
Issue’s Shining Star!

SPRING 2012  |  Vol. 17 No. 2







FEATURES

 12 A Whole Lot of “Firsts” 
  Pepper Hoffman’s Newest Location

 22 California Carwashes Resist  

  Unionization Efforts

IN EVERY ISSUE

 6 As I See It

 8 Reader’s Voice

 10 Newsworthy

 24 Doug’s Perspective

 26 Venus & Mars

 28 A Sign of the Times

 30 Towel Tips 

 31 Insights with RayJ

 32 Gary’s Tech Tips 

 34 Guest Column: In a Time of Change,  
  Are You Asking Questions?

 36 CAP News

 38 Classifieds

 40 CCA News

 50 CWONJ News

 66 MCA News

 72 NECA News

 84 NYSCWA News

 96 Advertising Directory

… and more!

Spring 2012 Vol. 17  No. 2

 

Editor and Publisher
Suzanne L. Stansbury

Contributing Editor
Alan M. Petrillo

  

Art Director
Katherine Watson

Assistant Editor
Bethany Dixon

Please direct advertising and editorial inquiries to:  
Media Solutions, 2214 Budd Terrace, Niskayuna, NY 12309 

ph/f: 518.280.4767 • mediasolutions@nycap.rr.com
www.northeastcarwasher.com

Space reservations and materials for the Summer 2012 issue are due April 29, 2012.

On the cover: Hoffman Car Wash’s newest location in Vestal, NY.

O
N

 T
H

E 
CO

VE
R

4 |  Northeast Carwasher, Spring 2012



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

800.762.7483
309.467.2335 | info@sobrite.com

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

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

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

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

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

Model Shown: Filtermatic 2 Dual Module
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 One of the hardest parts of my job, and definitely the most frustrating, is mak-

ing sure that I get attendees to the meetings and events I coordinate. It seems pretty 

easy, right, you just let them know about what is scheduled and they will come. You 

send mailers, eblasts and you post the meeting specifics on your website; you ask your 

members to talk it up; you ask your vendors to talk it up.

 But asking your suppliers and distributors to help you spread the word isn’t a 

given, unfortunately. I remember being blown away years ago when I was told by a sup-

plier that many vendors (not all, mind you) are too paranoid to spread the word about 

membership meetings because they fear that their customers may be “stolen” away by 

their competitors if they attend a meeting. How misguided is that? How sad. And how 

frustrating, especially when these same vendors say, “Where is everyone? Why aren’t 

there new operators here?”

 If I’m missing something, please set me straight, but if you are selling a cred-

ible product and stand behind it and price it right, shouldn’t you be confident in what 

you are selling and your ability to sell it?

 Doesn’t it make sense that the more operators there are at an event, the bet-

ter the event and your opportunity as a vendor to grow your market share and win 

some new customers?

 Now, let me just say that there are vendors out there who actually put effort 

into speaking to their customers about membership meetings and joining the asso-

ciations, but I’m afraid that there are more who do not. I’d love to get some feedback 

from vendors on this topic. I’d love to work together to grow our attendee numbers 

and help the suppliers grow their customer bases. I believe that we could all benefit. I 

know we could.

Suzanne Larkin Stansbury

Editor/Publisher

Visit your association’s section in the magazine to learn more about up-
coming membership meetings/events! Attend them and I know it will be 
well worth your time and money!

As I see It

CAP ............................ 36

 CCA ........................... 40

 CWONJ .................... 50

 MCA .......................... 66

 NECA ........................ 72

 NYSCWA ................ 84
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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 2012. All rights reserved DRB Systems, Inc.

It’s what Separates the Successful Car Wash from the Competition

• Proven Performance 
in the Real World – The
SiteWatch XPT is used by most
of the leading car washes in 
the industry, including: Tidal
Wave Car Washes, Atlanta;
Fuller’s Car Washes, Chicago;
Clean Freak Car Washes,
Phoenix; Triple Play Car Wash, 
Attleboro; and Bubbles Car
Washes, Houston. Visit
www.drbsystems.com for 
a complete customer list. 

• A Consistent Experience for
Customers – Your customers
will always get a professional
message delivered to them at
your self-pay stations. The XPT
is never sick, never late, and
never in a bad mood. 

• Maximum “Up Time” –
Designed to withstand the 
rigors of an outdoor car 
wash environment, the XPT 
performs reliably with minimal 
interruptions due to down time.

• Support – If anything should 
go wrong, the XPT is backed 
by a full-time in-house support
department of highly trained
specialists 7 days a week.

• Built for High Volume –
A single XPT can process up 
to 80 cars an hour. Features 
like a logical work flow and the
optional FastPass® Wireless
Acceptance System help you
process more customers in 
less time.

• Security – The tamper-resistant
XPT features a built-in camera,
shock sensor alarm, multiple
locking points, and steel tubes
in concrete base.

• Connectivity – SiteWatch
Alerts and Bulletins keeps you 
in touch with your XPT when
you’re off site, alerting you
when issues arise that may
require your attention.

Learn More about How the SiteWatch Xpress Pay Terminal 
Can Help You Deliver the Reliable Service that Locks in 
Customer Loyalty

Contact DRB Systems at 1-800-336-6338, or visit www.drbsystems.com
for more information.

It’s what You Can Expect from the 
SiteWatch® Xpress Pay Terminal® (XPT®)
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-10%

-31%

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

Send your thoughts to:  
Editor, Northeast Carwasher  

2214 Budd Terrace, Niskayuna, NY 12309 
OR  mediasolutions@nycap.rr.com

A Heartfelt Thanks!
 We received the winter issue of the magazine and I 
wanted to take a moment to thank you again for all of 
your help and support of the Grace for Vets Program. 
In addition to the ad space, your personal editorial was 
also a great write-up ( for us). When stories such as the 
O’Shaughnessy’s are shared it really helps tell the story be-
hind the program. We couldn’t continue to grow the pro-
gram as we have over the past few years without the sup-
port of individuals and publications such as the Northeast 
Carwasher. When we grow and expand the program it only 
helps to honor more Veterans and military personnel for 
their service.
 Mike and the entire Grace for Vets volunteers thank you 
from the bottom of their hearts.

Sharon C. Ramp, Director of Marketing 
Cloister Wash and Lube, Ephrata, PA 
www.graceforvets.org

Editor’s Note: The 2011 Grace For Vets program broke records! 
There were more than 800 companies, 1700 locations and four 
countries involved in honoring our Veterans and military per-
sonnel. Register your wash today for the 2012 event, November 
11, at www.graceforvets.org.

ReAdeR’s voIce

WASH Volume Index
 We have taken the pulse of five East Coast operators to 
see where their volumes are compared to last year (YTD Janu-
ary 2011 to January 2012). It’s sad to say that no one was up, 
but the Boston market was impacted the least amount being 
down only 10 percent. The Mid-Atlantic and ‘Jersey Shore took 
the biggest hits and were down -31% and -27% respectfully.

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

Site on the Mind
 Crossroads Carwash of Bethel, CT, has 
taken advantage of social media on its site. 
The site integrates links to their Facebook 
and Twitter, allowing customers to contact them through 
both email and social networking. The site uses a simple, but 
striking, color scheme to pull you in. 
 Crossroads has kept the site easy to read and informa-
tive. All services are thoroughly explained on the site. The 
“About Us” section is filled with interesting facts about the 
wash. The gift options are easy to add to the cart. 
 Check it out yourself at www.xroadscarwash.com.  n

mike ditka to Keynote  
The Car Wash Show™

 NFL Hall of Famer Mike Ditka is slated to keynote The 
Car Wash Show™ 2012, according to the International Car-
wash Association (ICA). The annual show is set for May 7-9 
at the Sands Expo and Convention Center in Las Vegas, NV.
For more information visit www.carwash.org.� n

 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 businesses.

“Love Is the Killer App: How to Win Business and Influ-
ence Friends” by Tim Sanders, Gene Stone.

“Flying Without a Net: Turn Fear of Change into Fuel for 
Success“ by Thomas J. DeLong

“Onward: How Starbucks Fought for Its Life without 
Losing Its Soul” by Howard Schultz, Joanne Gordon.

If you have read anything notable, please share it with us 
at mediasolutions@nycap.rr.com!� n

The
Book 
Nook
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*** Also cleans cars better

Retrofit Kits available for 
equipment such as:

Blast-Tec Pro 324
Rotating Nozzle Technology

Innovative Cost Saving Solutions

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

hydraflexinc.com     952.808.3640

Sonny’s Omni
MacNeil Magnum

Coleman Water Wizard

SAVE
WATER



Advanced has provided service in the 
Georgia and Alabama markets for more 
than 25 years, according to a company 
press release. Advanced Car Wash Sys-
tems is headquartered in Marietta, GA. 
 According to Robert Ramsdell, 
President of Advanced Car Wash Sys-
tems, “In 1984 Advanced opened their 
doors in the Atlanta market. We under-
stand customer service is the driving 
force to growing our business all these 
years,” he said. “Advanced is pleased to 
expand our partnership with PDQ Man-
ufacturing, Inc., with a common goal of 
assisting our customers to achieve their 
business goals and providing the service 
our customers deserve.”� n

For more information visit www.thead-
vancedgroupinc.com or www.pdqinc.com

JIm KocH JoInS WASHWorld

 Washworld, Inc., DePere, WI, has 
announced that Jim Koch will fill the 
newly created position of Director of 
National Accounts. The rapid growth 
during the past few years has required 
the addition of a person to handle the 
large, multi-state accounts, according 
to a company press release. Koch has 
18 years of experience in the carwash 
industry and previously held the posi-
tion of Vice President of National Ac-
counts for CSI/Lustra.� n

For more information  
visit www.washworldinc.com

mAcneIl receIVeS uS PATenT
 MacNeil Wash Systems, Barrie, 
Ontario, has been awarded U. S. Pat-
ent No. 7,927,081 B2 for its Magnum 
Pumping Stations, part of MacNeil’s 

Executive Officer of Ryko. “The acquisi-
tion will allow us to further strengthen 
our position as the leading provider of 
managed carwash systems in the Unit-
ed States,” he said.
 Commercial Washing Systems cur-
rently employs 29 people. Various pro-
grams are underway for the integration of 
the two companies, according to a com-
pany press release. Jody Carroll, President 
of Commercial Washing Systems, Inc. 
will remain with the company as Gen-
eral Manager of Sales and Service for the 
South/Central Texas Region.� n

For more information visit www.ryko.com

GoVernor BrAnSTAd  
VISITS ryKo 

 When Ryko Manufacturing Com-
pany, Grimes, IA, first opened its doors 
nearly 30 years ago, the sitting Gover-
nor of Iowa, Terry Branstad, cut the rib-
bon on the plant and toured the facility. 
Ryko recently hosted the sitting gover-
nor of Iowa again. Branstad toured the 
company’s facility once again nearly 
three decades later.
 During the most recent visit, 
Branstad toured the facility and con-
gratulated the company on its success 
in job growth and expanding economic 
development to the area. During the 
Governor’s tour, Ryko’s CEO, Steve 
L’Heureux, shared the company’s plans 
for even more employment growth. 
 “Since the visit,” said L’Heureux, 
“the Governor has referenced Ryko’s 
contributions to the state and local 
economy in a series of economic round-
tables and forums he’s participated in. 
We are very proud to be contributing to 
the rebuilding of Iowa’s economy, and 
look forward to working with the gov-
ernor to continue that endeavor.”� n

For more information visit www.ryko.com

AdVAnced cAr WASH SySTemS 
PArTnerS WITH PdQ 

 PDQ Manufacturing, Inc., DePere, 
WI, has announced the appointment of 
Advanced Car Wash Systems as a new 
distributor in the Tennessee market. 

InduSTry Icon  
SHermAn l. lArSon dIeS

 Sherman L. Larson of Riverton, NJ, 
passed away on February 5. He was 93. 
Larson, an industry icon and innovator, 
started Sherman Industries, one of the 
first carwash equipment manufactur-
ing companies, in 1945 in New Jersey. 
He was instrumental in designing hun-
dreds of labor-saving pieces of equip-
ment to advance the carwash industry. 
In fact, he was noted in the American 
Inventions: A History of Curious, Ex-
traordinary, and Just Plain Useful Pat-
ents by Stephen van Dulken as a result 
of a number of patents he owned.
 Larson was honored by the Inter-
national Carwash Association (ICA) 
with its President’s Award in 1964, its 
Hall of Fame Award in 1980 and the En-
gineering Award in 1981. 
 He is survived by his wife Teresa, son 
Keith and sister Marjorie Williams. He 
was a proud grandfather, great grandfa-
ther and great-great grandfather.
 Memorial contributions may be 
made to the Bethany Lutheran Church, 
617 Morgan Ave., Palmyra, NJ 08065.�n

ryKo SoluTIonS AcQuIreS 
commercIAl WASHInG  

SySTemS, Inc.

 Ryko Manufacturing Company, 
Grimes, IA, has announced the acqui-
sition of Commercial Washing Systems 
Inc., the company’s largest distributor. 
The acquisition will extend Ryko’s na-
tional direct sales and service support 
for customers in the central and south-
ern regions of Texas.
 “Commercial Washing Systems has 
been a vital and extraordinarily success-
ful component of Ryko’s distribution sys-
tem for 30 years, so we’re very pleased to 
be adding them to the Ryko family,” said 
Steven L’Heureaux, President and Chief 

NewswoRthy
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cSI exceedS FIrST yeAr GoAl 
on Zero WASTe InITIATIVe

 Cleaning Systems, Inc., DePere, 
WI, manufacturer of Lustra® Profes-
sional Car Care Products and Dy-
naEdge® cleaning and protection 
products for transportation and in-
dustry applications, has exceeded its 
initial goal for zero waste. Last sum-
mer, the company embarked on an 
initiative to limit waste sent to land-
fills from the manufacturing of clean-
ing products for transportation and 
industry applications, according to 
a company press release.  Their goal 
at the time was to cut waste to land-
fills by 50 percent by the end of 2011. 
Year-end results showed a 90 percent 
cut in waste.  
 “The ease by which we achieved 
these surprising results is amazing,” 
said Roger McGrath, Plant Manager 
for CSI. The company partnered with 
a local recycling company that takes 
specific types of materials and turns 
them into fuel pellets that are used 
in industry as a coal alternative. The 
bulk of materials that CSI is now re-
cycling are label backing paper and 
packaging from their supplies and 
raw materials. The initiative was in-
troduced to employees through a 
campaign supported with informa-
tional materials, color-coded graph-
ics and collection containers that 
were easily identified. In addition to 
the recycling of manufacturing by-
products, CSI recycles cardboard, 
aluminum, steel, plastics and glass, 
leaving very little additional waste.
 CSI first attained ISO 14001:2004 
certification for its environmental 
management system in 2009 and has 
sought to continually improve and 
demonstrate leadership in its protec-
tion of the environment.� n

For more information  
visit www.cleaningSystemsInc.com

Michelle Covington, technical writer 
and Chairman of the Charity Com-
mittee at Unitec Electronics.
 This is the sixth year of Unitec 
Electronics’ charitable giving. Previ-
ously, the company supported Smile 
Train, St. Jude’s Hospital for Children 
and most recently, the Fisher House 
Foundation, which received a dona-
tion of $1,017 in 2011. The charities 
are selected based on a company-wide 
nomination and voting system.� n

For more information  
visit www.unitecelectronics.com

dIAmond cHemIcAl  
GoeS SolAr

  Diamond Chemical, East Ruth-
erford, NJ, a leading supplier of 
laundry, floor care, housekeeping, 
industrial, specialty chemicals and 
carwash products, is committed to 
preserving the environment as evi-
denced by its Green Key® product line 
which was developed in partnership 
with the U.S. E.P.A’s Design for the 
Environment initiative, according to 
a company press release.
 In furtherance of Diamond’s goal 
to lower its environmental impact, it 
will soon begin the partial powering 
of its operations via a six-acre, 2.5 
megawatt solar farm. This project is 
presently being installed adjacent to 
Diamond’s East Rutherford property. 
 The use of solar power will less-
en Diamond’s energy expense, which 
will save the company, and its cus-
tomers, money. The solar farm will 
also reduce emissions, Green House 
Gases (GHG), and lessen Diamond’s 
environmental/carbon footprint.� n

For more information  
visit www.diamondchem.com

Magnum Series of high-pressure equip-
ment. These pumping stations feature 
Isolastic Suspension which prohibits 
damaging vibrations and reduces back 
room noise, according to a company 
press release.� n

For more information  
visit www.macneilwash.com

Founder oF BroAdWAy 
eQuIPmenT PASSeS AWAy

 Robert Schleeter, the founder of 
Broadway Equipment Company and 
Auto Butler, a paint protection com-
pany, Minneapolis, MN, died Decem-
ber 11 at the age of 74. Schleeter pur-
chased his first carwash in 1962. He 
went on to own seven wash sites over 
the next 40 years. 
 Schleeter began the Broadway 
Equipment Company in 1977. The 
Company grew to become one of the 
largest providers of carwash systems 
to car dealers. � n

For more information  
visit www.broadwayequipment.com

unITec elecTronIcS SuPPorTS 
“SHAre our STrenGTH”

 Unitec Electronics, Baltimore, 
MD, designates a charitable orga-
nization to support annually. The 
company holds events and activi-
ties throughout the year to engage 
staff and to fundraise. The char-
ity of choice for 2012 is “Share Our 
Strength,” a not-for-profit organiza-
tion that is leading the United States 
in its fight to end hunger.
 The Unitec Electronics Charity 
Committee plans events for employ-
ees, including a Mardi Gras-themed 
luncheon, in February. Bake sales, 
luncheons, holiday-themed events 
and raffles take place throughout the 
year to generate funds. Unitec’s to-
tal annual contribution is presented 
to Share Our Strength in early 2013. 
“These events give our employees 
a chance to come together to do 
something creative and fun, while 
also supporting a good cause,” said 
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A Whole Lot of “Firsts”
Pepper Hoffman’s Newest Location

A “Touch-Less” Option
 For the “touch-less option,” stronger high PH and low 
PH pre-soaks are applied as all the brushes retract as the car 
progresses through the wash. The wash process progresses 
into high-pressure rinsing, Hoffman’s following wheel blast-
er, spot-free rinse and an AVW 120-hp drying system.  
 Hoffman noted that the tunnel has a single drying sys-
tem fan located after the high-pressure rinse arch, but before 
the drying agent and clear coat sealant and spot free arch.
 “The fan blows off nearly all the water from the top of the 
vehicle so the drying agent and sealant are more effective,” he 
said. “This was a surprisingly great idea.” 
 The Vestal location will become Micrologic’s first auto 
cashier installation, Hoffman said, and it is also a first instal-
lation for Hoffman Car Wash.
 “The auto cashier is gated and is RFID-tag (radio-fre-
quency identification) capable,” Hoffman says. “The gate will 
open automatically if it detects a RFID tag in the windshield.”
 Hoffman said he intends to sell the carwash’s unlimited 
wash program and gift cards out of the auto cashier. Gift cards 
become active as they are ejected out of the machine, and 
don’t have to be swiped to activate them. Prepaid carwashes 
and gift cards charged with cash also can be used in all of the 
Vestal self-service bays, dog wash bays and vacuums.
 The auto cashiers, which have a large touch screen, have 
two bill acceptors, will dispense dollar bills for change and 
also can read barcodes.
 The Vestal self-service bays face north and catch a lot 
of wind, Hoffman said, so he installed four Airlift doors at 
the entrances, allowing customers to put the door down for 
a more comfortable experience.
 Hoffman, whose company builds its own self-service 

Tom Hoffman, Jr. is a true innovator. Anyone who knows him can 
see his passion and drive to create a wash like no other with every 
new location he undertakes. And although his newest undertak-
ing has been many years in the making, with more than its fair 
share of approval hassles, it has not put a damper on his ingenuity 
to create a truly unique wash. The vision he had in 2003 when he 
first bought the property is now reality and despite what he calls 
“…one of the worst winters we’ve ever seen in terms of wash vol-
umes,” he is bullish on this industry and its potential.

By Alan M. Petrillo

 Hoffman Car Wash’s latest location in Vestal, NY, a Bing-
hamton suburb, is a state-of-the-art facility that incorpo-
rates a number of “firsts” for the 19-location Albany-head-
quartered company.
 It’s Hoffman’s first carwash with optional “touch-less” 
service in the tunnel, first to incorporate a belted conveyor 
system, first location with auto cashiers, first location with a 
drying system and electric doors in each self-service bay and 
its first self-service dog wash.
 Hoffman’s Vestal carwash is a 150-foot exterior soft cloth 
tunnel that has a “touch-less” option, four self-service bays 
and three dog wash bays.
 The biggest standout feature of the Vestal carwash are 
the five independent belts that bring the vehicles through 
the carwash process, said Tom Hoffman Jr., Hoffman’s chief 
executive officer.
 The first belt is a seven-foot long prep belt on a car’s driv-
er’s side that delivers the vehicle onto two loading belts, that 
then feed the car onto the two wash belts, located under each 
side of the car.
 “The purpose of the loading belt is to improve produc-
tion by running it faster than the wash belt, when neces-
sary, to reduce excess space between cars,” Hoffman said. “It 
should create a better customer experience since we won’t 
need to pressure customers to load as close to each other 
during busy hours.”
 Hoffman said the control system controlling the load-
ing belts will speed up the belts to reduce car spacing if it’s 
needed since it knows where the vehicles are positioned in 
the wash process.
 “The belt also helps prevent collisions in the carwash be-
cause people can’t steer out of the track. Also, if they put their 
foot on the brake, with a conveyor, they could jump a roller 
and be hit from behind. That can’t happen here because both 
vehicles are on a moving belt.”
 In addition, wheel rims never come in contact with the 
belt as they might on a conveyor, Hoffman pointed out, so 
there is little likelihood of wheel damage.

The 19th Hoffman Car Wash is located in the 
Binghamton, NY, suburb of Vestal. It features a 
150-foot tunnel with a "touch-less" option, four 
self-service bays and a three-bay dog wash.

Continued on page 14…
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PAYSTATIONS FROM HAMILTON

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

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

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

Customer Value Cards X  W/DAN W/DAN 

Paypass Credit Card Acceptance X   
Features    
Receipt Printer X X Optional 

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

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

Alarmed 
X X 

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

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

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



ing to him before the opening wanted to know more about 
the dog wash than the carwash.
 “It’s not a huge number in sales for the company, but it’s 
goodwill and provides word of mouth and there’s nothing 
better than that,” Hoffman said. “A very high percentage of 
customers are happy with the end result.”
 The entire Vestal site has a great deal of LED lighting, 
which Hoffman calls “the future of lighting for carwashes.” 
The 150-foot tunnel has 300 feet of LED lighting running 
down the left and right sides, using only 1,875 watts of power.
 “I normally would use one metal halide lighting fixture 
every 10 feet,” Hoffman said, “but with the LED lights, I use 
70 percent less power for tunnel lighting. The payback will be 
about 1.3 years for the LED lighting.”
 In the self-service bays, Hoffman has one-third of the LED 
lights off all the time, until a customer drops in the first coin.
 “It’s instant gratification for the customer when the 
lights turn on,” he said.

Bullish on Unlimiteds
 Hoffman continues to be a strong believer in unlimited 
wash programs, calling them an insurance policy for car-
washes and their customers. The Vestal location has four 
wash packages ranging from Express to the Works with a hot 
wax, which runs $29.99.
 “We sell our express unlimited carwash for $14.99,” he 
said, “while the express wash runs $9 for one visit. Usually 
an unlimited wash is sold at a 3 multiplier, but we decided to 

equipment, installed “an enormous coin box” in the corner 
of each self-service bay, along with a 30-hp drying system.
 “Any customer who spends at least $5 can use the dry-
ing system,” he noted. “An illuminated push button begins to 
flash when they spend $5.”
 The coin boxes take coins, currency and credit cards. 
Hoffman offers four different prices in the self-service bays, 
with the more money a customer spends, the more time he 
gets per dollar on the system.
 Hoffman said the Vestal location is the first where Hoff-
man Car Wash has used a Hydra-Flex Aqua-Lab chemical 
delivery valve for its triple wax, foam brush and wheel brush 
functions. The same pump that delivers chemistry and solu-
tions to the tunnel also delivers to the self-service bays.
 “I’m very impressed with the way these self-service bays 
are performing,” Hoffman said, “especially in the delivery of 
the products through the foam and wheel brushes.”
 Hoffman said he also uses a Hydra-Flex solenoid valve in 
each of the dog wash bays. The injector, located underneath 
the valve that allows for a quick disconnect, has a port for the 
chemistry to be sucked in from a concentrate barrel.
 Hoffman noted he was surprised at the popularity of the 
dog wash.
 “We opened the carwash on December 26, and the dog 
wash in early January,” he said. “The first weekend we washed 
nearly 40 dogs. They may have been attracted by our street 
sign and the awnings that have ‘dog wash’ on them.”
 Hoffman pointed out that 95 percent of the people talk-

Continued on page 16…

Hoffman’s Newest Location … continued from page 12.

The belted conveyor system is a first for a Hoffman Wash. 

With his tunnel 
lighting, Hoffman 

says he uses 
70 percent less 

power  with LEG 
lighting than with 
traditional metal 

halide lighting.

 The vac islands are neat, clean and 
attractive. The Power Vac's accept 
coin, currency and credit cards.
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October 1-3, 2012

Northeast Regional Carwash Convention
23r� An�u�� 

Hos�e� �� ��� C���ec�i�u� C��wa�� A�so�ia�i��

Mark your Calendar!

“We had a great show, the traffic was steady and the 
people were engaging. We were able to obtain strong leads 
from this show and turn these into new customers in just 
a couple of weeks. Our entire team left with many solid 
prospects.
One of the best shows in years, great job!”
A� Wes�-�����IZ ��A, �NC.

Trump Taj Mahal Hotel & Casino
Atlantic City, New Jersey

“The best investment I made for my business 
was attending this show. Gained valuable 
knowledge and learned a new perspective on 
how to operate my wash. The exchange of ideas 
was invaluable! I will definitely be back next 
year!”

     

With a packed show floor and 60,000 sq. ft. of exhibit space the NRCC continues 
to raise the bar with a tremendously successful show!

Thank you to all who attended and exhibited for your support. 

 Visit www.nrccshow.com for more highlights!

Questions?
Call: 800-868-8590

Email: info@nrccshow.com       Website: www.nrccshow.com



go with a 1.8 multiplier for Vestal so the customer 
would only have to wash his car twice a month to 
get his money’s worth.”
 Getting a customer to visit a carwash more 
than an average of once a month can be difficult, 
he added, so carwash operators might consider 
doing so through pricing. Besides, Hoffman said, 
it becomes less expensive to wash additional cars 
as a carwash becomes busier, thus increasing gross 
profit per customer.
 But in the end, it’s the experience the customer 
gets at the carwash that should be a chief concern, 
he noted. “We want to differentiate ourselves from 
competitors,” Hoffman said, “which is why there are 
so many unique ideas in our Vestal location.”� n

Alan M. Petrillo is a Tucson, AZ, freelance writer and con-
tributing editor of Northeast Carwasher. He also is the au-
thor of the historical mystery, Full Moon, and several books 
on historical military firearms.

Hoffman’s Newest Location … continued from page 14.

The well lit self serve offers four pricing options, with the more money 
a customer spends the more time he gets per dollar.

The four dog wash stations have been very popular 
since they were opened in January. Although it is a 
small profit center, Hoffman says it creates goodwill 
and customers seem to love it. The Dog Wash coin 
acceptor offers many options to customers including 
a disinfectant, conditioner and "tearless" shampoo.

More photos  
on page 18 …
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www.fragramatics.com
800-643-1574  

ePort® is a registered trademark of USA Technologies.

Add credit/debit card 
acceptance to any existing 
vacuum or wash bay with a 

wireless ePort for $550

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.

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%

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

2011 FragramaticsMagAd_SwipeIt.indd   1 2/6/12   7:43 AM



Hoffman’s Newest Location … continued from page 16.

Options abound in the self-serve 
bays. The coin box even gives cus-
tomers the option to raise or lower 
the bay door, and clearly explains 
the wash's discount pricing.

More photos  
on page 20 …
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35'

Everyone wants a MacNeil. Now everyone can have one.

FITS YOUR FOOTPRINT. FITS YOUR BUDGET.
Our out-of-the box In-bay Express Wash transforms your underperforming 

in-bay automatic to a profi t-producing mini tunnel with virtually no site 

changes. You won’t fi nd a smaller mini tunnel retrofi t solution – and you 

certainly won’t fi nd a better one.

• 50+ cars per hour

• Fits into as little as 35' of bay space 

• Simple modular design makes
in-bay retrofi ts easy and affordable

• Pump up the profi ts with wheel 
cleaning and tire dressing add-ons

Turn an underperforming 
in-bay into a

HIGH-VOLUME 
MINI TUNNEL

Put money back in your pocket with a MacNeil.

For more information scan the QR Tag, or go to 

www.macneilwash.com

1-800-361-7797



Hoffman’s Newest Location … 
continued from page 18.

Five independent belts carry a vehicle 
through the wash process at Hoffman's. The 
first belt is a seven-foot long prep belt that 
delivers the car onto two loading belts.

A shiny stainless steel prep gun activates when it is lifted out of its holder and 
makes contact with a proximity sensor that turns the unit on.
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California Carwashes Resist 
Unionization Efforts
By Alan M. Petrillo

 Acknowledging there were “pretty outlandish behaviors 
alleged by some of those carwash operators,” Wulf pointed 
out there are sufficient laws on the books, reporting require-
ments and compliance activities that he didn’t think union-
ization was the answer for the carwash industry.
 “I think unionization adds costs for business owners 
and takes dollars out of employees’ pockets,” he said.
 The California carwash industry is regulated by the 
Car Wash Worker Law, which requires carwashes to reg-
ister with the California Division of Labor Standards, pay 
a $250 registration fee, a $50 restitution fund fee and sub-
mit a $15,000 surety bond.
 Ross Hutchings, executive director of the Western 
Carwash Association (WCA), said that “CLEAN has been 
attempting to organize carwashes for quite awhile, about 
10 years now and in that time they’ve only organized one 
carwash. I don’t see them getting a lot of traction; how-
ever, we should not let our guard down because they will 
not quit or go away.”
 Hutchings pointed out that CLEAN was able to con-
vince the Los Angeles Unified School District Board of 
Education to approve a resolution last summer that al-
lows the district to wash its fleet of vehicles only at car-
washes that have signed a CLEAN agreement, which 
commits them to abide by certain employment, health, 
safety and environmental standards, as well as including 
a mechanism for independent third party monitoring of 
the carwash.
 “We believe that three of the five major points in the 
agreement are illegal,” Hutchings said. “The agreement 
would allow unions to come in and organize, and if the 
owner sells the carwash, the union agreement continues 
with it. This is a pretty onerous agreement.”
 Another element of the agreement requires the car-
wash to give workers time off to attend to immigration-
related matters, as well as to translate the agreement and 
any work rules into Spanish.
 East Coast carwash operators voiced concern about 
the possibility of union organizing attempts in the industry.
 Ron Slone, president of Hoffman Car Wash in Alba-
ny, NY, said if a union were organized at his carwashes, 
it would significantly raise Hoffman’s operating costs. 
Hoffman has 22 full-service, exterior, automatic and self-
service carwash locations in New York State.
 “It also would most likely reduce our flexibility in 
dealing with employees,” Slone said. “We promote based 
on merit and not seniority, while most unions have a se-
niority-based system instead of a performance based sys-
tem as ours is.”

 It’s often been said that trends starting in California 
eventually make their way to the East Coast. While such 
observations have proven to be true many times, carwash 
operators in the East are hoping one event taking place in 
the Golden State won’t find its way to them – unioniza-
tion of carwashes.
 In California, a group called CLEAN (Community-La-
bor-Environmental Action Network), working under the 
auspices of the United Steelworkers International Union, 
has been attempting to organize unions at carwashes, es-
pecially in the Los Angeles area. CLEAN was successful 
last October when it unionized the 30 employees at Bo-
nus Car Wash in Santa Monica.
 According to a CLEAN online statement, workers at 
Marina Car Wash in Venice, owned by the same company, 
but closed in December of 2010, also won recognition of 
the union. The statement noted the carwash owners had 
committed to reopen the carwash.
 CLEAN’s organizing campaigns at the Bonus and Ma-
rina Car Washes took nearly three years to come to frui-
tion, beginning in 2008.
 The upswing in union organizing activity is the result 
of some California carwash operators failing to pay mini-
mum wages and committing improper labor practices, 
according Eric Wulf, chief executive officer of the Inter-
national Carwash Association based in Chicago.
 “We are mindful of the fact there are legal require-
ments about what you can and cannot do about organi-
zation by employees,” Wulf said. “The California Depart-
ment of Labor requires new posters explaining the rights 
of employees to organize and we promote full compli-
ance with those requirements. However, our belief is that 
unionization is no solution to the issues highlighted by 
the far fringes of a small number of carwash operators.”
 In January, eight California carwashes agreed in a 
settlement to pay more than $1 million to settle charges 
they underpaid workers, denied rest and meal breaks, 
and created false time sheets, according to California At-
torney General Kamala D. Harris. 
 The action stemmed from a civil lawsuit that deter-
mined the carwashes “routinely denied workers minimum 
wage and overtime, failed to pay wages owed to those who 
quit or were terminated, denied rest and meal breaks, and 
created false records of time worked,” Harris said.
 In November of last year, a San Francisco carwash 
was fined for failing to pay employees for the hours be-
tween when they arrived at work and when they were per-
mitted to clock in. Allegedly, on rainy days, some workers 
were sent home without pay after waiting several hours.
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 Slone noted that many of Hoffman’s employees are 
cross-trained, which gives them added skills and makes 
them more valuable in the marketplace. Such employees 
get added pay for cross training and as they learn addi-
tional skills, are given additional compensation, he said.
 Dave DuGoff of College Park Car Wash in College 
Park, MD, said because he only has two employees at his 
self-service carwashes, he wouldn’t be much affected by a 
unionization effort.
 “The California carwashes got into trouble by not 
paying minimum wage and disregarding employee rights,” 
DuGoff said. “Most operators I know are tough business 
people who treat their employees fairly. I don’t see the 
California problems in the industry happening here.”
 DuGoff added that because there’s so much employee 
movement in and out of carwashes, he didn’t think the 
carwash industry was a typical fit for union organizing.
 “It’s hard to organize employees if they are not a sta-
ble workforce,” he said. “And there are too many small em-
ployers in the carwashes, so I don’t think unions will try 
to completely organize our industry.”
 Al Villani of Supreme Car Wash in Newark, NJ, op-
erates an exterior tunnel with three full-time and three 
part-time employees.
 “If a union was to organize on the East Coast, it could 
cost the carwash operator more for labor and that cost 
would have to be passed on to customers,” Villani said, 
“unless a business could move toward more automation 
to lessen the need for labor.”
 While exterior wash operations have more automat-
ed equipment, Villani noted that “a full-service carwash 
is very dependent on manual labor, so that kind of busi-
ness would be greatly affected by a union.”
 However, he added, he has not seen any indication of 
attempts to unionize carwash workers in his area.
 Ultimately, Hutchings of the WCA, doesn’t think 
unionization will get a strong foothold in the carwash 
industry.
 “I think most carwashes would close up before be-
coming unionized,” he said. “The industry is very similar 
to the restaurant business where not many are unionized. 
Besides, there are very few chain carwashes in California, 
so CLEAN will have to go to each individual carwash and 
convince them to organize, which is a very big task.”� n

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing 
editor of Northeast Carwasher. He also is the author of the histori-
cal mystery, Full Moon, and several books on historical military 
firearms.

Ask employees to evaluate 
your Performance
 Good managers evaluate their employees carefully. 
From time to time, though, they turn the tables. Getting 
feedback from your employees about your performance as 
a manager or owner can help you do a better job. 
 The simplest way to collect feedback would be to cre-
ate a short evaluation form and ensure all employees that 
their answers will remain anonymous. Here are a few ques-
tions you could ask:

 ❖ How would you describe my managerial style?

 ❖ Do I bring out the best in my employees?

 ❖ What can I do to improve the way I manage the 
company? n  

Take Control of Stress  
In The Workplace
 If your work is so pleasant that you spend all week-
end looking forward to Monday morning, you prob-
ably don’t have to read on. But if your job is a source 
of stress and tension – as it is for many people at least 
some of the time – you need to get control of the frus-
tration before it turns you into a wreck. Here’s some 
advice for keeping stress at bay:

 ❖ Identify the cause(s). Pay attention to what 
makes you nervous or angry at work. 

 ❖ Manage your time. Pressure is a common 
source of stress, and it usually results from a lack of 
time to do everything you want or need to do. Track 
how much time you spend on your daily tasks, and 
look for ways to delegate or eliminate anything that 
doesn’t really add value. Set realistic goals for your-
self so you’re not trying to do everything. Learn how 
to say “No.”

 ❖ Adjust your attitude. Accept the fact that a 
certain amount of stress may be inevitable, and stop 
trying to fight it. Look at the big picture, and remem-
ber that most people don’t set out to make trouble for 
you. Look at their motivations and stresses so you can 
predict what they need and avoid situations where 
they’re likely to lash out.� n
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Reality Bites, But It Doesn’t Have to 
Destroy Your Business
By Doug Rieck

doug’s PeRsPectIve

which employ such expertise. If our industry had started 
as a franchise-driven model, I am positive there would be a 
greater success rate. When we go out and look for property 
to acquire, our advisors are the same real estate salespeo-
ple who stand to make a commission on selling it. When we 
go to build a site our advisors are our equipment suppliers 
and the local professional engineers we retain for the site 
plan. The engineers perhaps will design one carwash site in 
their career, yet are making decisions that will affect your 
income. Please don’t get me wrong, our industry has many 
truly wonderful suppliers, who do a fantastic job, within 
their constraints of dealing with the Alpha personalities of 
carwash investors. I know that when I built my first car-
wash, I thought I knew way more than I really did. 

Rethink Your Business Model
 Another issue is your business model. Just as custom-
ers are deserting the mall for other forms of retailing, these 
same consumers may be looking for a different style of car-
wash. In the beginning there was the full-service conveyor, a 
noble institution but very difficult to run profitably and hard 
on the owner/operator. It’s great value for customers though. 
I owned and ran one for about 25 years. About six years ago, 
I fortunately converted it to the express/flex-service model. 
I understand this is not the answer for every location, espe-
cially here in New Jersey with high land values and many ex-
isting land-locked stores. Each site and market is unique and 
requires the correct answer for each circumstance. Unfortu-
nately, for some the answers are difficult. I do believe with pas-
sion that the days of the stand-alone carwash are gone. Each of 
my sites has as a minimum of two different profit centers and 
my primary express conveyor has four primary ones. The pres-
ent and future belong to the business model that has multiple 
profit centers with a carwash being one of them.
 What will those be? Look around at what is working now 
for others. The oil change market has been very good, but 
these profit centers are starting to have their own issues with 
extreme extended oil change intervals and car dealers offering 
free oil changes, for example.
 Certainly Hybrids and battery-powered cars will, in 
coming years, offer more challenges for oil change facilities 
we well. 
 Change, let’s get serious is eternal and constant. Re-
cently in numerous business magazines I have read that 
Target and Best Buy, as well as some other big box retail-
ers, are pushing national manufacturers to come up with 
new, distinctive to them, merchandise models. In other 
words, Target would be selling items that would offer 

 I think it is time that carwash operators face the reality. 
We have been great at denying the truth, blaming the weather, 
then blaming gas prices, then the economy. We always hold 
out hope; if the weather would just cooperate with us and if we 
get some road salt tonight, then… Then we will wash cars and 
things will be right in our little carwash world of clean cars 
popping off the conveyor. Sounds good, doesn’t it?
 The truth is much more complicated than that. We are in 
business, a volatile weather-related one to be sure, but as with 
any business there are a myriad of factors that influence our 
success. Those entrepreneurs who can identify the factors that 
affect their industry will do well. Those who ignore them will 
do so at their own peril. A lot of us need to look around, and 
deep inside ourselves. 
 The February 5 New York Times had a relevant article 
titled, “How about Gardening or Golfing at the Mall.” The au-
thor was writing about the way the covered malls have been 
changing to accommodate retail shopping trends, and facing 
a tremendous vacancy rate problem. The article goes on to 
discuss the overcapacity issue among the ever-present strip 
malls. It’s a good read and it has helped me to understand the 
obvious. In my own little area, the large food retailer, A & P, 
has closed an older store and last month a Pathmark located 
next to the area’s Walmart closed. Both of these food stores 
are located about seven miles apart, within a population of 
maybe 30,000. One was more than 30 years old, and the oth-
er about 10. In the past 10 years, there has been significant 
grocery retail capacity added with a BJs, Target and Costco 
being built, and with the local Walmart adding groceries. In 
addition, there is a long-standing Super ShopRite and next 
door to my one wash there’s a smaller SuperFresh. Sure the 
population grew, but not enough to require the service of 
all of these food retailers. It was inevitable that some would 
close. Chalk it up to overcapacity. In all retail business mod-
els today, OVERCAPACITY is the norm, and will continue for 
more than the next few years, I am guessing. 
 Overcapacity or wrong siting could never happen in the 
carwash industry, now could it! The market is growing, more 
houses are being built and all the new residents need to get 
their cars washed, and want the convenience – wrong.  
 I have been guilty of this thinking once, and the victim two 
other times. Not fun, at all. Competition may be the American 
way, but there are too many locations bereft of carwashing ser-
vices to make it a smart bet. 
 One of the curses of business as an independent owner 
centric industry is not having a savvy real estate depart-
ment saying “yes” or “no,” when we scout a new site. As an 
example, look at the varied fast food and burger franchises, 
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Jobs was a master at managing details and the total customer 
experience. That is why when I go home I enjoy using my Ap-
ple computers and iPad. The customer experience is superior. 
Should it be any different for our customers? I believe that the 
customer experience is a differentiating item that can destroy 
or make a carwash. The perception becomes the reality. 
 Another current issue is that regional markets do matter. 
Some are better for carwashing than others. Currently, New 
Jersey is not a terrific place to run a carwash. When I compare 
notes with fellow operators in various parts of the country 
there are regional differences in volume in the same time peri-
ods. I’d like to speculate on differences. Certainly weather pat-
terns, dry spells and wet spells can affect volume. Locally, 2011 
was the wettest year recorded at the Philadelphia weather sta-
tion. At the New York City weather station, it was the second 
wettest year. I am located between both cities and 2011 was a 
down year. Weather certainly hurt us.
 Regional economics can also affect wash volume. New 
Jersey has had a rough time with the economy. I feel that the 
middle class (our carwash customer) has had real problems 
with the loss of jobs. When you add in the insane real estate 
taxes and other issues, we have problems. Another issue is 
carwash competition and pricing. I understand that all of us 
must try our best to survive but there are some crazy low retail 
carwash prices in this state. This tends to reduce the value of 
the service and affect other washes in the area. Unfortunately, 
the cause is sometimes too many carwashes chasing too few 
customers. I admire and respect volume, but would rather run 
a profitable carwash. 
 A quick aside, last week I read an article in the Wall Street 
Journal about the car companies GM and Ford. Both were ada-
mant in claiming they had learned their lesson about chasing 
volume. While they may play with sales incentives briefly, their 
intent is to make a profit on each sale. I tend to believe that 
they have learned from their past problems. Those who can-
not learn from the past are doomed to repeat it.
 There is a lot more I can write, but I’ll save it for another 
column. The continual undercurrent among operators is the 
perennial question, “How many cars did you wash yesterday?” 
Then we move on to praise or blame the weather. That’s fine. I 
am often guilty of doing that myself as many friends will verify. 
It’s fun, self-satisfying and beats getting in a funk.
 But it is also nonproductive. What we need to do is to look 
at our own situation and determine the long-term viability of 
our location and then take action. We do have control of our 
own destiny.
 We are in business and need to get real. If your business 
model is not working, fix it. � n

Doug Rieck operates Magic Wash and is a past 
president of the Car Wash Operators of New Jer-
sey. He also sits on the CWONJ and NRCC board 
of directors. You can reach him at 609/597-SUDS 
or dougrieck@gmail.com. 

exclusive features. That way, Internet price comparison 
becomes tremendously more difficult. 
 The past Christmas brought to the forefront the issue of 
consumers using local big box stores as a showroom and then 
shopping for their electronics and other items online. With a 
seven- and nine-year old at home, I plead guilty to that offense. 
This year, the bulk of the presents came from Amazon. As a 
consumer, what’s not to love – lower prices, free shipping, no 
sales tax plus no time spent driving to the mall. Quite right-
fully, the Big Box merchants are plotting their change and to 
counter consumer behavior. It is wrong to expect our tiny car-
wash microcosm of consumer activity to remain in a ’70s show 
time warp. Our problems even seem manageable compared to 
what the big retailers face. 

Reinvest In Your Look
 The other part of change is that it seems essential that 
almost every retail store requires a periodic seven- to 10-
year makeover. Those who fail to reinvest see diminishing 
results. You know the names of the offenders, even if you 
don’t shop there. I know in my area that one national chain 
restaurant, for example, I frequented last fall with my fam-
ily was just plain “eeewww.” It was clean, sort of, but yucky. 
It had the same matted-down carpeting, booths, furniture 
and crayon scribbles on the brick walls it has had for the 
last decade-plus. I will not be back. The food was “ok,” but 
the experience poor. In New Jersey, the Wawa convenience 
store chain every five years or less seems to close each store 
for 24 hours and give it their version of an “Extreme Make-
over.” My express conveyor is six years from its makeover 
and in the past few months we have started redoing it with 
new tunnel lighting, new cloth on brushes, and last year it 
got a dog wash facility. 
 Right now at one of my in-bay automatics I am doing 
a mini makeover, much less than what I wanted to and 
really needed, but within fiscal constraints, but still great 
customer improvements.
 This leads into customer experience. How good is yours? I 
know times are tough, and most of us long ago hit our reserves, 
but we still need to do more. At the very least, we need to en-
sure that everything works as designed and that customers get 
a great wash. But, honestly, customer perception is more than 
just a great wash. It is the sum total of what they see, feel and 
hear. It is a feeling. I think a good preventative is to make sure 
that all your key staff wash their own cars several times a week 
at your wash and tell you when they find little problems and a 
“bad show. ”
 This past week, I had the pleasure after a recent carwash 
association meeting to sit down with several friends in the 
industry and talk. One friend, who has done an outstanding 
job at his wash was emphatic in talking about the customer 
experience. I was just sitting there and nodding because of the 
importance of what he was saying. Obviously, he has become a 
master at managing the customer experience, and his results 
show it. The customer experience is the heart of retailing. I 
think a good analogy is to look at the success of Apple. Steve doug rieck
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 I must admit that I think this 
is one of the easier questions I 
have had to answer for this col-
umn. In a way, the price you pick 
for your service will go into deter-
mining perceived value. The defi-
nition of value is as follows: 
1. The quality (positive or negative) that renders 
something desirable or valuable, 
2. The degree of importance you give to something, 
3. The amount (of money or goods or services) that is 
considered to be a fair equivalent for something else.
 That being said, if your patrons find little or no 
value in your service, it is going to be hard to succeed. 
The price you pick for your service, and the quality of 
the service you give, is going to determine if there is 
value in that service. It is easy to set your prices low 
to drive up volume. Anyone can do that, but is the 
cheapest choice the most valuable? That depends on 
a few things of course. For example, my father in law 
is an avid dollar store shopper. He loves to go after the 
bargain deals. He often comes home from the dollar 
store with generic brand batteries that he paid one 
dollar per pack for. Seems like a great value consid-
ering name brand batteries are probably five times 
the cost. They work great at first but we consider our-
selves lucky if we get 48 hours until they need to be 
replaced. Which battery has more value, the $1 ones 
that last two days or the $5 ones that will go strong 
for months? In the long run, I believe most people 
will find more value in the higher priced batteries.
 It is no different in the carwash business. There 
are always going to be people who are going to choose 
the least expensive wash. In fact, many people will try 
it one time to see if there is value in it. If those batter-
ies lasted even half as long as the name brand ones 

 As a great bargain shopper, these days I can 
definitely tell you value is more important than 
price. You do not go to a restaurant with lousy 
food because the food is cheap. Many years ago, 
I remember a beautiful sunny day right after a 
big snowstorm. I am sure you can remember 
one of those days with cars being lined up out 

to the street (really, try to remember!). Half of the people in the line 
were our favorites – “snowbirds.” You know the type, people who 
most of the year pull out their buckets and hoses and wash their 
cars at home. But as soon as it gets cold or a little salt gets on their 
cars they show up at your carwash feeling like they were doing us a 
favor by not pulling out their buckets and hoses and washing their 
car themselves.  
 After you have washed a couple hundred cars or so your help 
is getting a little tired and so are you. Our regulars have waited 
patiently in line, as they understand the value of having a great 
carwash and friendly service. If they have ever gone through 
the wash and their car was not perfect we would have gladly re-
washed their car with a smile. For those customers it is definitely 
about the value and service. But for those who just drove by and 
of course want just the “wash” with no extras, making them hap-
py is going to be difficult.  
 I can remember clearly when one of the snowbirds came 
through the wash one day and we missed a spot and they wanted 
to complain to the manager.  That was after the crew took the car 
off to the side and addressed the missed portion of the car. The car 
looked perfect, but they wanted their car to be rewashed and not 
touched up. I gladly put them back in the line and rewashed the 
car. One of my weekend employees said to me, “What do they want 
for a $5 carwash? My answer, “A clean car.” 
 The price doesn’t matter, but when somebody comes in for a 
carwash they want to leave with a clean car. If they pay $5 or $20 if 
they leave your wash with streaky windows or a dirty bumper, you 
will never see them again. To make matters worse, they will tell 20 
of their friends about the bad wash they got at your carwash.� n

Venus and Mars, aka Linda Feriod and Paul Vallario, are carwash industry veterans. Linda has worked in her family’s carwashing business 
for 18 years. She has also been the President of the Penn/Del Carwash Association and has managed the Car Wash Operators of New Jersey. 
Paul Vallario operates Westbury Personal Touch Car Wash in Westbury, NY, and is the President of Urban Avenue Carwash Distributors and 
Consulting. He is a board member of the New York State Car Wash Association. 

If you have a question for Venus & mars please send it to:  
media Solutions, 2214 Budd Terrace, niskayuna, ny 12309,  mediasolutions@nycap.rr.com

veNus & MARs

Mars Says

Paul Vallario

Venus Says

linda Feriod

Dear Venus and Mars, 
What is more important, price or value? 

Continued on page 29…
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The Colors of Carwashing 
 By Perry Powell

 A few years ago, I wrote an article extolling the vir-
tues of electronic message signs (or centers) also known 
as EMCs. In that article I wrote about such things as how 
to properly compare and cost these signs to see which was 
the best value. I also stated in that article that I could see 
no reason to make the purchase of a color EMC unit based 
on a basis of cost and benefit.
 Well, times have changed! Today, the color EMC is more 
affordable than ever and offers a wide array of choices in 
technology and providers. The market changed for a number 
of reasons and business owners should know a number of 
things which should influence which EMC to purchase. 
 Here are a few things you should know.
 Some things have not changed. If your sign provider is 
pressuring you to purchase at a show in order to receive a 
discount, BUYER BEWARE! If a sign is worth purchasing, it 
should be able to stand up to scrutiny. If you have made a 
purchase like this, don’t make the mistake of thinking that 
the technology is junk. This would be like saying all carwash-
es are junk because you once washed in a bad one.
 Buy American! Most EMC companies buy their units in 
China in one form or the other. They purchase whole signs 

A sIgN of the tIMes

or components which are assembled in the US. These signs 
are not always cheaper and they certainly are not always bet-
ter. The Chinese are not in love with the American consumer, 
and their quality and reliability reflects this fact.
 There are companies left which manufacture their prod-
ucts in the US market. These companies tend to be the cream 
of the crop in terms of successful delivery of working units, as 
well as, durability, support and lifespan.

Do Your Homework!
 The single most overlooked item to investigate is soft-
ware. These EMCs are merely monitors. Although quality and 
value differ, software is proprietary and not created equal. If 
two company’s signs have the same quality, support and ca-
pabilities, it will come down to software.  While the two signs 
may do the exact same functions, it does not mean that the 
end user is qualified to run the sign once delivered.  
 Software should be user friendly. I have known of great 
units being delivered in which the software was so complex 
that it had to be supported by a graphic artist using third-
party software. Don’t add another on-going expense.
 Other companies have software so easy that you can 
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take a photo with your phone, upload it to the sign and dis-
play it with a few button clicks inside the software. On-going 
expense gone!
 Not all cities will allow these new units. Some cities re-
ject EMCs all together while others have time limits on how 
often they can change. These signs should be used like mini 
billboards – putting up complete ads and changing them in 
the intervals allowed by the city.  Nice and legal.
 Are they worth the expense? A whopping yes!  One client 
calculated the purchase of specials which run on the sign at 
$400,000 the first year!  Which should you purchase: signs or 
marketing?
 The sign can produce an instant sale today! Then the 
sign is able to respond instantly to business needs and con-
ditions, such as weather or slow volume.
 If you need a variance in order to get one, the expense and 
effort are worth it, but be sure to hire a professional who can 
not only help in proper EMC selection but can also make the 
case for the display on the basis of science and the law.� n

Perry Powell is a Commercial Sign, Image and 
Carwash Consultant. He works with business 
owners to assist in creating the correct im-
age with the public including the placement of  
science based signs, neuro-marekting menus, 
neuro-marketing sales presentations, appro-
priate business best practices and conducting 
hearings before cities. He can be reached at 
817/307-6484, perry@perrypowell.com or www.
perrypowell.com. Perry Powell

their value would be much higher. But they don’t and it just 
doesn’t pay in the long run. 
 One of the challenges in business is setting the right 
price where both the customer feels they are getting a good 
value and you the operator find value in providing that ser-
vice. If your prices are on the high side, the service you pro-
vide needs to be exceptional or your volume will suffer. On 
the other hand, if your prices are too low you will find it very 
hard to turn a reasonable profit. 
 To sum it up, I believe that value is everything in 
business. No matter what your prices are your customers 
need to see value in it. Everyone is different in that there 
are consumers that will consider the highest priced car-
wash the most valuable if the service is exceptional. In 
contrast, there are those who shop price only and find 
more value in a lower price point. Know who your cus-
tomers are and charge accordingly. If your service calls 
for it, don’t undersell it because people will pay for ser-
vice. If it’s the bargain hunter you are after, give them a 
bargain wash at a bargain price, otherwise there will be 
no value in it for you.  � n

Mars … continued from page 26.
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a different color, or you can purchase a low-cost box of rags. 
Many carwashes opt for small, dark colored, inexpensive 
terry towels, such as bar towels, to hide the dirt.  

 What carwashes use spill control products?
 Most of your towel vendors carry spill control products 
and supply a decent amount to the carwash industry. They 
often use them for pits, service areas, and 
in oil change shops. Some purchase sor-
bent drum covers for the tops of 55-gal-
lon drums containing chemicals or oil. 
The drum cover pads help to absorb any 
drips or spills on the top of the barrel.� n

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

 Towels are an important tool at your carwash, whether 
you are using them to dry the body, to clean windows or for 
detail work. Most towel vendors also carry other products 
associated with general wiping and cleaning. 
 Once in a while I like to share the questions that we get 
asked by customers and prospects. The following are some 
questions asked over the years from our carwash customers 
(not all of them are necessarily towel related).  

 We use microfiber cloths, but I see microfiber mops 
out there. Do they work the same way?
 Yes, microfiber mops work the same way as cloths in 
that they can absorb six to eight times their weight, and are 
extremely effective in picking up and trapping dirt. There 
are many kinds of microfiber mops out there, but the styles 
that resemble traditional cotton string mops are ideal for 
hallways and carwash lobbies. They work exceptionally well, 
don’t leave lint on the floor,  are very lightweight, and can fit 
your traditional mop hardware. Besides being antibacterial 
and doing a great job, I think the best benefit of using micro-
fiber vs. cotton mops is that they don’t smell!

 I don’t know the weight of the towels I am using. I 
just want something that works.  Can you explain the dif-
ference in weights?
 You will often hear towel vendors refer to three-pound 
and four-pound towels. They are referring to the weight per 
dozen. This is an effective way  to describe the thickness of a 
towel. If you are purchasing a 16" x 27" towel, then obviously 
a three-pound towel will be slightly lighter weight than a four 
pounder. While three- and four-pound towels are the most 
popular among carwashes, you can sometimes save money 
by getting a lighter weight two-and-a-half pound towel. Some 
carwashes prefer extremely heavy weight towels, and they 
look for ones heavier than four pounds per dozen. However, 
the heaviest towels can become too heavy when saturated. 
Most carwashes will not choose towels heavier than four or 
four and a quarter.  
 If you would like to launder more towels at one time, 
then the three-pound towel is your best bet. If your cars are 
coming out pretty wet, and you need a towel with more bulk, 
then you should opt for the four-pound towel.
 I need something to clean the wheel wells and door-
jambs, but I am nervous to use my ragged out towels because 
they are the same color as my brand new ones. I don’t want 
my workers accidentally grabbing a good towel.
 You could change your towel colors with every order 
to keep new towels separate from old towels, but most car-
washes don’t like to do that. You can avoid ruining good 
towels by either cutting up your old towels and dying them 

Q & A From Wash Customers
By Valerie Sweeney

towel tIPs

Valerie Sweeney

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

How to be Cool and Confident 
When Giving a Presentation  
By Ray Justice

Power Point presentation, lessens that all-important person-
al connection. A flip chart or white board keeps the audience 
engaged while they watch what you write.
 To start, and to maintain calmness and confidence, learn 
to focus on your breath. Practice so it is natural to breathe in 
if you feel yourself getting nervous or anxious. Being aware of 
your breath will take your mind away from anxious thoughts. 
Smiling also helps.
 A simple practice, as taught by Vietnamese monk Thich 
Nhat Hahn, is “Breathing in, I calm my body. Breathing out, I 
smile.” Knowing your material is the best confidence booster 
and along with this simple breathing exercise you can refo-
cus, stay balanced and deliver a smooth presentation.
 Only stand behind a podium if you need too. If you are 
comfortable enough, move out in front of it to be more di-
rectly connected with the audience. If you are nervous about 
speaking, then stay at the podium for support and a place to 
keep notes. A sample progression might be; first time - be-
hind podium, second time - next to podium, and third time 
– no podium. As you get better, and if you are using a micro-
phone, you can wander out into the group as you speak. 
 I once presented to a group while they were eating din-
ner.  I asked them to do their best to pay attention and not 
have side conversations. It was a large group and they were 
spread out – not an ideal situation. One table continued 
chatting. I walked over and stood next to them as I contin-
ued my presentation and they quieted right down without 
me saying anything to them.

The Presentation
 Do as much of your presentation as possible from memo-
ry, without reading it directly. If you really know your material, 
then just use notes as reminders of stories or facts you need 
to include. Starting out with a nervous comment about not 
being good at doing this or telling a meaningless joke does not 
create the environment you want. Start by asking the audience 
a question or two and having them raise their hands or start 
with a story that fits in with why you are there. The audience 
needs to have a few minutes to relate to you, get used to your 
style, and be comfortable with you – to really be listening.
 Consider starting out with a personal story that ties into 
your message and use stories throughout if they apply. 
 Stories should follow a pattern of  who, what, why, where 
and when.

 I had the opportunity to sit on a review panel at the 
University of Rochester, Simon School of Business. It was a 
final review of the seniors of the Entrepreneurial Program 
and each student had to present their business concept, and 
their financial and marketing plans, as part of their grade.
 I was very impressed with the enthusiasm, and actual pos-
sibilities that they showed us, along with their individual efforts 
in putting together a business plan and presentation.   For me, 
it reinforced the importance of being able to speak on your feet. 
The students with the stronger speaking skills, and personal 
confidence, got our attention and interest in what they had to 
say. Having the ability to speak on your feet builds self-confi-
dence and gives you a leg up on others who are afraid to do so.

Be Prepared 
 If the group size is large, maybe 35 or more, consider us-
ing a lapel microphone. It gives you much more control be-
cause the sound is even as you move around or turn to pick 
something up while speaking. 

 ❖ Practice to keep yourself well inside the allotted time.
 ❖ Practice to really know and understand your material.
 ❖ Practice being a confident communicator speaking 

with clarity and enthusiasm
 For several nights, as you first lie in bed, close your eyes 
and visualize in your mind seeing yourself delivering a pow-
erful presentation. See your audience smiling and applaud-
ing as you finish successfully.
 If possible, visit the room or location ahead of time to 
check for noisy fans or other invasive sounds. At least arrive 
early enough to review the environment and to familiarize 
yourself with the room. If there is something out of your con-
trol, or something that cannot be changed, think about how 
to use it in your presentation.  
 A few years ago I gave a speech in a very nice hotel meet-
ing room for about 60 salespeople. A door to the side was 
directly connected to the kitchen where you could hear all 
its noises. I incorporated the sounds right in with my com-
ments and included an exercise about being able to focus 
with chaos all around. It actually fit in very nicely.
 Make sure the position you are speaking from is not in 
front of a window. The sun may be shining in the audience’s 
faces and it will also be harder to hear you and focus on you.  
Another thing is, you do not want them staring out the win-
dow instead of watching you.
 Visuals are great but a dark room, with everything on a 

INsIghts wIth RAyj
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 Make eye contact around the room. Look for friendly 
faces or those that you know.
 With energy in your voice, speak clearly and direct your 
message to the back of the room, especially if you are not us-
ing a microphone. If the back row can hear you, the front and 
middle will also.
  Have one main point that you keep repeating and re-
mind them of it again at the end. “Here is the one thing I want 
you to remember.”
 If you make a claim, or use statistics, be sure to be able 
to back it up or acknowledge its source. Again, know and un-
derstand your material. Your story should have a meaning 
your audience can relate to and that will help them remem-
ber your message.

The Request 
 Leave your audience with something to do (an action 
step), or something to think about.
 As you summarize, repeat your main points. Get their 
agreement by asking if they are willing to or open to … (the 
message of your presentation.)

Insights with Rayj … continued from page 31.

Cleaning Solutions 
By Gary Sokoloski

of pumps for applications record the pump pressure and vol-
ume. With either system check them frequently and compare 
them to the set up results for any changes. Over time nozzles 
will wear and allow increased flow. This will have a dramatic 
effect on the chemical’s cleaning or polishing ability due to 
the increase of water to chemical mix.
 On all low-pressure or aerated functions record the air 
pressure for each function and be sure to clean any foam-
ing tubes and mixing blocks on a regular basis. To help 
reduce the risk of contamination drain the water from the 
air compressor often or install an auto drain and air drier 
to be sure the air is as dry as possible.
 In the bay, inspect the nozzles for proper spray patterns 
and to make sure the nozzles are clean. Check for proper ve-
hicle coverage for all applications starting with any wheel or 
undercarriage applications all the way to the final rinse.
 Inventory control can be a very useful way of moni-
toring the solution usage. Keep track of all inventory and 
purchases verses cars washed. This is an accurate and ef-
ficient way to verify the solution expense and usage, and 
to detect if something is out of adjustment. Most suppliers 
will provide measure charts as well as 
spreadsheets to use to calculate the ac-
tual cost per instead of volumetric and 
titrations that only give a snap shot on 
a few cars being washed. � n

Gary Sokoloski can be reached at 207/375-
4593 Office, 774/248-0171 Cell, or e-mail gs-
carwash@gmail.com.

 Who is servicing your cleaning solutions? Often times 
after a wash is set up and cleaning and polishing solutions 
are put on line and adjusted they are forgotten about. The 
only service many operators receive is a salesman looking 
for an order. Or worse, they are ordering through a catalog 
and do not have any support at all. It is as important, if not 
more important, to keep track of your solution consump-
tion and delivery system operation in the same way the 
normal maintenance is done on a pump and other items. 
 Periodic, or yearly, maintenance should be done for 
all of the components for your solution delivery systems. 
Check with your solution supplier to find out if they rec-
ommend car count or a time period service. Start at the 
beginning of the delivery in the drum and follow it all the 
way to the nozzle. Failures in any of the points in between 
can lead to excessive or inconsistent usage. This will also 
lead to inconsistent cleaning or drying. It does not matter 
if you use titration, volumetrics or PH level to test your 
products. The important part is to use the same process 
each time and to record the results and compare them to 
previous tests and performance.
 The set up of the equipment is very important in the 
delivery of the products. Although floor space for cleaning 
solutions can be very limited be sure to layout the products 
as close to the delivery system as possible. Always run the 
solution lines from the drums in as straight a line as possible 
to avoid any air pockets or resistance in the lines. Try not to 
run the solution lines above the intake of the delivery system, 
this can often cause a siphon effect and provide inconsistent 
results. The solution lines should be measured and cut a little 
longer than needed in case the products need to be moved 
or a line needs to be trimmed back. The foot (check) valve on 
the end of the line in the drum will work best when installed 
vertically, typically done by using a drop tube (PVC pipe) to 
keep the line straight and the valve vertical at the bottom 
of the drum. If a drop tube is not used, try either a stainless 
steel or PVC weight to keep the line submerged. Be sure to 
reuse the cap on the drum to run the line through. Keeping 
products sealed will keep them from evaporating and reduce 
the chance for contamination from spills or leaks. Where the 
solution line connects to the delivery system, use a clamp to 
secure the line to prevent any air or liquid leaks.   
 There are basically two methods of diluting solutions for 
delivery to a wash, using city water pressure or using a pump. 
Know what the volume of water being delivered through the 
system is to have a benchmark for any future variation. In-
spect the inlet water connection for any system, cleaning the 
intake screens or check valve as needed. If using a city wa-
ter delivery system, install a pressure regulator and gauge to 
keep the pressure consistent. When using a pump or series 

gARy’s tech tIPs

Gary Sokoloski

Continued on page 34…

32 |  Northeast Carwasher, Spring 2012



R

Smarter. Cleaner. Greener.

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.

Made in the U.S.A.

Meet the New IQ: With Intelligent 3D Profiling and Invisible Treadle

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

2011_DS_Carwash_IQ_Ad_NortheastCarwasher-01.indd   1 11/21/11   11:11 AM



In a Time of Change,  
Are You Asking Questions?
By JoAnna Brandi

provement you are a cost to the organization. Let’s get better 
at measuring what matters. What do you need to do to trans-
form customer care from a cost center into a profit center?
 What you make of your life is up to you. Stop arguing for 
your limitations (that usually sounds like “Yeah…but…”) In 
my first book I call them “Yabuts.” Listen for Yabuts in your 
language and see what you are arguing for. Is it what you 
want? Get clear on what you are trying to create. Leave the 
Yabuts behind. What’s holding you back?
 Get outside your comfort zone. Very little growth happens 
in your comfort zone. We have to make ourselves uncomfort-
able in order to grow. How are you moving outside YOUR com-
fort zone every week? Are you willing to take a risk? Where can 
you stretch a little? Do something that scares you. 
 Your customers are calling out for attention – in one way 
or another.  
 Your customers are calling out for appreciation – in 
one way or another. We all want to know the companies we 
spend our hard earned money with appreciate the fact we 
took our business to them.
 Business goes where it’s invited, but 
stays where it’s appreciated. How do I 
love thee, let me count the ways…
 Keep questioning.� n

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

 The power is shifting from the people who sell to the 
people who buy. I have been saying that for almost all of my 
21 years in business. Little by little I’ve been watching it come 
true. Technology has given customers the tools they need to 
tell us how they really feel - and they sure are telling us. It start-
ed small with “opinions” websites and rating services. Now 
the “Occupy” protest (customer dissatisfaction on steroids) 
is growing around the world as consumers vow to vote with 
their feet for the companies that they feel have their best inter-
est at heart and somehow take down those who don’t.
 While there are larger issues looming at “Occupy” this 
is the view through the lens of someone who looks for how 
things impact customers, and I’m seeing customer revolt. 
The theme from the movie “Network” keeps resonating in my 
head. “I’m mad as hell, and I’m not going to take it anymore.”
 I’m watching with interest.
 How can it/should it impact those who are growing 
companies, taking care of customers? While I have not yet 
constructed an article or manifesto on what it all means, the 
following are some of my thoughts on the topic.
 VALUES count. Values are “currency” in the workplace. 
What are values? Codes, Guides, Backbone, Structure, Stan-
dards, Passion, Fuel, Energy, Ways of Being, Essence, Foun-
dation. Something you are willing to stand for. It begs the 
question – What do you stand for? Do you know? Does ev-
eryone who works for you know? What do you do daily to 
reinforce, demonstrate and teach your values?
 The work we do in Customer Care is about Transfor-
mation. It’s about transforming satisfied customers into 
loyal advocates, unhappy customers into happy customers, 
problems into solutions, and “surviving” organizations into 
“thriving” ones. What’s your role? Where is your magic? 
What needs to change where you are?
 One of the greatest human fears is that of abandonment. 
Abandonment is the opposite of loyalty. Is there anyone we are 
abandoning? Customers? Employees? Suppliers? Community? 
Environment? Where do our loyalties lie? How can we build 
more loyalty with our stakeholders? How do we build trust?
 Identify positive deviance and amplify it! Somewhere 
in your organization there is someone, somewhere doing 
something different and getting positive results. Find out 
what it is and do more of it!  
 Not inside your organization? Look outside – go to 
conferences – search the web – find best practices and see 
how they might translate at your place. Who’s doing great 
stuff and how can you “steal” an idea that will work for you? 
 We must find ways to measure our progress. Without 
measurement you can’t see improvement and without im-

guest coluMN

JoAnna Brandi

 Learning to speak to a group, of any size, will help you 
develop greater personal confidence.
 If you are serious about self-improvement and learning 
this skill, find a local Toastmaster group
(toastmasters.org).
 Learning to speak on your feet is a tool that helps you on 
a path of leadership, self-confidence
and team building. � n

Ray Justice is an Entrepreneur, Poet & Creativ-
ity Explorer. He is a former carwash operator 
and past president of the NYSCWA. Visit him at 
Think2wice.com or email him at ray@Thought-
Compass.com.

Insights with Rayj … continued from page 32.

Ray Justice
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 We are still waiting for snow here in central Pennsyl-
vania, but I could get used to the temperatures we ended with 
in January, pushing 55 degrees! Unfortunately, the lack of snow often decreases the 
traffic flow for many carwashes during the winter months, which are already tough. 
Understanding that the weather and economy will always play predominant roles in 
our industry, it is my hope that our members are looking at 2012 as the year they’re 
going to create the opportunities they’ve been waiting for. While we’ll never be able to 
control Mother Nature, or the economy, there are a wealth of other business variables 
we can control. This is the year to take stock in your business operation(s) and iden-
tify the variables in your control.
 The Carwash Association of Pennsylvania (CAP) has the relationships with 
industry vendors and professionals in the Commonwealth that can help you in your 
task of assessing your business operations. This shouldn’t be perceived as yet another 
daunting task to be put off until you have a month’s worth of time to devote to it. Use 
the Association and its network of resources to help you run a more efficient and 
profitable business. It’s time CAP members work smarter, not harder, to increase their 
bottom line.
 CAP will be taking this approach with the Association in 2012 as well. Look 
for a new Association website, to be launched this spring, that will offer on-line adver-
tising, access to more business resources and Association publications. Additionally, 
we will be altering the way information is disseminated in an effort to streamline 
efficiency. We ask that all CAP members please make sure they have the most current 
email address and other contact information on file with the Association. If not, give 
us a call!
 We will host our Annual Dinner and Table Top show again at the Holly-
wood Casino at Penn National Race Course in Grantville, PA, on May 24. The event 
will begin with a reception and tabletop displays by Association vendors and will be 
followed by a dinner and keynote speaker. The dinner and show will again be free 
to members and their spouses and will take place in the John Henry Room which 
overlooks the live horse races. This continues to be an enjoyable evening and excellent 
opportunity for members to network with their peers. Mark your calendars now!

Keith Lutz
Carwash Association of  
Pennsylvania President

CAP News

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

VICE PRESIDENT  •  Stuart Hammerschmidt 
Shore Corporation, Pittsburgh, PA

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

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

ASSOCIATION MANAGEMENT
Dawn W. Keefer Executive Director

Carwash Association of Pennsylvania 

430 Franklin Church Road 

Dillsburg, PA 17019 

Email: dawnwkeefer@comcast.net 

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

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

Keith Woolam, Car Wash Management, Clarion, PA

PaST PRESIdENT 
Keith Woolam, Car Wash Management

2012 
MeMbership ApplicAtion

Carwash association of Pennsylvania 
430 Franklin Church Road, dillsburg, Pa 17019 

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

payable to:  
Carwash Association of Pennsylvania.

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

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

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

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

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

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

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

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

Member Category (please circle one)

 $195  Single location operator

 $395  Multiple location operator 
  (two or more) or vendor

Keith lutz

PRESIDENT’S COLUMN

CAP Tabletop & 
Annual Dinner

May 24
Hollywood Casino 
at Penn National 

Race Course
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Grace For Vets thanks the car washes 
that honored ALL military service 
with a FREE wash on November 11.   

  
Want to get involved in 2012? 
Join Today – It’s Fast, Easy & FREE!

Register your wash today at graceforvets.org. 
Once registered, you’ll have access to FREE marketing 
materials available to promote your participation!

Why Join? 
• 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

JOIN TODAY!

THANK YOU
119,317
FREE
WASHES
– IN 2011 –

 638 COMPANIES 

 1446 LOCATIONS 

 4 COUNTRIES 

Find us at: graceforvets.org

graceforvets_5029-LEFT_thankyou.indd   1 2/1/12   3:10 PM



Operating in 
Cold Climates?

SubZero is the combination of latest technology, 
industry standard components, and a pre-engineered 
plug and play design to protect exposed fluid lines 
from freezing. 

A programmable logic controller controlled by ambi-
ent temperature, the ability to monitor certain 
inputs and to provide customized output control to 
pre-deigned fluid/air solenoid arrangement. The 
combination of air and anti-freeze mixture purges 
the fluid filled lines free of freezable liquids. 

Go online for more information at 
www.hydrospray.com

or give us a call at 
1-800-528-5733.

Reduce Water & Sewer Cost

Reduce Labor Cost By Minimizing 
Ice Build Up In Your Bay

Eliminate Water Weeping

Phone: 1-800-942-0339 
Fax: 717-776-7603 
E-mail: Info@D-LSystems.com 

287 Steelstown Road 
P.O. Box 95 
Newville, PA 17241 
 

Equipment, Parts, Service, 
Supplies, Vending  

Car Wash Phone: 1-800-942-0339 
Fax: 717-776-7603 
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287 Steelstown Road 
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Newville, PA 17241 
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Car Wash Phone: 1-800-942-0339 
Fax: 717-776-7603 
E-mail: Info@D-LSystems.com 

287 Steelstown Road 
P.O. Box 95 
Newville, PA 17241 
 

Equipment, Parts, Service, 
Supplies, Vending  

Car Wash 

Classifieds
 WASH BAyS For SAle

2 disassembled Magic Wand 2000 wash bays.
Contact Neil at  

NEM603@aol.com or 603/455-7746.

Send clASSIFIed AdVerTISInG To:  
mediasolutions@nycap.rr.com • ph/f: 518.280.4767 

Media Solutions 
2214 Budd Terrace, Niskayuna, NY 12309 
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 Information is one of the keys to a successful busi-

ness. I am talking about the information we, as owners, pass 

onto our customers informing them of what we do and why they should frequent 

our establishments. 

 Taking the time to explain to customers that a Professional Car Wash 

doesn’t pollute their local streams and rivers, uses less water than home washing, 

and can help maintain their investment in less time than home washing is informa-

tion they need to know. And with any luck, your educated customers will share this 

information with their friends and family and your customer base will grow. 

New Golf Venue!

 The CCA has a NEW venue for our 15th Annual Golf Invitational this 

September 25. We will be playing at Topstone Golf Course in South Windsor. Bring a 

friend and we hope that we see you there in support of the CCA and enjoy the beauti-

ful course with spectacular food, fun and prizes. 

 Make sure you visit www.wewashctcars.com often for all of our industry 

news, upcoming events and more. Have a great spring and don’t forget to save the 

date (September 25 at Topstone) for a great golf outing. 

Todd Whitehouse

CCA President

CCA News

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

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

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 

Scott Hohenforst, Empire Chemical Sales, Inc. 
19 Washington St., Gloversville, NY 12078 
518/725-5588

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. Fred O’Neill

*James Rossini  Mark Curtis

*Bruce Sands  Doug Newman

J.J. Listro  Paul Ferruolo

Alan Tracy  Tom Mathes

Dwight T. Winter Daniel Petrelle

Anthony Setaro  Joe Tracy

*Deceased  

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

Todd Whitehouse

PRESIDENT’S COLUMN

LOOK FOR  
MINI EXPO PICS 
IN OUR SUMMER 

ISSUE!

ccA Kenneth m. Gustafson Sr.  
Scholarship Award Winner  

To Be Announced in our Summer Issue! 
With the 2012 Scholarships, the ccA will have granted  

$20,000 in academic aid!

40 |  Northeast Carwasher, Spring 2012



QuickPay 
Reasonably Priced 
Credit Card Meter 

  ETOWAH VALLEY EQUIPMENT, INC. 
 

Designer — Manufacturer — Distributor  
Of Quality Car Wash Equipment 

 

47 Etowah Center Dr.            Etowah, N.C. 28729 
Shop/Tech Support (828) 891-7768  Toll Free 1-888-920-2646 

E-Mail: jim@etowahvalleyequipment.com    Web Site: www.etowahvalleyequipment.com 

“Old Faithful” 
Profit Center 

Distributor 
Inquiries 
Welcome 

Quick Vend 

YOUR ONE STOP 
SOURCE FOR ALL YOUR 

CAR WASH NEEDS! 

FINDING INNOVATIVE 
SOLUTIONS TO 

BRING YOU MORE 
BUSINESS  

AND MAKE YOU 
MORE PROFIT! 

We Stock A Full Line Of 
Coinco & Mars Validators 

Self Serve Systems Built 
To Your Specifications 

Replacement Doors 
To Fit Your Existing Meters 

Easy To Add  
Additional Functions 

To Your Car Wash 

See Us In  
Atlantic City  
For Specifics 



CCA Rings Out 2011 At Bin 300
WOLCOTT, CT – The Connecticut Carwash Association 
(CCA) rang out a tough 2011 with a festive holiday gather-
ing at the Bin 300 World Bistro here, December 1. The group 
dined on an array of Italian specialties while catching up on 
business and family. 
 The event has been a CCA favorite for 15 years. “The 
Holiday Gathering is a really special event for our members,” 
said CCA President Todd Whitehouse. “It’s great to see every-
one and ring in what we all hope will be a profitable year of 
washing cars.”
 Whitehouse also thanked those in attendance who 
had worked so hard to keep the sales tax at bay. He cred-
ited the victory the association had earlier in the year 
with a strong grassroots effort from operator as well as 
vendor members.� n

The ccA’s next event is it’s 23rd mini expo, march 28,  
at the marriott courtyard in cromwell.  

For vendor/attendee information  
visit wewashctcars.com or call 800/287-6604.

Larry Fiano of Fiano’s E-Z Car Wash and Fred Bauer of Mr/Mrs. 
Autowash share a story.

Mark VII’s Bob Rossini.

Mark DiTommaso of Autoshine and Dominic D’Agostino of Personal Touch.

Frank Gaglio of Camp Avenue 
in Stamford.
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Bob Rossini, Frank Gaglio and 
Andy Jackie strike a pose.

Steve D’Occhio, Todd Whitehouse, 
Dione D’Occhio and Tony Setaro 
enjoying the evening.

Simoniz’ Dave Petit, Jennifer 
Dodge, and Danny Ward  

of Personal Touch.

Rose and Larry Fiano of Fiano’s E-Z Car Wash 
and Crossroads’ Doug Lutz.
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congratulations!

 Car Washing Systems’ owners Allison LaChase and 
Jeff Shackett were married on December 2 at the Waters 
Edge Resort and Spa in Westbrook, CT.
 What a handsome couple and exceptionally well-
behaved companion, Max, the couple’s seven-year-old 
Springer Spaniel!� n

Bright Idea: Windows That 
Generate Solar Power
 It seems sort of obvious, when you think about it: 
Why couldn’t windows double as solar panels? A North-
ern California company is working on it. Pythagoras 
Solar, of San Mateo, CA, has developed a window laced 
with solar cells capable of shielding offices from the sun’s 
glare, reducing air conditioning costs while generating 
power for office buildings.
 The company has won a $100,000 award from the GE 
Ecomagination Challenge, and some of the panels are al-
ready being used in the Willis Tower ( formerly known 
as the Sears Tower) in Chicago. Pythagoras CEO Gonen 
Fink says the panel could save enough money to pay for 
themselves in three to five years.� n
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SYSTEMS, Inc.

130 Pokorny Road 
P.O. Box 380 • Higganum, CT 06441

Warehouse: (860) 554-0727
Office: (860) 554-5127
Fax: (860) 345-3668

Email: carwashingsystems@comcast.net
WWebsite: www.carwashingsystems.com

SERVING:

At Car Washing Systems we are 
dedicated to providing our customers 

with quality car wash products, 
coupled with our commitment 

to outstanding service and installation.

For over 20 years 
Car Car Washing Systems, Inc.

continues to represent the industry's 
top manufacturers specializing in 

Self Service Equipment, 
In Bay Automatics, 

Cleaning Solutions and Pet Washes. 

   CT     RI    MA   VT   NH   ME

Your Northeast Distributor 
Please call for more information.

new member benefit!  
ccA encourages members  
To Become WaterSavers
 The Connecticut Carwash Association (CCA) has 
teamed up with the International Carwash Association 
(ICA) to offer its members the opportunity to become Wa-
terSavers. Watersavers is an ICA program to help carwash-
es promote their business and the benefits of professional 
carwashing to consumers. This program is open to any CCA 
member in good standing. You do not need to be an ICA 
member to participate.

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

A L L I A N C E  P A R T N E R

New England Carwash Association
 The program costs $49 per location (up to five locations) 
or $250 for six or more locations.
 The criteria for participation includes:

 ❖ All water discharge must be routed to water treat-
ment or a leech/septic field as permitted.

 ❖ A backflow prevention device must be installed and 
operable on the potable water supply.

 ❖ All spray nozzles must be inspected annually to en-
sure maximum efficiency of water used.

 ❖ All water-saving devices must be maintained to origi-
nal or improved specifications for the conservation 
of water.

 ❖ Spot-free reverse osmosis concentrate (a.k.a. “re-
ject”), if such a system is used, must be reused in the 
wash process.

 A complete line of marketing materials and online or-
dering is available. To learn more visit www.icawatersavers.
org. Sign up your wash today!� n
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Copy This
 Malcolm Gladwell said in his book, “What the Dog Saw: 
And Other Adventures” that when it comes to constructing 
ourselves we borrow bits and pieces, ideas and phrases, rituals 
and products from the world around us. Here are a few ideas 
you can borrow. It’s not stealing, but the highest form of a 
compliment when another person copies your idea. 
 Turnpike Car Wash in Peabody, MA, runs a Wacky 
Wednesday where the price is lowered. They don’t hand dry 
at the exit on that day. Customers appreciate the lower price 
as evidenced by the steady flow of cars.
 Randy’s Carwash in Waltham, MA, does a similar price 
reduction on Super Tuesday. What day is your special?

In Defense of Capitalism
By Cookie Anthony

 Aaron Needle takes old bookplates, and then adds cre-
ative borders to make unique cards for inspired correspon-
dence. This card struck a timely chord. 

 Today, there is outrage with Wall Street and corpora-
tions. Demonstrations, marches, words like ruthless, greedy 
and excessive profits are in the media daily. Yet, this old-time 
bookplate says making money is an honorable business.
 According to James Patterson’s book, “3rd Degree,” pow-
erful multinational corporations now have an output larger 
than the Gross National Product (GNP) of 90 percent of coun-
tries around the globe. Bill Gates and Paul Allen, Microsoft 
founders, and Warren Buffett of Berkshire Hathaway, made 
more money last year than the 30 poorest countries and a 
quarter of the world’s population. Therefore, it behooves us 
as small business leaders to show leadership and social re-
sponsibility with our profits. Along with supporting employ-
ees and our families, do you have a clear plan to give back to 
the community and people who helped you make a profit?
 Our honorable business, carwashing, can make money 
and also give back. Say “yes” to helping the PTO, Cub Scouts 
and sports teams. At times, it may feel like more money is go-
ing out than coming in, but in the words of Winston Churchill, 
“The inherent vice of capitalism is the unequal sharing of bless-
ings; the inherent virtue of socialism is the equal sharing of 
miseries.” By sharing our profits or blessings we can help turn 
negative feelings toward Capitalism to more positive ones.
 Don’t be afraid to tell others of your good works, either. 
Modesty and anonymity will not change attitudes. 

tIdbIts fRoM cookIe

These inventive promotions can bring in more traffic to your wash.
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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

Read This
 New computerized signs are a must for a modern wash. 
They allow easy, frequent change of messages without an em-
ployee having to climb a ladder and search to see if they have 
enough plastic letters for the message.
 Special offers can be run more frequently because it’s 
easy to change out these signs. Customers don’t ignore the 
message because of boredom. In addition, there is no need 
for letter storage, etc.
 People do read what’s on your sign or side of your truck.
 The other day a trash collection dump truck had a 
sign on its side that read, “Satisfaction Guarantee or 
Double Your Trash Back.” It never hurts 
to get a customer to smile! I would 
borrow the idea and say, “Satisfaction 
Guarantee Or Double Your Dirt Back.” 
Malcolm Gladwell is right, “Borrowing 
is easy and a great idea.”� n

Cookie Anthony is a former CCA Vice President 
and carwash operator. cookie Anthony
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Minimum Wage Hike Looms
By P.J. Cimini

lobbyIst uPdAte

and feel that many of the tax exemptions on the books are 
for business-to-business transactions. They say eliminating 
some of them may hinder job growth in the state or sim-
ply increase the cost of doing business for certain compa-
nies.  Malloy, a Democrat, eliminated some of the sales tax 
exemptions for specific businesses, such as yoga studios and 
yarn retailers, in his first budget proposal. It’s likely more will 
be on the chopping block after the task force completes its 
work in October.  But this time instead of sales tax exemp-
tions, the new task force was asked to look specifically at 
business taxes.
 According to an annual report by Ernst & Young, Con-
necticut’s total business tax burden, if you add up all state 
and local taxes, was about $6.9 billion and the total effec-
tive tax rate, which measures the ratio of business taxes 
to private-sector gross state product, was 3.3 percent in 
2010. The average total effective tax rate for all states was 
about 5 percent and in some states like Vermont was as 
high was 7 percent. Malloy recognized that Connecticut’s 
business tax burden was the lowest in the nation in his 
executive order.
 Malloy instructed the task force, which has yet to be 
appointed, to identify specific business tax areas, including 
business tax credits that should be the focus of future leg-
islation and to evaluate the cost, benefit, and efficiency of 
the current business tax structure and credits. The Business 
Tax Credit and Policy Review Committee that Lembo urged 
the legislature to reconvene will study and evaluate exist-
ing credits against the corporation business tax and make 
recommendations on changes or modifications necessary 
where tax policy “…is not providing a measurable benefit suf-
ficient to justify any revenue loss to the state.” 

Workers Comp Update
 In recent years Connecticut and other states around the 
nation have been preyed upon by a growing cottage indus-
try of companies marketing themselves as “pharmacies” for 
workers compensation patients.
 The reality is, these companies are repackaging and 
dispensing common medications for workers compensa-
tion injuries either directly or from nearby physicians of-
fices at a significant cost hike to the employers and insurers 
who pay for the medications.  In some instances, medica-
tions are dispensed at costs, which are thousands of per-
centage points higher than what is ordinarily available in 
retail pharmacies and for no reason other than for alleged 
patient convenience.  These companies operate outside of 
the auspices of government oversight and regulations im-
posed on traditional pharmacies; they also typically offer 
physicians financial incentives for steering patients to the 

 The 2012 Connecticut General Assembly opened with 
Governor Dannel Malloy calling for a “full scale economic 
revival.”  The Governor used his State-of-the-State Address 
before a joint session of the legislature to outline three priori-
ties: fiscal responsibility, that Connecticut is “open for busi-
ness,” and education reform. These are three priorities the 
business community and the Connecticut Carwash Associa-
tion (CCA) definitely agree with and we’ll learn more about 
those issues in the coming weeks as associated legislation 
moves through the committee process.
 The Governor’s revised state budget also reflects those 
priorities, with proposals to increase spending by $330 mil-
lion. Given forecasts, the state will have a deficit this fiscal 
year and the business community applauded the Governor’s 
bold call to action on education reform and urged lawmakers 
to move forward with those proposals.

Minimum Wage Increase Looms
 Connecticut Democratic leaders have proposed to in-
crease minimum wage by $1.50 over the next two years. The 
proposal would raise the current minimum wage of $8.25 per 
hour to $9.00 per hour this year, and again raise it to $9.75 
per hour next year. The wage increase was proposed on Janu-
ary 31 by House Speaker Christopher Donovan (D-Meridan), 
who was accompanied by various legislators and local busi-
ness owners.  Other representatives intending to lend their 
support included Zeke Zalaski, Ezequiel Santiago and Diana 
Urban.  Connecticut differs from other states, which alter 
their minimum wage annually based on the current cost of 
living. The most recent increase in Connecticut occurred in 
2010 when the minimum wage was raised from $8.00 per 
hour to $8.25 per hour.

Car Wash Exemption Under Review
 Gov. Dannel P. Malloy signed an executive order to cre-
ate a nine-member Business Tax Policy Review Task Force 
just hours after a national expert on tax policy gave a speech 
on that very issue at the state Capitol, and weeks after state 
Comptroller Kevin Lembo urged the legislature to reconvene 
a similar task force. “This task force will make sure that Con-
necticut is getting a solid return on those investments by 
closely examining ways to reduce costs, improve efficiency, 
and ensure that taxpayer dollars are being used to create and 
retain good, permanent jobs for our workforce,” Malloy said 
in a statement.
 For years, Democratic lawmakers begged Republican 
governor’s to review the state’s $5 billion in tax exemptions 
and credits, but their calls to reform the revenue side of the 
budget fell on deaf ears.  
 Republicans maintain the state has a spending problem 
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dispensaries.  Please be aware of these entities as you are 
planning your workers comp insurance.  

Small Employer Health Care Update
 Last fall, a Working Group on Small Business Health 
Care convened to examine obstacles and opportunities for 
small business owners seeking to purchase health insurance 
coverage for employees and their families.
 The group approved the following recommendations:

 ❖ Permit small businesses, including businesses of one, 
to purchase employee health care coverage through 
the state employee health plan

 ❖ Stimulate greater competition within the individual 
and small group markets on and off the exchange by 
promoting non-profit health insurance options that 
add value, such as a publicly administered health in-
surance plan and the Co-Op, an option available un-
der health reform

 ❖ Improve transparency in health care costs by pro-
moting initiatives that help employers and consum-
ers compare coverage and costs and promote strate-
gies that better manage health

 ❖ Implement “pure” community rating in the small 
group market so that a small business’ premiums can 
no longer be adjusted based on the age, gender or 
similar demographics of the group

 ❖ Require insurance carriers to rate and offer a policy 
to association groups

 ❖ Require carriers to report the actuarial value of plans 
to the purchaser of the plan

 ❖ Strongly consider merging the individual and small 
group markets inside and outside the exchange and

 ❖ Consider offering a Basic Health Program for low 
income individuals in order to 
lower costs for small businesses 
in the exchange� n

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

east who are sharing one common concern – remaining in the 

black! In recent years most, if not all, operators have seen their car count decrease 

and operating costs increase. Even though we all do our best to increase traffic to our 

sites, and raise ticket averages, we are constantly battling a number of factors that 

are making this goal increasingly more difficult to obtain. These factors include the 

current economic downturn, over saturation of the market, modern vehicle surfaces, 

changes in customer habits and attitudes toward carwashing, and, of course – the 

weather. I know this is not encouraging news, but definitely not a reason for you to tie 

yourself across the conveyor track! 

 I do believe it is possible to help improve your bottom line by being ex-

tremely frugal. Fixing hydraulic, pneumatic, water, and chemical leaks will definitely 

save money over time. Considering a new energy provider or telephone/internet 

provider only takes an investment of your time, but the return can be significant. 

Maintenance and repairs is another area where you, the operator, can save a bundle. 

There are numerous vocational schools that offer evening classes for a nominal fee. 

For example, a welding class or electrical class will give you the skills necessary to 

perform many repairs or at the very least help you understand the scope of the work 

when hiring someone, hence saving you a great deal of money. And, of course, these 

skills become priceless when a breakdown occurs on a busy day! As a matter of fact, 

isn’t that the first rule of carwashing – if there’s going to be a breakdown it will be on 

a busy Saturday, not a slow Tuesday. If you are not already aware there is a school in 

Florida called the Carwash College that is dedicated solely to the maintenance and 

repair of carwash equipment. You can learn more at www.carwashcollege.com.  

 I also encourage you to attend association meetings, carwash tours and 

conventions where you have the opportunity to network with other operators. A good 

friend and long-time operator told me many years ago that if you get one good idea 

out of the entire meeting it was worth going! Do you really think you will get a good 

carwashing idea from American Idol or Dancing with the Stars? I leave you with 

these ideas to ponder and hope to see you at the many events planned for 2012!

Al Villani

CWONJ President
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tax, a full-service wash with window cleaning and interior 
wipe-down is $13.32 plus tax, and a la carte services are $2.50 
each or less.
 “With packages, customers get sucked into adding 
things they may not need,” Chuck Siebert said. “With an a 
la carte menu, they can choose what they need, and rath-
er than being disappointed by having to choose a higher 
priced package, they can control what they spend and on 
what they want.”
 The a la carte menu, he maintained, “shows that we’re 
looking out for the customer and it creates a better relation-
ship with them.”
 Siebert said the staff at Butch’s aims for an intensely per-
sonalized and very individualized service.
 “We tell our employees to treat the car like it’s their own 
vehicle,” he noted. “We also try to shake hands with custom-
ers whenever possible and always to talk to them about our 
services. It works very well for us and people tell us this is the 
best carwash they’ve been to.”
 Siebert pointed out that the level of expectation people 
have these days is very high, and that Butch’s owners want to 
be sure the staff lives up to those expectations.
 Besides carwash fleet services with a local veterinar-
ian, two limousine companies, a car rental company, five 
police departments and five fire departments for their 
smaller vehicles, Butch’s also has fleet service accounts for 
oil changes as well.
 For all customers, Butch’s offers a free full-service car-
wash when a full-service oil change ($36.95 plus tax) is pur-
chased.
 Siebert said Butch’s added Rain-X a few years ago, 
even though they were worried about impacting the 50 
percent polish wax they were doing at the time. While 

 Butch’s Lube N’ Wash in Red Bank, NJ, has been washing 
cars in town for 55 years and now with the third generation 
of owner-operators running the show.
 The full-service wash has a 123-foot tunnel, a detailing 
bay and a two-bay oil and lube facility, as well as a retailing 
area that sells car care and related products.
 Owner Bill Siebert is assisted by his two sons, Chuck, 
who’s worked full time at Butch’s for 11 years, and Brock, 
who’s been full time for four years.
 Chuck Siebert said the carwash was built in 1957 by 
Clyde Butcher, who ran it for 13 years and then sold it to 
Siebert’s grandfather, Ernie Beattie, a past president of the 
Car Wash Operators of New Jersey.
 Bill Siebert began working at the carwash in 1978 as a 
manager, and took over the operation in 1985 when Beattie 
died. Chuck Siebert graduated from Gettysburg College with 
a bachelor’s degree in management and economics in 2001 
and began full-time work at Butch’s, followed by brother 
Brock in 2007.
 Chuck Siebert, who oversees the carwashing opera-
tions, said Butch’s has a total of 53 employees on the books 
– around 20 full-timers, with the majority being part-timers 
working in the carwash.
 “We hire a lot of local kids from colleges and families we 
know,” Chuck Siebert said. “For a lot of high school kids, this 
is a weekend job. For the carwash, detailing and oil change 
facility, we usually have 16 people working on an average day 
and in the 20s on a busy day.”

No Package Options
 Butch’s owners don’t believe in offering carwash pack-
ages and instead offer basic services and a la carte items.
 An exterior wash with no interior cleaning is $10.99 plus 

Butch’s Lube N’ Wash Celebrates 
55th Year in Carwashing
By Alan M. Petrillo

Butch's was built in 1957 by Clyde Butcher who 
ran the wash for 13 years before selling it to 
Ernie Beattie, a past CWONJ president.
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the wash can save a total of 40 percent between Constella-
tion Energy’s contract and the solar panels.
 Ultimately, though, Siebert believes his business has to 
provide both the best carwash possible and the best in cus-
tomer service for each person who comes in.
 “We’re a family-owned and run carwash, so we want to 
deliver the best wash to our customers, but we also listen to 
them and want them to tell us what they think,” he said. “Part 
of how we do that is by providing one attendant per car to 
help each customer.”� n

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

they’re currently doing a little less wax, their Rain-X use is 
about 25 percent.
 Likewise, after adding Tire Shine, the wash now does 
about $50,000 a year in that category alone.
 “We don’t charge any large vehicle fee here,” Siebert 
said. “Our full service includes cleaning the first two inside 
rows, but the extra row is $2.50 more. We’re in SUV country 
here and it seems like every other vehicle in our wash is an 
SUV, which is a big increase in vacuuming. We also wash a 
lot of floor mats.”

Going Solar
 In an effort to conserve energy, a year and a half ago the 
owners installed 183 230-watt photovoltaic solar panels at 
the wash to produce electricity. The 41,400-watt sys-
tem saves Butch’s about 30 percent of its electricity 
on the longest day with sun in the summer, Siebert 
estimated, and between 15 percent and 20 percent 
in the winter. He said the return on investment will 
be between five and 10 years.
 Butch’s also purchases electricity through Con-
stellation Energy (constellationenergy.com) on a 
four-year contract, allowing the wash to save 10 
percent on costs. In summer, Siebert pointed out, 
electricity costs can approach $3,000 a month, so 

The wash has gone solar by 
investing in 183 230-watt 
photovoltaic solar panels 

which is saving owner  
Bill Siebert 30 percent on  

his electricity bills.

The long-standing full-service wash provides each oil 
change customer with a free wash.

The wash makes great use of its windows to promote services.

An extensive impulse area covers all the bases.
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SONNY’S Introduces Re-Designed Ninja Brush™ 

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

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

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

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

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

Replaceable 6in sections

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

We make car washing easy! TM

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

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

Governor Christie Sets Political Tone For 2012
By Patrick Stewart

tax cuts will only help the wealthy. Senate Democrats said 
the analysis provided evidence that Christie’s proposed tax 
cuts across the board would favor the rich and short change 
the middle class, and they indicated they had a counterpro-
posal that would offer relief from income and property taxes.

Unemployment Insurance Committee  
Releases Report
 Before the 2012 Unemployment Insurance Committee 
report was issued, Governor Chris Christie signed legisla-
tion to extend federal unemployment insurance benefits for 
qualified claimants while additionally taking steps to further 
the solvency of New Jersey’s Unemployment Insurance (UI) 
Trust Fund.
 The “Extended Benefits” legislation was needed for New 
Jersey’s unemployed claimants to take advantage of contin-
ued federal unemployment benefits approved by Congress 
last month. The continuation of those benefits will not im-
pact New Jersey’s Unemployment Insurance Trust Fund be-
cause the federal act provides 100 percent federal funding of 
the benefits throughout the extension.
 The legislation signed by Governor Christie also contains 

 In mid-January Governor Chris Christie gave his annual 
“State of the State” speech where he laid out initiatives that 
he would like to see the State of New Jersey accomplish in 
2012. The Governor began his address in the Assembly cham-
ber by touting some of his accomplishments: scaling back 
pensions and benefits for public workers, capping property 
tax increases and arresting the growth of the state’s unem-
ployment rate.
 One of the most controversial proposals he hopes to ac-
complish is the cutting of income taxes by 10 percent. This 
would provide only modest financial relief to middle-class 
families who are struggling more under the weight of their 
property taxes, according to analysis by the nonpartisan Of-
fice of Legislative Services (OLS). If enacted into law, the cuts 
would be phased in over three years, starting Jan. 1, 2013. 
 Republican lawmakers are looking at past tax cuts that 
stimulated the economy as they support the plan. Senator 
Kevin O’Toole (R) noted that when former Gov. Christine 
Todd Whitman, also a Republican, cut income taxes in the 
1990s, overall income tax revenue increased as the economy 
expanded, incomes rose and jobs were created. 
 Meanwhile, Democrat lawmakers feel these proposed 

legIslAtIve uPdAte
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program that is expected to prevent at least $98 million in 
improper unemployment benefit payments within one year 
and improve the solvency of the UI Trust Fund. New Jersey 
received two innovation awards in 2011 by the U.S. Depart-
ment of Labor because the anti-fraud effort was the first of 
its kind to address the most common form of unemployment 
fraud: people continuing to file UI claims after they have re-
turned to work.
 By the end of 2011, the State’s federal loan balance de-
creased to $1.47 billion. The loan is expected to be paid off 
in the summer of 2013. Currently, 28 states have outstanding 
loans from the federal fund totaling $39 
billion.
 The Task Force report and additional 
details may be found at: http://lwd.dol.
state.nj.us/labor/forms_pdfs/lwdhome/
press/2012/UITaskForceReport_2012.pdf�n

Patrick A. Stewart is a lobbyist with Public Strat-
egies Impact. You can reach him at 609/393-
7799 or email him at pstewart@njpsi.com.

a provision allowing New Jersey claimants to take advan-
tage of any future extension of benefits by the federal gov-
ernment as long as the federal government provides 100 
percent funding and New Jersey still qualifies for the federal 
Extended Benefits program.
 While giving additional relief to New Jersey’s unem-
ployed, Governor Christie also released the latest report of 
the New Jersey Unemployment Insurance Task Force, which 
recommended six reforms to improve the solvency of the 
state’s UI Trust Fund.
 The Task Force’s January 2012 Report is the second an-
nual report released since the advisory group was created in 
2010 by Governor Christie to study and assess the deficit cri-
sis impacting the state’s UI Trust Fund.
 The six recommendations include:

 ❖ Change Employer Experience Rating in Tax Rate 
Table

 ❖ Identify Seasonal Industries and End UI Eligibility for 
Seasonal Employees at the End of Their Work Season

 ❖ Implement Stricter Work Search Requirements for UI 
Claimants

 ❖ Change State Law and Regulations to Include Work-
ers’ Compensation and Severance Pay in the Deter-
mination of Unemployment Benefits

 ❖ Retain the Current “Suitable Work” Requirements 
and Upgrade Information Technology

 ❖ Change State Law to Eliminate Base-Year Criteria for 
“Benefits Charging.”

 In 2009 and 2010, New Jersey was forced to borrow up 
to $2.1 billion from the Federal Unemployment Account to 
meet the state’s Unemployment Insurance benefit obliga-
tions. Under the state’s UI law, New Jersey employers began 
shouldering the tax responsibility to restore the Fund and, 
unless action was taken, faced an average tax increase of 
$400 per employee by June 2010.
 Governor Christie signed legislation in June 2010 to hold 
the average increase for employers to $130 per employee and 
to restrict UI eligibility for workers fired for severe or gross 
misconduct. Then, in June 2011, Governor Christie signed 
further legislation to hold an average $300-per-employee tax 
increase to $100 per employee for employers. The legislation 
also raised the UI Trust Fund reserve ratios to sufficiently 
build up reserves and reduce the likelihood that any future 
recession will result in the deep deficits that posed the high 
employer tax increases.
 In addition, in March 2011, the state Department of 
Labor and Workforce Development launched an anti-fraud 

Patrick A. Stewart
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2012 cWonJ cAlendAr 

May 7-9
Car Care World Expo

Las Vegas, NV

June 11
Golf Invitational

Olde York Country Club, Columbus, NJ

ocToBer 1-3
NRCC  *CCA host association

noveMBer 13
General Membership Meeting
How To Renovate and Recreate 

Your Existing Carwash. 
Location TBD.

cwonj.com

diehard Giants Fan mike Prudente 
Had the Time of His life! 

Diehard Giants fan Mike Prudente (in the cheesehead on the 
right hand side of this photo) got to experience the Big Blue 
Playoff Game firsthand at Green Bay’s Lambeau Field, Janu-
ary 15. The overnight low that day of 7 degrees didn’t deter 
Prudente and the other 200 fans who left out of Newark to 
watch their beloved team beat the Packers and advance to 
the Championship game for a shot at the Super Bowl. � n

Mike Prudente
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Our team of merchandising experts can help you select the 
right items and price points that will maximize your profits and 
sell the best in your business area. Stocking the proper 
selection of merchandise will get your lobby sales moving!  
Improve your bottom line with the Northeast’s largest selection 
of fast moving impulse items. From appearance products and 
air fresheners to accessories, chemicals and more we’ve got 
everything you need to boost your lobby sales!

When you order from Frank Millman Distributors you are always 
assured of quick turn around, competitive pricing and a 
knowledgeable staff that is ready to tailor a program geared to 
your specific needs.  When it comes to service, selection and 
price Millman Distributors is second to none.  Give us a call 
today and find out how you can make your lobby sales reach 
their full potential!  

Visit us on the web at www.millmans.com

8 Progress Street, Edison, NJ 08820-1100
1-800-526-0910 or 908-561-7300

e-mail: fmddist@aol.com

THE 
ROAD TO

INCREASED
LOBBY SALES

Leads to

THE 
ROAD TO

INCREASED
LOBBY SALES

Leads to

Increase Your Lobby Sales 
And Your Profits With

The Northeast’s Largest Selection 
Of Fast Moving Impulse Items!

new member benefit! 
cWonJ encourages members 
To Become WaterSavers

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

A L L I A N C E  P A R T N E R

New England Carwash Association
 The Car Wash Operators of New Jersey (CWONJ) has 
teamed up with the International Carwash Association 
(ICA) to offer its members the opportunity to become Wa-
terSavers. Watersavers is an ICA program to help carwashes 
promote their business and the benefits of professional car-
washing to consumers. This program is open to any CWONJ 
member in good standing. You do not need to be an ICA 
member to participate.
The program costs $49 per location (up to five locations) or 
$250 for six or more locations.
 The criteria for participation includes:

 ❖ All water discharge must be routed to water treat-
ment or a leech/septic field as permitted.

 ❖ A backflow prevention device must be installed and 
operable on the potable water supply.

 ❖ All spray nozzles must be inspected annually to en-
sure maximum efficiency of water used.

 ❖ All water-saving devices must be maintained to origi-
nal or improved specifications for the conservation 
of water.

 ❖ Spot-free reverse osmosis concentrate (a.k.a. “re-
ject”), if such a system is used, must be reused in the 
wash process.

 A complete line of marketing materials and online or-
dering is available. To learn more visit www.icawatersavers.
org. Sign up your wash today!� n
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CWONJ Explores eMarketing 
with Adam Korngold
CLARK, NJ – The Car Wash Operators of New Jersey 
(CWONJ) drew 50 to its Winter Membership Meeting titled 
“Using eMarketing to Grow Your Business.” The timely topic 
was delivered by Boston operator Adam Korngold of Wave’s 
Car Wash. Korngold, a full-serve and exterior operator has 
shifted his marketing focus over the last two years and incor-
porated more social media and email marketing with great 
success. According to Korngold, he has cut his advertising 
expense by 50 percent and increased his volume and market 
share significantly.
 Korngold is the vice president of the New England Car-
wash Association (NECA) and a Northeast Regional Carwash 
Convention (NRCC) board member. He was honored with the 
NRCC’s Most Distinguished Person Award in 2011. He has 
also been honored by the EPA with an Environmental Merit 
Award for his exceptional work and commitment to the envi-
ronment. “We were very fortunate to have Adam come down 
and share his knowledge with our members,” said CWONJ 
President Al Villani. “Sharing knowledge is what these meet-
ings are all about. They are a great opportunity to learn.”
 The dinner meeting also included an update from 
CWONJ Lobbyist Patrick Stewart of Public Strategies Impact 
in Newark, and a brief business meeting run by CWONJ Pres-
ident Al Villani. � n

The association’s next event is its April 24 Car Wash Tour.  
For more information visit cwonj.com.

CWONJ Lobbyist Patrick Stewart 
brought the group up to speed on all 
things legislative including the pro-

posed increase in the minimum wage.

The evening's speaker, Massachusetts 
operator Adam Korngold, spoke on his 
experience with eMarketing and build-
ing his email database.

CWONJ President Al Villani presented 
outgoing President Gerry Barton with 
an award honoring his years of service 
to the board and as president.
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Wash Tour
 Prior to the CWONJ's February 7 General Membership Meeting some of the board 
took speaker Adam Korngold around to some washes in and around the Clark market.
 The group visited Robin Hood Car Wash, ProWash, Supreme Car Wash and Xtreme 
Clean Auto Spa.

Continued on page 60 …

Robinhood Car Wash, Bloomfield

Robinhood Car Wash in Bloomfield is an exterior carwash 
with a full-service option. It was built in the ’60s and owned 
by the Boudakian’s since 1981. It also includes a detail shop 
and oil change facility. 

Waves Car Wash owner Adam Korngold 
and Supreme Car Wash owner Al Villani.

Adam Korngold, Al Villani, Richie Boudakian and CSI's Rob Peter. 

Colorful signage abounds at Robinhood.

An extensive warehouse adjacent to the wash is used for full-service cleaning, 
detailing and oil changes.
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Prowash, a full-service wash that boasts a two-bay oil 
change and two bays of detailing is streamlined and appeal-
ing to the eye. Its owner, Scott Freund, is meticulous and 
washes cars with an acute attention to detail at this high-
volume wash in Union.

NJ Tour … continued from page 59.

Prowash, Union

Even though there wasn't much snow to ready for, Prowash en-
couraged its customers to join their Unlimited Wash Club with 
this attractive signage.

Prowash owner 
Scott Freund and 

guest speaker 
Adam Korngold.

Over the last year Freund has reinvested in his business and has upgraded his wash's lighting, 
added waste oil heaters in his wash and lube and made some changes in his impulse area.

Prowash in Union 
is full service, 150-
foot tunnel.
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Supreme, Newark

Continued on page 62 …

Supreme's Al Villani.

Bright blue and green cloth with 
ample skylights give the tunnel a 
bright, open feelings.

Signage is easy 
to read and 

colorful.

Signage speaks to both its 
English speaking and Spanish 

speaking customers.

The wash was originally an artificial flower warehouse 
that was retrofit into a carwash in 1999.

Supreme Car Wash in Newark is owned by Al Villani and his cousin. 
This wash is bright, airy and puts out a really clean car. The market 
it serves is mainly working class with a strong Hispanic influence.

Supreme Car Wash is a 96-foot exterior wash.
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NJ Tour … continued from page 61.

Xtreme, South Plainfield

This multi-functional wash has been through a trans-
formation. Its tunnel direction was turned around 
and the flow of the wash changed to save a lot of 
money on a stacking area the owner was paying 
rent on. The result is a better flow and happier 
owner at this South Plainfield wash.

The wash, built in 2000, features a 75-foot tunnel and a full-service or exterior-only 
wash option. The wash has been owned by Mario Mendoza for the last year.

Options abound at 
Xtreme Clean Auto 
Spa & Oil Change.

This catchy sign is sure to draw in customers.

The multi-profit center location features the wash, oil change and detailing services.
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For more than 15 years, Blendco has been 
demonstrating the convenience and cost 
effectiveness of powder to liquid formulations 
with the patented SuperSat® Custom 
Detergent System.  SuperSat detergents 
have proven formulations for cleaning power, 
fragrance and color.  This system makes a 
full range of detergents continuously and 
automatically at your wash.  No other system 
can compare to SuperSat, the powder system 
standard.  Try it today to see why it is the best!  

Three elements 
of Successful 
Incentive Plans
 Incentive plans aren’t just about 
money. They’re about recognition, ap-
preciation and reinforcement. How-
ever you choose to reward your top 
performers, remember that successful 
incentive programs all include each of 
these elements:

 ❖ A symbol of the award. Even 
if you’re presenting money, in-
clude something they can look 
at and share with others, like a 
letter or certificate.

 ❖ A display device. A certificate 
by itself may sit in a drawer. 
Provide a frame to show it off 
in or a plaque celebrating the 
reward.

 ❖ An appropriate presentation. 
Don’t hand out awards in se-
cret. You don’t need to make a 
big production out it (and you 
shouldn’t embarrass the hon-
oree), but let your entire staff 
know what the employee has 
done to earn recognition.� n

The Sky’s The limit 
For Solar Power
 As sure as the sun rises every day, 
solar power appears to be growing in 
popularity. A survey by Applied Materi-
als, as a semiconductor manufacturer, 
found that 27 percent of Americans say 
they’d consider installing solar power 
panels on their homes. Why? Well, 65 
percent say that government incen-
tives reducing their initial cost would 
drive their decision, and 54 percent felt 
that solar panels would increase their 
home value.
 Costs for solar panels have fallen 
from around $4 per watt in 2008 to just 
$1 per watt today. Still, solar power ac-
counts for less than 1 percent of U.S. 
energy production.� n

 Are Americans becoming more 
isolated and lonely? We’re certain-
ly spending more time alone. Ac-
cording to the book “The Lonely 
American,” by Jacqueline Olds and 
Richard Schwartz (Beacon Press), 
25.8 percent of Americans lived 
in one-person households in the 
year 2000, more than triple the 

7.7 percent in 1940. From 1985 to 
2004, the number of people who 
said they had no one to discuss 
important matters with tripled, 
to almost 25 percent. As we spend 
more time on the Internet, are 
we losing touch with the people 
around us, or just finding new 
ways of connecting?   n  

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

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

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

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

mediasolutions@nycap.rr.com

�

Carwash Name ______________________________

Physical Location ____________________________

Telephone _________________________________

E-mail ____________________________________

Owner or Contact Name________________________

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

Full service Detailing

Exterior Gasoline

In-bay automatic Lube Center

Self Service Convenience Store

Express Wax Other

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

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

Authorized Signature __________________________

Title _____________________________________

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

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

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

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

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

from the New Jersey Department of Environmental Protection 
 

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

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

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

religious organizations and other charities and non-profit organizations. 

 

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

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

 

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

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

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

 

Car Wash Facility Name: _____________________________________________  

Address: _________________________________________________________ 

City/State/Zip: ______________________________County:________________ 

Contact Person: _____________________ Title: _____________________  

Phone: ____________________________ E-mail: ____________________  

Website (if applicable): _________________________________________  

 

Please mail or fax this application to: 

Broad Street Car Wash 

2569 South Broad Street 

Hamilton, NJ 08610  

Fax: (609) 888-4405 

 



 Greetings from the Mid-Atlantic Carwash Association 
(MCA)! I hope all is well and that everyone enjoyed the holiday 
season. Not much has been going on in this Mid-Atlantic area, 
however. Sadly, the Winter has extremely mild with little to no snowfall for many 
of us. We look forward to the last couple of months of winter, as I write this col-
umn, to provide us with the business that we need with salt-coated vehicles.
 During these slower times, it would be a great time to join the WaterSav-
ers Program and install the new signage that comes with the ideas to promote the 
program and be ready for Spring.

Strong Programming Ahead

 We are eagerly looking ahead to a great set of meetings for 2012. We start 
our year with a meeting in Leesburg, VA, on March 28 at the Historic Carradoc Hall. 
As always, everyone is invited to join us. Check out our meeting schedule for 2012-13 
on mcacarwash.org. You can always get the most up-to-date details on locations and 
meeting topics as they are available.
 Don’t forget that there is no charge for up to two attendees per member 
membership in the MCA, and additional guests may attend for a nominal fee, but 
please RSVP via the website or phone. We would love to see some new faces. If you are 
in our area, please contact me and I will personally see that you have a great meal 
and a great program worth your time.
 I feel that everyone takes away something different from our meetings that 
can be applied to all areas of the industry. We all have a great welcoming friendship 
in our industry. If you don’t normally attend association meetings, please consider 
joining us next time. Coming to association meetings is a great way to add to your 
knowledge through hearing the experiences and ideas of others, networking, or giving 
a fellow friend in the industry a tip, as well as just having fun. Please try to attend an 
association meeting in your area and help your industry grow with professionalism. I 
am sure you will take something away and be pleased that you attended.
 In closing, I would like to thank Dave DuGoff who has been following some 
tax legislation issues in Maryland for the MCA. It is early in the game and we feel 
confident that we are staying on top of the issues and thanks to Dave’s help we are 
well informed.  

Mike Ashley Jr.
MCA President
 

MCA News

MCA Board Of Directors

President
Mike Ashley 

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

540/436-9122  •  asm@shentel.net

Operator Vice President
David DuGoff

College Park Car Wash, College Park, MD

301/986-1953  •  dave@us1carwash.com

Distributor Vice President
Pam Piro

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

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

mike Ashley

PRESIDENT’S COLUMN

look for a recap from our march 28 
meeting from leesburg, VA,  

in the Summer Issue! 

Featured Speaker: Perry Powell

Featured Wash: Station Carwash
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How Charles Town Reduced its Payroll Costs
 Danny Sparacino, general manager of Charles Town 
Auto Wash in Charles Town, WV, said he was able to reduce 
payroll costs by 50 percent chiefly through multitasking. He 
said that Charles Town Auto Wash was modeled after a full-
serve in Leesburg, VA. That owner consulted with the Charles 
Town owners during the construction of the carwash.
 “They’re a higher volume carwash than we are and of-
ten will run two belts at a time, where we only have the one 
belt,” Sparacino said. “So for awhile, we had two people for 
every aspect of the car, from the drive on and prep, two peo-
ple doing windows, door jambs, tires and all the rest.”
 Yet by training his employees in multi-tasking, Spara-
cino said the company learned how to do the same job 
with half the people, yet still give excellent service and a 
clean vehicle.

 “The way the process was shown to us by the consul-
tants was to have someone in every position in order to get 
a car through the wash and the after care,” Sparacino noted. 
“We started with 25 people, but after multi-tasking training, 
we learned to do with half that number of people.”
 He pointed out that typically there’s now a single em-
ployee guiding cars into the wash, and at the after care end 
the person responsible for dashboards might be helping out 
with drywalls and tire shine. Other employees are similarly 
cross trained, he added.
 These days, on a Saturday, Sparacino often will start out 
with a staff of eight to 10 employees and still get cars clean 
while providing top-notch service.
 “We get very few complaints,” he pointed out, “but you 
have to have the right people.”� n

Charles Town Auto Wash Uses Comment
Cards to Grow Business, Volume
By Alan M. Petrillo

 Danny Sparacino, general manager of the carwash, thinks 
the biggest task for any carwash is getting customers to wash 
more frequently and thus increase the carwash’s income. One 
of the ways he’s doing that is by up-selling detailing services 
through a customer feedback card.
 “When we drive the car off the line and hand it over to 
the customer after they inspect it, we give them a comment 
card they can use to give us feedback,” Sparacino said. “Each 
card is stamped with a 30-day expiration date that allows the 
customer $10 off an express buff.”
 Sparacino pointed out the relatively new program has 

 The owners and general manager of Charles Town Auto 
Wash in Charles Town, WV, know that giving customers the clean-
est car when the vehicle comes out of the tunnel is of paramount 
importance. But besides washing cars well, they have found a way 
to increase their average sale through up-selling customers.
 Charles Town Auto Wash is a 165-foot flex-serve tunnel 
with an after-care detailing center that has dual 90-foot con-
veyors allowing for full and express detailing. The carwash, 
built three years ago and owned by retail development com-
pany Uniwest, is located in a bedroom community about 40 
miles from Washington, DC.

Continued on page 68 …

Assistant General Manager Danny Sparacino and 
General Manager Tara Perry.

Charles Town Auto Wash in Charles Town, WV, features a 165-foot flex-serve tunnel with an after-
care detailing center that has dual 90-foot conveyors accommodating full and express detailing.

Issue’s 
Shining 
Star!
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 “The express buff is a hand buff by two employees using 
orbital buffers in the detailing tunnel,” Sparacino said. “They 
put on quite a show doing the buffing and it only takes an ex-
tra 10 minutes to buff on the wax. We discount that service 
through the comment cards, but it’s still a great value for the 
customer and for us.”

Philanthropic Bent
 Charles Town Auto Wash gives discounts for some lo-
cal organizations and groups in its area. The carwash gives 
15 percent off washes to all teachers in Jefferson County, 
and discounts basic carwashes by $2 for privately-owned 
used car lots when they wash cars a couple times a month, 
generally running about 40 vehicles on a wash day through 
the carwash.
 The carwash also works with charities in the area – 
schools, civic groups and churches –by donating express buffs 
or other carwash and detailing services.

“really kicked in because it’s up-selling a service for the 
next time a customer comes into the wash, and not dis-
counting a service that they’ve already received.”
 An added bonus for the carwash is that giving the dis-
count through the comment card means it’s a bit of free 
advertising because the offer doesn’t have to be mailed or 
otherwise distributed.
 “It helps us with our average check, the customer is sat-
isfied and we only spend a few minutes getting that money,” 
Sparacino noted.
 The comment cards also generate a lot of feedback for the 
carwash, most of it positive, he said.
 “Customers don’t always take the time to tell you if you’re 
doing good or bad,” Sparacino pointed out. “As a manager, I get 
a feel for what’s happening in the carwash, but I want feedback 
too so we don’t get complacent in what we do.”
 Charles Town Auto Wash has two levels of washes – a 
Basic carwash for $9 and a Premium ($11), which adds triple 
foam and polish, underbody flush and two additional applica-
tions of tire and rim cleaner.
 Add-ons are an additional source of income. Rain-X full 
body protectant is $4, Rain-X rim protectant applied in the 
tunnel is $4 and tire shine is $4. The wash will package those 
three add-ons together and give a $1 discount, calling the re-
sult the Trifecta ($22).
 “The customers buy the Trifecta like it’s going out of style,” 
Sparacino observed. “We have colorful posters and signs at 
the entrance promoting the Trifecta and it has increased our 
check average.”
 The carwash’s goal, he added, is to increase the average 
sale made and still give great value to the customer.
 Sparacino introduced an express buff last year. It’s available 
with a Premium wash, charging $49 for cars and $59 for SUVs.

Charles Town … continued from page 67.

The belted detail area allows for more efficient cleaning.

The bright and state-of-the-art design is a true customer pleaser. The tunnel has two wash levels: a Basic wash for $9 and a Premium for $11.
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May 30 
Hunt Valley, MD

SepTeMBer 12
Williamsburg, VA

noveMBer 28
Unitec Electronics, Baltimore, MD

Reserve online at www.mcacarwash.org
All meetings will have a reception  

at 6pm and a dinner at 7pm.
Call 888/378-9209 for more information.

2012 MCA CALENDAR
 “We’re very community oriented,” Sparacino said. “We get 
a lot of great feedback from them. It’s worthwhile investing in 
the community.”
 Advertising and promotion is accomplished through 
standing ads in one daily and several weekly newspapers, 
as well as a local glossy bimonthly magazine. Occasionally, 
Sparacino will insert a coupon for $10 off an express buff in 
one of the publications.
 “Instead of sending out 10,000 coupons in a direct mail 
promotion, it’s better for us to run the continual ads in the 
newspapers and the magazine,” he added.

Unlimited Growth
 A year ago, Sparacino started an unlimited wash program 
for Charles Town Auto Wash, a move that he said has been very 
successful. Customers pay $29 a month for an unlimited premi-
um wash or $39 a month to add Rain-X and tire shine. He noted 
that the unlimited wash program has continued to grow.
 “On the first day of each month, the card is charged again 
for either $29 or $39. Customers have to sign a one-year con-
tract to get the service.”
 Keeping costs down at the 20-employee carwash is very 
important to Sparacino and the carwash’s owners.
 “We’ve been able to keep our costs down by controlling our 
utilities, watching our chemical costs and constantly tweaking 
our tunnel so we get the perfect car out of it in the most efficient 
way for us,” he said. “We’ve cut payroll 50 percent in three years 
by being more efficient and multi-tasking our employees. Every 
employee has to be able to perform every function on the prop-
erty and that cross-training  has been key for us.”� n

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

Facebook users:  
Friendly and Trusting
 Are you an average social networker?
 If so, you have about 229 Facebook friends, accord-
ing to a recent Pew study, Social Networking Sites and 
Our Lives.
 Just who are these “friends?” The average list in-
cludes:

 ❖ High school friends: 22 percent
 ❖ Extended family: 12 percent
 ❖ Co-workers: 10 percent
 ❖ College friends: 9 percent
 ❖ Immediate family: 8 percent
 ❖ Voluntary groups: 7 percent
 ❖ Neighbors: 2 percent

 And chances are you trust these people, and peo-
ple in general. The study found that “a Facebook user 
who uses the site multiple times per day is 43 percent 
more likely than other Internet users and more than 
three times as likely as non-Internet users to feel that 
most people can be trusted.” n  

“Ordinary riches can be stolen; 
real riches cannot. In your soul 
are infinitely precious things that 

cannot be taken from you.”
— Oscar Wilde

The three-years-young wash is owned by Uniwest Commercial Realty.
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Quality and Image Help Draw  
Customers to Maritime Autowash
By Alan M. Petrillo

ucts during the wash cycle, 
Podrog noted, along with 
maximum ef ficiency 
spray nozzles.
 Podrog opened the 
Annapolis location in 
2005, followed by the 
Severna Park wash two 
years later. He said he 
believes in continually up-
dating his carwashes in or-
der to continue to attract new 
customers and retain existing ones.

Profitable VIP Washing
 “The main part of our business is our VIP program – 
our unlimited wash program,” Podrog noted. “A customer 

 Good demographics in two different towns, word of 
mouth promotion to attract new customers, a high-qual-
ity carwash, good employees and a great image are the 
keys to success for Maritime Autowash at its locations in 
Annapolis and Severna Park, MD.
 Both Maritime Autowash locations have 100-foot 
conveyors in 95-foot tunnels and are full-service washes 
using hybrid technology. Each location has a gift shop in 
its lounge.
 “Both are touch free and friction in the tunnels,” said 
owner David Podrog. “The first part of the wash is touch 
free – the pre-soak and high-pressure arches – followed 
by the friction portion of the wash.”
 At the Severna Park Maritime Autowash location, Po-
drog has a detailing operation that’s handled in three bays 
under a tent, and he’s in the process of adding a detailing 
center at Annapolis – five bays under a tent. Full and ex-
press detailing will soon be offered at both locations.
 “At the Annapolis carwash, we currently have two 
vacuum lanes, each of which can handle four cars at a 
time,” Podrog said. “We’re expanding to three lanes, with 
each lane handling five cars, for a total of 15. That means 
30 vacuum drops.”

Rainwater Harvesting
 Podrog said he’s putting in what he believes to be the 
only carwash rainwater harvesting system in the country.
 “We’ve installed a 12,000 gallon underground tank to 
collect rainwater and storm water runoff from a new sec-
tion of expansion pavement, and then (we’ll) feed it into 
our reclaim system,” he pointed out.
 Maritime Autowash recycles nearly 100 percent of its 
wash water and uses only biodegradable cleaning prod-

Vac stations abound at Maritime.

Both Maritime Autowash locations feature 100-foot hybrid conveyors.

iMacs provide Maritime customers with a link to the world wide web.
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Candids From the  
Fall Membership  
Meeting In Ellicott City
 The Mid-Atlantic Carwash Association met November 2 
at the Turf Valley Resort in Ellicott City, MD, for its Fall Mem-
bership Meeting.
 Splash Car Wash’s Mark Curtis, Stamford, CT, was the fea-
tured speaker at the association’s November meeting. Curtis, 
a multiple-location operator, former Connecticut Carwash 
Association president, creator of WashUSA and currently the 
International Carwash Association Treasurer, shared his vi-
sion of carwashing and his years of experience with attendees. 
Curtis, known for his marketing savvy, never disappoints and 
always provides attendees with great take-home value. � n

pays $39.95 a month and (he/she) can get any wash we 
offer as often as they want. The program has worked fan-
tastically for us.”
 Podrog said Maritime Autowash has 3,500 customers 
in its program at Annapolis and 2,500 at Severna Park.
 Maritime Autowash offers a large menu of services 
for customers. Exterior washes run from $8.95 to $24.95, 
while a full-service wash starts at $15.95 and runs to 
$29.95. Upgrades include floor mat extreme cleaning, 
truck vacuuming, Rain-x, Restora whitewall tire clean-
ing, Lustro wax and Bella Ultra premium wax. Maritime 
also has extra charges for mid-sized, full-sized and super-
sized vehicles, as well as a fee for hand-cleaning pickup 
truck beds and for excessive dirt.
 Podrog said while he has more than 100 employees 
on the payroll, on a typical day he’ll usually have between 
40 and 45 people working at each site.
 “We want to make it a nice experience for our cus-
tomers in the service they get and in their surroundings,” 
he pointed out. “All our employees are customer-service 
oriented. Their main goal is to make sure the customer is 
happy and satisfied with their wash.”
 Podrog said each customer is walked to the finished 
vehicle by a specially-trained quality control assistant 
who inspects the vehicle with the customer to make sure 
they are pleased with the service.
 “We clean the vehicle inside and out,” Podrog said. 
“That’s our main focus – it’s not a quick once over, but 
actually a mini detail on each car. That’s what makes our 
customers satisfied.”� n

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

Maritime Autowash has two locations: one in An-
napolis and one in Severna Park, MD.

Guest speaker Mark Curtis and MCA President Mike Ashley.

Robert Stair and Thomas Deputy of Mine Road Auto Spa in Fredericksburg, VA, 
take a moment to pose during the meeting.  Stair is the new MCA Membership 
Chair and Deputy sits on the committee. 
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 What happened to good old New England winters? 

One day it’s in the teens and the next it’s near 60 degrees, with 

very little snow but lots and lots of rain. We know that we can’t 

change the weather, however, we can change the way that we do business. Your 

board of directors is working hard to bring great programs like the one that Michael 

Gardner did at our February meeting on E-Mail Marketing. Mike, as always, shared 

what Super Shine Auto Wash Centers is doing to bring in more customers and retain 

those customers using e-mail marketing. Mike showed us what e-mail marketing is all 

about, who and how to generate our list to e-mail, and what we should offer and what 

we should not. Mike, thank you for a great program and I hope that our members 

took your wonderful ideas and worked them into their marketing plan.

 I would like to welcome several new members to our Board of Directors. 

John Tapis, Supplier Vice President, from Rhode Island Chemical Corporation; Op-

erator Directors Mike DiOrio from Maddy’s Car Wash and Terrance Elder from Triple 

Play, and Supplier Directors Andrew Schille from Ecolab Vehicle Care Division and 

Steve Stockman from Trans-Mate Products. If any member has any new ideas on pro-

grams that can make our association stronger, please let one of your board members 

know so that we can work it into our agenda for discussion at a future board meeting.

 On behalf of our association, I would like to thank our outgoing board mem-

bers Bill Stapleton from Choice Car Wash, Yvonne Blackman from Blue Wave Car 

Wash, Steve Crowell from Auto Wash Maintenance and Donato DePinto from New 

England Car Wash Equipment. These members have worked hard for the last three 

years to help make the NECA one of the BEST associations in the country. Thank you 

for your hard work and dedication!

 Our Executive Director Sherri Oken has renewed her CAE credential. Sherri 

had to submit an application satisfying professional experience and education 

requirements and then pass a challenging examination on all aspects of associa-

tion management. Once earned, the certification must be renewed every three years 

through additional studies and leadership activities. We at NECA are very fortunate 

to have Sherri working so hard for us. Way to go, Sherri!

Ron Bousquet

NECA President

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

ron Bousquet

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

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

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

We Specialize In:
Barcoded Tickets
Consecutive Numbering

unleash your creativity  
With The right Questions
 People often talk about creativity as if it must 
arrive as a bolt out of the blue, a flash of inspiration 
that strikes without warning. In truth, however, there 
are ways to manufacture creativity, and most of them 
have to do with asking the right questions. The next 
time you’ve got a tricky problem to solve, try these 
queries to start thinking differently:

 ❖ What would happen if…?

 ❖ Can we do this a different way?

 ❖ Why do we do it this way?

 ❖ What’s the silliest way we could do this? 

 ❖ What’s the worst thing we could try?

 ❖ If solving this problem were a matter of life and 
death, what would we do?

 ❖ If we were one of our competitors, how would 
we do it?

 ❖ What three changes would make this idea bet-
ter? What would make it worse?  n  

Keep Workers’ Hands Safe
 Employers have a legal responsibility to supply work-
ers with protective gloves when the work calls for them. 
You’ve got to consider the hazards an employee’s hands 
will be exposed to, the appropriate materials needed for 
protection, the level of manual dexterity necessary, and 
other factors.

 Here are a few different types of gloves you may need to 
consider:

Cut-resistant gloves. These can be made of anything 
from leather to Kevlar and should be used in any en-
vironment where workers’ hands are at risk of being 
cut by sharp metal or other hazards.

Chemical-resistant gloves. Used when working with 
hazardous chemicals that can burn unprotected skin.

Rubber safety gloves. Any time employees are working 
with live electrical wires or equipment; they should 
be equipped with insulated gloves that won’t conduct 
an electrical current.

Heat protection gloves. Usually made with metal, 
these should protect employees’ hands from burns 
resulting from extreme heat or cold.� n
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 Messina noted that customer service is about answering 
the phone and greeting people when they arrive, and spend-
ing time talking to them to see what they want. “We don’t do 
pressure selling,” he said, “we do suggestive selling. We let the 
customers choose what they want.”

Education is Key
 Educating customers is part of a carwasher’s job, Messi-
na maintains. He said he regularly has to explain to custom-
ers that his tunnel uses foam materials and not cloth. And he 
literally rolls out the red carpet for customers. “We give them 
the red carpet treatment where we put a red carpet in front 
of the driver’s door before they get into the car,” Messina said.
 Royal t Car Wash and Detail keeps its pricing simple, Mes-
sina noted, offering a basic tunnel wash at $8, an Ultimate for 
$16 and a Platinum wash (Ultimate plus interior vacuuming 
and window cleaning) for $31. Messina pointed out the Plati-
num wash has gained popularity throughout the year.
 An in-bay automatic wash runs $8 to $11, while the self-
service bays cost $3 for a four-minute cycle. The carwash also 
boasts 10 self-service vacuums and a vending machine area.
 Credit cards and cash are accepted in the tunnel, in-bays 
and detailing center, Messina said, but cash and coins only in 
the self-service bays. He plans on putting credit card accep-
tors in the self-service bays soon.
 “The credit cards are used in our washes by more than 
half of our customers, and they tend to spend a little more 
than cash customers,” Messina observed.
 Royal t offers both express and full detailing services, 
running from $35 for an average vehicle, to $150 or more.
 “We also do buffing, headlight restoration, ozone treat-
ment and fabric protectant,” Messina said. “The auto detail-
ing business has grown consistently since we introduced it at 
this location in 2006. Every year it’s been up at least 10 per-
cent, so that it’s become it’s own entity,” said Messina.
 The detailing area consists of two enclosed drive-in and 
drive-out bays with its own air-conditioned waiting room 
complete with a flat screen television. Because detailing is 
such a significant growth area, Messina is considering expand-
ing into another bay to provide additional detailing services.
 Royal t, which has four full-time and two part-time em-
ployees, handles a number of fleet accounts, including a 
Coca Cola distribution center, the town of Londonderry, lim-
ousine companies and airport shuttles.
 Messina is setting up a website for Royal t, through which 
he plans to offer discount coupons and other incentives to 
get people to visit the wash. He also has used cash register 
receipts for couponing in the past and is working with local 
town officials to get lists of new people moving into the area.

 Brian Messina has been in the carwash business for 14 
years, starting as a manager for Pro Wash in Derry, NH, but 
these days he now owns the carwash where he started his 
career and has renamed it Royal t Car Wash and Detail.
 Messina believes that customer service is one of the keys 
to success in the carwash business and the name of his car-
wash reflects that belief.
 “The ‘t’ in our name is a lower case letter that’s signifi-
cant because it symbolizes crossing the t’s and dotting the 
i’s in business – making sure you’re doing all the things you 
should for the customer,” Messina pointed out. “It also signi-
fies our slogan, which is ‘Let Us Treat You Like Royalty.’”
 Messina became a partner with Jeff Arras at Pro Wash 
in 2000, having a stake in what was then six carwash loca-
tions. He and Arras sold three of the carwashes over the last 
five years and this year – on January 13, a Friday – Messina 
bought the Derry Pro Wash location, the largest in the Pro 
Wash group, and made it his own.
 Royal t Car Wash and Detail has a 110-foot exterior tun-
nel, two touch-free in-bay automatics, two self-service bays, 
two bays for full and express detailing, and a propane refill-
ing station.
 Messina said that the Pro Wash locations he had with 
Arras were successful because of the quality wash they gave 
and the customer service they offered.
 “We had a ‘no questions’ rewash policy,” he said, “because 
we wanted total satisfaction from our customers. We kept the 
facilities neat and clean and Royal t does the same thing.”

Royal t Car Wash and Detail 
Puts Focus on Service
By Alan M. Petrillo

The new Royal t Car Wash owner, Brian Messina, has been washing cars for 14 
years. He now owns the wash where he started his career and it’s all his!
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 “People are coming here, buying homes and condos,” he 
said, “so we’d like to do mass emails for targeted promotions 
of special services.”
 Messina is developing a loyalty program for carwashes 
and detailing at Royal t, and currently participates in chari-
table functions by donating coupon books to local high 
schools and civic groups.
 Because the carwash and detailing center faces south 
and has a large roof space, Messina also plans on looking into 
the possibility of solar generation for both the electricity and 
hot water needs of the facility.� n

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

Spur Innovative Ideas  
With These unorthodox  

Techniques
 If you haven’t heard any good ideas from your em-
ployees lately, it could be that you’re not asking for them. 
There are different ways to solicit innovative ideas.

 Here are some creative approaches:

 ❖ Look for bad ideas. Hold a “dump the ideas” 
meeting or luncheon. The topic: ”What should 
we stop doing so we have more time and energy 
for innovation?”

 ❖ Designate a “blue sky day.” Ask your team 
to build a model or make some kind of graphic 
representation of their wildest business-related 
ideas. For one day, display them in hallways or 
your break room. Include sticky note paper for 
people to share their thoughts and comments on 
each other’s ideas.

 ❖ Hold a gift exchange of ideas. Have people 
write down their trickiest problem and drop 
them all in a hat. Then have everyone pick a 
problem from the hat and try to solve it. Like 
a holiday grab bag, this can encourage people 
from different areas to get together and learn 
something about each other’s problems – and 
their hidden skills.

 ❖ Form a dream team. Select a small group of 
people to meet once a week. Their job: to gen-
erate, share, and discuss ideas for innovation. 
Have them meet on specific subjects to keep 
them focused.

 ❖ Hold a story hour. Ask everyone on your team 
to tell about a time when he or she solved a 
problem or helped develop an innovative idea. 
Try to identify the skills and principles every-
one used so you can work on enhancing them 
on your own team.

 ❖ Post topics and questions. Hang a poster-size 
piece of paper with a problem or question at the 
top. Provide markers so people can write down 
their ideas on that particular topic.

 ❖ Take a field trip. Go to a museum, playground, 
zoo, park, or someplace like that. Ask everyone 
to come up with three business-related ideas 
inspired by the outing.� n

Laura and Brian Messina believe in customer service is the key to a successful 
carwash. 

Messina is a hands-on operator who will not pressure his customers but 
suggests to them what their car needs.
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Gardner gave examples of effective 
marketing techniques and advice on 
the compiling of the all-important dis-
tribution list.  
 In real time, he demonstrated, step 
by step, how to set up a Constant Con-
tact  account and develop a broadcast. 
He created an actual “e-mail,” one block 
at a time and demonstrated how to at-
tach the target list of recipients and 
how to send the e-mail. He reviewed 
how to look at the statistics of the e-
mail sent and what the statistics mean 
by using a past e-mail he sent out as an 

 The New England Carwash Asso-
ciation’s (NECA) Winter Membership 
Meeting, Dinner & Program, February 
7, at the Hilton in Dedham, MA, provid-
ed even the most resistant with excel-
lent instructions on how to “Enter the 
Brave New World of E-Mail Marketing.” 
 Michael Gardner Jr. (Super Shine 
Auto Wash Centers), a second genera-
tion carwasher, prepared a presenta-
tion that provided excellent pointers 
on how to ensure the recipients of your 
e-mail are receptive to your message 
and don’t automatically click “delete.” 

Gardner Teaches Attendees  
“How To” Use Social Media Marketing

example of meaningful results. As add-
ed value, each attendee was sent the 
actual campaign by e-mail. They had 
the results from the meeting in their 
in-box the next morning. 
 Gardner’s presentation was docu-
mented in a step-by-step handout that 
allows someone who has never done 
an e-mail campaign to follow the steps 
to success. Members of the NECA who 
were unable to attend will find a copy 
of this handout posted on the “Mem-
bers Only” section of the NECA web 
site, www.newenglandcarwash.org.

Super Shine's Mike Gardner, Jr., taught 
attendees at the February 7 meeting 
"How To" use social media at their wash.

Yvonne Blackman of Blue Wave Car Wash received 
a plaque for her years of service as a board member 
from 2009-2011.

Donato DePinto of New 
England Car Wash Equip-
ment is an outgoing board 
member after two years of 
service.

Steve Crowell of Autowash 
Maintenance Corp. proudly dis-
plays his board member plaque 

after his years of service.
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The SoBrite Filtermatic  
reclaim systems have set the

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

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

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

SoBrite’s Filtermatic²

Produces up to 160 GPM  
without Operators  
Assistance 

SoBrite’seenFiltermatic3b 

Designed for Lower Volume 
Needs Up to 25GPM

Economatic Reclaim System
•	 Single, Double or Triple  

Hydro-Cyclonic Action
•	 Automatic Fresh Waster Over-

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

Distributor Inquiries Welcome

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

Distributor  
Inquiries  
Welcome!

 The networking reception preceding the dinner, 
business meeting and presentation was generously 
sponsored by Mang Insurance. During the business 
meeting, outgoing members of the Board (Donato De-
Pinto of New England Car Wash Equipment, Yvonne 
Blackman of Blue Wave Car Wash, Steve Crowell of Au-
towash Maintenance Corporation and Bill Stapleton 
of Choice Car Wash) were recognized and funds were 
raised to support the 2012 NECA Scholarship Program. 
All employees of NECA-member companies are eligible 
so be sure to encourage your employees to apply for the 
$1,000 scholarship. Applications are available on the 
“Members Only” section of the NECA web site, www.
newenglandcarwash.org.� n

Dave Ellard of Triple Play Car Wash and Chuck and 
Mike Delaney of  Allston Car Wash catch up.

 

John Tapis of Rhode Island Chemical Corporation and Posh Wash’s 
Chris Zona.
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NECA Member Benefit

 Wash for a Cause© allows you to help deserving chari-
ties without the administrative hassles and liabilities. 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.

To sign up, contact Adam Korngold at  
617/848-4237 or adam@waveswash.com.

Welcome NeW members

Carwash
Crossroads Convenience
Demetrios Haseotes
Seekonk, MA

Supplier
Standard Power of America
Sean Tumblety
www.standardpower.com

Welcome BAcK!

Carwash
Shield System Car Wash
Nicolas Campisi
www.shieldcarwash.com
Billerica, Brighton, Winchester, North Billerica 
and Lowell, MA





necA membership Benefit: 
IcA’s WaterSavers Program

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

A L L I A N C E  P A R T N E R

New England Carwash Association

 NECA is part of The International Carwash Association™ 
WaterSavers® Alliance. As part of the Alliance, NECA mem-
bers are immediately eligible to participate in the WaterSav-
ers program, the professional carwash industry’s award-win-
ning environmental promotion program. You do not have to 
be an ICA member to particiapte.
 Carwashes implementing water managment best prac-
tices are eligible to participate in WaterSavers for only $49 
per location annually. Member benefits include:

 ❖ Inclusion in the program’s online directory of 
locations 

 ❖ Exclusive access to promotional materials such as 
signage and marketing templates via the partnership 
with Car Wash Creative

 ❖ Increased awareness and recognition of your busi-
ness via a new, multi-year public relations campaign 
starting soon

 ❖ And more!� n

don’t miss out. For more information visit  
www.icawatersavers.org or call 888/422-8422.

member Benefit:  
marketing Through necA
Members: Are you utilizing all opportunities to 
increase your company’s visibility and reach?

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

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

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

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

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

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

For a full description of opportunities for our industry partners/supplier 
members, go to: http://www.newenglandcarwash.org/category/3370/
opportunities-for-our-industry-partners-supplier-members.htm
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*NOTE: If your registration payment is not received by May 8th, 2012 your table may be released to another exhibitor.
CANCELLATION POLICY: All cancellations are subject to a $25 administrative fee. 

Refunds may not be available for cancellations received after May 8th, 2011.

TABLE TOP SHOW
& DEMO EXPO
Tuesday, May 22, 2012

UMass Lowell Inn & Conference Center 
Lowell, MA

Vendor Set Up at 3:00 p.m.
Doors Open at 5 p.m. ~ Buffet Dinner from 6:00 p.m.  

Dessert and Prize Drawings at 8:00 p.m.

GAIN A COMPETITIVE EDGE

WE WORK FOR YOU!

TRAFFIC BUILDERS

BEST EXHIBIT AWARDS

EXHIBITOR-ONLY RAFFLE PRIZE

NEW!

Display and demonstrate, products & services to help
car washers become the best they can be!

NEW! DEMO EXPO: A limited number of exhibitors will be 
spotlighted in Show promotions, in the program & throughout 
the Show by presenting scheduled demonstrations (15 min-
utes each). Call NECA for availability and details.

REGISTRATION Please remit payment by May 8th, 2012
NECA Members: $275.00      Non-Members: 325.00
Registration includes one 6-foot table; electricity (upon 
request); (##complimentary buffet dinners and vendor prize 
drawing tickets for two (2) company reps (3 if you purchase 
2 tables); exhibitor “tools”; promotional credit in printed and 
broadcast material, on the NECA web site and in the North-
east Carwasher.

QUESTIONS?  781/245-7400 
           offi ce@newenglandcarwash.org

THREE EASY WAYS TO REGISTER  
1. EASIEST! VISIT OUR WEB SITE

www.newenglandcarwash.org  OR
2. Complete this form and fax with credit card

information to 781/245-6487   OR
3. Complete this form & mail with a check payable to

NECA to 591 North Ave., Ste. 3-2 
Wakefi eld, MA 01880

Reserve an Additional Table and Save $50 off the price of a 
table - maximum of one extra table per exhibitor. 
Please note: Registration fees for this event are not tax deductible as charitable 
contributions; they may be deductible as ordinary and necessary business 
expenses. If you have special needs (per ADA) in order to participate in this 
event, please contact the NECA offi ce.

2012 NECA Table Top Exhibitor Reservation Form - PLEASE COMPLETE AND PRINT NEATLY.

CONTACT PERSON _____________________________________________________________ JOB TITLE ___________________________________________

COMPANY  ____________________________________________________________________________________________________________________

ADDRESS ____________________________________________________ CITY ______________________________ STATE________  ZIP ______________

PHONE (           )_________________________  FAX (           )_________________________ WEB SITE____________________________________________

E-MAIL ________________________________________________ ITEMS TO RAFFLE _________________________________________________________

COMPANY REPS FOR SHOW 1.________________________________   2._________________________________     _________________________________

PRODUCTS & SERVICES (FOR PROGRAM LISTING AND WEB SITE): ______________________________________________________________________________

NECA WILL ASSIGN TABLES ON A FIRST COME, FIRST SERVE BASIS. WE WILL TRY OUR BEST TO HONOR YOUR PREFERENCES SO PLEASE BE SPECIFIC.

WE WOULD LIKE TO BE NEXT TO ______________________________________  WE PREFER TO BE AWAY FROM _______________________________________

________ NUMBER OF TABLES  _______YES, WE NEED ELECTRICITY. OTHER SPECIAL NEEDS?________________________________________________________

EXTRA DINNERS##YOU WOULD LIKE TO PURCHASE:  # OF MEMBERS AT $20 EACH ____________       # OF NONMEMBERS AT $30 EACH____________ 

TOTAL FOR TABLES $ _______________   TOTAL FOR EXTRA DINNERS $_______________   TOTAL $ _________________ ENCLOSED OR TO BE CHARGED TO ...

MC   VISA   AMEX   DISCOVER  #_______________________________________________   EXPIRATION _______/_______     SECURITY CODE # _____________

NAME ON CARD________________________________________ BILLING ADDRESS ___________________________________________________________

*NAMES_________________________________________________________   CITY________________________________STATE________ ZIP__________

CIRCLE ONE

IF DIFFERENT THAN ABOVE

IF YOU HAVE PURCHASED TWO TABLES, BE SURE TO NAME A 3RD REP.

NEW

LOCATION!



TABLE TOP SHOW
& DEMO EXPO
Tuesday, May 22, 2012

Univ. of Lowell Conference Center 
Lowell, MA

Show: 5:00 - 8:30 p.m.
BUS TOUR OF AREA WASHES

BOARDS AT 11:30 A.M. 

FREE ADMISSION TO THE SHOW

ALL-YOU-CAN-EAT
BUFFET DINNER

CONTEST & DRAWINGS

FOR VALUABLE PRIZES

TO REGISTER FOR THE SHOW AND TOUR, VISIT
WWW.NEWENGLANDCARWASH.ORG or call 781/245-7400

NEW!

GAIN A COMPETITIVE EDGE
Products, services and demonstrations to help
you become the best car washer you can be!

Income
Interest Income ...................................................................... $1,066
Meetings ............................................................................... $42,385
Member services ....................................................................... $709
Membership ......................................................................... $29,260
NRcc ..................................................................................... $14,930
scholarship ............................................................................. $2,220
other (advertising and promotion) ........................................... $250
subtotal Income ................................................................... $90,821
washforacause ........................................................................ $4,280

Total Income .................................................................$95,101

Expenses
Advertising and promotion .................................................... $1,169
board expenses ...................................................................... $3,242
charitable contribution ......................................................... $3,000
Insurance ................................................................................ $1,820
Management services .......................................................... $37,266
Meetings ............................................................................... $33,811
Member services .................................................................... $2,071
Membership .............................................................................. $875
office expense ........................................................................ $3,422
Professional expense .............................................................. $2,575
subtotal expenses ................................................................. $89,254
washforacause ........................................................................ $8,688

Total Expense ................................................................$97,942

Net Income ................................................................... -$2,841

Cash Balances
the cooperative bank cd................................................... $102,487
citizen’s bank savings .......................................................... $74,534
citizens checking .................................................................. $17,331

Total Checking / Savings ...............................................$194,354

TreASurer’S rePorT 
new england carwash Association 
Period: January 2011 - december 2011

Should Your Wash 

Be Featured in the 

Northeast Carwasher?

email us at 

mediasolutions@nycap.rr.com
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Sign Program Close-out Sale
Eye-catching, sturdy, custom-designed signs: 

4 color process, digitally printed on coreplast, sized for standard Windmaster frames (28” x 44” inserts).

Current NECA Members and Members of NRCC affiliated associations: 
SAVE $100 on a full EIGHT-sign set    SAVE $10 on each individual sign 

Members: $179.99 (was $279.99) for the EIGHT-sign set; $35 (was $45) for each individual sign
Non members: $239.99 (was $339.99) for the EIGHT-sign set; $45 (was $55) for each individual sign

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

NECA SIGN PROGRAM             DATE_____________________   

MEMBERS:  #________ SET (S) X $179.99 = $______________   #________ INDIVIDUAL SIGNS X $35 = $______________   

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

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

NON MEMBERS:   #________ SET (S) X $239.99 = $______________   #________ INDIVIDUAL SIGNS X $45 = $______________   

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

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

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

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

CONTACT PERSON _______________________________________________ TITLE________________________________________________

DELIVERY STREET ADDRESS#__________________________________________________________ CITY______________________________
_ 

STATE__________   ZIP_____________ -- _________    E-MAIL ______________________________________________________________

TELEPHONE (                  ) __________________________________            FAX (                  ) __________________________________

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

BILLING ADDRESS (IF DIFFERENT)____________________________________ CITY________________________STATE______ ZIP____________

# PACKAGES CANNOT BE DELIVERED TO POST OFFICE BOXES.       UPDATED 1/30/12

2

5 6 7

1

CIRCLE ONE

THREE WAYS TO ORDER SIGNS

1. EASIEST On-line with payment
    by credit card 

 www.newenglandcarwash.org

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

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

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

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

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

3 4

8

SAVE $100



 As we transition from winter to spring I think the words 
on everyone’s mind is what winter. The difference between last 
winter and this winter is astounding. We had 218 inches of 
snow last winter and only 35 inches this winter (at this writing). As I write this, Lake 
Ontario has just provided us with our first snowfall over six inches this season. Need-
less to say, our carwash season has been very light. When it is raining in December 
and January, our business is definitely slow. 
 In our market, we were fortunate to get some salt and increased wash vol-
ume. I know a lot of parts of the state have had none. It could be worse – we could be 
in the ski resort business!
 New challenges always seem to rear their ugly head legislatively. Now a 
raise in the minimum wage has been introduced in the legislature. This issue, along 
with other issues are being addressed by our lobbyist, Bill Crowell, and the carwash 
board. We are still working on the hardship that charging sales tax on credit cards 
at our self serves cause. Bill is working tirelessly on these issues and other issues on 
our behalf and looking out for our best interests. Please contribute to our Carwash 
PAC so we can continue this work on your behalf. 
 This year we are going to do some “road shows” where we travel from one 
part of the state to the other to educate our members on such things as the minimum 
wage hike and the threat of unions being formed with our employees. We have a great 
speaker who will educate everyone on how to best prepare and what we as a grassroots 
association can do to keep these issues at bay. We will begin on Long Island soon.
 Unfortunately this year we will not be traveling back to CitiField. The Mets 
organization has raised its rates and made it impossible for a small association like 
ours to endure their price hikes. Mike Benmoschè is looking into some other options 
that are family friendly and full of great networking.
 Our Fall Membership meeting is headed to the Binghamton market where 
we will tour, among others, the new Hoffman Car Wash. It should be a great tour and 
opportunity to experience washes outside your market. Check our website, nyscwa.
com, for more specifics at a later date.
 As my term as President comes to an end with this column. I would like 
to thank my staff and my family for picking up the slack and making it possible to 
take time away to serve as your New York State Car Wash Association (NYSCWA) 
President. To the officers and board members, we have done some great work over the 
last four years, and I thank you. Suzanne you go above and beyond the call. Thanks 
for making me look good and being a great friend. I have always said leave it better 
than you found it. Hopefully, I did. It has been a pleasure and an honor to serve the 
association. To the new officers and board I wish you much success. 

 Mark Kubarek
NYSCWA President
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NYSCWA News

Officers

Mark Kubarek, president
K & S Car Wash, Auburn, 315/255-1414 
MTACU@aol.com

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

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

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

Board Members

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

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

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

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

Past Presidents
Tom Hoffman Sr. Dan Kailburn

Ron Burton  Don Scordo

Raymond Justice Ken Knightes*

Steve Voll  Walt Hartl

Mark Kubarek  Dennis O’Shaughnessy, Sr.

Tom Hoffman Jr. Steve Knightes

*Deceased

Executive Director
Suzanne L. Stansbury 

Ph/F: (518) 280-4767 

mediasolutions@nycap.rr.com 

P.O. Box 230, Rexford, NY 12148

www.nyscwa.com

www.northeastcarwasher.com

mark Kubarek

PRESIDENT’S COLUMN
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 The New York State Car Wash Association (NYSCWA) 
has teamed up with the International Carwash Associa-
tion (ICA) to offer its members the opportunity to become 
WaterSavers. Watersavers is an ICA program to help car-
washes promote their business and the benefits of profes-
sional carwashing to consumers. This program is open to 
any NYSCWA member in good standing. You do not need to 
be an ICA member to participate.

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

A L L I A N C E  P A R T N E R

New England Carwash Association The program costs $49 per location (up to five locations) 
or $250 for six or more locations.

 The criteria for participation includes:

 ❖ All water discharge must be routed to water treat-
ment or a leech/septic field as permitted.

 ❖ A backflow prevention device must be installed and 
operable on the potable water supply.

 ❖ All spray nozzles must be inspected annually to en-
sure maximum efficiency of water used.

 ❖ All water-saving devices must be maintained to origi-
nal or improved specifications for the conservation 
of water.

 ❖ Spot-free reverse osmosis concentrate (a.k.a. “re-
ject”), if such a system is used, must be reused in the 
wash process.

 A complete line of marketing materials and online or-
dering is available. To learn more visit www.icawatersavers.
org. Sign up your wash today!� n

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

New member benefit!

NYSCWA Encourages Members 
To Become WaterSavers
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these progressive states eventually make it to middle America 
where sometimes they take hold. When I wrote my last article, 
I cited examples of washes that used solar and wind power in 
their operations. Surf the web and it will confirm where pro-
gressive practices are prevalent. These trends are undeniable in 
where they start and where legislation is enacted.
 I discussed in the start of my article that “going green” is a 
philosophy and commitment. If you delve much deeper, how-
ever, it is a mindset. Being on the tail end of the Baby Boom 
(born between 1946 and 1964) I can say I am somewhat old 
school in my approach to rationalize issues, make decisions 
and visualize outcomes. But our kids don’t have these ap-
proaches or might I say, hindrances.  Using technology as an 
example, when I buy new technology be it a new phone or 
computer I open up the user manual and stare at it. Mean-
while, the kids tear right through it, personalize all the settings 
as I’m still reading the congratulations part of the manual. 
Their mind functions differently. It has always been this way 
and I believe it is human nature. Getting back to the mindset 
issue, we need to reprogram ourselves, we need to change 
the way we think, perceive and understand how to create the 
world we want. Our way (my way) of thinking is outdated and 
has its flaws. Free, independent thinkers do abound. They are 
the folks who have great businesses, ideas and future strate-
gies. They are all around us and routinely enjoy success.
 If I have peaked your interest in the green movement and 
sustainability, I want to recommend a great first step in develop-
ing your own philosophy. I recently finished reading “EcoMind: 
Changing the Way We Think, to Create the World We Want” by 
Frances Moore Lappe. This book will help you progress in devel-
oping an EcoMind, understanding our role in the environment, 
ecological crisis and it will awaken your senses and sensibility 
so you can be inspired to be a pioneer of your own environ-
mental success. This book does a great job dispelling myths 
and identifying those mind traps we are subject to. Though Ms. 
Lappe proclaims from the onset that she is not an optimist, she 
sources many inspiring examples that will help guide and direct 
us to a more ecological mindset. Enjoy the read!� n

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

Ask the Green Guy!
Please send your garden, landscape and green questions to John 
at jvanetten@hoffman-development.com

 In my last column, I wrote about “Going Green” and how 
that decision is in line with making a commitment to your 
customers and the environment. I wouldn’t consider my-
self an environmentalist, though I do like granola and have 
hugged a tree or two in my day, but not really for emotional 
reasons. In my profession, dubbed the “Green Industry,” solid 
minded professionals are environmental stewards; we care-
fully and thoughtfully safeguard our natural resources and 
use them in a sustainable way. We manage our properties 
sensibly by balancing economics with sustainability.
 Making the transition from ”business as usual” to “going 
green” is not an impulse decision. It is more in line with a phi-
losophy and business direction. Where is this Green Demand 
coming from? The biggest influences are from everyday citizens 
and society, and it is on an international scale. From prominent 
European countries to even Third World Countries the green 
revolution is on the grass roots level and spreading fast. 
 Some of these countries have been absolutely horrendous 
with their past practices; deforestation, pollution, exploitation 
of resources (water, ocean, air, food, soil) to name but a few. Ni-
ger which is three-quarters desert has regreened 12.5 million 
desolate acres allowing natural regeneration of plants. This has 
been accomplished in less than two decades. In that same time 
frame, Costa Rica went from the worst deforestation in Latin 
America, from one-fifth of the country, to more than half now 
being recovered in forest. Here in the United States, Pittsburgh 
went from the 1970’s steel economy boom that was devastat-
ingly polluting the city, to the 10th cleanest city in the world.  
 Looking at environmental world leaders, the top four 
are; Costa Rica, Iceland, Switzerland and Sweden. A reason 
for being leaders in our world has a lot to do with democrati-
cally accountable governments and environmental sanity. 
All of these countries also have vibrant political cultures. Not 
to become political with my column, it just demonstrates the 
grassroots level working with a more intoned government 
that cares about their people.
 Corporations and smaller business’ decision to go green ac-
knowledges the desire and concern for action, both locally and 
globally. Even as economic crisis hit in 2009, four in 10 Ameri-
cans still rank our environment as a top priority. A 2010 Stanford 
Poll found 86 percent of respondents desiring our government 
to limit air pollution from businesses and 76 percent wanting 
legislation to limit greenhouse gases from businesses. The bot-
tom line is that Americans yearn to be part of the solution. But 
keep in mind, we are behind the rest of the world when it comes 
to taking the steps to make a difference. It is often said that great 
ideas and concepts that are instituted in America come from 
the West Coast and progressive-thinking states like Oregon, 
Washington and California. In the East it is Vermont. Ideas from 

Going Green Is a Mindset
By John Van Etten

GREEN THUMBS UP!
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Profit & Loss
 January - December 2011

Income
Meetings Income ................................................................19,848.00
Membership Dues ..............................................................15,496.00
Northeast Convention Income ...........................................14,930.19
PAC Contributions ...................................................................... 0.00
Promotional Fees .................................................................2,116.55
Vendor Sponsorships ............................................................5,225.00

Total Income .................................................................$57,615.74

Gross Profit ...................................................................$57,615.74

Expenses
Advertising/Promotional ........................................................ 105.84
Board of Directors Expenses ................................................... 243.39
Credit Card Fees ...................................................................1,244.18
Director Fees ......................................................................18,000.00
Entertainment Expense .......................................................... 186.86
Insurance Expense ...............................................................1,446.00
Legislative Expense ................................................................ 466.62
Legislative Fees ..................................................................12,000.00
Meetings Expenses .............................................................21,923.75
Northeast Convention Expenses ............................................... 62.50
Office Expenses ...................................................................... 610.29
Postage Expense ..................................................................... 537.29
Printing/Graphics ................................................................... 578.00
Professional Services fees ....................................................... 445.00
Signs ......................................................................................... 75.00
Telephone ................................................................................ 78.55
Travel ..................................................................................... 389.69
Uncategorized Expense .............................................................. 0.00
Website Host .......................................................................... 230.00
Website Maintenance ...........................................................1,591.61

Total Expenses ...............................................................$60,214.57

Net Income ................................................................... -$2,598.83

Total Checking ..............................................................$18,976.49

Total Money Market .......................................................$40,681.21

Total  ............................................................................$59,657.70

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

Northeast Carwasher, Spring 2012  | 87



Snow Melting and De-Icing System

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

Experience
Over 10,000 systems installed since 1964.

Flexible System Design
Engineered for your unique application.

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

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

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

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

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

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

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

 ❖ Upset stomach 

 ❖ Job dissatisfaction 

 ❖ Low morale

Considerations for Employers
 Employers, managers, supervisors 
and business owners have many rea-
sons to consider the stress level of their 
workers. These include the following.

Financial

 ❖ Stressed employees take more 
sick days and file more disability claims 
than contented employees.

 ❖ Disgruntled employees often 
quit after extensive investment has been 
made in their training, and another per-
son has to be trained in their place.

 ❖ Job stress can result in de-
creased productivity.

 ❖ Musculoskeletal disorders. Job 
stress can increase your risk for devel-
oping back and upper-extremity mus-
culoskeletal disorders.

 ❖ Psychological disorders. Men-
tal health problems, like depression 
and burnout, are common as a result of 
chronic work stress.

 ❖ Workplace injury. Stressful 
working conditions can interfere with 
safe work practices and set the stage 
for injuries at work. 

Early Warning Signs of  
Job Stress 

 ❖ Headache 

 ❖ Sleep disturbances 

 ❖ Difficulty concentrating 

 ❖ Short temper

 The economy is still in a state of 
flux, weather patterns are the worst 
in memory, employees are often 
asked to do more with less to mini-
mize expenses, and the pressures 
are mounting with little end in sight. 
Sound depressing? It could be for 
many carwash employees. As an em-
ployer, you have a responsibility to be 
mindful of this potential condition 
before it, perhaps, turns into an ill-
ness or even an injury.

Health Affects of Job Stress
 Workplace stress plays an impor-
tant role in several types of chronic 
health problems, especially: 

 ❖ Cardiovascular disease. Psy-
chologically demanding jobs that allow 
you little control over work processes 
can increase your risk of cardiovascu-
lar disease.

Is Stress Affecting Your Bottom Line?
By Mike Benmoschè
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consistent with organizational values.

 ❖ Provide stress management 
training and an Employee Assistance 
Program (EAP). 

 ❖ Look for ways to improve 
working conditions.
 The bottom line is that the conse-
quences of ignoring this potential con-
dition could be disastrous for both em-
ployee and employer, not to mention the 
customer! Implement a plan today.� n

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

Data for this article 
was contributed by Zy-
wave, Inc.

Variables that can Affect  
Employee Stress 

 ❖ Management style 

 ❖ Interpersonal relationships 

 ❖ Work roles

 ❖ Task design 

 ❖ Career concerns

 ❖ Environmental conditions 

 ❖ Strategies for Stress Manage-
ment and Reduction

 ❖ Establish an employee recogni-
tion program for rewarding good work 
performance.

 ❖ Provide opportunities for ca-
reer development.

 ❖ Promote an organizational cul-
ture that values the individual worker.

 ❖ Ensure management actions are 

Emotional 

 ❖ Stressed workers may become 
depressed or angry.

 ❖ Alcohol or drug use increases 
as self-medication for stress, which in 
turn creates more problems.

Safety 

 ❖ People who are overly stressed 
are less attentive and can accidentally 
damage equipment, vehicles or injure 
themselves or others. 

 ❖ At the extreme, stress can lead 
to violence, and management or co-
workers can be hurt or killed.

Primary Causes of Job Stress 
for Employees

 ❖ Working conditions 

 ❖ Individual’s response mike Benmoschè
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Your  
Laughter

By Ray Justice

You have rollicking laugh
in you
that I’d like to meet.

It’s when you let it all go
not having thought
to look or sound neat.

Your laughter within
rolls naturally
on it’s own
as you feel fun, play and freedom
with a silliness tone.

Laugh for me now
help me get going.
Begin with a smile
‘till the chuckle starts showing.

Then let it rip
loud and clear,
hold nothing back
even bringing a tear.

Let’s howl together
with our internal toy,
as we connect with each other
spreading this sense of joy.

Ray Justice is an Entrepreneur, Poet & 
Creativity Explorer. He is a former car-
wash operator and past president of 
the NYSCWA. Visit him at Think2wice.
com or email him at ray@Thought-
Compass.com.

Connections
Balance –  Choose Wisely    
By Ray Justice

We all know what physical balance is,
A steadiness, fairness & equilibrium that stabilizes.
Without it – we are down, on the floor.

The correct balance or level of light and dark,
allows plants to grow.
Light - too much they will burn,
too little they may wilt or worse.

Most areas of our lives, we can choose our own balance. 
We are able to make our own decisions.
Plants and trees do not have the gift of choice 
so they have to adapt to what comes along. 
We do too, but we have a learned yet natural ability to choose that they do not.

We get to pick, choose and adjust.
We are not planted with deep roots, we have mobility with reasoning, thinking minds.
What a gift, we can move out of the hot sun
and we have created artificial light for dark times.

We choose, we create, we experience.

We are not stuck where we started with roots 
so deeply planted that we are at the mercy of nature.

So now is the time to think about 
other areas of life where balance and
our choices are crucial and important.

Choose wisely and balance what you eat and drink, work and play,
your time on the job and time at home,
money spent and money saved,
and remember to equalize your thoughts.

Keep everything in your life in balance,
It creates a bank of energy for the future.
The term “burn out” evolved for a reason.

Too much light, plants won’t live, they burn up.
Too little and they can’t grow.

What areas of your life do you need to adjust?
You (we) have the inherent ability to decide for ourselves.
So let’s pay attention and let’s do it.   
Choose Wisely – Be Balanced.����n

Ray Justice is an Entrepreneur, Poet & Creativity Explorer. He is a former 
carwash operator and past president of the NYSCWA. Visit him at Think-
2wice.com or email him at ray@ThoughtCompass.com.

  

Ray Justice

Should Your Wash 
Be Featured in the 

  Northeast Carwasher

email us at 
mediasolutions@nycap.rr.com
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P.O. Box 5161
Mooresville, NC 28117
www.mycarwashguy.com

Fax: 888 • 976 • WASH (9274)

E-mail: jim@mycarwashguy.com

Cell: 704 • 247 • 0625

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

Car Wash 
Equipment Sales and Support

Jim Soucek
    
 

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

         
    
 

of obtaining financing because lend-
ers would require a business plan 
to account for this continuing esca-
lation. Financing is important for 
growth or expansion of small busi-
nesses such as carwashes.
 An increase in the minimum 
wage applied to the carwash indus-
try could have both a short- and 
long-term negative impact on em-
ployment and growth. The carwash 
industry is extremely competitive 
and cost sensitive. 
 A gradual increase in the mini-
mum wage in response to the econo-
my and increased costs is difficult to 
oppose. A large increase imposed at 
once has a more negative impact on 
small businesses.
 The State can defer any action on 
the minimum wage pending action on 
the federal level. The minimum wage 
is a campaign issue in the Presidential 
contest. New York’s minimum wage 
would be automatically replaced by 
the federal minimum wage rate if it 
were higher than the State rate. New 
York should be sensitive to small busi-
nesses and job concerns before enact-
ing a new minimum wage.� n

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

 New York State’s current mini-
mum wage is set at $7.25 an hour. This 
legislation would provide an immedi-
ate increase of $1.25 an hour. An $8.50 
minimum wage would increase the 
payroll for minimum wage workers 
by 17 percent. Small businesses with 
a significant number of minimum 
wage workers would be negatively im-
pacted by this costly mandate. Even 
small businesses which pay in excess 
of the minimum wage are potentially 
impacted because this increase often 
pushes up other wages. 
 This increased cost could re-
quire certain carwash operators to 
evaluate the size of their workforce. 
Operators of full-service carwashes 
with employees are in competition 
with self-service and in-bay auto-
matic carwash operators, so it is not 
possible to simply increase prices to 
accommodate the increased payroll 
costs without business consequenc-
es. As is the case with many small 
businesses, carwashes operate on 
narrow margins which are impacted 
by water and energy costs, weather 
and the general economy. The deci-
sion to operate a full-service carwash 
results in the employment of a signif-
icant number of employees. If labor 
costs become too expensive for full-
service, carwash operators will focus 
on conversion of existing locations 
from hand drying to mechanical dry-
ing or, in the case of investing in new 
locations, on self-service and in-bay 
automatic as the only viable options 
because of the impact of increased 
labor costs on operating costs.
 Indexing of the minimum wage 
creates an unpredictable escalation 
in operating costs on an annual ba-
sis. This situation could have a par-
ticularly negative impact on small 
businesses. Not only could it have a 
continuing impact on the operating 
costs, it could increase the difficulty 

 The Chairman of the Assembly 
Labor Committee, Keith Wright, to-
gether with Speaker Sheldon Silver, 
introduced Assembly Bill No. 9148 
which would increase the minimum 
wage to $8.50 an hour. In addition 
to this increase, the legislation pro-
vides, after January 1, 2014, for an 
annual indexing of the minimum 
wage to inflation. A companion bill 
has been introduced by Senator Jeff 
Klein, S.6143. The proponents of this 
increase argue that it would bring 
low income families out of poverty. 
Speaker Silver was quoted as saying, 
“We want to have people abler to sup-
port their families, plain and simple.” 
Senator Klein was quoted as follows, 
“Living on $290 a week is virtually im-
possible in this State, yet that’s what 
thousands upon thousands of New 
Yorkers are struggling to do each day.” 
Although well intentioned, there are 
negative consequences on small busi-
nesses, including carwash operators.
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Minimum Wage Hike Not the Answer!
By William Y. Crowell, III

legIslAtIve uPdAte

William y. crowell, III
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Bob owns Multiple Locations with Different Entry Stations
He wants to promote a single wash loyalty program that works everywhere. 

As seen on

In only 30 seconds learn how Bob did it at

American Changer

Unitec

Standard Changer ICS

DRB

Hamilton

washcard.com/bob

 ❖ Clear the area. Your workplace should be unclut-
tered and free of distractions. Watch for cords that 
might trip you or another employee. Be aware of peo-
ple nearby who might interrupt you or accidentally 
walk into danger.

 ❖ Pay attention. While using the tool, keep your eyes 
and your mind on the work. A second’s inattention 
can lead to an injury.

 ❖ Store tools properly. Don’t leave a drill or power 
tool lying around when no one is using it. Keep tools 
safe and secure, locked up if necessary, and maintain 
them so they continue to operate within safety pa-
rameters.

 ❖ Keep first aid handy. Stock bandages, disinfectant, 
and other basic first-aid supplies where they’ll be 
easy to find in case of an accident. n  

Power Tools in the Workplace:  
make Sure They’re used Safely
 A tool as simple as a screwdriver can cause injury if it’s 
used incorrectly. When you’re talking about power tools such 
as drills or chainsaws, the potential hazards multiply. Keep 
your workforce safe by making sure employees follow these 
basic precautions:

 ❖ Train thoroughly. Anyone working with a power 
tool should be properly trained in its use before pick-
ing it up on the job. Take the time to familiarize em-
ployees, and yourself, on safe handling.

 ❖ Dress appropriately. Gloves, protective goggles, 
and other equipment may be needed to ensure safety. 
Keep them accessible, and require their use. Replace 
them as necessary.

 ❖ Check tools before use. Examine the equipment be-
fore turning it on. Are cords frayed? Are safety shields 
secure? Be on the lookout for any defects that might 
cause an injury.
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Become a member of WaterSavers™,  an environmental 
marketing program from the International Carwash 
Association™,  and get the support you need to differentiate 
your car wash from the competition. 

Make sure your customers know that your car 
wash reduces its use of fresh water and returns 
clean water to the environment. 

“Customers choose our  
car wash because of the  
environmental benefits.”

– Chuck Kaady, Kaady Car Wash

For complete program information and to register your 
car wash, visit www.icawatersavers.org.  
An International Carwash Association™ Program

ICA_0110510_WS_NE-Carwshr.indd   1 5/10/10   11:00 AM
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 BUILDING A 
PROFITABLE CAR WASH

MORE CHOICES FOR MORE PROFIT POSSIBILITIES

  At the end of the business day, you look at wash counts and ask questions. Were my customers 

happy with the quality of their experience? Did I experience downtime? Was I profitable? For more 

than 35 years, Ryko has been helping business owners thrive with superior integration, end-to-end 

clean vehicle solutions, environmentally safe chemicals, local service and customer 

marketing programs that deliver a competitive edge for your car wash venture. 

With Ryko, you get         the answers – and profits – you’re looking for.

DRIVING CAR WASH SUCCESS

www.ryko.com
800-284-7956

Ryko_TradeAd_NE_Carwasher.indd   1 7/22/11   2:07:15 PM
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