successfully. Only then would he disconnect the older
equipment on the other side of the carwash. He estimated
that switchover, which he called “98 percent complete” has
taken a year.
The reasoning behind upgrading the wash was simple.
Improve wash performance, provide a better customer experience and reduce costs. Detrick said he thinks he’s met
those goals.
“In our best month, we washed 18,000 cars,” he said.
“This year we have averaged more than 13,000 cars a month.”
Sparkle features a 100-foot conveyor and can wash 110
cars an hour with no prepping, he said. The wash, hidden behind a grocery store, is in a relatively small market of 170,000
with several other washes competing for those customers.
“Our goal is to be able to wash up to 130 cars an hour,
while still focusing on a superior wash performance and a
more relaxed, positive customer experience,” he said. “It’s exciting to think that we could wash one car for every person in
the county and have a lot of happy customers driving clean,
shiny cars that will not be going back to driveway washing
anytime soon. 
n
Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor of Northeast Carwasher. He is the author of the historical mystery,
Full Moon, several books on historical military firearms and the nonfiction work, Ice Hockey in the Desert.
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ETOWAH VALLEY EQUIPMENT, INC.
Designer — Manufacturer — Distributor
Of Quality Car Wash Equipment

YOUR ONE STOP
SOURCE FOR ALL YOUR
CAR WASH NEEDS!
QuickPay
Reasonably Priced
Credit Card Meter

“Old Faithful”
Profit Center
Replacement Doors
To Fit Your Existing Meters

Easy To Add
Additional Functions
To Your Car Wash

FINDING INNOVATIVE
SOLUTIONS TO
Quick Vend
BRING YOU MORE
BUSINESS
See Us In
Atlantic City
AND MAKE YOU
For Specifics
MORE PROFIT!

Distributor
Inquiries
Welcome

Self Serve Systems Built
To Your Specifications

We Stock A Full Line Of
Coinco & Mars Validators
47 Etowah Center Dr.
Shop/Tech Support (828) 891-7768

E-Mail: jim@etowahvalleyequipment.com

Etowah, N.C. 28729
Toll Free 1-888-920-2646

Web Site: www.etowahvalleyequipment.com

CCA News
PRESIDENT’S COLUMN
Connecticut Carwash Association
PO Box 230, Rexford, NY 12148
800/287-6604 • Ph/F: 518/280-4767
E-mail: mediasolutions@nycap.rr.com
Contact: Suzanne L. Stansbury, Executive Director

Officers
President • Todd Whitehouse
Connecticut Car Wash, 36 School St.
Glastonbury, CT 06033, 860/652-8888 x114
Vice-President • Ron Manning
Splash, Stamford, CT 06902, 203/324-5400
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
Steve Ludman, Blendco
1 Pearl Buck Court, Bristol, PA 19007
717/371-1536
Brian Kelly, Shoreline Quick Lube & Car Wash
2 Center Rd., Old Saybrook, CT 06475, 860/388-5666
Doug Lutz, Crossroads Car Wash
51 Grassy Plain St., Bethel, CT 06801, 203/270-7573
Dave Petit, Simoniz USA
201 Boston Tpk., Bolton, CT 06043, 860/280-5620
Bob Rossini, Mark VII
543 Winsted Rd., Torrington, CT 06790, 860/866-7350

Past Presidents
*Ken Gustafson Sr.
*James Rossini		
*Bruce Sands		
J.J. Listro		
Alan Tracy		
Dwight T. Winter
Anthony Setaro		
*Deceased		

Fred O’Neill
Mark Curtis
Doug Newman
Paul Ferruolo
Tom Mathes
Daniel Petrelle
Joe Tracy

CCA Mission Statement
The Connecticut Carwash Association (CCA) is a member-driven association:
it exists solely to serve members’ needs, protect members’ best interests, and
to be responsive to members’ requests. The list of tangible 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 regular basis with other carwash operators who can help you through
tough times? What price would you be willing to pay to have the chance to
learn from our industry’s most successful operators? Stay active in your local
industry trade association.

WEWASHCTCARS.COM
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As we move into the months of the local fairs, leaf
Todd Whitehouse
peepers, back-to-schoolers and preparing for the holidays, we
also need to find time in our busy schedules to prepare our
washes for our upcoming season which will soon be upon us. Preventative maintenance is key to minimizing downtime and costly repairs on the machinery in our
washes. The Northeast Regional Carwash Convention (NRCC) will be providing a
substantial seminar on some important preventative maintenance through the Car
Wash College at the convention this October at the Trump Taj Mahal in Atlantic
City, NJ (visit www.nrccshow.com for details and registration). Putting together a
checklist and/or hiring your local service company to provide your wash the attention it needs is vital for minimizing your headaches and increasing your potential
during a busy winter washing season. This seminar is the first one at the NRCC and
a must-see for all operators big and small!
Thank You!
With this article being my last column as President of the CCA I would
like to take this opportunity to thank our membership, and Board of Directors, all of
whom are volunteers, for their many hours of service to the CCA. Without the Board
of Directors, the CCA simply would not function.
All the hard work that was associated with being your CCA president was
made much easier by the help of the entrusted Board of Directors whose commitment
and dedication made much progress, and many beneficial decisions to promote our
industry, during my presidency. We will continue as always to develop, contribute
and move forward with other positive steps to grow our industry, which is why we
need to support the CCA as members and enjoy the many upcoming events we host.
Please come out and support our efforts!
I wish all of you good health, wealth, prosperity and of course well-deserved
favorable weather in the coming years. Thanks again!

Todd Whitehouse
CCA President

Look for Photos from
our Golf Invitational
in the Winter Issue.

Success for Mark Curtis Built on Hard
Work, Making and Fixing Mistakes
By Alan M. Petrillo

were just getting back on our feet when the
He’s been a regional banker, a commerbridge over I-95 collapsed and put all that
cial lending officer, an investor and now optraffic right on the Post Road where we were
erates a chain of 17 carwashes in Connectilocated,” he said. “We went from washing a
cut and New York, but there’s still a touch
couple hundred cars a day to about 60 or 70
of humility in his attitude when one speaks
on a good day because of the bumper-towith Mark Curtis.
bumper traffic on the Post Road. Customers
Curtis, the chief executive officer of
just couldn’t get to us.”
Splash Carwash, laughs when asked when
However, Curtis said he and Fisher
he first got interested in business.
were fortunate to have a very understand“I got the business bug at age 14 when
ing landlord and banker to carry them
Chris (Fisher, his partner in Splash) and I
through that bleak period. In late 1983,
formed a boat cleaning business,” Curtis said.
Mark Curtis
they went to a new bank and got a loan to
“We saw it as an opportunity to make money
finance a new conveyor and to spruce up the carwash.
and it was something that no one else was doing at the time.”
Over the next few years, business improved dramatically
Back then, Curtis was living in Greenwich, CT, and he
later attended Franklin and Marshall College, earning a and the partners opened a full-service hand wash tunnel, the
bachelor of science degree in accounting. After college, he Car Wash of Greenwich, in 1994. Then, a friend invested with
joined a management training program at a regional bank in them in a carwash in Bedford Hills, NY, and suggested the
Connecticut, “and went through the ranks, becoming a com- name “Splash.” Everyone liked it and all of Curtis and Fisher’s
mercial lending officer,” Curtis said. “I had a great time lend- carwashes were renamed Splash Car Wash in 1995. Growth
continued during the following years until the current numing money to people.”
But Curtis was always keen on new business opportuni- ber of 17 Splash Car Wash locations was achieved.
These days, Curtis busies himself with marketing, busities, so when Curtis saw an ad for a carwash for sale in the
business opportunity section of The New York Times, he be- ness development and finances for Splash, while another
partner, Dan Petrelle, handles the operational details of runcame interested.
“The ad said the carwash, Carl’s Auto Bath, was wash- ning the washes.
Curtis believes that some decisions are made easier being 50,000 cars a year,” Curtis said. “I decided to verify that
number and situated myself where I could count cars at the cause of having so many locations since those decisions are
carwash. But I counted cars on a weekend right after a snow- duplicated by the number of washes.
“Being larger also allows us the luxury of having prostorm and came up with 300 cars, which I multiplied by 365
fessionals on staff in a number of specialized areas, like our
days in a year.”
Curtis said he called Fisher with “this great business mechanics, trainers and informational technology people,”
idea, and he told me, ‘You don’t know anything about car- Curtis pointed out. “What’s more difficult is trying to localwashes.’” Curtis responded, “What’s to know. There’s soap ize marketing sales programs over many locations. When
and water. You put the car on the chain and send it through. you’re in a single location, you develop more local contact
with customers, but if you have three or four or more sites,
It’s a piece of cake.”
Curtis said his experience in banking meant he could it’s difficult to spread yourself out to all those locations and
write a good loan proposal, which he did, borrowing money have the same kind of customer contact.”
And yet, Curtis said that being with customers “is the
from the bank, his family and the seller to purchase Carl’s
Auto Bath in 1981. Curtis and Fisher immediately renamed it most exciting thing I do in this business. I love being on site
Tahiti Auto Spa, because, as Curtis related, “When we made with our employees and especially talking with customers.”
The part of the carwash business that Curtis likes least
a pile of money we were going to retire to Tahiti.”
Curtis said he and Fisher stared off-line full service at is dealing with customers he’s not able to recover. “It’s either
the carwash in 1983, but that the equipment was so old it those people who for whatever reason we won’t be able to
was a constant disaster. “Besides that, the carwash manager please no matter how hard we try, or those who believe we’ve
was stealing from us and we made every mistake that could done something wrong when we clearly have not,” he said,
“those are the ones that frustrate me.”
be made – three times,” Curtis added.
Besides his duties at Splash Car Wash, most of which are
Curtis got rid of the manager and found a mechaniContinued on page 50 …
cally-handy fellow to help build the business back up. “We
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Curtis … continued from page 49.
full service operations, Curtis will be stepping into another
role soon with the International Carwash Association. Curtis
served on the ICA board of directors from 2000 to 2002, took
a break, then was chosen for the board again in 2008, served
as treasurer from 2011 to this year, and is expected to serve
as president for the 2013 term.
“I’m excited about the ICA because I’ve always been a
big believer in associations,” Curtis said. “When I joined
the Connecticut Carwash Association, I got involved on the
board of directors because I saw there was power in numbers. You put all that energy pulling in the same direction
toward a common goal and you can get there quickly.”
Curtis said he believes that the educational programming done at ICA shows in the past two years “has transcended anything that has gone before. I have had a tough
time deciding which sessions to attend, and then when I was
in the sessions, I was busy taking notes. I’ve been in the business 31 years and it still was such great stuff.”
Curtis also singled out other ICA programs for special
note, including the Washdown program that is collecting
monthly revenue and volume data from nearly 500 carwashes around the country, and the WaterSavers program, which
is in response to surveys that show nearly 80 percent of the
driving public want to see their suppliers of services as environmentally friendly.
But Curtis said that one of the key elements in making
sure Splash Car Wash continues to be successful is to be sure
he maintains a trained and motivated staff.
“We just had an awards dinner program last night where
the employees nominated by district managers tell their stories and what they’ve done for the carwash, and are awarded
cash and other prizes,” Curtis said. “We respect our employees, pay them well and treat them like human beings, not
machines. We treat them like we want them to treat our customers.”
Curtis said that being a part of the team is another important element for an owner. “My employees know I know
how to do the job and that I will pick up a hose or vacuum
or cloth to help out if necessary,” he said. “While they may
respect me for doing that, I know that our employees are absolutely responsible for the success of Splash.”
n
Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor of Northeast Carwasher. He is the author of the historical mystery,
Full Moon, several books on historical military firearms and the nonfiction work, Ice Hockey in the Desert.

Splash Lends a
Helping Hand

Splash’s Mark Curtis (right), its chief executive officer,
can’t help himself when it comes to giving back to his community. He is pictured here with Alon Marom after raising
$5,025 for Kids in Crisis, in June. Kids in Crisis provides free,
round-the-clock help for Connecticut children, teens and
families of all socioeconomic levels dealing with any type of
crisis. You can learn more by visiting www.kidsincrisis.org.n

Curtis Takes the Helm At ICA
The International Carwash Association’s (ICA) 2013
officer slate has been announced and it includes our own
CCA Past President Mark Curtis, of Splash in Stamford,
at the helm! Congrats, Mark!

The officer slate is as follows:
Mark Curtis, President
Pam Piro, Vendor Vice President
Hank Richard, Vendor Vice President
Gary Dennis, Treasurer
Jerry Miller, Past President
New Operator Directors include:

Register Today!

NRCC
Oct. 1-3

nrccshow.com
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Jim Mulholland, Busy Bee Car Wash, FL
Mike Sobie, Waterworks Car Wash, MI

To learn more
visit www.carwash.org

23rd Annual

Northeast Regional
Carwash Convention
Hosted by CCA

October 1-3, 2012

Ch�n��n� ��� w�� �� d�

BUSINESS!

T���� T�� M�h��
H��� & Ca��n�
A�l�n�i� Ci��, �J

E����i� H��r�
Tuesday, October 2
1:30 pm - 6:30 pm

Wednesday, October 3
10:30 am - 2:30 pm

Sh�� Fea���e�:

260 Exhibits displaying the latest innovations
Hands on Alley where you can learn the nuts and bolts of the
equipment you use
Educational programming designed to the industry’s current
needs
Exclusive networking events

Visit www.nrccshow.com for further details!

Re�is��� ��-���� �n� $���!

S�e�i�� �h��k� t� ��� �la����� �p�ns�r�:
The NRCC show continually delivers a quality trade show featuring a show floor full of the
latest technology and industry experts presenting tailored and current seminars designed to
improve YOUR bottom line while keeping cost reasonable and expectations high!
Questions? Contact: Julie Stanton
Phone: 800-868-8590 Email: Info@nrccshow.com

Lobbyist Update

Campaign’s Heating Up,
2013 Session on the Horizon
By P.J. Cimini

The 2012 General Assembly ended in early May and legislators are heading to run for election in the upcoming fall
campaigns for two-year terms. By the time you read this article, the results will be done for the 21012 Primary contests,
which are on Tuesday, August 14.
While the main event is Election Day on November 6,
for many candidates the statewide primary on Tuesday,
Aug. 14, is just as critical. That’s when many important
intra-party contests will be settled to determine races for
U.S. Senate, the U.S. House and the Connecticut General
Assembly.
Connecticut Senator Joe Lieberman is retiring, so
Democrats and Republicans in the state are choosing
their candidates. Other primary contests taking place
include Congressional races in the 2nd District (Republicans) and 5th District (Republicans and Democrats), and
in three state Senate and 13 state House districts. All of
the legislative primaries, except one (House 107th), are
Democratic races.

State House
District 3 (Hartford)
• Democrats Minnie Gonzalez* and Victor M. Luna, Jr.

August 14 Primaries

District 75 (Waterbury)
• Democrats Victor Cuevas* and David Aldorando

(* = Party-endorsed candidates)
U.S. Senate
• Republicans Linda McMahon* and Christopher Shays
• Democrats Chris Murphy* and Susan Bysiewicz
U.S. House
2nd District
• Republicans Paul Formica* and Daria Novak
5th District
• Democrats Christopher Donovan*, Elizabeth Esty,
and Dan Roberti
• Republicans Andrew Roraback*, Lisa Wilson-Foley,
Justin Bernier, and Mark Greenberg
State Senate
District 19 (Columbia, Franklin, Hebron, Lebanon, Ledyard,
Lisbon, Marlborough, Montville, Norwich, Sprague)
• Democrats Tom Reynolds* and Catherine Osten
District 23 (Bridgeport, Stratford)
• Democrats Ernest E. Newton II*, Andres Ayala, Jr. and
Edwin A. Gomes
District 33 (Chester, Clinton, Colchester, Deep River, East
Haddam, East Hampton, Essex, Haddam, Lyme, Old Saybrook, Portland & Westbrook)
• Democrats James Crawford* and Mary Ellen Klinck
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District 5 (Hartford, Windsor)
• Democrats Leo Canty*, Brandon McGee, and Donald
Trinks
District 6 (Hartford)
• Democrats Edwin Vargas, Jr.* and Hector Robles
District 13 (Glastonbury, Manchester)
• Democrats Joe Diminico* and Tom Gullotta
District 35 (Killingworth, Clinton and Westbrook)
• Democrats Tom Vicino* and Tony Palermo
District 58 (Enfield)
• Democrats Kathy Tallarita* and David Alexander
District 63 (Colebrook, Goshen, Torrington, Winchester)
• Democrats Michael Renzullo* and Doug Benedetto

District 91 (Hamden)
• Democrats John Flanagan* and Michael D’Agostino
District 107 (Bethel, Brookfield, Danbury)
• Republicans Harry Shaker* and David Scribner
District 116 (New Haven, West Haven)
• Democrats Louis Esposito Jr.* and David Forsyth
District 128 (Bridgeport)
• Democrats Christina Ayala* and Angel Reyes

Task Force Readies Final Report
The Governor’s Business Tax Policy Task Force has set
its final two meetings for Sept. 6 and 27. During the meeting on the 6th, the group will review its draft recommendations, and on the 27th, the task force is expected to have
its final report ready for Gov. Malloy. The group has been
reviewing how state tax policy can positively impact economic development and what future legislation can help
achieve that goal.

Government’s Role in Business Success?
What role should government play in developing business success within a state? It’s the subject of two new studies by the National Governors Association (NGA) that point
to how state governments can create more powerful environ-

ments in which businesses can grow and create jobs. Governor Malloy is a leader in the National Governors Association
and has been actively participating in their proceedings.
Government can help create those positive conditions,
says the NGA, but ultimately the responsibility for job creation and growth is on the shoulders of businesses that
“must make the decisions and take actions to grow and compete.” That is, private-sector employers will drive job growth
but the question is, where and when will they take the risks
to do it? For example, what would make businesses pick
Connecticut or some other state?
Both of the new NGA studies (“A Policy Framework,”
and “Twelve Actions”) boil down to identifying general and
specific ways states can help create more high-wage jobs to
drive their economies. “The short answer is this,” says NGA:
“Focus on businesses that are growing the fastest … to have
as many innovative, productive and globally competitive
businesses and workers as possible reside within a state’s
borders.” States have to create the proper conditions that
emerging, high-growth-potential companies will find irresistible. Every state’s tax, spending and regulatory policies,
the NGA suggests, can be honed to improve conditions for
job creation, by focusing on:

❖❖ Promoting entrepreneurs – the people “who seed,
grow and renew businesses”
❖❖ Encouraging innovation and technology – to allow
growth industries to blossom
❖❖ Unleashing private capital – to finance all stages of
business formation
❖❖ Connecting to global markets – to fully capture rapidly expanding opportunities
❖❖ Cultivating industry clusters – to help businesses
develop through critical mass of education, training,
finance and marketing services
❖❖ Improving education – to produce new waves of
higher skilled workers
And Governor Malloy acknowledged that we “continue to battle national and international headwinds” in
the quest for jobs.
n
P. J. Cimini, Esq. is the CCA’s lobbyist and a
partner in Capital Strategies Group, LLC, in
Hartford. You can reach him at 860/293-2581 or
pj@csgct.com.

P.J. Cimini
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Tidbits From Cookie

Is The Revolution Here?
By Cookie Anthony

According to John Locke’s 17th century philosophy the
human mind at birth is a blank slate or Tabula rasa. When
we process experiences and data the Tabula rasa is filled.
Now, you will need to wipe out all your past experiences
and thinking about carwashing and pricing, and keep your
mind a blank slate as you read on. The following new ideas won’t
be easy to accept, but perhaps they will threaten your present
business practices and bring a revolution to your carwashing
thinking. (If you completely disagree with this train of thought,
however, please let me know by emailing mediasolutions@nycap.rr.com and we’ll publish your thoughts in the next issue!)
Big Steves Plaza Car Wash at 561 North Main St., Leominster, MA, offers $3, $6 and $10 washes with free vacuums. On

an overcast day with rain predicted
recently, nine cars were lined up using the free vacuums at this wash.
You are probably thinking, there
goes a profit center. I bet you are
saying that the people using the
vacs may not even use the wash. Well, you are correct. Did you
also think you’d have increased rubbish removal charges as a
result of this offer? So, why do it?
Steve Petruzello’s goal is to make carwashing not only affordable, but also addictive! He knows the way to make a profit
is all about volume. His wash is open from 7 am to 8 pm, seven
days a week! I asked, “Even in the rain?” He replied, “Yes, we
usually make enough to cover costs.”
Petruzello’s idea is that the $3 wash is like
a McDonald’s hamburger. It is no longer a luxury item, but something you can do often. The
wash offers a lot of value for the price.
Petruzello is not a newcomer to the
industry. He’s worked in carwashes since
high school, some 26 years. Speaking of high
school, he married his high school sweet-
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heart and they are still happily married, and he has five children. Originally, he wanted to name the wash, “Twin,” after
his twin daughters, but they were embarrassed. The family
talked him into the name, “Big Steve’s.”
As Petruzello and I talked outside his wash, cars would
go by and honk and people would wave. You could see that
the customers were excited about his price and free vacs. He
would smile and wave back.
Petruzello ensures the wash is operating properly by
running his truck through first thing in the morning and as
the last vehicle at night. He installed Sonny’s equipment himself in his 120-foot tunnel in just two weeks.
Upselling to increase profits is done with waxes at Big
Steves. There is a Simoniz Bubbleizer that sends a curtain of colored wax cascading down the car. It’s visually very impressive.
Always analyzing his site to make it better, Petruzello
has plans to change the direction of traffic flow and remove
cement mounts for freestanding vacs.
After 8 pm, when the wash is closed, he charges to use
the vacs.
Because of Petruzzello’s big smile, revolutionary low price
and free vacs, customers keep returning and his volume keeps
growing. His customers love the bargain and quality wash.
If Big Steve’s wash were around the corner or in my town,
and I still operated a wash, I would worry. But if I were building a
new wash or expanding locations, I’d consider using his model.
Petruzzello welcomes visits from colleagues. Give him a
call at 978/537-9886 or email him at stevepetro@aol.com.
When charging only $3 for a wash it is a challenge to make
a profit. In addition, a bargain price isn’t enough if quality is
lacking, but Petruzzello’s customers sure seem happy.

Hidden Treasures
When discussing building a carwash the saying location, location, location is the mantra used, along with ease of
ingress and egress, and a strong traffic count.
The ScrubaDub wash in Brookline, MA, is not in an “A”
location. This wash is not visible from 143 Harvard St., you
can ride right by it without even knowing it’s there. You have
to look for a different landmark, a gas station in fact, in order
to find the wash. There is a small road sign located on the
driveway behind the gas station that directs you to the wash.
At first glance, there
are hints of a carwash
with customers using
free items on a cart to
detail their car, but no
wash. It’s only when you
come around the corner
that you see busy vacuums and a tunnel.

Years ago on an International Carwash Association
(ICA) trip, Marshall Paisner, the owner of the wash said,
Brookline, MA, passed zoning regulations against carwashing – luckily his wash was grandfathered in and was automatically more valuable.
It’s also valuable to city customers as it has lots of room
for stacking cars, both entering and leaving, which is a true
luxury in a crowded city venue.
Think of Lady Justice holding the scales of truth and
fairness – in one is a hidden location, this disadvantage is
balanced by being in a very high traffic count with no competition. Of course, the key is having satisfied customers who
will return to your location and spread the word of your existence. Also, a good advertising program helps!
The other day at a Dunkin Donuts, I noticed a fellow covering up the concrete metal poles that are used as barriers.
You also see them at gas islands before a natural gas pipeline
to buildings.
The construction fellow slipped a heavy orange plastic tube
over the pole. They looked sharp and matched the store’s color
scheme. They were very easy to install.
We used to always paint our poles
but they would chip and sometimes rust.
This slip over, heavy plastic cover, would
save on maintenance.
Good ideas can come from donut
shops not just from carwashes.
n
Cookie Anthony is a former CCA Vice President
and carwash owner.

Cookie Anthony

Cookie’s Question To You!

?

In the book “Palace Council” by Stephen L. Carter
there is a line that made me think of the Connecticut Carwash Association (CCA). It said, “Every organization of
any kind can be reduced to two fundamentals – membership and money.”
Here’s my question to you, “Have you paid your dues
yet? And, have you spoken to another new carwasher to
encourage him/her to join as well?” Membership combined with money leads to strength, fun and learning.
Northeast Carwasher, Fall 2012
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CCA Hits the $20K Mark In Scholarships
The Connecticut Carwash Associations (CCA) has selected Kayla Millerick and Aryion Petrelle as its 2012 Kenneth
M. Gustafson, Sr. Scholarship Award recipients, according to
CCA Scholarship Chairperson Paul Ferruolo. In doing so, the
association has bestowed $20,000 in scholarships since the
award’s beginning in 2003. “This member benefit has had a
significant impact for many young people who intend to further their education be it in a full- or part-time capacity,” said
Ferruolo. “I feel like the CCA has really made an impact with
this award.”
Both students will receive a check from the CCA for
$1,000 toward their secondary education.
Millerick, who is a sociology major at Southern Connecticut State University in New Haven, where she is on the
Dean’s List with a 3.6 GPA, has done extensive volunteer
work. She spent 10 months traveling with AmeriCorps, an
organization that helps those less fortunate. Visit americorp.gov/ for more information. She plans to graduate in the
spring of 2013 and continue her volunteerism.
Petrelle, who will be entering her freshman year at the
University of Massachusetts Amherst in the fall, is an artist.
Her passion for the discipline began as a young child. She
plans to major in fine arts and devote her life to art.

Petrelle is an employee of Splash Hamden. She has been
a cashier, greeter and most recently completed graphic work
that has enhanced that site’s operation, according to Splash
District Manager Ron Manning.
The Kenneth M. Gustafson, Sr. Scholarship Award is given exclusively to CCA-member employees and their families.
Recipients of the award are evaluated and chosen based on
their high school standing, leadership capabilities, community involvement, strength of character, personal achievement, plan of study and future goals. For more information
visit www.wewashctcars.com
n

Should Your Wash
Be Featured in the

Email us at mediasolutions@nycap.rr.com

Alaska Polycarbonate Doors

Magnaglide & Powerglide Air Openers

XRS Vinyl Roll Up Doors
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CWONJ News
PRESIDENT’S COLUMN
Officers
Al Villani, president
Supreme Car Wash
800 Raymond Blvd.
Newark, NJ 07105
(973) 466-9085
Michael Conte, vice-president
Conte’s Automatic Car Wash
47 Manahassett Way
Long Branch, NJ 07740
Mike Prudente, treasurer
Summit Car Wash & Detail Center
100 Springfield Ave.
Summit, NJ 07901
Suzanne Stansbury, executive director
PO Box 230
Rexford, NY 12148
(800) 287-6604
Ph/F (518) 280-4767
mediasolutions@nycap.rr.com

Executive Board
Rich Boudakian
Scott Freund
Bill Howell
Mario Mendoza
George Ribeiro
Doug Rieck
Mark Toriello

Past Presidents
Ernest Beattie*		
Richard Boudakian
Clyde Butcher*		
Marcel Dutiven		
Robert Laird		
Harry O’Kronick
Jerry Salzer		
Charlie Scatiero*
Doug Rieck		
Jeff Gheysens		
Mike Prudente		
*deceased

David Bell
Ron Rollins
Frank A. Dinapoli
Sam Kuvins*
Gerald E. Muscio
Burt Russell
Dick Zodikoff
Lenny Wachs
Stuart Markowitz
Doug Karvelas
Gerry Barton

CWONJ.COM
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With autumn upon us, it is time to start gearing up
Al Villani
for the winter washing season. We are all hopeful and prepared
to wash a high volume of cars this winter season, but there are
some other issues to keep in mind as well. The minimum wage bill was left in limbo
when Trenton recessed for the summer and may still be the case after they reconvene
in September. Board members did meet with the Governor’s council office before the
summer recess to express operator’s strong opposition to the bill. We were definitely
heard, as we echoed the same sentiments that many other business groups did who
met with the Governor’s Council. What we were able to conclude is that it is highly
likely the Governor will veto the present form of the bill and request modification to
include removal of annual increases tied to the Consumer Price Index (CPI) as well
as possibly requesting a smaller increase.
On another note, I was informed over the summer of another sudden
unintended acceleration (SUA) incident at a carwash. Luckily, no one was hurt, but it
involved a vehicle that everyone should handle with extreme caution. I don’t want to
mention any names and be accused of being discriminatory, but if you Google ‘sudden unintended acceleration’ the facts will speak for themselves. The International
Carwash Association (ICA) has, on their website, recommendations for preventing
SUA’s (carwash.org). Please take time to address this issue, as it is one that my business partners and I personally experienced, along with an inspection by the Occupational Safety and Health Administration (OSHA). As a matter of fact, OSHA, along
with the Department of Labor (DOL), has conducted random inspections at multiple
carwashes in New Jersey. I’m sure many, if not all, of you are operating ‘safely,’ but
may not be in compliance with OSHA’s regulations. You may want to visit their
website to read up on regulations or schedule a voluntary inspection by them to assist
you in bringing your facility into compliance without fines.
On a more cheerful note, I would like to invite everyone to attend the 23rd
Annual Northeast Regional Carwash Convention (NRCC), October 1-3, at the Trump
Taj Mahal Hotel & Casino in Atlantic City. The show offers a wonderful opening
reception, educational seminars, and a very large show floor filled with a variety of
carwash industry vendors. To register for the show visit www.nrccshow.com today. I
would also like to encourage everyone to attend the CWONJ November 13 meeting
featuring Mike Benmoschè of Mang Insurance. He will speak on “The Positive Effects
of E-Learning and Safety Trianing.” Please visit the website www.cwonj.com for details
and a registration form.
I look forward to seeing you in the future!

Al Villani
CWONJ President

Fall Membership
Meeting
November 13
Cwonj.com

2012 CWONJ Calendar
October 1-3
NRCC *CCA host association

November 13
General Membership Meeting & Dinner

The Positive Effects of E-Learning and
Safety Training with Mike Benmoschè
Holiday Inn (formerly Crowne Plaza), Clark
7pm
Register online at cwonj.com or call 800/287-6604 today!

cwonj.com
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CWONJ Golf Outing Has Raised $37,000
For Children’s Specialized Hospital

CWONJ President Al Villani and Rene Nadeau, with the Tom's River Elks #1875, who
accepted a check for $5,000 from the CWONJ to the Children's Specialized Hospital.

COLUMBUS, NJ – The Car Wash Operators of New Jersey’s
(CWONJ) 12th Annual Golf Outing raised $5,000 for The Children’s Specialized Hospital during its event at Olde York Country Club, June 11. Children’s Specialized Hospital is the country’s largest pediatric rehabilitation facility with locations
throughout New Jersey. Rene Nadeau, with the Tom’s River
Elks #1875, and a long-time supporter of the hospital, spoke to
the group about his family’s experiences with Children’s and
how it impacted the short lives of his two grandchildren. “This
hospital treated my family and my grandchildren like their
own,” he said. “What they did for us was really immeasurable.”
To date, the CWONJ has raised $37,000 for the hospital.
“This event is all about the kids,” said CWONJ President Al

Villani. “Our event proceeds go to the hospital and all the
great work they do for the kids and their families.”
Children’s Specialized Hospital serves children affected
by brain injury, spinal cord dysfunction and injury, premature birth, autism, developmental delays and life-changing
illnesses from ages two to 21. Children’s Specialized has nine
sites in New Jersey and treats more than 16,000 children annually from all over the country. The CWONJ has been raising money for the hospital since 2004. To learn more visit
childrens-specialized.org.
In addition to 18 holes of golf on the Gary Player signature course, the group enjoyed a buffet lunch and dinner as
well as a lively raffle to raise money for the hospital. The winning foursome consisted of Scott Freund, Barry and Chris
Hart and Pete DeFazio with a 59. The second place title went
to Team ZEP led by John Murchanian. Closest to the Hole
winner was Moe Gerhart who was within 5 feet, 3 inches of
the hole, and Longest Drive went to Pete DeFazio with a 312yard drive. Vendor support and attendee generosity, according to Villani, are key to the success of the event. “We could
not pull off this event without the huge support we get from
our vendor members,” he said. “I’d like to thank them and encourage our members to do business with them.”
These vendors include: Platinum Sponsors Beckerman, ICS, Stoner and ZEP; Gold Sponsors Micrologic,

Team Karvelas strikes a handsome pose during a break from play.

Mike Prudente, Thad Santos, Jerry Occuzzi and Wade Woodbury played strong!
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Prime Lube and Simoniz USA; Silver Sponsors Rosey’s
Tank Cleaning, Northeast Carwasher and ZWash Systems;
Lunch Beverage Sponsor Olde Granddad and Towel
Sponsor Panaram International.
Hole Sponsors included Beckerman, The Conte Family,
DiMaria Construction, DRB Systems, Inc., Ecolab, ERC Wiping,
Erie Brush, ICS, Kirikian, Kleen-Rite Corp., Lorco, Mang Insurance, Marlton Car Wash, Frank Millman Distributors, Northeast
Carwasher magazine, Stoner, Tameric Car Wash Equipment,
Tameric Realty, Washtech, Wells Fargo and ZEP. 
n
First Place Winners
with a 59 are Pete
Defazio, Barry Hart,
Scott Freund and
Chris Hart.

Oh, Mikey! Mike Benmoschè
searched for a stray ball in
the tall grass.

Suburban Pro Plays at US Open!

Suburban Golf Club Pro, Mark McCormick, who has
twice helped the CWONJ raise more than $2,000 for the
Children’s Specialized Hospital, played in his first US
Open in June. At 49 years old, and after trying to qualify
24 times, he beat out thousands of golfers this year in the
qualifying playoffs. Although he didn’t win the Open, he
can cross this event off his bucket list. He did Suburban
and the CWONJ proud. Congratulations, Mark!
n
Kenny Young with Frank Millman, Serko Kirikian with Kirikian Industries and
Michael Forbeck with National Car Wash Solutions.

Pictured: Past CWONJ President Doug Karvelas, Pro Mark McCormick and CWONJ board member Scott Freund.
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Legislative Update

New Jersey Eyeing Minimum Wage Increase
By Patrick Stewart

The Car Wash Operators of New Jersey (CWONJ) have
been heavily lobbying New Jersey legislators and key members of the Christie administration against S-3, a proposed
bill that increases minimum wage to $8.50, then makes annual adjustments based on CPI increases.
The Assembly version of this bill has already cleared
through committee and was voted out of the full Assembly
this past spring. Advocates of the legislation persist that at
the current minimum wage, a single parent working a minimum wage job to take care of his or her family earns only
$15,080 annually – below the federal poverty line.
New Jersey’s minimum wage last increased in 2009,
when the federal minimum wage was increased to $7.25 per
hour. Prior to that, state law enacted in 2005 shepherded in a
three-year period of growth that saw the rate increase from
$5.15 per hour to $7.15 per hour. That bill was signed by thenGov. Codey, and was sponsored by current sponsor Senate
President Steve Sweeney.
If enacted, the $8.50 minimum wage would be the
third-highest in the country, trailing only Washington State
and Oregon.
While this controversial legislation has been moving

through the legislature, Governor Christie has publically
stated that he will NOT sign a minimum wage increase bill
that requires the minimum wage rate be adjusted annually,
based on any increase in the Consumer Price Index (CPI) in
the previous calendar year, with the adjustment taking effect
on July 1 of each year.
The CWONJ has put together a position paper that has
been circulated to all 120 members of the New Jersey legislators (80 Assembly members, 40 Senators) while also providing a statement of opposition to the Governor’s office.
In this letter, the CWONJ explain that if enacted jobs will
be lost. Proprietors will have to find ways to operate their businesses with fewer employees. A 17 percent increase in labor
wages, the single largest operating expense, cannot be absorbed by an industry that has experienced a 20-30 percent
decline in revenue during the current recession. The $1.25 increase along with the annual adjustments will have a cumulative impact on overtime rates, workers compensation fees,
and withholding taxes, the CWONJ letter points out.
The CWONJ letter points out that with the New Jersey
economy not yet fully recovered, the CWONJ does not think
the time is right for this legislation. Due to the nature of our

SONNY’S Introduces Re-Designed Ninja Brush™

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

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

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

We make car washing easy!

SONNY’S is the largest manufacturer of conveyorized car wash equipment, parts, and supplies in the world.
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business, we are unable to raise our prices 17 percent. Discretional spending by New Jersey consumers is rapidly decreasing which will undoubtedly cause vehicle washing to
become less of a priority. The impact of this legislation will
definitely lead to an increase in unemployment claims.
Carwash owners/operators are entrepreneurial, small
businesspeople. They provide employment to entry-level
workers, in many cases, introducing them to the workforce. Raising the minimum wage will not only be counterproductive to job growth in New Jersey, it will also
negatively impact the economic stimulus that this bill is
seeking to achieve.
With this legislation still pending, the CWONJ will stay
vigilant in our efforts to make sure lawmakers understand the harmful effects
this legislation will have on carwash operators across the state.
n

Patrick A. Stewart is a lobbyist with Public Strategies Impact. You can reach him at 609/3937799 or email him at pstewart@njpsi.com.

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

Patrick A. Stewart

SoBrite’seenFiltermatic3b
Designed for Lower Volume
Needs Up to 25GPM

Distributor
Inquiries
Welcome!

Economatic Reclaim System
• Single, Double or Triple
Hydro-Cyclonic Action
• Automatic Fresh Waster Overrides (low/high water protection)
• UL Listed Control Panel
• Easy Retrofit Applications
• Proven Odor Control
We also offer a full line of SoBrite “Spot Free” Rinse Systems.

Distributor Inquiries Welcome

Contact Leo Zona at email: lzona@zwashsystems.com
Phone: 781-659-0100 • Fax 781-659-0400
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Flagpoles Easily Identify
Platinum Locations
By Alan M. Petrillo

Tom Collins, the owner of Platinum Car Wash & Auto
Spa and Platinum Car Wash, respectively in Somers Point
and Pleasantville, NJ, credits the American flags flying at
the top of 100-foot tall flagpoles at his two locations as
signatures by which people identify his businesses.
“When people are talking about us, they say, “Oh, you
mean the guy with the flagpole,’” Collins said. “When we
opened the Somers Point location, Channel 10 from Philadelphia and our local news did a piece on us and the flag.
A lot of media outlets are out here on major holidays to
take pictures with the flag flying. I live five miles away and
can see the flag.”
The Somers Point facility flies a 30 x 50-foot flag at the
top of a 100-foot tall pole, while the Pleasantville location
has a 30 x 60-foot flag on a 125-foot flagpole.
Attracting customers’ attention is one thing, but
then a business has to deliver a promised service, Collins
maintained.
“We want to give our customers great service and
good value. We’ve seen a change in the last few months

where people are starting to spend money more freely and
come into the washes more regularly – two or three times
a month now, instead of only once.”
The Platinum Car Wash & Auto Spa, which Collins
built from the ground up and opened in June, is a full service 85-foot tunnel carwash with a four-bay oil and lube
center attached and a gift shop in the center of the facility. He built the Platinum Car Wash at the Pleasantville
location six years ago – an 85-foot tunnel express and fullservice wash in an all-tempered glass building.
Collins had been in the printing industry for 24 years
before stepping into carwashing. He said he knew he
wanted to try something different in his business life and
had always been intrigued with detailing cars because he
did detailing as a sideline when he was a young man.
“But after I built my first carwash, the economy slowed
down,” Collins said. “When I was planning the new carwash
I thought about the fact that everyone has to change the oil
in their vehicles, which is why I added the oil and lube facility in Somers Point. We give the same price as a Jiffy Lube in
Continued on page 66 …

America’s First, America’s Finest.
Join the original innovator and the industry leader in high-speed fabric car wash doors.
For more information visit wyndstardoors.com or call 888-GO-RYTEC
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Still making change.
Only now more green.
Provide more options for your customers with Rowe’s diverse suite of bill
changers, including the revolutionary new Model 400 Recycling Bill
Changer. The latest addition to our existing line of reliable changers lets
operators choose their bill validator, one of which recycles $1 and $5 bills,
reducing the likelihood of money sitting idle. Rowe continues to provide
customers the most complete line of changers available today for a variety
of locations including arcades and family entertainment centers.

New Model 400 Recycling Bill Changer

Visit www.roweinternational.com to find a distributor in your area or call us at 800.393.0201.

Platinum … continued from page 64.
the area, but give away an $11 carwash for free with each oil
change and lube.”
At Pleasantville, price points for washes run $7, $9, $11
and $13, while at Somers Point, it’s $7 for an exterior wash,
$10.99 for the Silver wash, $13.99 for Gold service and $15.99
for Platinum. Somers Point also offers a $20.99 express wash
where the crew hand-applies an all-natural wax.
The two carwash locations are about seven miles apart,
one on busy state Route 9 and the other just off of Route 9.
“With our new carwash, we’ve been taking business
from two other competitor washes and not from our other
location,” Collins said. “The people who live in the Somers
Point area had been driving six miles to get their cars
washed.”
Collins uses radio promotions to market his locations,
and in Somers Point he has a banner board outside the
carwash detailing special offers, as well as people outside
the nearby ShopRite supermarket handing out discount
coupons for $3 off a Platinum wash. Collins said he’ll begin advertising on the back of ShopRite register tapes beginning in the summer. He also promotes the carwash’s
packages that start at $19.99 monthly for a basic wash and
$99.99 for six months of washes.
Charities also are a part of the Platinum Car Wash &
Auto Spa operation, with Collins working most recently with
Holy Spirit High School to have the students sell discounted
Platinum washes where the school makes $5 on each wash.
While Collins sees the weather as the biggest obstacle to
growth in the carwashing business, he is considering putting a
oil and lube facility in at the Pleasantville location – probably
two bays – so that his employees can still work on a rainy day.

“I’m also planning on another carwash in south Jersey
in about a year and a half,” Collins noted. “I design them
myself, and while it took five years to get the Somers Point
location through state and local governments, it was well
worth it.”
n
Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing
editor of Northeast Carwasher. He is the author of the historical
mystery, Full Moon, several books on historical military firearms
and the nonfiction work, Ice Hockey in the Desert.

“The Positive Effects of E-Learning
and Safety Training
With Mike Benmoschè”

November 13
General Membership Meeting
7-10pm
Holiday Inn, Clark (formerly Crowne Plaza)
Exit 135, Clark
Buffet Dinner/Cash Bar/Educational Program
Register at cwonj.com
or call 800/287-6604
Safety is understanding it is an attitude
of mind. It is not necessarily a simple
following of rules or directions.
- Garry Richards
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Changing the World
One Bill at a Time
Manufacturing high quality, reliable changers

• Rearload Changers
• Frontload Changers
• Stainless Steel Cabinets
• Tokenote acceptance with Hamilton Validators
(if dispensing tokens)
• Bill to Bill Dispenser Series
• Excellent Service
8:00am - 6:00pm Monday thru Friday
8:00am - 4:30pm Saturday

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

Meeting all of your changing needs

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 nonprofit 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 members to join our partnership and provide charities and nonprofit organizations with discounted carwash tickets (by 50
percent) that they can resell at face value. This is truly a situation where all parties benefit. Charities and non-profit organi-

zations can raise money for their causes, the Department accomplishes their goal of protecting water quality, and CWONJ
members gain valuable exposure in the community. In addition, 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. Participating CWONJ members will receive a set of posters and a Certificate 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.

CWONJ Mailing Address:
CWONJ, PO Box 230, Rexford, NY 12148 • 800/287-6604 • Phone/Fax: 518/280-4767
mediasolutions@nycap.rr.com
www

P UT YOUR WASH /B USINESS ON THE CWONJ W EB S ITE !

www

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 the Web site. (i.e. if you
use your home phone number and don’t want it posted on the Web site don’t fill out that section). If you have multiple locations please
copy this form and complete a form for each location you want listed. If you have any questions please call Suzanne Stansbury at (800)
287-6604, Fax (518) 280-4767 or send your information to: PO Box 230, Rexford, NY 12148.

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
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Are you a carwash manufacturer or supplier? (Give a brief description of the service(s) you provide.)______________
________________________________________
________________________________________
❏ Yes, I give my permission to have my carwash location listed
on the Car Wash Operators of New Jersey Web site.
Authorized Signature __________________________
Title _____________________________________
I also give my permission to have the CWONJ Web site
linked to my Web site. My Web site address is:
________________________________________
IMPORTANT: This registration must be returned or your carwash
won’t be listed and shown on the Web site as a member.

✃

Carwash Name ______________________________

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

MCA News
PRESIDENT’S COLUMN
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
Pam Piro

Drought in the farm belt; a new record in 95+ degree
Dave DuGoff
days; Derecho; 100,000 homes without power for days; threat
of daily thunderstorms… How will we remember the summer of
2012? Well, we hope we can get up, dust ourselves off, and forget it!
Summer is usually not great for professional carwashers. This one has been
awful (at least in our neck of the woods). Today was mild, high 80’s, and we welcomed
back customers we haven’t seen in awhile. Tomorrow goes back to 100, with a heat
index of 110. I wish I knew who created the heat index. It’s more of a misery index,
and makes people want to stay home.
MCA’s last meeting, May 30 in Hunt Valley, MD, was like a double-header plus
extra innings. Ken Brott, of DRB Systems, Akron, OH, gave us an afternoon presentation

Unitec Electronics, Elkridge, MD
800/4UNITEC • ppiro@unitecelectronics.com

Secretary
Dave West
WashTech, Charlottesville, VA
540/845-5303 • laserwest@aol.com

Treasurer
Sean Larkin
Westminster Car Wash & Detailing, Westminster, MD
410/848-6966 • larkzuech@yahoo.com

Past Distributor Vice President
Tony Ferretti
Sonny’s Enterprises/Triangle Car Wash, Palmyra, PA
717/273-8036 • trianglewhse@comcast.net

Executive Director
Pat Troy, Nextwave Group, Severna Park, MD
888/378-9209 • mca@mcacarwash.org

Directors
Dan Callihan

Larry Bakley

Matt Bascom

Scott Eichlin

DRB’s Brandon Jordan, MCA’s Mike Ashley,
DRB’s Ken Brott and Unitec’s Pam Piro.

MCA Incoming President
Dave DuGoff and Outgoing
President Mike Ashley.

John Lynch

www.mcacarwash.org
If you have an MCA story idea or
wash you think we should feature,
drop us an email at:
mediasolutions@nycap.rr.com
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on Social Media Marketing and what it means to carwash operators. You can see Ken’s
Powerpoint on the MCA website, www.mcacarwash.org. Ken has been around the industry,
understands us, and shared information and experience as only an insider can. Ken’s dinner presentation was powerful and interactive and it got us thinking in new directions. What
if a carwash operated like a gym – with memberships? For more information go to http://
www.drbsystems.com/public/media/video/membersOnly.cfm
After dinner, our lobbyist, Frank Boston, Esq., of Baltimore, explained the recent
special legislative session on taxes in Maryland. The bad news – income tax rates on upper income taxpayers go up one quarter of one percent. The good news – no expansion of

sales tax to services. The income tax only hits your net profit (if you
have any). A sales tax would take six percent of your gross sales. The
political dynamics are complex and convoluted. While we are not
happy about the income tax increase, we are grateful to Frank for
looking out for us. MCA has long been concerned about the negative
impact a tax on services would have on our industry.
MCA Firsts
The May meeting was also our annual meeting, and
the end of Mike Ashley’s fourth term as president. Mike has
been a devoted steward of the MCA, generous with his time, and
meticulous with his preparation and thoughtfulness. We’ve been
fortunate to have Mike at the helm.
During Mike’s term we instituted the MCA Hall of Fame
and inducted Benson Rice, founding board chair, as its first
inductee. Another hallmark change was the introduction of free
dinner meetings for operator members. Recent meetings have
been accompanied by open houses at area carwashes, or carwash tours, and as a result our members have had the chance to
visit a number of the outstanding washes in our region. MCA has
actively embraced the International Carwash Association’s (ICA)
WaterSavers program and encouraged members to join.
In response to the tragic death of a carwash worker
and injury of two other workers in a sudden unintended ac-

celeration accident at a member wash, MCA led a fundraising
campaign to help the impacted families. Under Mike’s leadership, MCA has continued to be known for its warm, inviting
atmosphere and camaraderie among its members.
Williamsburg Awaits
MCA’s next meeting is September 12, in Williamsburg,
VA. Our venue will be the historic Fort Magruder Crowne Plaza.
We have a pig roast planned on the grounds of the hotel. We will be
touring three washes in the area. Our program is titled, “Lessons of
Successful Washes.” Look for a recap in the Winter 2013 issue.
On November 30, we get a special treat; a tour of the
Unitec Electronics manufacturing facility in Elkridge, MD, and we
will have a catered dinner in their warehouse. We will be the guests
of MCA Board Member and Unitec CEO Pam Piro. Unitec is a pacesetter in the credit card portal business and it will be interesting to
get a behind-the-scenes tour of their operation. Like you, I’m trying
to figure out how to cloak a new Portal under my jacket.
Finally, I want to say a word about water. We all know
and treat water as precious, but nobody knows that we care
about water. Join WaterSavers and help get the word out! (www.
carwash.org) There’s no excuse not to.
MCA also just joined the Chesapeake Bay Foundation
Continued on page 73 …

PROPAK® by Huron Valley Sales

The leader in snow melting and de-icing systems offers:
Experience
Over 10,000 systems installed since 1964.
Snow Melting and De-Icing System

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.

Huron Valley Sales

6032 Schooner Dr. • Van Buren Township, MI 48111
rmetz@huronvalleysales.com
ph: 734/944.5200 • f: 734/944.5800

Keep winter, not people, from your door with this hydronic heating system.
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White Horse Auto Wash Takes Theme
From VA Horse Country
By Alan M. Petrillo

Cup is displayed. The Cup goes back to around 1776 and was
won by a relative of the Rust family during a steeplechase.
An original newspaper article from The Solid South, the local newspaper, describes the race and trophy. Rust said the
Warrenton Riding Cup is believed to be the predecessor to
the Gold Cup, which is held each year in Warrenton.
Rust said the name, “White Horse,” comes from a fishing rock on the east side of the Shenandoah River. The rock
earned its name because when the water level rises, the water rushing over the rock looks like white horses in full stride.
“Rust family legend says that John W. Rust pushed the
rock into the river off of a nearby
mountain,” Rust said, “but once
you see the size of the rock, you
know it’s only a legend.”
The horse theme continues throughout the carwash,
The town of Warrenton, VA, lies
including the wash names.
amid rural pastureland in Virginia
For exterior-only services, the
horse country, so it was a natural move
washes are Win ($11), Place
for Robert Rust and his partners to
($9) and Show ($7).
theme their new carwash with a horse
Interior-exterior washand racing motif. Even the carwash
es carry the names of Triple
name harks to the background of the
Crown Winners. There’s Whirarea – White Horse Auto Wash.
laway ($15), a basic wash with
The carwash is owned by the Iron
interior cleaning and vacuumOx Development Corp., a family-run
ing; Gallant Fox ($19) that adds
real estate development company that
triple foam polish, underbody
was seeking to diversify.
wash and fragrance; and Sec“This is the first carwash we’ve
retariat ($24), that adds clear
ever been involved in,” Rust said. “We
coat protectant, wheel enhanclooked at certain service businesses
er and tire dressing. Vehicles
that involved land and fell in love with
with a third row add $3 for a
this site (111 W. Lee Highway). We took
Clydesdale.
over a former Friendly’s restaurant
White Horse Auto Wash
pad, auctioned off everything in the
also offers mini and express debuilding – doors, windows, even the
crown molding – and then leveled the White Horse Auto Wash carries the equestrian theme throughout tailing that include polysealant
building so we could start putting up the wash’s look and options. The 100-foot wash features three 60- ($15) or carnauba-based waxes
foot after-care automated flat belt conveyors.
($34), shampooing of carpets
the carwash from scratch.”
and mats ($34) and saddle
The finished result, which opened
in October of 2010, is an 8,500-square foot structure with a leather of seats and other coated surfaces ($25).
The carwash uses its DRB system to capture license
110-foot wash conveyor and three 60-foot after-care automated flat belt conveyors. The wash bay is 110 x 20-feet in plate numbers and gives regular customers a free basic exsize, while the after-care part of the carwash is 60 x 60-feet. terior wash every seventh wash. Rust said he likes having
“The building is themed like a horse stable because the ability to capture license plates because it can indicate
Fauquier County, where we’re located, has a lot of horses, how well the wash is doing.
“By looking at the data, we’ve determined about 25 to
horse farms and wineries,” Rust said. “We have pictures of
horses getting washed throughout our lobby, and even a 30 percent of the people coming to our carwash are new
pressure gun so kids can shoot water at the cars as they go customers,” he said.
Rust also sang the praises of a US Postal Service proby in the tunnel.”
The lobby also is the place where the Warrenton Riding gram, Every Door Direct, where a business identifies the
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neighborhoods it wants to reach with a printed mailer, gets
the mailers printed, boxed and delivered to the Post Office
(without addresses) and pays 14.5 cents per piece to have
them delivered to every postal resident in the chosen area.
“Ten cents off the cost of a direct mail piece is a big
savings,” Rust said. “We weren’t trying to target certain income levels, but rather entire areas because everyone has a
car and sooner or later they need to have it washed, which
plays to our strength. We want to be the one they think
about to have that done.”
Rust said he used some of his 15 full-time and 10 parttime staff to bundle the mailers, put them in trays, fill out
the Postal Service paperwork and then deliver them to the
Post Office.
“They were already working and this was something
else for them to do,” Rust said.
Besides direct mail, White Horse Auto Wash promotes
itself through a Wordpress blogging site instead of a traditional website, Rust said, because it is easier to coordinate
with the social media sites it uses, such as Facebook, Linkedin and Twitter.

Focus on Quality
Rust noted there has been a fair amount of growth in
the carwash industry in Virginia in recent years.
“A lot of carwashes have popped up, with some of
them on very big sites,” he said. “I think they might have
saturated the market a bit. But that’s why we keep our
heads down and try to do a really good job and always
push to keep the quality of the carwash up to the level we
believe it should be.”
However, Rust admits that carwashing can be a difficult business.
“We’re real estate folks, first and foremost,” he said.
“Carwashing is a tough business, but it has very good fundamentals if you do it right. The challenge is in providing a
high-quality, consistent product over and over again. That’s
something we enjoy doing.”
n

Greenhill Car Wash
Opens Second Location
The Greenhill Car Wash has opened its second location in Middletown, DE. The new wash is located at 890
Middletown Warwick Road in Middletown.
The new Greenhill wash features a number of environmentally-friendly technologies. One such feature is a recycled water system that will reduce the amount of water used
by 60-80 percent. The wash is also making use of a solarpowered system which will help reduce carbon emissions.n

2012 MCA Calendar
November 28
Unitec Electronics, Elkridge, MD
(Includes facilities tour; 4pm start time)

Reserve online at www.mcacarwash.org
Reception at 6pm and a dinner at 7pm.

Call 888/378-9209 for more information.

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing
editor of Northeast Carwasher. He is the author of the historical
mystery, Full Moon, several books on historical military firearms and
the nonfiction work, Ice Hockey in the Desert.

DuGoff … continued from page 71.
(cbf.org). We need to find new ways to emphasize the importance
of water. Stay tuned.

Dave DuGoff
President
Northeast Carwasher, Fall 2012
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NECA News
New England Car Wash Association, Inc.
2012 Board of Directors
Officers
President
Ron Bousquet / Randy’s Car Wash
277 Middlesex Avenue, Medford, MA 02155
617/538-6758 • fax: 617/924-4415 • Rb244@aol.com
Vice President
Adam Korngold / Waves Car Wash
1680 VFW Parkway, West Roxbury, MA 02132
617/848-4237 • fax: 508/861-0468
adam@waveswash.com
Vice President/Suppliers
John Tapis / RI Chemical Corporation
754 Branch Avenue, Providence, RI 02904
401/714-2184 • fax: 401/421-5850 • surfactantsgroup@aol.com
Treasurer/ Secretary
Joe Mead / East Falmouth Car Wash
154 E. Falmouth, Rte. 28, East Falmouth, MA 02536
781/264-3872 • fax: 508/540-7299 • eastfalmouthcarwash@comcast.net
Immediate President
Patti Kaplan / Starlite Car Wash
107 Main Street, No. Reading, MA 01864
508-361-2998 • fax: 978/897-8296 • Starlitecw107@aol.com

Operator Directors
Jeff DiLauro / Olde Cape Car Wash
7 Nells Way, Orleans, MA 02653
774/836-8623 • fax: 508/240-2312 • jeffdilauro@comcast.net
Mike DiOrio / Maddy’s Car Wash
300 Andover Street, Peabody, MA 01960
978/538-0074 • guycarwash@yahoo.com
Terrance Elder / Triple Play
100 Washington Street, Attleboro, MA 02703
508/915-4820 • terrancek@comcast.net
Gary MacKenzie / Quick & Clean Car Wash of Waltham, Inc.
P.O. Box 550064, Waltham, MA 02455
781-789-4545 • fax: 781/899-8567
gfmackenzie@quickandcleancarwash.com
John Murray / AutoBath 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 • fax: 401/762-3300 • russdetails@yahoo.com

Supplier Directors
Andrew Schille / Ecolab Vehicle Care Division
13 Lindor Road, North Reading, MA 01864
508/989-5522 • andrew.schille@ecolab.com
Steve Stockman / Trans-Mate Products, Inc.
13 Sterling Road, No. Billerica, MA 01862
987/667-0100 • fax: 978/667-1819 • sstockman@trans-mate.com

Executive Director

Sherri L. Oken, CAE / The Association Advantage LLC
Solutions@TheAssociationAdvantage.net
www.TheAssociationAdvantage.net
NECA
591 North Avenue, Suite 3-2
Wakefield, MA 01880-1617
781/245-7400 • fax: 781/245-6487
info@newenglandcarwash.org

www.newenglandcarwash.org
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PRESIDENT’S COLUMN
First, I would like to remind all NECA members that
Ron Bousquet
the Northeast Regional Carwash Convention (NRCC) is right
around the corner, and it is the place to be this fall. Loads of
great education and networking with fellow operators and venders from all over the
country happens at this show. What better way to help improve your operation then
to learn from our industry leaders and innovators. NRCC Show Facilitator, Julie Stanton, is again doing an outstanding job to make this event even better than it was last
year. Don’t forget, it’s October 1-3, at the Trump Taj Mahal in Atlantic City. You can
register online at nrccshow.com. Take full advantage of the discounted pricing and
great event! It is money well spent.
Next, I would like to congratulate our scholarship winners Diana Evans
from Sandwich Car Wash and Adam Szlock from Randy’s Car Wash. Thanks to your
generosity with the 50/50 drawings we were able to give two $1000 scholarships this
year. Thank you all.
And finally, I would like to thank your Board of Directors for doing an
outstanding job these last two years. I’d also like to thank all the members who have
helped in big and small ways during my term as your president. I would also like to
thank our Executive Director Sherri Oken for all her hard work keeping us on track
and always helping the board to be the best it can be.
Thank you all and I hope to see you all in Atlantic City, October 1-3!

Ron Bousquet
NECA President

If you missed the NECA 2012 Car Wash Tour,
you missed seeing some great washes.
Check out newenglandcarwash.org to see more photos!

2012 Table Top Show Award Winning Exhibits
Our exhibit judges had their work cut out for them and
were impressed with how much effort vendors made in creating their tabletop displays at the 2012 NECA Table Top
event at the UMass Lowell Inn and Conference Center, May
22. Best exhibit awards and prizes were presented as follows:

Best in Show: Old Granddad Industries received a $75
gift card for Legal Seafood for an exhibit judged most
attractive and effective in displaying, branding and
marketing the company’s products and services. It
combined the best overall appearance, creative display
of products, attractive design and use of space.
		 www.classicmats.com

Best Expression of the Show’s Theme: Autowash Maintenance Corporation received a $50 “lunch on us” gift
card for an exhibit judged as most effectively spotlighting products, services and ideas that could potentially
give a carwash a competitive edge. They were recognized for doing the best job of reflecting the theme:
“Helping Carwashers Gain a Competitive Edge.”
		 www.autowashonline.com

Most Creative: Vehicle Wash Systems’ exhibit really
caught our judge’s attention. They considered this colorful tabletop the most eye-catching display of otherwise mundane products/ordinary items.
		 www. washngo.com
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ScrubADub’s Fabulous
Issue
Light Show!
Shi ’s
After a total renovation of this wash in Sutherland, ME,
ScrubADub’s Bob Paisner wanted to share some of the light
show from the wash’s transformation. These lights change
color every 30 seconds and as a result, the roof at night will
change its appearance with a six-color light show. When it
gets dark at 4pm over the winter there will be a fun show for
ScrubADub customers! 
n

nin
Star! g

The colorful display at this
ScrubADub wash creates
interest and a "wow" factor
that entices the customers
to come back in.

If you have a fabulous, innovative wash
to share with our readers,
drop us an email at
mediasolutions@nycap.rr.com!

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? NECA’s
website features profiles of each member company 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 contact the
office for a brief form that provides guidelines for use.
❖❖ Have you created your “Supplier Profile” on NECA’s Facebook page yet?
❖❖ Would you like to be the subject of our member “Vendor Spotlight” in an upcoming issue of the quarterly NECA E-NEWS? n
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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

“Trans-Mate quality chemicals
deliver superior results and
lower our costs.”
Jude Chicoine,
Seaway Car Wash

Seaway Carwash partners Jude Chicoine and his sons Mark and Chris have successfully grown their
family owned business to two locations in Vermont: South Burlington and Colchester. Jude, Mark and Chris chose
Trans-Mate carwash products because they were convinced that Trans-Mate products produce superior looking
cars at a low cost per car.

Trans-Mate car wash chemicals are engineered for performance and low cost-in-use. Our in-house technical
team at our 40,000 sq. ft. state-of-the-art manufacturing facility is constantly working to produce the most
technically advanced formulas on the market today, so you know that you are purchasing the highest quality
chemicals. Our in-house quality control team also takes the necessary steps to ensure product consistency.
You are assured that each drum of product is exactly the same as the last drum.
We also understand the independent spirit of car wash operators, so we don’t mark up our products to fund
branding programs you don’t need, but we do offer up-sell products such as our Dura-Shine Total Body
Protectant, Sterling Wheel Brightener and
Enviro-MateTM earth-friendly products.
We also offer the merchandising tools that
will help you sell these add on services.
With Trans-Mate you can run your wash
the way that you know best. Our part is to
provide you with the quality chemicals to
help you be profitable and create satisfied
repeat customers to grow your business!

To learn more contact our sales manager
Michael Ilacqua at 603-235-5084.

Trans-Mate, Inc. www.Trans-Mate.com 800.867.9274




A Hard Fought Victory in Rhode Island
By Joan Panichas Milas

On June 15, 2012, Rhode Island Governor Lincoln Chafee
signed into law H 7323 A, the 2013 $8.1 billion dollar State
Budget. Facing a projected $125 to $150 million deficit, the
Governor proposed numerous additions to the state sales tax,
including but not limited to a 7 percent tax on carwashes.
The final budget included an increase on the cigarette tax
from $3.46 to $3.50 per pack. It also included, for the first time,
a sales tax on clothing costing $250 or more. It also imposed a
tax on taxi and limousine rides and pet services other than veterinary. The budget did, however, eliminate a proposal to raise
the tax on restaurant meals from 8 to 10 percent. Also rejected
was the expansion of the hotel tax to include vacation rentals.
Additionally, it repealed a tax enacted last year on scenic tours
and transportation services. Most notable for NECA members
was the amendment of the 2013 Budget to eliminate a provision
to add carwashes to the sales tax, a projected revenue generator
of $1.3 million dollars, a major victory for the industry.
A brief overview of what led to this accomplishment reveals that it was directly the result of the strong efforts and
immediate action taken by the NECA Rhode Island Sales Tax
Response Committee, under the leadership of NECA Vice
President, John Tapis. The Committee formally began its advocacy in March 2012 upon identifying that the tax was in
the proposed State Budget H 7323 as presented by the Governor. Lobbying efforts and strategy were coordinated with

Strength in Numbers
An association such as the New England Carwash
Association (NECA) can really show its worth in a crisis.
We are able to mobilize quickly by enlisting the support of
groups of people, providing seed money and developing
an action plan to best aid our membership. We have the
communications system to reach out to interested parties,
even those who are not NECA members. NECA watches
out for and represents the entire industry in our region, all
year, every year.
The value of NECA was evident recently when we
learned (a report from our legislative monitoring intern)
that a tax on carwashing was proposed in Rhode Island.
Within a short time we formed a committee, sent out email alerts, held organizational meetings, voted for financial support, interviewed and hired lobbyists, prepared
written testimony, and more. In the end, we succeeded!
But, we cannot be complacent. Issues like this will
come up again. We need the support of all carwashers
to continue to be effective in representing their interests
whether in the midst of a crisis or not. If you’re not currently a member, please join us. 
n
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local long-time lobbyists Joan Panichas Milas and Andrew Annaldo.
The strategy had to be immediate,
as the RI legislature, which is part
time, was scheduled to adjourn by
mid-June leaving a very short window to accomplish a very difficult
task, removing something from
the proposed budget. It was noted that when there is the
prospect of eliminating a budget article, in order to maintain
a balanced budget, that number needs to be replaced with
something else … a difficult task to request of the House Finance committee and the legislature.
The Tax Response Committee immediately prepared
testimony and testified before the House and Senate Finance
committees stating their case as struggling businesses in
Rhode Island, who currently pay high taxes on property,
products and employee benefits, etc. Letters were distributed
to members of the House and Senate, and written testimony
entered into the House and Senate records. Each Committee member did their diligence with members of the General
Assembly they were familiar with by making calls, attending
functions, getting their voices heard. After a Herculean effort
on the day the Budget was getting voted on, thanks to Freeway Carwash, numerous employees stood in the State House
halls with signs stating ”Save Our Jobs.” They stayed until the
late hours of the night.
Members of the Committee worked the Chambers until the
final vote was taken well past midnight. Because of their diligence and that of their employees, the House Finance Chairman
Rep. Helio Melo offered the amendment that ultimately won
passage. Numerous other Representatives also offered floor
amendments as well in support of repealing the proposed tax.

Educate Your Legislators
One of the most effective tools used by the Committee
was to educate legislators who have carwashes in their districts by meeting with them one on one to explain the ramifications of the tax proposal. Press releases stating the facts
were sent out to all media outlets as well as a registered letter
to all legislators and elected officials. The efforts obviously
were thought out, cohesive and impactful. A job well-done
by NECA’s Rhode Island Sales Tax Response Committee. Going forward, Rhode Island’s financial future is still uncertain.
With one of the highest unemployment rates in the country,
unless things dramatically change between now and January
2013, everything will be on the table again next Session.
Again, congratulations to all of the members of the
NECA and its Rhode Island Sales Tax Response Committee
for accomplishing what many say was the impossible.  n
Joan Panichas Milas is a Government Affairs Analyst for NECA.

GET

Resources for the
Environmentally
Conscious

The next best thing to meeting with NECA
members in person!
NECA has a LinkedIn profile page with an exclusive chat
group for NECA members only. All employees of NECA member companies are invited to join the conversation. LinkedIn
is a professional social media tool that helps you connect
with people in your industry.
Would you like advice or want to hear about others experiences about....
• Maintenance and repair
• New and used equipment
• Soaps, waxes and detailing products
• How to work with a regulatory board
• Implement a marketing strategy

Wash for a Cause allows you to help deserving charities
without the administrative hassles and liabilities. To sign
up, just contact Adam Korngold at 617/848-4237 or adam@
waveswash.com. It’s so easy to sign up and start to enjoy the
benefits of this great social networking/marketing program.
❖❖ Build positive relationships in your community
❖❖ Attract new customers
❖❖ Become known as an environmentally-responsible
business.

• and more.
• Do you need to get the word out quickly?
• Regulatory issues
• A best practice
• A ticket to an event you can’t attend but would like to
trade or give away
• an interesting opportunity
• Items in your back room cluttering up your storage
space
• and more.
Or perhaps, you just want to share your thoughts
and ideas.
Once you have a LinkedIn account of your own*, you can
accept NECA’s invitation or ask to be invited by visiting the
NECA LinkedIn profile page, emailing to info@newenglandcarwash.org or calling 781/245-7400. Once you’re LinkedIn
to NECA, review the discussion policy and let the conversations begin! 
n
Note* If you don’t already have a LinkedIn account,
it’s easy to set up. Just visit www.LinkedIn.com,
click on “Get Started” and fill in a few pieces of information.

ALLIANCE PARTNER

New England Carwash Association
A n I n t e r n a t i o n a l C a r w a s h A s s o c i a t i o n® P r o g r a m

The International Carwash Association has revamped
its WaterSavers® program with a new website and marketing campaign. The redesigned website focuses on showing
customers that carwashing is a water-saving industry. The
site shows the positive environmental aspects of washing
your car at a professional carwash. The website also matches
a customer’s address to the nearest program member’s carwash. The website can be viewed at www.washwithwatersavers.com. As a NECA member, you do not need to be a member of the ICA to sign up for the WaterSavers® program.  n
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NECA Awards Two, $1,000 Scholarships
NECA was able, thanks to the generosity of its members,
to award two scholarships in 2012. The NECA application
review team, Terrance Elder of Triple Play Car Wash, Greg
Thompson of Bedford Car Wash and Peter Silk of MinuteMan Car Wash, took their responsibilities seriously, debating
the merits of each application before coming to a consensus.

The Winners
Diana Evans, a recent graduate of Sandwich High School,
was one of this year’s NECA Scholarship winners. She is from
Forestdale, MA, and works at the Sandwich Car Wash. Diana plans on using the scholarship money for attendance at
Coastal Carolina University majoring in Middle School Education with a specialty in History. She will be taking a big step
by relocating for college. In addition, she will be the first in
her family to attend and complete her college education, and
hopes to impact the community in which she teaches.
Adam Szloch, a resident of Melrose, is the other 2012 NECA
Scholarship recipient. He graduated from Melrose High School
and works for Randy’s Car Wash. Adam plans on attending the
Massachusetts Maritime Academy where he will put the scholarship money to good use, majoring in Marine Safety and Environmental Protection. The elements of karate, as well as his
family, play a large role in Adam’s life by guiding him in his everyday life and successes. He hopes to work with the environmental police after completing his college degree. 
n

(top right) Adam Szloch of Melrose, MA. (bottom) Diana Evans
of Forestdale, MA. The 2012
NECA Scholarship winners!

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

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

THE

DATE

NECA Fall
Meeting, Dinner & Program
Network, Learn, Socialize

Tuesday, November 13th, 2012
Hilton Boston/Woburn
For all the details and to register on-line:
www.newenglandcarwash.org

Treasurer’s Report

New England Carwash Association
Period: 2nd Quarter, through June 30th, 2012
Income
Interest Income................................................................. $720.45
Meetings..................................................................... $16,797.00
Member Services.............................................................. $624.90
Membership................................................................ $16,225.00
NRCC........................................................................... $22,473.95
Scholarship...................................................................... $390.00
Total Expenses........................................................... $57,231.38
Expenses
Board Expenses............................................................. $2,156.55
Insurance...................................................................... $1,529.70
Management Services................................................. $21,454.29
Meetings..................................................................... $16,761.76
Member Services........................................................... $2,604.16
Membership..................................................................... $318.55
Office Expense............................................................... $1,597.23
Professional Expense..................................................... $1,375.00
RI Anti-Sales Tax Initiative:
Donations................................................................... ($10,500.00)
Expenses...................................................................... $15,866.03
Tax...................................................................................... $15.00
Total Expenses........................................................... $53,178.27
Net Income................................................................. $4,053.11
Other: Washforacause:
Administrative Income..................................................... $124.60
Admin Expense................................................................ $301.88
Other Income/Expense: RI Initiative
Cash Balances
Citizen’s Bank Savings............................................... $177,743.05
Citizens Checking........................................................ $19,663.71
Total Checking / Savings........................................... $197,406.76
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commercial credit

Car Wash Finance Specialists

• Equipment Loans &
Leasing

• Land, Building &
Equipment Finance

• Refinance Debt

• Remodel Loans

• Acquisition Finance

• Construction Loans

• SBA Loans

• USDA B&I Loans

For More Information, Contact:

www.CoastCC.com
Michael Ford
1-800-400-0365
Todd Aldridge
1-866-575-5885

commercial credit

Bill Baker
1-888-428-0995

Mike Levin
1-877-454-9399
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NYSCWA News
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Officers
Walt Hartl, president

Hoffman Car Wash, Albany
518/527-4202 • whartl@hoffman-development.com
Paul Vallario, vice president

Westbury Personal Touch Car Wash, Westbury
516/333-8808 • foose77@optonline.net
Timm Baldauf, secretary

Advanced Car Wash Systems, Voorheesville
518/765-2078
Timm.B@Juno.com
Mike Benmoschè, treasurer

Mang, Clifton Park
518/383-2910
mike.benmosche@manginsurance.com

Board Members
Rodney Bronson
Hoffman Car Wash, Albany
518/869-3218 • rbronson@hoffman-development.com
Jake Collison
Simoniz USA
978/518-0018 • jcollison@simoniz.com
Christian King
KNC Holdings, Albany
518/783-2100 ext 5 • cking@clean2o.com
Mark Lyfsyk
Ryko Mfg.
774/289-9914 • mlefsyk@ryko.com
Steve Weekes
Sitterly Road Car Wash LLC
518/383-8126 • sweekes@nycap.rr.com

Past Presidents
Tom Hoffman Sr.
Ron Burton		
Raymond Justice
Steve Voll		
Mark Kubarek		
Tom Hoffman Jr.
			
*Deceased

Dan Kailburn
Don Scordo
Ken Knightes*
Walt Hartl
Dennis O’Shaughnessy, Sr.
Steve Knightes
Mark Kubarek

PRESIDENT’S COLUMN
Operators in New York City are facing the prospect of
Walt Hartl
tough legislation regulating carwashing there, similar in scope
to the legislation that has become a law in California. Recently,
members of the board of the New York State Car Wash Association (NYSCWA)
traveled to Long Island and were part of an interactive educational seminar that addressed the history of the legislation pending in the New York City Council presented
by Dennis Lalli of Bond Schoeneck & King.
The second portion of the program was presented by Raymond Pascucci,
also of Bond Schoeneck & King, which focused on the National Labor Relations
Board and their rules pertaining to dealing with potential labor union organizers.
The focus of this portion of the presentation was on the employer’s role regarding the way operators can deal with the actions of labor union organizers. There
were discussions by the attendees about the legal rights that employers and union
organizers have with regard to dealing with employee’s options on whether or not to
agree to union representation.
The final part of the educational session was introduced by Steven DeLaura
and Gareth Reese with ADP, new partners with the NYSCWA offering complete payroll support including Department of Labor (DOL) compliance, as well as human resources support. The NYSCWA has partnered with them in order to create a member
benefit to help operators make sure that they are in compliance with the complicated
world of payroll and DOL compliance issues. The program offered by ADP has various levels that can be customized to meet individual operator’s requirements.
Meeting attendees were treated to a wealth of information by highly
skilled professionals in their fields. After participating in this meeting I encouraged
attendees (and everyone reading this column) that if you are not an expert in the
area of labor law and payroll compliance that you seek out skilled professionals to
help ensure that you are meeting all the requirements set forth by state and federal
laws. Many of the issues that were discussed by the professionals at this meeting
were items that were not clearly understood by the attendees and as we all know,
ignorance is not a valid defense. As operators we rely on our equipment manufacturers, washing solutions representatives as well as many other professionals to
help us make informed, educated decisions about our business. I encourage you to
seek out professionals to help make sure we are making the right decisions with our
most important asset – our people.
A wise man once said, “I’m smart enough to know that there are people out
there who know more than I do, but I’m smart enough to hire them.”

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
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Walt Hartl
NYSCWA President

Be adequately covered in a fire loss

CAR

❖❖ Cost of demolition and debris removal of the undamaged portion of the building and
❖❖ Increased cost of construction to meet current codes.
In the first instance, many local and state zoning laws
stipulate that if a percentage of the building is damaged, (51
percent or greater) the entire structure must be raised in lieu
of just repairing the damage. For instance, if your building
and equipment are valued at $1,000,000 and 51 percent was
damaged, the insurance company will pay only $510,000 and
you would be responsible for the remaining $490,000.
The second potential uncovered part of the claim is any
costs associated with the charges to tear down the undamaged parts of the building and remove it. Let’s say that would
be $50,000 in our example.
Finally, the third area of concern is related to any costs associated with the increases in rebuilding due to compliance
with current codes. This may include such things as using more
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By Mike Benmoschè

It’s a normal day at the wash. Folks are using the two inbay automatics, the six bays of self serve and the dog wash.
Suddenly, a customer smells smoke, calls the fire department
and they arrive about 15 minutes later. In that short amount
of time, the smoke has turned to an ugly fire that engulfs the
entire building. After the blaze has been extinguished, at first
glance it is bad but not a total loss. Or is it? Even though the
self-serve portion of the building is only scorched, the inspector is not taking chances on the integrity of the structure
and exercises his authority to condemn the entire facility.
There is an exclusion in most property policies for loss
or damage caused directly or indirectly by the “enforcement
of any ordinance or law.” Therefore, in this true case example,
it could be a situation where this operator would not be covered for a major portion of his loss.
Ordinance or Law generally provides protection for
three basic areas of concern:
❖❖ Loss to the undamaged portion of a building
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Don’t Be Caught Short!
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costly building materials, complying with new ADA regulations,
meeting new restrictions on green-area provisions, earthquake
and flood, etc. For our example, we will use $25,000.
So, my calculations add up to $565,000 that this operator would have to pay out of his own pocket to rebuild his
wash. That doesn’t include the business income loss due to
the additional time needed to build the undamaged portion of the structure.
Fortunately, there are cost-effective endorsements that
can be purchased that will insure these exposures. It is important that you take some time to check out the limits that
you choose and be certain you are comfortable that they are
adequate. Don’t accept a generic response that it is covered.
Also, ask about how the business interruption will be affected. Your insurance advisor will be happy to assist you with this.
Be informed and properly protect
your assets. Don’t be caught short!
n
Mike Benmoschè is with Mang Insurance.
You can reach him at 800/891-9274 or at
mikebenmosche@manginsurance.com.

Mike Benmoschè

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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Operator Takes Youthful Experience and
Turns It Into A Successful Business
CAR
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By Alan M. Petrillo

SH

David Caselnova got his start washing his neighbors’
cars in their driveways when he was a kid, and while he’s now
aware that’s not an environmentally-sound practice, he’s still
washing cars – only they are driven by the grandkids of those
neighbors, among others, to Formula Auto Wash in West Islip, NY, which he owns with his wife, Katie.
Formula Auto Wash is a full-service carwash at 208 Higbie Lane with a 70-foot tunnel that was completely renovated
with a new conveyor and equipment last October. Caselnova
said he washes about 38,000 cars a year and his three detailing bays handle 400 cars a month.

Giving Back
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climate, so he’s priced his carwash services accordingly.
“We like to let people stretch their dollars with each of
our packages, so there’s not much difference among them,” he
said. A basic wash is $10.74, full service is $14 and the packages run $15.99, $18.99 and $34.99. “People take advantage of
our up-selling,” he added. “Once I sell them something, they
usually enjoy the experience and choose it the next time they
come into the carwash.”
For detailing services, Caselnova likes to keep things
simple. Express detailing starts at $29.99, which includes a
basic wash and hand wax, spot compounding and spot removal on the interior where needed. Four-hour detailing
starts at $139 and runs up to $250, depending on the size and
complexity of the vehicle.

Caselnova said he believes his business must be a solid
part of the community, which helps develop a good relationship with customers. Because of that belief, he does a con- In His Blood
siderable amount of work with local charities, from schools
Caselnova admitted that carwashing got into his blood
and civic groups, to cub scouts, cheerleader teams and the at an early age when he started washing neighborhood veLeukemia Society.
hicles for $5 each. He later earned
This past May, Formula Auto
an associate’s degree in business
Wash sponsored a Car Wash Fammanagement from Nassau Comily Fun Day to benefit the West
munity College, Garden City, NY,
Islip Breast Cancer Coalition for
and attended Dowling College
Long Island. The event featured
in Oakdale, NY. But during the
a Chinese Auction, 50/50 raffle,
whole time, he said, “I was always
a disc jockey and light refreshinterested in cleaning cars bements. A portion of each carwash
cause I continued detailing cars,
done that day was donated to
even in my mother’s driveway.”
support the Coalition’s Lend a
His introduction to orgaHelping Hand program, which
nized carwashing came after he
assists women undergoing treatowned a touch-up franchise busiment or post-operative care for
ness on Long Island called Chips
breast cancer.
Away. In 1995, Caselnova started
David Caselnova, Formula Auto Wash’s owner, and Margaret Campise,
In addition, Formula Auto president of West Islip Breast Cancer Coalition (WIBCC). In May, Formula working in and later managed
Wash was a sponsor of the Coali- sponsored a Car Wash Family Fun Day to benefit the organization’s efforts. Mike’s Carwash, which would betion’s Breast Cancer Walkathon,
come Formula Auto Wash when
where a local radio station showed up to do a live broad- it was sold in 2003. Caselnova then went to work for another
cast from the carwash during the event.
carwash and later owned a pub. He returned to Formula
“My sister-in-law is a survivor twice of breast cancer,” Auto Wash in May of 2009, and in 2011 he had the opportuCaselnova said. “With that in mind, and with the desire to nity to take it over.
develop an awareness of the disease and give something
“You have to have a tough exterior to be a carwasher in
back to the community, we work with the Coalition when- New York,” Caselnova observed. “It’s a very unforgiving busiever we can. During the year we make donations of car- ness, but when it’s good, it is very good.”
wash gift certificates, money or whatever they need for all
Unique Marketing Philosophy
their functions.”
Caselnova has an unusual philosophy about marketing.
No Overpricing!
“We accept all of our competitor’s coupons, which saves us
In regard to carwashing, Caselnova thinks that people are on advertising costs,” he said. “We do constant contact
still a little bit tight with their money because of the economic emailing, where we splash out specials to people on our
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The wash accepts all
competitor's coupons and
features a Ladies Day and
Early Bird Special.

email lists where they can print out our coupon specials. We
also do coupon booklets that are direct mailed to our town
and adjoining towns.”
Formula Auto Wash offers a senior citizen all day discount of $2.50 off any carwash daily, as well as $3 off any
package on Ladies’ Day (Wednesdays) and $3 off any carwash for Early Birds, Monday through Thursday.
“We don’t want to put restrictions on our customers,”
Caselnova noted. “We want to develop a good relationship
with them. “We’re even in the beginning stages of sponsoring a local talk show, which we think will bring us even
more attention.”
n

Owner David Caselnova and manager Anthony Castellano.

The wash is a 70 foot
full-service tunnel with
express detailing in
West Islip, NY.

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor of Northeast Carwasher. He is the author of the historical mystery,
Full Moon, several books on historical military firearms and the nonfiction work, Ice Hockey in the Desert.
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Excessive Groundwater Reeks Havoc
With Hoffman Wash in Delmar
By Bethany Dixon

Hoffman Car Wash in Delmar, NY, has had some less
than typical carwash complications over the past year, as the
land beneath the wash continues to slowly slide toward the
Normans Kill Ravine.
The town first became aware of the issue after a slide in
2000. “There was a significant slide and a building that was adjacent to the property actually slid right down into the river,”
stated Walt Hartl, Hoffman District Manager and New York
State Car Wash Association president. “That took away a good
portion of our property as well.” Since that point, Hoffman Car
Wash management, as well as the local and state government,
have been monitoring the situation, and have paid attention
to the entire strip of land along the ravine. Until recently, it had
not been a significant problem since the 2000 slide.
“There had been some minor movement particularly
if there had been some
rain… you’d see a small
piece [of land] fall in [the
river],” explained Hartl.
But after the significant rain of the past year,
Hoffman Car Wash’s
District Manager
Walt Hartl at his
Delmar, NY, wash.

and heavy snow from the year before, the land began to shift
more noticeably. The local government was concerned by
this movement, made the decision to have the land tested
and have measurements taken. “They closed us down for
10 days when we were doing all this measurement,” Hartl
said. The land was core-drilled and samples of the soil were
taken, and it was discovered that the largest problem is the
significant amount of ground water.
“The ground water at the bottom of the soil was what
was helping move the soil,” Hartl explained. The weight
at the top of the hill behind the wash was slowly pushing
down. “You have almost like a salad bowl, and the weight at
the top gets so great that it actually slides and that’s what
happened to the property next to us,” he added.
After the 10 days, it was decided that there needed to be
something done to prevent further shifts from happening.
Engineers that both the carwash and the government were
comfortable with were chosen to work on a solution.
They are presently undergoing construction to remedy
the situation. According to Hartl, “The idea is to take the
weight off of the top of the hill and gradually slope it down
to create less pressure at the top of the hill.” This process has

Thousands of yards of
fill have been used to
date on the job.

The exterior-only wash with a two bay
lube sits on a heavily traveled commuter thoroughfare into Albany.

Hartl points to one of
the many challenges
when trying to haul
fill to the backside of
the Delmar wash overhead power lines.
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taken thousands of yards of fill to create the necessary slope.
The crew first had to clear out all the trees behind the wash.
This was also complicated by the fact that the dump trucks
containing the fill could not drive directly to the site down the
hill behind the lot. Instead, they had to dump the fill at the top
of the hill and wait for the backhoes to bring it to the slope.
This whole process, from the clearing of the trees to the
current stages, has taken about 30 days. Hartl said that this
should be a permanent solution. The work has been entirely
paid for by the carwash.
n

IT’S TIME
TO GROW...
Marketing Strategy
Search Engine Marketing
Creative Copyrighting
Graphic Design
Advertising
Public Relations
Direct Marketing
Events Management
Collateral Management
Web Design
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Bethany Dixon is a senior at Le Moyne College in Syracuse, NY. She is
also Assistant Editor at the Northeast Carwasher Magazine.
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Income
Meetings Income.................................................................13,290.00
Membership Dues...............................................................14,570.00
Promotional Fees.................................................................... 879.34
Vendor Sponsorships.............................................................1,250.00
Total Income..................................................................$29,989.34

518.465.0659
burstmarketing.net

Gross Profit....................................................................$29,989.34
Expenses
Board of Directors Expenses.................................................... 242.94
Convention or Meeting Expense................................................ 74.75
Credit Card Fees....................................................................1,022.00
Director Fees.......................................................................10,500.00
Entertainment Expense........................................................... 181.15
Insurance Expense................................................................1,395.00
Legislative Expense................................................................... 56.65
Legislative Fees.....................................................................6,000.00
Meetings Expenses..............................................................17,700.00
Northeast Convention Expenses.........................................-14,447.54
Office Expenses....................................................................... 359.29
Postage Expense...................................................................... 167.49
Printing/Graphics.................................................................... 139.00
Professional Services fees........................................................ 662.50
Telephone................................................................................. 58.64
Travel...................................................................................... 203.96
Website Maintenance.............................................................. 862.50
Total Expenses................................................................$25,178.33
Net Income..................................................................... $4,811.01
NBT Checking.................................................................$23,827.50
First Niagara Money Market.............................................$41,782.91
Total .............................................................................$65,610.41
Monday, Aug 06, 2012 10:51:19 PM GMT-4 - Cash Basis

Mike Benmoschè is with Mang Insurance. You can reach him at
800/891-9274 or at m.benmosche@manginsurance.com.
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Bronx, NY – The New York State Car Wash Association
(NYSCWA) filled an 80-person Party City Suite here, June 5,
for its annual trip to the ballpark to cheer on the New York
Yankees. The Bronx Bombers were victorious over the Tampa
Bay Rays, 7-0.
The association has traveled to nearby Citi Field for the
last six years to watch the Mets play, but decided it was time
to experience Yankee Stadium, according to Mike Benmoschè, event chairperson. “We were very lucky to snag a suite
and afford our members and guests with the opportunity to
see the Yankees play in this awesome stadium,” he said. “It
was really a great day of catching up with fellow operators
and experiencing this venue.”
In addition to a first-class party suite, the group enjoyed a plethora of food and drink and got to watch the
game with a birds-eye view of the spectacular stadium in
an open-air or air-conditioned setting; whichever
your preference. According to Walt Hartl, incoming NYSCWA president, “We look at this event as a
way to reward our guys and show them that their
hard work and dedication is extremely valuable to
our operation. It’s also a great way to catch up with
your carwash friends.”
Benmoschè and the NYSCWA board would like
to thank the valued sponsors who made the event
possible. These include: Party City Suite Sponsor Simoniz USA; Home Run Sponsor Micrologic; Triple
Play Sponsor Mang Insurance and Ball Park Frank
Sponsor Northeast Carwasher magazine. 
n

Y

The NYSCWA Experiences The
Mystique of Yankee Stadium As the
Bronx Bombers Slam the Rays, 7-0
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NYSCWA President
Walt Hartl.
Dave Henderson
and John Mellen of
Hoffman Car Wash.

Team Colonial Car Wash featuring Dave and
Michael Fusco, Bob Washburn, Russell Jones,
Matt Wrobleski and Josh Gary.

Taking a break on Arthur Avenue in the Bronx were Tom Hoffman Jr., Ron Slone,
Mark and Amanda Kubarek, Dave Fusco and Scott Baright.
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Chris Zona and his lovely friend Kyle.

Trisha Sherman, Mary McNeil, Brandy Armstorng and Mark Harrington
proudly show their Yankee colors!

CCA's Bob Rossini
and NECA's Chris
Zona reunite at the
welcoming event.

Diehard fans Angela Salavantas and Denise Rybicki proudly display
their tickets!

NYSCWA Past President Mark Kubarek
and his lovely daughter
Amanda Kubarek.

Mike Benmoschè, Brandy Armstrong, Trisha Sherman and Mark Nash.
Joe and Mike Conte.

Stand-ins for Doug
Rieck and his wife Kathleen, his
brother-in-law and sister-in-law,
Doug and Shannon White,
had a blast!
The CCA’s Bob Rossini brought a family
friend to the game.
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Team building and office retreats are fairly unusual in the
carwash industry, but Hoffman Car Wash, of Albany, NY, has
taken the traditional idea to a whole new level. They recently
participated in a retreat that resembled a boot camp more
than a traditional team building class.
“We’re really into training. We think training is extremely important for developing our managers; we’re constantly
pushing them to get better at what they do,” said Walt Hartl,
Hoffman’s District Manager and New York State Car Wash
Association president. Hoffman’s had senior managers and
district managers attend “The
Cornell Leadership Challenge,” a
daylong event in Ithaca, NY, that
took the managers way out of
their comfort zone.
The event started with fundamental exercises like trust
falls, which require participants
to fall backward into the arms
of their partner, and built toward more complex challenges
that put an emphasis on creative
thinking and teamwork. As Hartl
explained, the challenges “…force
you to think outside of the box.”
As the day went on, the challengHoffman’ s Human Resources
Manager Vic Kulpa suits up.
es became more complicated.
“The second half is really
focused on high-level challenges, like they do a lot of rope
challenges,” explained Hartl.
The course required an extreme level of trust. “At times,
you’re putting your life in someone else’s hand[s]... When you
jump off that 45-foot post into thin air, you have to trust that
they’ve got you,” said Hartl, as he described one element of
the rope course.
These trust exercises also build camaraderie among the
participants. “Everybody was at the bottom kind of cheering
you on, rooting for you, pulling for you,” Hartl recalled. “... They
believe in me, I believe in me, I can do this.”
Boundaries were pushed and the group learned things
about themselves and each other. “During the day it was definitely more physically demanding, but as the day [went on] it
was mentally challenging,” said Hartl. The team bonded through
their struggles together. “[We] really learned about the different
personalities and how they all have to work together to solve a
problem...” he said. “The team has to do it together.”
Hartl emphasized that no one was forced to do things that
they didn’t want to do, and that those who were uncomfortable or afraid of heights were able to sit out those challenges
and cheer on their peers. However, “there were a lot of out-ofcomfort-zone moments,” he admitted. Many of those who may
have sat out at first later tried some of the same activities.

92

| Northeast Carwasher, Fall 2012

Y
NEW

A
W

SH

By Bethany Dixon

K STATE

CAR

Trust Falls and Leaps of Faith
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Hoffman’s Human Relations Manager, Vic Kulpa, described the Leadership Challenge as “the best
program that I have ever
attended.” Both Kulpa and
Hartl emphasized that the
program was remarkable.
Hoffman’s has done
many different training
and teambuilding programs in the past. “We
had done one-day seminars where you sit in a
classroom and you train,
but this was the first time
we had done any kind of
training not relating to
the carwash or the Jiffy All lined up and ready to tackle what lies ahead.
Lube,” Hartl continued,
“but on a more personal or team-building experience.”
Hartl highly recommended the program to any group
looking for a unique training program. “They [Cornell] will tailor make a plan for you depending [on] what you want to get
out of [your] managers,” he explained. “Taking everybody out
of their day-to-day roles and what we do everyday, you really
get to see how people think.”
Basic one-day workshops start at $130 per person and require that there be at least 12 participants. There are discounts
for non-profit groups and small businesses as well. There are
options for groups that are less athletically inclined, including
culinary events instead.
The Hoffman team is looking to participate again, and
next time they might even attempt the more advanced challenge - that one involves a sailboat!
n
Bethany Dixon is a senior at Le Moyne College in Syracuse, NY. She is
also Assistant Editor at the Northeast Carwasher Magazine.

The Hoffman team
tests its strength in a
high-flying exercise.

In 2008, the New York State Department of Labor (DOL), under then-Commissioner Patricia Smith, conducted
investigations targeting the New York
State carwash industry. Eighty-four carwashes were subject to unannounced
investigations and 431 carwash employees were interviewed. In New York City,
more than 78 percent of the carwashes
inspected were determined to be in violation of minimum wage and overtime
laws. The DOL estimated that there
were more than $6.5 million in estimated underpayments to employees.
The DOL followed up with these
investigations, requiring offending
carwash operators to pay wages owed,
liquidated damages and interest to
employees who were identified to have
been undercompensated, and civil
penalties to DOL. In a case resolved in
the fall of 2010, a carwash located in upper Manhattan paid a total settlement
amount of $1,960,611. The carwash industry continues to receive regulatory
and media attention.
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By William Y. Crowell, III

ry experience

Car Wash

Equipment Sales and Support

P.O. Box 5161
Mooresville, NC 28117

www.mycarwashguy.com

Jim Soucek

Toll Free: 888 • 977 • WASH (9274)
Fax: 888 • 976 • WASH (9274)
Cell: 704 • 247 • 0625

E-mail: jim@mycarwashguy.com

In reported cases, a consistent
theme emerged – an absence of adequate payroll records. Without adequate payroll records, DOL may use
the best available evidence to calculate back wages due. Weekly payroll
records are required to be maintained
for six years with all the following required information for each employee:
name and address; social security
number; wage rate; number of hours
worked daily and weekly; amount of
gross wages; deductions from gross
wages; allowances, if any, claimed
as part of minimum wages; and net
wages paid. In addition, there must be
careful adherence to tip credit rules.
Recordkeeping needs to be a priority,
not an afterthought.
The Department’s actions brought
against carwash operators focused on
restitution and penalties. The Attorney General, however, announced on
July 16, 2012, that his office secured a
jail sentence and probation for a carwash operator in the Bronx. The sentence requires the operator to serve
four months of weekends in jail and
three years of probation. The court
further ordered a $150,000 payment in
restitution to workers as a condition
of probation.
Under the New York State Labor
Law, an employer who fails to pay the
minimum wage is guilty of a misdemeanor punishable by up to one year
in jail. In addition, the Bronx carwash
operator did not have workers’ compensation insurance. There was also a
failure to pay certain required unemployment insurance taxes. The failure
to secure workers’ compensation insurance for more than five employees
within a 12-month period constitutes a
felony. Criminal prosecution by the Attorney General sends a clear message
to those carwash operators not complying with the law.
The co-Executive Director of
Make the Road New York, which is
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supporting the pending NYC Council
legislation (Int. 0852-2012, licensing of
carwashes), and also the President of
the New York State AFL-CIO were included in the Attorney General’s press
release on this case with supportive
comments.
The message can’t be any clearer
for carwash operators – if you have
not already, immediately take action
to ensure that you are in compliance
with all labor law, workers’ compensation and unemployment insurance
requirements. Your records need to be
detailed, meticulous and available for
inspection. Poor recordkeeping makes
your business a target. The New York
State Car Wash Association (NYSCWA)
just conducted a seminar on Long Island to ensure that carwash operators
are aware of all the legal requirements
to operate their businesses and what
market solutions are available to help
them maintain compliance with the requirements.
Please seek assistance from the
NYSCWA to resolve any compliance
problems. The association will also
provide assistance to carwash operators who are not members. It is critical to make compliance a priority for
the entire industry in New York State.
Carwash operators who are not in
compliance jeopardize their livelihood, and adversely impact the majority of operators who abide by the
regulatory requirements, by damaging the industry’s reputation. Compliance and recordkeeping are not
only required by law, but also constitute good business practice.
n
William Y. Crowell,
III is a partner with
the Albany-based law
firm of Whiteman Osterman & Hanna LLC.
You can reach him
at 518/487-7677 or
wcrowell@woh.com.
William Y. Crowell, III
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Labor Laws/Unionization Topics at
NYSCWA Long Island Meeting
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ADP’s Steven DeLaura and Gareth Reese educated
attendees on what their company can do to help
operators comply with all labor laws.

CAR

A
W

PLAINVIEW, NY – The New York State
Car Wash Association (NYSCWA)
broached the topics of Labor Laws and
Unionization at its membership meeting here July 17 at the Hilton Garden
Inn. Labor and employment lawyer
Dennis Lalli of Bond Schoeneck & King
educated the group on the current labor
laws they need to comply with and labor
and employment lawyer Raymond Pascucci, also of Bond, Schoeneck & King,
shared his expertise on unionization
and how best to prepare your staff for a
possible movement at your wash.
Also at the meeting were two representatives from ADP, Steven DeLaura and
Gareth Reese, of Melville, who explained
how their company can help members
get in compliance and stay in compliance. This is the association’s most recent member benefit. “The amount of
take-home value from this meeting was
extensive,” said NYSCWA President Walt
Hartl. “I always say that getting the best
advice from experts in their fields is how
you run a successful carwash. Today, we
gave our members just that.”
William Crowell, the association’s lobbyist from Whiteman, Osterman & Hanna in Albany also updated the group on the legislative
front and efforts in New York City to
regulate carwashes.
n

SH

Raymond Pascucci of Bond Schoeneck
& King discussed how best to prepare
for a unionization effort at the wash.
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NYSCWA President Walt Hartl spearheaded the meeting at the Hilton
Garden Inn in Plainview on Long Island July 17.

NYSCWA
Lobbyist
Bill Crowell
updated the
group on the
legislative
efforts in New
York City.

November 1

Fall Meeting & Carwash Tour
Dennis Lalli, who has spoken
to the membership previously,
touched on labor laws in which
every operator should be familiar.
Lalli and Pascucci will be featured
speakers at the Northeast Regional Carwash Convention (NRCC),
October 1-3 (nrccshow.com).

Binghamton, NY
We’ll tour the newest Hoffman Car Wash in Vestal that
boasts optional “touchless” service in the tunnel, a belted
conveyor system, auto cashiers and a drying system and
electric doors in each self-serve bay. And you won’t want to
miss checking out the company’s first dog wash!

We will also visit some other state-of-the-art
washes including EnviroAuto Wash.
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Visit nyscwa.com to learn more and register!
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We’ll move the cones and keep
your wash count high.
With Ryko's Professional Services Program, your car wash
investment is well-maintained and profitable.

RykoProfessionalServices.com | 800.284.7956

Building A More
Profitable Car Wash

TM

TM

Think Future. Think Cloud.
Think AutoPilot.™

SONNY’S AutoPilot delivers Simply
Smarter Controls™ such as ProfitPilot,
the industry’s only cloud based solution
to increase revenue with marketing
solutions while managing your
equipment, customer base, labor and
inventory to reduce operating costs.

r
Manage

ash
The CarW

The Best Selling Conveyorized Car Wash Equipment in the World!

1-800-327-8723 www.SonnysDirect.com

Right Parts. Right Price.
Right Now.™

Designed Here. Built Here.
Backed Here.™

TM

SONNY’S provides car wash parts
and supplies through its catalog of over
650 pages, stocks 12,000 different
items, manufactures replacement
parts for 12 OEM manufacturers, and
offers same day shipping on parts
orders placed by 3PM EST.

Supplier

ash
The CarW

SONNY’S is the bestselling
conveyorized car wash equipment
in the world with products proudly
designed and built in the USA!
Visit the factory to learn why more
operators choose SONNY’S than any
other tunnel supplier in the world.

Factory

ash
The CarW

TM

Come tour the factory
and see why!

SONNY’S financial stability is recognized by
Dun & Bradstreet, the world’s leading source of
commercial information and insight on businesses.

Decide With Confidence

Real Operators. Real Training.
Real Results.™

SONNY’S CarWash College delivers
hands-on training – onsite or
campus-based – in areas such as
car wash maintenance, repair, and
management. It’s where the car
wash industry comes to learn – 1
week at a time ™.

Trainer

ash
The CarW

The Tunnel Experts - We make car washing easy! ™

TM

