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 The one element we can’t control in this industry is the weather. There’s 
just no getting around that fact. Mother Nature certainly has a mind of her own as 
many operators up and down the Eastern seaboard recently confirmed after suffering 
through the wrath of Hurricane Sandy and a subsequent Nor’easter.
 The devastation and hardship for those affected is palpable and for some it 
will take months and even years to recover. In our cover story, “Carwashers Endure 
Sandy’s Havoc” on page 14 we were able to speak to a handful of operators affected by 
Sandy’s furry. They will all be ok and they will all weather this horrific storm, but it will 
no doubt leave a mark that won’t soon be erased.
 In upstate New York, we were largely spared from any of Sandy’s havoc. A 
little wind, some rain, random power outages but nothing extreme. That, however, 
didn’t deter a few brave and passionate carwashers from filling a semi and heading to 
Queens, where hundreds lost their homes, to lend a helping hand to their fellow New 
Yorkers. Robert Brehaut of Minute Car Wash and Kent Woodman of Wash & Wax, both 
in Newburgh, NY, got the word out and filled an 18 wheeler, two box trucks, a U-Haul, a 
fire department van and two other trucks full of food, water, diapers, toys and clothing 
for the victims. They traveled the 70 miles to the borough of Queens (Rockaway Beach) 
and did what they could to ease the pain and suffering of those who had lost so much. 
 One week later, Woodman headed to the Jersey shore where he and his crew 
filled an empty supermarket with more supplies.
 Brehaut was passionate when recounting his journey. “The whole experience 
really put into perspective for me what really matters in your life. You really don’t know 
what you have until you see others suffering,” he said.
 The supplies the two carwashers brought to Queens eventually made their 
way to a school that acted as a distribution center. While at the school, Brehaut was 
approached by a woman asking for a blanket. Unbeknownst to him, there was a box 
marked “blankets” waiting to be unloaded. The woman spied the box and pointed to it 
with urgency. He was able to open the box and provide her with a blanket. She thanked 
him and said she’d now be warm that night. “It was heart wrenching to see the need 
and the suffering,” he said. “Just heart wrenching.” 
 I’m certain that other operators have reached out in various ways to help 
those in New Jesey, New York and Connecticut. I’d love to hear your stories and share 
them in the next issue of the magazine. I’d also like to thank you. The carwashing in-
dustry is a kind and generous one. It’s an industry made up of giving, sharing entrepre-
neurs who value friendships and family. It’s also an industry that acutely understands 
the power of Mother Nature.

Suzanne Stansbury 
Editor/Publisher

As I see It

You Can Help Sandy’s Victims!
 The aftermath of Hurricane Sandy will be felt up and down the East Coast for 
months and possibly years to come. It’s not too late to help!
 Here are three organizations in which you can donate.

 ❖ Rockaway Wish, a local charity for Rockaway Beach, NY. Go to PayPal and 
donate to the Rockaway Wish Foundation (rockawaywish@gmail.com)

 ❖ The Breezy Point Cooperative Disaster Relief Fund, 2175 Flatbush Ave., 
Brooklyn, NY 11234 Go to www.breezypointdisasterrelief.org

 ❖ American Red Cross: www.redcross.org/Hurricane_Aid

6 |  Northeast Carwasher, Winter 2013



A Wide Range 
of Loyalty
Promotion
Tools for You...
• Portable

Touchscreen
Terminal®
(PTT) — Lets you
track license 

plate numbers 
quickly, without 

leaving the customer’s car. 
Also reads vehicle barcodes and 
club cards.

• FastPass® — Uses wireless 
technology to complete 
prepaid and loyalty pass 
transactions.

• Automatic Recharge Module®

(ARM) — Renews monthly passes
and prepaid plans by automatically 
recharging customer credit cards 
every month.

• Built-In Barcode Reader — 
A SiteWatch Xpress Pay Terminal 
(XPT) feature that lets you 
accept loyalty and prepaid cards 
at your self-pay station.

• Exclusive Menu Screen — Another
XPT feature that lets you show 

special menu options to 
VIP customers.

•  Multi-Site    
Replication — 
Makes it easy 
to run the same 

loyalty promotions 
at all of your sites.

A Wide Choice of Loyalty
Options for Your Customers
• Award VIP customers points 

or washes

• Load prepaid cards with 
cash value or wash units

• Offer monthly passes with limited
or unlimited washes

• Use ARM with prepaid plans as 
well as monthly passes

What’s Next?
Take the next step in creating 
the loyalty plan that works best 
for your carwash by contacting 
DRB Systems today. Call 
1-800-336-6338. Visit our 
website at www.drbsystems.com

Build Loyalty Your Way
with SiteWatch® from DRB Systems.
SiteWatch lets you develop a customer loyalty promotion that reflects the needs of your full-service, flex serve or express exterior site.

Your Business Is Unique… So Is Your Relationship With Customers…       
Shouldn’t Your Loyalty Marketing Be Too?

®

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 2010. All rights reserved DRB Systems, Inc.
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Top This!

 It’s the winter of 2013 and it’s really anyone’s guess as to 
how much snow we’ll see up and down the East Coast. Howev-
er, if you can top this photo from Manahawkin Magic Wash in 
Manahawkin, NJ, two years ago, please share it with us! Email 
your winter pics to mediasolutions@nycap.rr.com. We’ll fol-
low up and you can tell us all about your winter of 2013!� n

+7%

+1%

Bousquet and the NRCC 
Should Be Applauded
 During the recent Northeast Regional Carwash Con-
vention (NRCC) Early Bird Seminar in Atlantic City, I meant 
and wanted to acknowledge Ron Bousquet. I wanted to ac-
knowledge his hard work, commitment and guidance in 
planning the NRCC year after year, as well as for the fact that 
he stepped up to the plate to accept and serve as the New 
England Carwash Association (NECA) President when it was 
needed. Ron is one of those unique individuals who will al-
ways put someone or something before himself. I was remiss 
in not taking the opportunity to thank him publically for all 
that he has done and for his friendship.
 On another note, Julie Stanton and Suzanne Stansbury 
did just an awesome job on the 2012 NRCC. These two ladies, 
in conjunction with the NRCC board, put their heart and 
soul into this show and it shows! I cannot tell you how many 
comments I received regarding the show’s professionalism 
and quality. The NRCC is now the biggest and most respected 
regional show in our industry. Very well done!

Bob Katseff
Turnpike Car Wash
Peabody, MA

ReAdeR’s voIce

Site on the Mind
 When you view Rapid Laserwash’s 
home page you know instantly what this 
Rochester, NY, wash is all about. With a 
succinct explanation of the company’s history and offerings, 
a consumer is flooded with good information on this loca-
tion. In addition, there is also information about joining the 
wash’s carwash club with a handy link to a sign up page that 
contains more information on the program.
 The website also includes links to information on “Hours 
& Location,” “Fundraising,” and “FAQ’s” such as “Will my 
Hummer or Dual Wheel Pickup truck fit in the automatic 
touch-free Laser wash bays?”
 All this information is presented in a clean, readable and 
colorful manner, which is exactly what most consumers desire.
 Check it out for yourself at www.rapidlaserwash.com. n

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

“The Effective Executive” by Peter Drucker.

“The Art of War” by Sun Tzu.

“Built to Last” and “Good to Great” by Jim Collins.

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

The
Book 
Nook

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

WASh VoluME INdEx
 We have taken the pulse of five East Coast operators to 
see where their volumes are compared to last year (YTD). 
We had a high of +7 in the Poconos and a two-way tie with 
lows of +1 percent in the Mid-Atlantic and Boston market. 
Unfortunately, next quarter’s numbers may reflect the wrath 
of Superstore Sandy.

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

 The Car Wash Operators of New Jersey 
(CWONJ) has lost a passionate and dedicated 
member much too soon. Carolyn R. Coates, 62, 
of Brant Beach and an owner of the Manahawkin 
Magic Wash in Manahawkin, NJ, passed away on 
September 6 after a brief illness. Coates, a gradu-
ate of the University of Pittsburg, was an avid golfer 
and volunteer. She spent countless hours support-
ing the efforts of the Soroptimist International of 
the Central Jersey Coast (a world-wide volunteer 
service organization for business and professional 
women who work to improve the lives of women 
and girls in local communities and throughout the 
world), and the Girl Scouts of The Jersey Shore. She 
loved to craft, garden, golf and support her Philly 
sports teams, as well as the efforts of the CWONJ.
 Her passion, talent and dedication to her 
carwash and those she touched will be sorely 
missed. Donations in her memory can be made 
to The Girl Scouts of The Jersey Shore, Ocean 
Service Center, 1405 Old Freehold Road, Toms 
River, NJ 08753.� n

Carolyn Coates Dies at 62

Carolyn Coates (third from left) passed away on September 6 at 62. Her passion for the carwash-
ing industry, as well as her love for all things Philly sports, will be sorely missed. Coates was an 
owner in Manahawkin Magic Wash in Manahawkin.
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13 percent of the company’s net sales. 
Zep Vehicle Care, to be based in Min-
nesota, will be a leading provider of 
vehicle care products, including soaps, 
polishes, sealants, wheel and tire treat-
ments and air fresheners to profes-
sional carwashes, c-stores, auto dealers 
and commercial fleet wash customers. 
“This transaction creates a dynamic 
and compelling sales and marketing 
platform for the $1 billion U.S. vehicle 
care marketplace,” said John K. Mor-
gan, chairman, president and chief ex-
ecutive officer of Zep Inc.
 The products and services offered 
by Zep Vehicle Care will combine lead-
ing brands such as Zep® Enviroedge™, 
Niagara National™, Washtronics and 
Armor All Professional™ with Blue Cor-
al®, Rain-X® and Black Magic®. The new 
entity will be led by Steve Nichols, the 
current General Manager of Ecolab 
Vehicle Care, who will assume the po-
sition of President, Zep Vehicle Care, 
upon the closing of the transaction. n

For more information visit  
www.zepinc.com

ard has been instrumental in helping 
us develop and grow our sales team, 
and his many years of experience in the 
carwash industry, along with his exten-
sive knowledge of MacNeil equipment, 
make him the ideal person to take on 
the challenges of his new position at 
MacNeil.” n

For more information visit  
www.macneilwash.com

ZEp To ACquIRE EColAB’S  
VEhIClE CARE dIVISIoN

 Zep, Inc., Atlanta, GA, is slated to 
acquire all the assets of Ecolab Vehicle 
Care, a division of Ecolab Inc., for ap-
proximately $120 million, according 
to a company press release. Pending 
regulatory approvals, the purchase is 
expected to close in late 2012.
 Once approved, the combination 
of Ecolab’s Vehicle Care division, Zep’s 
existing North American Sales and Ser-
vice Vehicle Wash Operations, Zep Ve-
hicle Care will represent approximately 

Ed o’hANRAhAN puRChASES 
Jim Coleman CompanY/Hanna
 Three carwash brands are now one 
with the acquisition of Jim Coleman 
Company/Hanna by Florida manu-
facturer Ed O’Hanrahan of Galloway 
Chemical Division.
 Since 1962, Galloway Chemical has 
been producing a full line of carwash 
cleaning solutions along with design-
ing, building and servicing hundreds 
of automatic, self-serve and tunnel 
carwashes throughout Florida. Simi-
larly, in 1966, Jim Coleman started Jim 
Coleman Company as a two-person 
operation and grew the family business 
into one of the oldest, largest, and most 
respected OEMs in the self serve and 
automatic market. And on the West 
Coast, in the early 1960’s, Dan Hanna, 
an innovative pioneer in the convey-
or market built the Hanna Carwash 
brand into the most recognizable and 
respected name in tunnel equipment.
 Now, under the leadership of 
O’Hanrahan and Russell Coleman, 
Coleman Hanna Carwash Systems LLC 
has emerged. n

For more information visit  
www.colemanhanna.com

MACNEIl AppoINTS SENIoR 
MANAgER

  MacNeil Wash Systems, Barrie, 
Ontario, Canada, has appointed Rich-
ard Castellow to the position of Senior 
Project Manager, according to a com-
pany press release.
 Castellow, MacNeil’s previous vice 
president of sales, western region, is 
now responsible for the management 
of corporate accounts and special 
projects, as well as distributor training 
and field support. “We are extremely 
pleased to welcome Richard into his 
new role,” said Anthony Antonis, vice 
president of sales & marketing. “Rich-

NewswoRthy

Register for the 2013 event by visiting 
www.graceforvets.org today!

Colonial Car Wash in Schenectady, 
NY, celebrated our military men and 
women on Veteran's Day by provid-
ing them with free washes. The event 
is an annual celebration for the wash 
and its employees.
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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



Carwashers Endure Sandy’s Havoc 
By Alan M. Petrillo

 Criscuolo said electrical power at the carwash was out 
the day the storm hit, but that power was restored to the 
wash the next day. 
 “We got up and running and were washing cars caked 
with dirt, mud and salt from the seawater,” Criscuolo said. 
“People were concerned about getting their cars cleaned, 
especially the chassis underneath. Ninety percent of my 
customers are buying my top package that uses fresh wa-
ter and undercarriage rust inhibitor.”
 He said his biggest customers were police depart-
ments and fire department smaller emergency response 
vehicles. “I’ve also been washing local dealership cars for 
free because they don’t have power to do it,” Criscuolo 
said. “Those cars are the future of my business.”
 Criscuolo noted, “The real problem around this area 
is the lack of electricity and the fact that people don’t 
have homes to go back to. The ocean has encroached a 
quarter mile inland here.”
 While The Grand Car Wash was only shut down for 
a day, Mike Conte of Conte’s Car Wash didn’t fare as well. 
Conte has a full-service carwash, two exterior tunnels 
and a self-service facility in Long Branch, NJ, an exterior 
express wash in Middletown and an express tunnel in 
Bradley Beach.
 “We lost power from Monday through Thursday 
night, when we were able to get the electricity back on 
at four of our locations,” Conte said, “but two of them are 
still shut down.”
 (Editor’s note: The reporting for this article concluded on 
November 9; the superstorm made landfall Monday, October 29.)

The storm of the century hooked westward 
from the Atlantic Ocean – a very unusual 
move for a hurricane – and pummeled the 

New Jersey coast before moving inland to make life 
miserable for millions of residents in states along 
the Eastern seaboard.
 Hurricane Sandy combined with a fall eastbound low-
pressure system and a northbound Nor’easter to cause hor-
rific flooding, widespread power outages and billions of 
dollars worth of damage to buildings, roadways, utilities 
and the infrastructure of modern life in numerous states.
 Carwash operators up and down the coast fared both 
well and badly, depending on location, preparedness and 
healthy doses of luck.
 Mark and Paul Criscuolo own The Grand Car Wash at 
600 Ocean Rd. in Point Pleasant Beach, NJ, one of the hard-
est hit stretches of shoreline in the state.
 “When the hurricane came in, it hit with a wall of wa-
ter,” Mark Criscuolo said. “What saved my carwash from 
flooding was a 125-foot-long retention basin that catches 
water and dumps it into the storm drain system.”
 The Grand Car Wash is an exterior-only wash with a 
90-foot conveyor and three detail bays. Criscuolo called it 
“a low to medium volume carwash that services about a 
10-mile radius, including Point Pleasant Beach, Bricktown, 
Bay Head and Manalapan.

The Grand Car Wash in Point Pleasant Beach, NJ, is in one of the hardest hit areas 
of the 'Jersey shore. Yet despite a brief power outage, the wash reopened to wash 
police and fire department vehicles.

Widespread damages 
were felt up and down 
the East Coast after 
Superstorm Sandy 
made landfall. This 
photo from Long Beach 
Island, a barrier island 
of 10,000 in the height 
of summer, shows 
several boats that had 
been swept inland.
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 The Posh Car Wash locations fared better than Mar-
kowitz expected in terms of damage, however. “There was 
only minor wind damage to all of them,” he said. “The big 
issue was that they were without power. The South Amboy 
wash was only without power for a day, but Plainfield, Cher-
ry Hill and Stratford were without power for a week. We still 
don’t have power in Sayreville.”
 Markowitz hired a public adjustor to deal with the is-
sue of business interruption insurance and planned on get-
ting together with his insurance adjuster immediately to 
begin the claims process.
 Doug Rieck, owner of Manahawkin Magic Wash in Ma-
nahawkin, NJ, said his two carwashes were not damaged 
and were back in operation once power was restored after 
a few days. But his home on Long Beach Island wasn’t as 
lucky as his carwashes.
 Long Beach Island is about 10 miles long and between 
two and six blocks wide, Rieck said, and the island got hit 
by and eight-foot-high wall of water when Sandy made 
landfall.
 “Devastation on Long Beach Island is immense and 
beyond description, much worse than on the mainland,” 
Rieck wrote from his iPhone after the storm had passed by. 
“Whatever news reports you see do not do it justice. I have 
heard the island will not be open to the public or residents 
for at least 10 days.”
 Rieck was able to view the damage to his home after 
getting onto the island by a 16-foot open boat. “Bayside 
damage is immense,” he wrote. “I was very lucky with only 
flooding. Oceanside damage is horrendous beyond belief in 
most places.”
 The flooding burst open the garage door in Rieck’s 
home, damaged a deck and hot tub, washed away the bay-
side landing steps and destroyed the dock to a boat lift.
 Rieck pointed out that the gas company announced the 
entire underground gas distribution system on the island 
was beyond repair, and other utilities suggested potable 
water lines and sewer lines might also need to be replaced.

 Conte said his express tunnel in Bradley Beach didn’t 
experience any flooding, but sustained a lot of wind dam-
age and continued to be closed, as was the exterior car-
wash in Middletown. “None of our carwashes were affected 
by water, but my home, rental property and Laundromat I 
own were,” Conte pointed out. “My house is nine feet above 
sea level and there was three feet of tidal water in the place. 
My rental property had five feet of water in it and four feet 
in the Laundromat.”
 Conte said he had installed $200,000 worth of new 
equipment in the Laundromat three months ago.
 “We stayed here for the 1992 storm and also in 2011 
for Hurricane Irene,” Conte said, “but Hurricane Sandy was 
pretty frightening. They said it was going to be the worst 
and it was. When you’re in the middle of it, you really can’t 
believe it.”
 Conte said he’ll be working with his flood insurance 
carrier, his casualty insurance company and FEMA (Fed-
eral Emergency Management Agency) to get his businesses 
back in proper operating shape.
 “My new motto is never to diversify in the same town,” 
he said.
 Stu Markowitz, owner of Oakley’s Car Wash in Sheeps-
head Bay, Brooklyn, as well as several Posh Car Wash loca-
tions in New Jersey, said both areas “got hit very hard by a 
devastating storm.”
 Oakley’s was out of service, without power, for a week, 
but the oil change pit in the adjacent lube shop took on 
eight feet of water. “That’s going to take longer to clean up,” 
Markowitz observed. Continued on page 16…

Doug Rieck, who lives on Long Beach Island, lost his dock as a result of Sandy's havoc.

Two upstate New York wash owners, Robert Brehaut and Kent Wood-
man, used their locations to serve as drop-off spots for supplies for those 
downstate affected by Sandy.
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tions throughout Connecticut and New York, said many 
of the Connecticut washes lost power on Tuesday, the day 
after the storm made landfall, but by the next day, all were 
operational.
 “Our West Haven carwash was under three feet of wa-
ter during the storm,” he said, “but we had been prepared. 
At all our sites we had taken down signage, tents and aw-
nings – anything that could sustain damage was removed. 
Other than cleanup and debris, there wasn’t much else to 
do, so we feel blessed by what didn’t happen.”
 Gary Sokoloski of Center Line Car Wash Sales and Ser-
vice in Wales, ME, said he only had one customer location, 
an in-bay automatic wash, lose some panels off its roof due 
to Sandy’s high winds. 
 “There was a little bit of flooding on the coast of Maine 
and power was out for a day or two at most,” he said. “We 
really dodged the bullet.”

Lending a Helping Hand
 Two carwash owners in New York’s Hudson Valley 
– Robert Brehaut of Minute Car Wash in Newburgh and 
Kent Woodman of Woodman Wash & Wax in Fishkill, said 
their washes came through the storm fine, but that they 
wanted to do something to help those less fortunate.
 Woodman, who has a morning radio talk show on 
K-104.7, said he had organized a relief effort for Hurri-
cane Katrina in 2005 where he solicited donations of 
goods, filled a tractor trailer and drove it to Louisiana to 
distribute to those in need.
 “With Hurricane Sandy, we focused on kids and 
called the effort ‘Sandy’s Kids,’” Woodman said. “We got 
donations of food, water, diapers, toys, clothing and oth-
er goods, about two tons of items, and delivered them to 
Rockaway Beach (Queens) to hand the goods out directly 
to the people who needed them.”
 Brehaut said two box trucks, a U-haul, a fire depart-
ment van and two other trucks accompanied the 18 
Wheeler.
 “We first met up with the NYPD (New York Police  

 On Long Island, NY, Personal Touch Carwash of El-
wood and Westbury Car Wash, both owned by Paul Val-
lario, came through the storm with very little damage, ac-
cording to employee Wendy Miller. She noted the washes 
were without power for a while, and once power was re-
stored, business was slow. 
 “It’s all about the gasoline,” she said. “People can’t get it.”
 Mark Curtis of Splash Car Wash, which has 16 loca-

Sandy … continued from page 15.

Some parts of Long Beach Island, NJ, were covered with up to four feet of ocean 
sand after Sandy hit land. Early estimates suggest between $750 and $1 billion in 
damages to the island alone.

With residents prohibited from returning to their homes on Long Beach Island, NJ, 
no washing would be taking place for quite some time at Spray Beach Carwash.

 A boat and a vac, not something you see every day, certainly. This boat was washed 
ashore and ended up at Spray Beach Carwash on Long Beach Island.
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Department) where we filled up a New York City bus to 
the top and took it to an emergency shelter set up at PS42 
elementary school,” Brehaut said. “Eventually we emptied 
the 18 Wheeler.”
 “I had tears in my eyes when we went home after that 
first visit,” Brehaut said. “There are so many areas affected 
that FEMA and the other responders lack the manpower to 
get to them.”
 Woodman took another load of supplies to the Jersey 
Shore the following week. “You just have to give back what 
you can and know that it will help so many.” � n

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

You Can Help Sandy’s Victims!
The aftermath of Hurricane Sandy will be felt 
up and down the East Coast for months and pos-
sibly years to come. It’s not too late to help!

Here are three organizations in which you can donate:

 ❖ Rockaway Wish, a local charity for Rockaway Beach, NY. 
Go to PayPal and donate to the Rockaway Wish Foun-
dation (rockawaywish@gmail.com)

 ❖ The Breezy Point Cooperative Disaster Relief Fund, 
2175 Flatbush Ave., Brooklyn, NY 11234. Go to www.
breezypointdisasterrelief.org

 ❖ American Red Cross, www.redcross.org/Hurricane_Aid� n

Long Beach Island resident and carwasher, Doug Rieck, shared these photos of the 
mounds of beach and ocean sand that washed up with Sandy's furry. Her power 
was so intense that homes were taken off their foundations.

In Rieck's home the lower level of the house was 
flooded with more than two feet of water.
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of shore coastlines. By the way, global warming did not 
cause Hurricane Sandy and the flooding. Hurricanes are a 
normal, cyclical event. All of my bayfront neighbors with 
houses built to the newer codes and flood heights sur-
vived with no house flooding, just yard and dock damage. 
 Lesson number one is that all houses must be elevat-
ed to meet today’s storm surge levels. Long Beach Island 
has had an Army Corps of Engineers Beach Replenish-
ment and Fill Program in place for about five years. Un-
fortunately, only about 30 to 40 percent of the beachfront 
has received it. Fortunately in my area, the town managed 
to get 27 blocks done this past spring. Result – NO beach-
front house damage. The issue is that a small number of 
homeowners with beachfront houses have fought it, be-
cause of the dunes created in front of their houses, damag-
ing views and making a longer walk to the ocean. Unless 
every homeowner in a stretch signs an easement access 
required by the state, no beach fill can be done. Every sec-
tion of the island that had a good dune structure, or the 
Federal program only, suffered some bayfront flooding. 
Most areas without dunes were devastated.  
 Lesson number two is that you have to have dunes, 
and that usually means beach fill. We must remember that 
we are living with Mother Nature on her terms, not ours, 
and we must respect her.

Cool Stuff at the NRCC
 At the NRCC I saw a lot of neat stuff. Two things strike 
me as very cool. The first was that Rowe has an awesome 
change machine that uses the new Mars recycling bill ac-
ceptors. What does that mean? The bill acceptor holds $5 
bills in a separate section. Then, if a customer inserts a 
$20 he will get three $5 bills and his quarters or tokens. 
The show model comes with two Mars bill acceptors and 
two coin hoppers. At first, I thought dual everything is 
overkill but I like it. That way, if there is a coin jam or bill 
jam, or if one acceptor runs out of fives, the customer still 
gets his change. 
 On my last service call I asked my Coca-Cola Service 
Tech about his experience with this model of Mars recy-
cler acceptors. He was positive and said he has a lot of 
them out and all have been reliable. Sounds good to me. I 
want one badly at each of my washes. It solves a problem, 
offers a competitive edge and my newest changer is more 
than six years old with the oldest being over 25. It is time. 
All I need now is the money!  
 Our customers today expect convenience and a com-

 I had a great time at the Northeast Regional Carwash 
Convention (NRCC) this past October. How can you not 
enjoy meeting friends, seeing new carwash equipment, 
and enjoying the good food at the Taj? The industry is 
healing and getting stronger and our suppliers are step-
ping forward with new ideas that will help all of us be-
come more profitable. That is the good part. The sad part 
is that industry consolidation is very real and we are see-
ing familiar names merge and some fade away. Just as car-
wash operators can find too many carwashes in a specific 
region, our suppliers have similar issues. This right sizing 
brings new strength and vitality, which we need, and that 
translates into new and creative ways for us on the retail 
level to wash more cars and achieve better revenues.
 I normally like to write more about the show in my 
winter column, but the past few months (and in particular 
the past few weeks) have been rather busy both person-
ally and professionally. I have lived on New Jersey’s Long 
Beach Island since college and have based my life in the 
area. One of the many rules, in addition to being nice to 
our summer residents, is to leave before hurricanes strike. 
As residents, my family and I evacuated prior to the storm 
and have been staying with wonderful relatives (anyone 
who would take my wife, myself and an eight-year-old boy 
and a nine-year-old girl is pretty good people). We have 
been off the island and away from our home for more than 
a week at this writing, and the island is not expected to 
reopen for several more days. Several days ago, I went 
over to my bayfront house briefly by boat so I could assess 
the damage. The bad news for us is that the lower floor 
of our house, where the bedrooms are located, flooded, 
with more than two feet of bay water. Along with the water 
came some structural and electrical system damage. I do 
not expect to return to our home for many months. The 
house is located right on the bay, and is elevated about 
four feet, but obviously that was not enough. The house 
was built in the mid-1960’s and has survived high and dry 
in all prior storms and flooding.
 The house will be repaired, rehabbed and hopefully 
raised by about seven to eight feet in time. We will sur-
vive and I count myself among the very fortunate. God has 
blessed us. Many, many others have lost so much more. 
As many have told me recently, a positive attitude makes 
all the difference. That holds true whether you are fixing 
your house or running a carwash. You just have to believe 
in yourself and a positive future outcome. 
 There are lessons that must be learned from this ex-
perience and I am not talking about the abandonment Continued on page 20 …

What We Can Learn From Sandy,  
The NRCC and Positivity
By Doug Rieck

doug’s PeRsPectIve
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credit card swipe with wireless technology. On its top is a 
LED illuminated push button. It can be programmed re-
motely (by the supplier) to either count up or down. To 
make it even better, it interfaces and communicates with 
the almost industry standard Dixmor timer.
 One more really big feature is that it uses an encrypt-
ed factory sealed magnetic head that reads the credit card 
numbers and information. This data is transmitted en-
crypted to the credit card processor who alone can decode 
it. This helps to reduce PCI compliance issues, because 
the merchant cannot access any credit card information. 
I was curious, but skeptical, about this feature but doing 
some research about encrypted heads won me over. This 
technology is becoming increasingly common. Of course, 
the whole card swipe is wireless and that should make in-
stallation a breeze. I keep thinking of my one store with a 
Laundromat attached to the self-service bays. That would 
be perfect because I could put credit cards on the Triple 
Loaders, which price out at $5.50. I would like to stress 
that even though I like this system, the caveat is that I 
have not used or even talked with anyone who has used 
one. I think I will try it, though. 
 In the past hour, while writing this column, I received 
word that year-round homeowners only, with ID and the 

mon plaintive cry at all of my washes is about breaking 
$20 bills. Most regard it as a right. That is why I think this 
could be a competitive weapon at self serves and Laun-
dromats. The other common issue is that customers ex-
pect to be able to swipe a credit card everywhere. This is a 
big thing with Millennials. We need to provide this option 
at all of our washes. Yes, we can run hard wiring to all vacs 
and vending, and put on our card swipes. But that is dif-
ficult, expensive and a low return on investment.
 I saw several ways of getting around that problem on 
the show floor. The first is using wireless credit card tech-
nology developed for vending machines. There is an add-
on device with a cell phone data setup and an antenna 
that can accomplish this goal. It mounts easily and works 
well and uses a common vending technology. The initial 
price seems to be about $500 and then just a monthly cell 
charge around $10 plus the normal Visa/Master fees. This 
is available from many sources both in the carwash and 
vending industries. I would like to look more closely at the 
economics, but it’s certainly much less than hardwiring. 
 The other way is with a new carwash credit card swipe 
introduced by CryptoPay. This same company builds the 
Dixmor timer. This option is easier, more carwash friend-
ly, and it appears to be even less money. It is a waterproof 

Doug’s Perspective … continued from page 18.
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A Wicked Winter Ahead?
 The long-range forecasts look promising for a strong 
winter washing season. There appears to be much more 
cold and storminess predicted. Why not, we just had the 
worst shore hurricane damage since 1944. Weather is cy-
clical, so it is reasonable to assume that we are going to 
get a few great carwash years to make up for the past few. 
Here’s hoping, and here’s also hoping that those affected 
by Sandy are able to rebuilt and reenergize. We are a re-
silient lot and with the help of friends and family, we can 
withstand many storms.� n

Doug Rieck operates Magic Wash and is a 
past president of the Car Wash Operators of 
New Jersey. He also sits on the CWONJ and 
NRCC board of directors. You can reach him 
at 609/5970SUDS or dougrieck@gmail.com.

EdITOR’S NOTE: The comments and opinions in 
this article are of the writer.

prior issued Access Pass, are going to be allowed over the 
bridge for a few hours tomorrow to check and make re-
pairs. This will be the first time I will be legally back to my 
home in seven days. I have heard from reliable sources that 
the natural gas service will be shut down for six months, 
while the gas company rebuilds broken gas mains. Heat or 
no heat at this point does not make much difference to me 
as my house can’t be inhabited at this time. 

My Take on the Club Plans
 Several years ago, I wrote about wash club plans of-
fering unlimited carwashing in return for a discounted 
monthly charge, billed  automatically, to a customer’s credit 
card. I like mine, but I could and should do a better job pro-
moting it. It is very nice to get a fixed, monthly income rain 
or shine. Since the NRCC, I have learned about many more 
carwash operators trying them. The bottom line is that 
club plans can work. Yes, with radio frequency identifica-
tion (RFID) and gated-entry systems they are a no-brainer 
because of the ease. But regardless, there are other ways to 
manage them. We are in business to earn money and wash 
clubs are just one more way to accomplish that goal.

Doug’s Perspective … continued from page 20.

Doug Rieck
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23rd NRCC Breaks Record!
land Carwash Association; New York State Car Wash Associa-
tion; Connecticut Carwash Association; Car Wash Operators 
of New Jersey and Mid-Atlantic Carwash Association). 
 Kicking off the show on Monday, October 1, was a pre-
sentation by Robert Andre of Sonny’s Carwash College titled, 
“Understanding An Effective Equipment Maintenance Pro-
gram’s Impact on Your Bottom Line.” This hour-and-a-half 
program discussed how to implement an effective preven-
tative maintenance program that will keep your equipment 
warranty compliant, extend the life expectancy of all of your 

ATLANTIC CITY, NJ – The 23nd Northeast Regional Carwash 
Convention (NRCC), October 1-3, at the Trump Taj Mahal 
here boasted its largest show floor to date with 255 exhibits, 
according to Julie Stanton, the NRCC show facilitator. “I’m 
thrilled to report that we broke our record set back in 2010 
with 255 booths sold this year,” she said. “Our show floor was 
packed and our vendors and attendees were just thrilled.” 
 The packed show floor also attracted more than 1300 at-
tendees to the three-day event, which is put on by Stanton and 
the five regional East Coast carwash associations (New Eng-

The Early Bird panel led by NECA’s Bob Katseff was first 
rate. Panelists included Brian Messina, Walt Hartl, Adam 
Korngold and Al Villani.

Keynoter and presenter Perry 
Powell wowed the audience 
with his depth of knowledge 
and sharp wit.

The 23rd NRCC showcased its new logo on all signage and hand-
outs and boasted the event’s largest show floor with 255 exhibits.

Audience par-
ticipation helps set the 

NRCC’s educational 
track apart as is 

evidenced here with 
Glenmont Car Wash’s 

Dennis O’Shaughnessy, 
Sr. sharing his 

thoughts and NECA’s 
Ron Bousquet running 

the microphone.

CCA President and NRCC Co-Chairman Todd 
Whitehouse presented Joe Tracy with this year’s 
NRCC Hall of Fame award. He accepted it on 
behalf of his father, Alan Tracy, who received the 
honor with fellow CCA Past President JJ Listro.

 NRCC Co-Chairman Tony Setaro, Todd Whitehouse and Paul Ferrulo.

Paul Ferruolo presents Todd Whitehouse with his 
Legislative Achievement Award.

WashIdeas’ Craig Kjorlien stole some 
good ideas from other industries and 
shared them with attendees during 
his break-out session.
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audience on everything from the 
unlimited program concept to wage 
and hour laws. More than 120 people 
attended the standing-room only 
seminar.
 Next, labor lawyers Dennis Lalli 
and Ray Pascucci of Bond Schoe-
neck & King set the record straight 
on labor law compliance and how 
best to prepare your wash for a possible unionization effort. 
The knowledge of these two speakers was priceless and appli-
cable to operators up and down the East Coast.
 Keynote Speaker Perry Powell is certainly no stranger to 
the industry. His neuromarketing and signage expertise puts 
him in a class all his own. His colorful keynote, “Doing Things 

equipment, and generate an estimated 12 to 18 percent cost 
savings over a reactive maintenance program.
 The show’s Welcoming Reception, sponsored by ICS, is 
always a huge hit and a great way to catch up with old friends 
and make some new ones. The setting is the 49th floor of the Taj 
Tower in their exclusive Signature Club overlooking the Atlantic 
City skyline. The food and drink flow freely as does great conver-
sation! “This reception is one of my favorite parts of the show,” 
said Mike Benmosche, an exhibitor and NRCC board member.
 On Tuesday, October 2, the educational programming 
kicked into high gear with an extremely well attended Early 
Bird panel discussion run by Turnpike Car Wash’s Bob Katseff. 
Adam Korngold of Waves Car Wash, Al Villani of Supreme Car 
Wash, Walt Hartl of Hoffman Car Wash and Brian Messina of 
Royal T Car Wash answered a variety of questions from the 

Continued on page 26 …

A standing-room-only educational program was 
the norm at this year’s show.

CCA President Todd Whitehouse presented 
Simoniz USA’s Bill Gorra with this year’s 
NRCC Most Distinguished Person Award.

Todd Whitehouse, NRCC 
Co-Chairman, led the award’s 
program at the show.

CCA Past President Paul Ferruolo shared 
some thoughts and history on the asso-
ciation’s recent battle to keep sales tax at 
bay. He presented Connecticut Car Wash’s 
Todd Whitehouse with a Legislative 
Achievement Award for his hard work and 
dedication in this effort.

Splash’s Mark Curtis 
and Todd Whitehouse 
take a moment to pose 
for a shot.

Labor Lawyers Dennis Lalli (at podium) and Ray Pascucci of Bond 
Schoeneck & King discussed the real possibility of unionization efforts 
spreading out of New York City as well as how to be in compliance with 
current labor laws.
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org). His term as ICA President begins January 1, 2013.
 This year’s award recipients are all CCA members. Bill 
Gorra, president of Simoniz USA, has been a long-time CCA 
supporter, as well as a strong NRCC supporter. He received 
the 2012 NRCC Most Distinguished Person Award. 
 Outgoing CCA President Todd Whitehouse, of Connect-
icut Car Wash, received the 2012 Legislative Achievement 
Award for his unyielding efforts in ensuring that a sales tax 
not be added to carwash services in the state. Paul Ferruolo, 
a past CCA President, presented him with the award in a 
rousing acknowledgment of his efforts.

Differently: Don’t Be A Crash Test Dummy,” spoke to the impor-
tance of change in your daily operations, and the ability to do so 
in a way that meets the ever-changing needs of your customers.
 The day’s education was capped off with its annual 
awards program and International Carwash Association 
(ICA) update. Incoming ICA President, Mark Curtis, who is 
a past CCA president and NRCC board member, spoke to 
the group on the organization’s WaterSavers Program. This 
program helps member carwashes promote their businesses 
and the benefits of professional carwashing (icawatersavers.

NRCC … continued from page 25.

MacNeil Equipment brought a rack of equipment to the show with much 
interest from attendees. 

More than 255 exhibitors blanketed the expansive show floor.

The crew from Westbury Personal Touch Car Wash on Long Island 
seemed to enjoy the show floor. Pictured are Paul Vallario, Steve Levy, 
Nick Iorio and Steve Benfante.

Rapid Car Wash’s  
Linda Levine 
and her manager 
Frankie Morales.

The 24th NRCC is slated 
for October 7-9 at the 
Trump Taj Mahal. For 
more information call 
800/868-8590 or visit 
nrccshow.com.

The 23rd NRCC show floor was packed with innovation and exhibi-
tors ready to educate and provide attendees with solutions to make 
their washes perform better and more profitably.
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 Steve and Mario D’Occhio 
of Mario’s Car Wash in 

Connecticut enjoyed all 
aspects of the show!

and failing to audit and manage to your maximum potential. 
There was some great take-home value to the seminar and 
attendees seemed to agree. “I thought this year’s education 
was exceptional,” said Connie Burton of Burton Car Wash in 
Brattleboro, VT. The show floor ran from 10:30am – 2:30pm.
 The following vendors should be acknowledged for their 
support and sponsorship of this year’s 23nd NRCC: Show 
Sponsor Qual-Chem; Show Media Sponsor Professional Car-
washing & Detailing magazine; Welcoming Reception Spon-
sor ICS; Show Bags/Lanyard Sponsor Micrologic Associates; 
Bottled Water Sponsor Ardex Labs; Event Ticket Sponsor 
National Ticket; Snack Station Sponsor Blendco Systems; Re-
freshment Bar Sponsor Simoniz USA, Inc.; Registration Pen 
Sponsor Kleen-Rite Corp.; Popcorn Sponsor Ultimatech Car 
Wash Equipment; Keynote Sponsor Belanger, Inc.; Breakfast 
Seminars Sponsor Erie Brush & Mfg. Corp. & DRB Systems, 
Inc.; Seminar Sponsor Carwashworld.com and Prizes Spon-
sor Media Solutions/Northeast Carwasher magazine.� n

For information on the 2013 
show, october 7-9, at the Trump 
Taj mahal in atlantic City, nJ, 
contact info@nrccshow.com, 
visit nrccshow.com or call Julie 
Stanton at 800/868-8590.

 There were two 2012 NRCC Hall of Fame recipients, but 
unfortunately, both could not attend so both awards were 
accepted by Joe Tracy of Magic Minit Car Washes. His father 
Alan, and JJ Listro, formerly of Milldale Auto Wash, were 
inducted into the Hall of Fame for their tireless efforts on 
behalf of the NRCC. Both gentlemen were part of the initial 
planning and design of the NRCC some 23 years ago when a 
group of several East Coast associations met at Mory’s, a pri-
vate restaurant in New Haven, CT, adjacent to the Yale Uni-
versity campus. Since then they devoted years to their NRCC 
board positions and the CCA as past board members and 
presidents. Their contributions to both are unquestioned. 
 After a buffet lunch attendees headed to a packed show floor 
with 255 exhibits. The show hours ran from 1:30pm – 6:30pm. 
 The final day of the show, Wednesday, October 3, fea-
tured a great seminar titled, “Steal These Ideas,” facilitated by 
WashCard’s Craig Kjorlien. He shared some unforgettable ex-
periences through the borrowed success of other industries. 
His lively discussion gave attendees much to digest and pos-
sibly implement at their washes.
 The final seminar of the 2012 NRCC, “A New Way to Look 
at Marketing: What the Experts Say Works,” by Perry Powell, 
covered topics like the merits of discount marketing, sales-
people vs. ticket writers, bad employees, managing by rumor 

This crowd from New Jersey seemed to be having 
a great show and appreciated the opportunity 
to mix and mingle with friends. Pictured are 
Robert Mazzuca, Amin Khalifa, Marc Eisen, 
Gerry Barton and Doug Karvelas.

The NRCC is a great opportunity to catch up with old friends! Pictured 
are Mr. Sparkle’s Paul Ferruolo, Foam & Wash’s Scott Baright, Kleen-
Rite’s Keith Lutz and Foam & Wash’s Dick Baright.

Coast Commercial Credit’s 
Michael Ford and Bill 
Baker are all smiles after a 
successful show!

Should Your Wash  
Be Featured in the 

email us at: 
mediasolutions@nycap.rr.com
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Looking Ahead to 2013
economy resilient.  The IBA business 
has been much more volatile. As we 
have replaced IBA’s, we also spruced 
up the ceilings, walls and lighting. We 
have to always look for ways to make 
the site more attractive to customers.

WH: We are continu-
ing to follow a course 
of evaluating every de-
cision we make regard-
ing our business. We 
regularly look at our 
expenses and for ways 

to be more efficient in our operations. 
We are looking more critically at our 
ROI on projects, what projects or pur-
chases will add to the bottom line and 
a relentless focus on exceeding our 
customer’s expectations.

Q. What issues, as a carwash op-
erator, will you be facing in 2013 
and how will you handle them?

WH: That’s tough to an-
swer as much of what 
we may need to face is 
uncertain today. The out-
come of the election will 
dictate much of what our 
strategies and decisions 

will be especially in regard to the health 
insurance issues, additional business 
regulations, changes in tax codes etc. 
We’ll have to wait and see what changes 
we will need to make if any.

Q. What are your thoughts on the 
unionization of a few New York 
City washes? How could it im-
pact the industry?

DD: I think that if car-
wash operators are reck-
less enough to show 
such blatant disregard 
for their employees, 
then they deserve to be 
organized by a union. 

Workers want a paycheck and they 
want respect. If the owner and the 
management team are cheating on 
the wage and hour laws, and cannot 

I think consumer confidence is di-
rectly linked to our confidence in 
our nation’s leaders, the president 
and the congress, to successfully 
address the challenges that our na-
tion faces. If we see the kind of po-
larizing climate where Congress re-
fuses to compromise to address the 
problems that need to be addressed 
(the deficit, jobs and taxes), there is 
no reason for consumer confidence 
to improve. And, it wouldn’t matter 
who won the election.
 My hope is that Congress and the 
President find a way to do their jobs 
and take care of our nation’s problems. 
I think that if they do, people will have 
confidence in their future and feel 
more inclined to wash their car.

WH: This election, more 
than any other I can re-
member, has two very 
different paths for our 
country. Like many small 
businesses, within the 
carwash industry there is 

concern about the future; more regula-
tions, potential tax increases, increases 
in health insurance regulation and cost. 
The uncertainty of what comes next is 
the issue that I hear from operators who 
are hesitant to make capital improve-
ments or develop new properties.

Q: What is your business strate-
gy for prospering in 2013 and 
beyond? 

DD: I am continuing to 
reinvest in my business. 
I want more efficient 
and reliable equipment. 
Last year and this, I re-
placed two in-bay auto-
matics (IBA) that will 

wash 30 to 40 percent more cars per 
hour in a peak rush. Then next year, I 
plan to recover one of the self-serve 
bays. Over the last five years, I’ve seen 
the self-service business continue to 
be very stable, weather resistant and 

 It’s 2013 and for 
some of you saying so 
long to 2012 is a wel-
comed statement. For 
others, 2012 wasn’t 
such a bad year and 

you look to 2013 with optimism and 
confidence that your business will 
continue to grow and evolve.
 We’ve quarried Dave DuGoff of 
College Park Car Wash in College 
Park, MD, and Walt Hartl of Hoffman 
Car Wash in Albany, NY, industry vet-
erans whom we respect and admire, 
to gauge their thoughts on the year 
ahead. Here’s what they had to say…

Q. What impact will the elections 
have on the carwashing industry?

DD: Did we just re-elect 
gridlock in Washing-
ton? I didn’t see any 
signs or ads on televi-
sion asking you to vote 
for gridlock. Is that re-
ally what we want, four 

more years of kicking the can down 
the road? I don’t think so.
 Whether you supported Obama 
or Romney, I think, or at least hope, 
most wanted to see the nation’s prob-
lems addressed in a creative and 
comprehensive way. We have had too 
many years of Band-Aid fixes. A fail-
ure to come to terms and compromise 
will be fatal to the party that gets the 
blame in the mid-term elections in 
2014.  Having principles is important. 
Refusing to compromise is foolish.
 I get worried when we have a nice 
clear day and an empty lot.  Consumer 
confidence has a lot to do with how 
people, our customers, feel about tak-
ing care of their car. I think we saw 
that effect when gas prices first rose 
to $3 a gallon, and then to $4 a gal-
lon. I think people were mad at their 
gas-guzzling car, and felt less inclined 
to wash it.  They were also being more 
careful about where they spent dis-
posable dollars.
 So, what about this election? 

Walt Hartl

Walt Hartl

Walt Hartl

Dave DuGoff

Dave DuGoff

Dave DuGoff
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Q. Feel free to share you thoughts 
on any topic.

DD: I think we have to 
be careful about how 
we project the dollar 
value of a carwash. Dis-
count marketing may 
indeed drive up sales, 
but can you maintain 

the volume at the regular price. Has 
the discounted price become the 
customer’s expectation of the value 
of your service?  In retail gasoline, we 
used to call it fast nickels and slow 
dimes. When we used to work on a 
10-cent margin, if we lowered the re-
tail price a nickel, and reduced our 
margin to 5 cents, we’d have to sell 
twice as much volume to break even. 
Of course, all the competitors would 
just lower their price to match, and 
you never could really double your 
volume. All you did was take bread 
off of your table, and everybody 
else’s.
 We want the customer to feel 
that they are buying a service that 
has value. We want them to feel that 
they paid a reasonable price and to 
feel good about the experience. I 
think that we don’t want the custom-
er to feel that they paid more for the 
service than is reasonable, and leave 
with a lingering, bitter taste. When 
something is almost always on sale, I 
feel ripped off if I paid full price. I feel 
that the sale price is the reasonable 
price, and the full price is for suckers.
 I do offer a discount, but it is 
available every day 24/7. A customer 
who buys tokens can get 12 tokens 
for $10, and then get the $12 top IBA 
wash for $10. People love it when 
we show them how to do that.  But, 
it only runs about 6 to 7 percent of 
IBA revenue. It doesn’t impact the 
perception of the value of the wash, 
and the customer never feels taken 
advantage of.� n

but the quality has to be there. Cheap 
crap is no bargain.
 For example, a lot of self-service 
operators use a gun with a wand cov-
ered in plastic. I use a stainless steel 
wand because I want the customer to 
know he is getting hot water. How else 
would he know that? When he touch-
es the wand, he can feel the heat.
 I am in a constant struggle with 
the decals that overlay my meter 
box doors in the self-serve bays and 
on the vacuums. I want them to look 
nice and clean, and to reflect our 
brand. Vacuum hoses get replaced 
when they look bad, even if they don’t 
have holes in them.  Trigger guns get 
replaced when they are beat up, even 
if they still work. At the last North-
east Regional Carwash Convention 
(NRCC), I saw replacement LED’s 
for my autocashiers – much brighter 
and easier to read. I try to look at my 
equipment and think, “What would 
Perry say about this?”

WH: I have been blessed 
to know many great 
operators and have re-
ceived a lot of great ad-
vice. My favorite piece 
of advice was told to me 
when I first got into the 
business 20+ years ago, 

“There are a lot of people out there 
who know more than you do, listen to 
them and then make your decision!”

Q. What do you say to those opera-
tors who are still blaming the 
weather for a lack of business?

DD: Well, I blame the 
weather a lot also. How-
ever, I think we may be 
in “new normal.” The 
weathermen seem to 
be more accurate than 
even a few years ago. 

Now, we are seeing slow days on nice 
days when there is a forecast for rain 
or a storm in the next few days. This is 
new and we just have to accept it and 
adapt to it.

even talk to their employees, then I 
have no sympathy for them.
 If they are cutting their operat-
ing expenses by failing to pay mini-
mum wage then they are competing 
unfairly with carwash operators who 
do comply with basic laws that have 
been in force for a long, long time. 
If they are reducing their prices to 
steal market share from operators 
that are legit, and in so doing, crip-
ple their competitors, that’s really 
bad for our industry.

WH: As president of 
the New York State 
Car Wash Association 
(NYSCWA) I have been 
closely monitoring the 
activity of the unioniza-
tion efforts in NYC. As 

an association, we strongly encourage 
all operators throughout the state to 
follow all state and federal laws and 
regulations. The acceptance of labor 
unions seems to be a reflection of a 
focused effort on behalf of labor orga-
nizers to target the carwash industry. 
The creation of labor unions in the 
carwash industry will change the way 
operators do business with regards to 
their labor force. There are many sides 
to the labor unionization efforts and 
it’s important for all operators across 
the state to take notice of what is hap-
pening in NYC. The best advice I have 
for operators is to get expert advice 
before the labor organizers approach 
your employees.  

Q. What is the best advice you’ve 
ever gotten that you use in your 
daily business model?

DD: I think it was Per-
ry Powell, who said, 
“Think like your cus-
tomer.”  What does your 
customer experience 
and how can you im-
prove that experience? 

What does the customer touch? What 
does the customer see? Is it clean and 
clear? The price has to be reasonable, 

Walt Hartl

Walt Hartl

Dave DuGoff

Dave DuGoff

Dave DuGoff
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Personality Test Can Help Operators 
Determine Whom to Hire
By Alan M. Petrillo

learned to use the ratios well for my clients, but caution own-
ers that they have to spend time to develop an understand-
ing of the test and its application and use,” he said.
 Typically, human resources directors and others concerned 
with hiring have relied on the Myers Briggs Type Indicator test 
that evaluates an individual’s psychological makeup as the re-
sult of the answers to more than 400 questions. But Powell be-
lieves that the Human Metrics Type Indicator test is as reliable, 
faster and the right fit for those in the carwash industry.
 “The Type Indicator test is the one we use to determine 
if someone is appropriate for a position in a carwash,” Powell 
said. “Usually we are looking for managers, salespeople and 
service advisors.”
 Powell said that the test could indicate whether the test 
taker is an introvert or extrovert, which he noted is extreme-
ly important in the hiring process.
 “An introvert is an anomaly as a good salesperson,” he 
pointed out. “When you’re looking for a manager, you want 
someone who has a good amount of social interaction, so an 
introvert might not be the right choice. Likewise, an intro-
vert doesn’t generally like to interact with people, so he or 
she wouldn’t be appropriate in a sales position.”
 Powell noted that tests like the Human Metrics Type In-
dicator are simply tools for looking into a person’s personality. 
“The test doesn’t tell you about a person’s character,” he said. 
“It only gives you an idea of how they think and would tend 
to behave. But if you know who you are dealing with, you can 
identify better how you can communicate with them.”� n

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

 Would you like to be able to look inside the head of 
someone who you are considering hiring?
 If that’s what’s on your mind, you might want to con-
sider using a test devised by the Human Metrics company 
that can help give you insight into that individual before 
you hire him or her.
 Perry Powell of Perry Powell Consulting in Fort Worth, 
TX, a firm that specializes in helping carwash businesses 
succeed, said that the Human Metrics Typology Test is the 
sort of vehicle that can assist carwash owners with hiring the 
right people. “I first started using the Myers Briggs Type In-
dicator test that has about 450 questions and generates a 14-
page report,” Powell said, “but at some point found the Hu-
man Metrics test with only 72 questions. With it, I was able to 
get the ratios and personality profiles of the test takers and 
determine where they fell in the ranks.”
 Powell pointed out that the Human Metrics Type Indica-
tor test has 16 different combinations of personalities that 
can be determined.
 “I’ve administered the test hundreds of times and have 

Personality tests like Myers Briggs can help you identify if a candidate is a good 
fit for a particular position like a service writer or manager. To learn more visit 
www.myersbriggs.org
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Electronic Documentation Increases  
Operational Efficiency at Bubbles
By Alan M. Petrillo

electronic documents,” True said. “It also relieves some com-
pliance concerns where documentation needs to be main-
tained, coordinated and protected for regulatory reasons.”
 Lawrence said Bubbles Enterprises has seven users in its 
corporate location, as well as the managers at remote loca-
tions that scan documents and file them over the Bubbles 
virtual private network (VPN).
 “The managers don’t file documents permanently,” he not-
ed, “but scan them and transmit the electronic copies instead of 
sending all that paper to us. We put them in that store’s folder 
and someone at corporate handles it from there. It’s just in the 
past year that we started having the stores scan and send their 
material that way and it has been very successful.”
 Lawrence said each carwash location has a Brother net-
worked printer-scanner-fax machine that integrates with 
the system over the VPN. He estimated that each store man-
ager scans between 20 and 30 documents a week.
 “The material is broken up by accounts payable, ac-
counts receivable, bank reconciliation and other functions, 
rather than by the store itself,” Lawrence pointed out.
 Lawrence said Bubbles stores all the electronic records 
in its own data repository and also at a remote location 
where all the data is backed up.

 If you’re like most businesses, sometimes you feel like 
you’re drowning in a sea of paperwork. That was the concern 
that Bill Lawrence, chairman of Bubbles Enterprises Ltd. in 
Houston, TX, had several years ago, so he set out to do some-
thing to solve the problem.
 Lawrence’s solution was to turn to electronic document 
processing to eliminate the need to have cabinets full of pa-
per documents.
 “It began about 12 years ago when I was using a product 
called Paper Port on my home computer to scan and store 
personal papers and bills electronically,” Lawrence said. “At 
the time I had four hand washes and 100 employees, so our 
employee files were getting voluminous. The active files had 
spread from a small file drawer to fill two horizontal filing 
cabinets, with inactive employee files filling storage boxes.”
 Bubbles Enterprises currently operates five Bubbles 
Hand Car Washes and eight Bubbles Express Wash loca-
tions in the greater Houston market. Hand wash packages 
run from $9 for a basic exterior to $49.95 for an Ultimate 
Plus wash. Express detail washes and wax packages are from 
$47.95 to $99.95. At Bubbles Express Wash, a basic wash is $5, 
while the Ultimate Express is $13.
 Lawrence said he couldn’t see the value in putting pa-
pers away in physical files. “Even if the material was stored 
and filed correctly, if you wanted to access it, you had to get 
up, find the file, remove the single document you wanted 
from the wire brad (two-hole punch system), make a photo-
copy, and then put it back in the file,” he said. “Much of the 
time, the person didn’t even take the time to put the paper 
back in the file in the proper place and secure it with the 
brad. I started seeing more and more files handled that way 
and decided it was time to go electronic.”
 Lawrence researched electronic document manage-
ment and found four companies that had sophisticated 
enough systems to handle his needs, although a couple of 
the systems were so complex, they were far more than his 
company needed.
 “Then I found a document management company called 
Cabinet and met with their now-retired salesman David 
Vines,” Lawrence said. “He was so patient, thorough and ea-
ger to address our needs that Cabinet immediately eliminat-
ed all the competition.”
 Jim True, vice president of business development for 
Cabinet, said his company’s document management soft-
ware has workflow capability for the client and also will inte-
grate with third party applications.
 “It allows the client to reduce the amount of physical 
space needed for filing because all that paper is turned into Continued on page 34 …

Bubbles Car Wash operator Bill Lawrence is using an electronic document 
management system that is making his wash operations more efficient.

A Bright Idea From Another Region
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Bubbles … continued from page 32.

 “We have about six terabytes of storage and use Dell 
backup software to back up all of our corporate personal 
computers, virtual machines and servers,” he noted.
 But Lawrence added that he’s intrigued by the cloud 
storage solution that Cabinet offers.
 True pointed out that some of Cabinet’s customers use 
their own backup systems, as does Bubbles, while others 
choose to use Cabinet’s hosted solution where Cabinet han-
dles all the backup chores.
 Lawrence estimated the minimum savings to an opera-
tion is between $30,000 and $35,000 a year by using electron-
ic document management.
 “You don’t have to buy filing cabinets any more, there are 
no space constraints for storing the documents, and you’re 
saving in consumables like paper, file folders and printing 
ink,” he said. “In addition, you would have to have a file clerk 
if you have all those documents in paper. I think if you have 
three or more stores, you can make a good case for this, es-
pecially if you have an owner who is doing the books and a 
cashier who’s doing the clerical work, even part time.”
 But the real measure of the success of the document 
management system, Lawrence believes, can be seen when 
the system isn’t available.
 “Of all the technology we employ in our business,” he 
said, “this is the one people scream the most about when it’s 
not available because we have to shut it down temporarily 
for maintenance.”� n

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

Classifieds
 SAlES poSITIoN 

Blendco Systems, an industry-leading car wash detergent 
manufacturer, is looking to hire a proven sales individual 
proficient in all types of car washes.  Individual will be re-
sponsible for helping Blendco grow regionally within the 
Northeast and Eastern Canada.  The responsibilities will be 
to service and support existing distributors while helping 
Blendco grow the distributor channel. The ideal candidate 
would live in the same geographical area. A Bachelor’s de-
gree or better is preferred. Previous sales experience is re-
quired. Please email resume’ to bmccurdy@blendco.com

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

Seaway Car Wash

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

Trans-Mate car wash chemicals are engineered for performance and low cost-in-use. Our in-house technical
team at our 40,000 sq. ft. state-of-the-art manufacturing facility is constantly working to produce the most 
technically advanced formulas on the market today, so you know that you are purchasing the highest quality
chemicals. Our in-house quality control team also takes the necessary steps to ensure product consistency.
You are assured that each drum of product is exactly the same as the last drum.

We also understand the independent spirit of car wash operators, so we don’t mark up our products to fund
branding programs you don’t need, but we do offer up-sell products such as our Dura-Shine Total Body
Protectant, Sterling Wheel Brightener and 
Enviro-MateTM earth-friendly products.
We also offer the merchandising tools that 
will help you sell these add on services.

With Trans-Mate you can run your wash 
the way that you know best. Our part is to 
provide you with the quality chemicals to 
help you be profitable and create satisfied 
repeat customers to grow your business!

To learn more contact our sales manager 
Michael Ilacqua at 603-235-5084. Trans-Mate, Inc. � www.Trans-Mate.com � 800.867.9274
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Branding Needs to Go Beyond  
Surface Marketing
By JoAnna Brandi

tomers form an emotional attach-
ment to you they will put their Ener-
gy in Motion (E-Motion) and become 
your advocate, your salesperson and 
even your evangelist.  � 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

 I was in Miami recently delivering a half-day work-
shop on Building Customer Loyalty: Sharpening Your 
Competitive Edge. That particular program is “required” 
for all first-year Vistage CEO Groups in Florida.  
 That makes sense. Customer Loyalty is foundation-
al to success. So, at the meeting we get on the topic of 
“branding.” One of the members had just gone through a 
re-branding process in his company and judging by the 
look on his face, and that of his business manager, it was 
refreshing. They both smiled ear to ear while discussing 
it. A new look, a new website and I’d guess a new outlook 
as well.  
 I seized the moment.  
 The timing was perfect – we had just gotten to my 
slide on “authenticity,” and I had already repositioned 
Customer Service (which I believe is reactive in how we 
think of it) with Customer CARE - Create Authentic Rela-
tionships with Energy and Enthusiasm – so the moment 
was right to deliver a cautionary tale.  
 So many companies rebrand themselves with a new 
look, which is great. But if they don’t rebrand themselves 
with a new FEEL, what have they changed but the book 
cover? (So to speak.)
 Branding is all about making impressions on your 
customers’ minds (and hopefully on their hearts and 
souls, as well). “Customer Experience” is all about get-
ting them to feel a specific way as a result of all the value 
you offer.  
 “So,” I cautioned, “be sure you are looking at how a 
customer experiences your company and feels about your 
company as your biggest branding opportunity yet.”  
 When a customer feels good (positive emotions) 
about the value you deliver (vis-a-vis what they expected 
or desired and whether or not it was in alignment with 
your stated “brand”) they walk away having experienced 
the goodness of your brand. It’s that experience they will 
remember and remark about.
 That in effect is your brand. The WHOLE experience 
of doing business with you.
 Changing the face of a company is not enough. Dis-
covering and delivering on the VALUES that your com-
pany holds dear will ensure that your Authentic Unique 
Self is what you offer to the customer. When you are able 
to offer the passion, the creativity, the ingenuity, and the 
spark that is uniquely yours (AKA a values-based culture) 
the customer will feel your brand. 
 Customer Loyalty – and the economic advantage 
that comes with it – is based on emotion. When cus-

JoANNA’s gems

Joanna Brandi

Follow These guidelines With 
probationary employees
 Probationary periods are useful tools when hiring some-
one, but they don’t necessarily protect you from being sued 
for wrongful dismissal if things don’t work out. Keep these 
points in mind when evaluating probationary employees:

 ❖ Opportunity. You need to offer the new hire a rea-
sonable opportunity to demonstrate his or her ability 
to do the job. Make sure you document the person’s 
performance.

 ❖ Support. You can’t just hire someone and expect him 
or her to become instantly stellar. You’ll need to pro-
vide the training and support necessary to give the 
person the skills needed to succeed. Again, docu-
ment your supporting activities for future reference.

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

 ❖ Employee abilities. During the hiring process, ask 
job candidates to provide information about job-re-
lated skills and what levels they can perform at. If you 
can show that the employee isn’t performing at the 
level he or she claimed, you have grounds for firing 
the person for cause.

 ❖ Communication. Don’t leave probationary employ-
ees in the dark about how they’re doing. Let them 
know when they’re doing a good job, and point out 
areas where they need to improve. Be sure to offer so-
lutions to performance problems. n
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Waffle Weave Microfiber
 The waffle weave style microfiber towel is also popular 
in the carwash industry. Waffle weave microfiber has a dim-
pled “waffle” look. Many carwashes swear by waffle weave 
microfibers on glass, while others feel that they work the 
same as the terry style. It is all about personal preference.  
The waffle weave also can feel more bulky in the hand, 
which some operators like. This style can trap a lot of water 
because of the ridges, so it also makes a great general towel. 
Other people who use waffle weave feel that the ridged tex-
ture helps to better clean raised, dirty surfaces such as bird 
droppings.

Microfiber Glass Towels
 All types of microfiber can work well on glass. Many 
towel companies market the shiny style microfiber as glass 
towels. These cloths have a flat, tight texture.  Like the other 
microfiber, they do not leave streaks when used properly and 
are lint free, making them ideal for window use.  

 The world of microfiber has really expanded over the 
years. More and more options are now available to the car-
wash industry, so owners and managers can really pick out 
the microfiber product that works best for them. Below is a 
summary of the various microfiber towels that are used in 
the carwash industry.

Terry Style Microfiber
 “Terry” style microfiber is the most popular type of micro-
fiber used in the car care industry. Generally, when someone 
mentions microfiber, they are referring to the terry style. This 
is a high, soft pile, and while it is much different than a terry 
towel, it is the closest style to a traditional towel.  Terry micro-
fiber is extremely versatile, and really can be used anywhere 
in the carwash. Larger sizes, measuring typically between 15” 
x 24” and 16” x 27” make great body drying and wax removal 
towels, while smaller sizes are ideal for detail and windows. 
 Terry style microfiber is available in a variety of sizes, 
colors and thickness.  

Microfiber at a Glance: Options Abound
By Valerie Sweeney

towel tIPs
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Suede
 Suede is the one of the smoothest types (lowest pile) of 
microfiber, but the least popular in the carwash industry. 
Suede is usually the type that you will find to clean the glass 
on your copier machine, your new Ray-ban sunglasses, your 
flat screen television or your IPad. Like other microfiber 
cloth, suede works really well on windows, glass and dash-
boards. It is also perfect for cleaning the touch screen on the 
console.

Economy/Limited Use Non-Woven Microfiber
 Many towel vendors also carry a microfiber towel that 
looks different than other microfibers. This style of micro-
fiber is very thin and can get into tight corners and spaces 
easily. At first glance, it looks like a thick 
paper, but once you feel it and use it, you 
will see the difference. This type of micro-
fiber has all the same attributes as regu-
lar microfiber and can be rewashed.  � n

Valerie Sweeney is a towel consultant with ERC 
Wiping Products. You can reach her at 800/225-
8473 or erc@ercwipe.com. Valerie Sweeney
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 Now that the election is over we can all 
start to prepare ourselves mentally for four 
more years of what we have been experienc-
ing now for almost four years. The carwash 
industry has certainly been affected by the 
weak economy, poor housing market and 
high gas prices. I don’t see much changing, 
really, as a result of this election on a federal level. What we will 
see is a lot of Obama’s doing from the past four years to start 
taking effect in the next four. 
 One of the biggest changes moving forward will be the im-
pact of Obamacare. I cannot really say how it is going to affect 
the carwash industry yet. However, as I understand it if your 
business employs fewer than 50 people you will not be required 
to provide health care. On a personal note, I’m sure we will see 
increased health insurance rates as a result. Another big impact 
if you are thinking of selling your business will probably be a 
big increase in the capital gains tax. Expect to pay significantly 
more in taxes if you are selling your business for a profit.
     I think the election on a state level will have more of 
an impact on us than federally. The decision to raise mini-
mum wage comes on a state level. In addition, many local 
tax laws and policies that may be up for change all come on 
a state level. The bottom line, though, is if our business is 
going to improve we need the economy on a whole to im-
prove. If people have more money in their pockets and are 
not spending a fortune to put gas in their cars, we will be all 
right. It is a waiting game, but if you are not running your 
carwash as efficiently and as well as possible, take a long 
look at your operation and find ways to improve. I do not 
see things changing for the better any time soon.� n

 Time will tell how the election 
will impact our industry, but as a 
country we showed how divided 
we are. I didn’t make it to the vot-
ing booth until 7:45pm as I was 
undecided and have lost faith in 
our options. I was hoping at the 

very least as a nation we would not re-elect anybody 
who served in Congress the last session, as I blame 
them for not working together to make this nation 
prosperous again. Yet we put them all back in office. 
I really just can’t believe it. As I write this column, 
my emotions are taking over.  Unfortunately, I see 
four more years of a struggling economy. I pray that 
I am wrong, but regardless who won the presidency 
if Congress can’t learn to compromise, and truly help 
the people of this country, we are in serious trouble.  
 I am concerned about health care and rising 
costs like most people, but we could live with rising 
costs if we could see more available jobs. To make 
matters worse for us in the Northeast, we have just 
been hit with Hurricane Sandy resulting in the loss of 
many businesses and homes. If you haven’t seen the 
destruction for yourself, it is hard to imagine. Many 
of those who lost their homes also lost their jobs. 
They are now cleaning up and may soon be rebuild-
ing. The construction industry should see a boom in 
business as a result of this horrendous storm. For the 
carwashing industry, though, a carwash will likely be 
at the bottom of the priority list for many for quite 
some time.� 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 man-
aged 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 impact will the outcome of the election 
have on the carwashing industry? 
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IntroducIng...

WindoW Vision

the newest AddItIon to 
Blendco’s tunnel VIsIon® lIne

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

One Pearl Buck Court   •   Bristol, PA 19007   •   www.blendco.com   •   1.800.446.2091

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

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

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

Results in stReak-FRee WindoWs FoR a diFFeRence You can see!

•	No spraying!  • No streaks!
•	All-in-one formula  • Less steps

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

Continued on page 45…

any loose objects and dirt can make 
a huge difference in the overall con-
dition of a vehicle after it comes out 
of the wash. Dryers use the air from 
around the impellers to be blown onto 
a car’s surface, so the area in which 
they are located must be kept clean. 
Many times, the overall quality of a 
wash can be adversely affected from 
the dryer pulling dirty air into the 
intake, then pushing that air onto a 
clean car and leaving spots or actu-
ally putting a film onto the car’s sur-
face. By cleaning the area around the 
dryer, and cleaning the impellers that 
produce the air, you will dramatically 
reduce the risk of ruining that car you 
worked so hard to get clean. 
 The actual housings for the im-
pellers and the motors should also be 
cleaned periodically to make sure any 
overspray that gets on them will not 
drip onto the vehicle and possibly leave 
spots on the car’s surface. This also in-
cludes the frame of the drier, decora-
tive covers and any conduits, as well as, 
pipes and any other items in the dry-
ing area that could drip on a car while 
or after it is in the dryer or leaving the 
drying area.
 Maintenance on most driers is a 
fairly easy task and just takes a little 
time. The most critical area to look at 
is the impeller, which is attached to 
the motor that produces the air. In-
specting the impeller to be sure there 
are no cracks or signs of wear will re-
duce the risk of possibly having one 
fail and break apart. This is a visual 
inspection that can be done with an 
inspection mirror to look at all of the 
welds that hold the impeller togeth-
er, and to be sure all of the hardware 
holding the impeller to the motor and 
housing are tight. 
 The other item that often is over-
looked when doing maintenance on 
dryer motors is making sure to clean 
up any excess grease (if used) after 
greasing the bearings on the dryer. 
 Another important maintenance 

make sure they are running at peak ef-
ficiency. With a little time and clean-
ing, however, these machines can keep 
operating at top performance for years 
and years.
 An important thing to remember, 
when looking at the drying process at 
your wash, is the condition of the area 
in which the dryer is located. Making 
sure that this area is clean and free of 

 The last and one of the most im-
portant processes, in most carwashes, 
is the drying cycle. These machines 
do not need as much maintenance as 
some other pieces of equipment, how-
ever, it is important to include them in 
your normal maintenance routine. All 
too often they are put in and forgotten 
about because there does not appear 
to be any need to look them over and 

Dryer Maintenance Is Key to a Clean Car
By Gary Sokoloski

gARy’s tech tIPs
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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



who face the loss of your sign, some re-
view of the issues may serve to help. As 
our facilities age, new sign codes are in-
troduced. Many times we may feel that 
we have a sign already and that these 
changes do not apply to us.
 Then Sandy, and our sign’s new sta-
tus as “legal non-conforming,” takes on 
a life of it’s own. We now are faced with 
the fact that we may be forced to com-
ply with new standards and may lose 
the sign we currently own all together.
 For many cities up and down the 
Eastern Seaboard, this storm repre-
sents the compressing of time it would 
normally take to be rid of non-conform-
ing signs, and offers the opportunity to 
instantly update the community. It will 
be tricky for some not to purchase a 
new sign.
 Here are some items to consider if 
you face this situation.

 ❖  Do not trust the city’s or the lo-
cal sign company’s interpreta-
tion for what must happen next. 

 ❖ Read the code for yourself ! 
Does it state that your sign is 
grandfathered? 

 ❖ Does it have a specific state-
ment for what is to happen 
to the sign if it is destroyed or 
damaged? 

 Some city regulations make pro-
visions for “acts of God,” while others 
use these events to achieve other ob-
jectives. Still others do not address the 
question at all. Local sign companies, 
to some degree, are beholden to the 
city regulators as they must continue 
to work with them on all their projects.  
This may mean the sign company may 
work to advance the cause of city plan-
ners: NOT their clients.
 What is reasonable? Reason says 
that if the storm damaged your grand-
fathered sign, and it can be repaired, 
repairs should be allowed. If it is dam-
aged beyond repair then a new sign 
should be sought which matches the 
existing sign. This case would most 
likely require a variance.
 Some cities require that a certain 
percentage of damage triggers the loss 
of the whole sign and that any reason 

 Some of you may have experienced 
damage to your signs. Many of your 
signs will require reconstruction and 
others simple face changes, while oth-
ers will lose their rights to their signs 
all together.
 If you are among the unfortunate 

 As I write this column Hurricane 
or Superstorm Sandy is wading ashore 
in New England. I was to fly there dur-
ing the storm and have changed my 
ticket for the week following. No doubt 
the storm will have negatively affected 
many who now are reading this article.

Signs and Hurricane Sandy:  
What You Need to Know!
 By Perry Powell

A sIgN of the tImes
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that brings the sign below that certain percentage means the 
sign must meet the latest sign code criteria.
 If your city does not speak to the issue at all, work on 
an assumptive basis that replacing the sign is perfectly le-
gal. This ambiguity in the law may be the only case where 
there could be legal options available to the owner. The city 
may not legally grant itself powers it did not use prior to the 
storm. The federal courts have held that regulations may not 
be subjective, arbitrary or set by an administrative official. 
You will still need a permit. 
 How can you protect yourself? Great politicking and nego-
tiation help. Visit your city officials and express your concerns 
and win their cooperation. In reality, it is legal if not rational for 
the city to take these positions. You are in 
these cases truly at their mercy.� n

Perry Powell is a carwash consultant. He spe-
cializes in structuring quick turn arounds, busi-
ness models, management methods and sales 
processes using the consumer behavioral sci-
ence of Neuro-Marketing. He can be reached at 
817/307-6484, perry@perrypowell.com or www.
perrypowell.com.

perry powell

Gary’s Tech Tips … continued from page 42.

item on all dryers is to keep all the electrical connections 
clean, tight and dry. After disconnecting the power supply to 
the motor starter box, check all of the connections to make 
sure there are no loose wires. This is an important process, 
because a loose connection will use more electricity to start 
and run the motor, and may also cause a risk of fire from ark-
ing between the wire and the starter. Periodically, the con-
nections in the motor itself should be inspected to ensure 
that they are tight and that there is no moisture building up 
in the box that could cause the motor to short circuit. This 
will greatly increase the lifespan of the motor and reduce the 
risk of a failure, as well.
 After all the time put into making sure that you are pro-
ducing a clean car, make the time to be sure the drying cycle 
does not adversely affect all that hard work. With some nor-
mal cleaning and routine maintenance, your dryer can give 
you many years of service. These simple steps will mean the 
difference between having a clean, shiny car and a clean, 
spotty car leaving your carwash.� n

Gary Sokoloski owns Centerline Carwash Sales 
and Service in Wales, ME. He can be reached if 
you have questions, comments or suggestions for 
future articles at 207/375-4593 Office, 774/248-
0171, or email at gscarwash@gmail.com gary Sokoloski
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 Well, the electorate has voted and they’ve decided to 
stay the course with Obama. It looks like the composition of 
the U.S. House and Senate will remain in the same party hands as they did prior to 
elections. There were no party changes in Pennsylvania – both the Senate and House 
will remain in Republican control. As small business owners we must, now more 
than ever, stay engaged. It is imperative, both on the federal and state level, to hold 
our elected officials accountable. It is a strong, free enterprise system that will grow 
our economy and we need to advocate for the amendment, creation, enforcement 
and implementation of laws, regulations and policies that will foster that system. Too 
many of us fail to move beyond the small  bubble of our local business existence; sim-
ply complaining when we are forced to pay more for less, taxed more via “fees” and 
prohibited from conducting our daily business due to new public policy. This apathy 
approach is exactly what many lawmakers depend upon as they control our future 
and livelihood believing they know what’s best for us.
 Pennsylvania has made some strides over the past several years – although 
they still have quite a way to go if they want to shed their reputation of being one of 
the most unfriendly business states in the nation.   The Corbett administration and 
PA General Assembly finally began to address some long-standing business obstacles 
such as lawsuit abuse, unemployment compensation reform, changes to the regula-
tory process and business tax revisions. Although none of these efforts resulted in any 
type of monumental change, it is a start to the changes needed to grow and foster a 
healthy business climate in the Commonwealth. If we let up and sit idly by, assuming 
our business counter parts are taking the action needed, our industry will be on the 
losing end, I assure you.
 As we begin to draft our 2013 agenda for the Car Wash Association of 
Pennsylvania (CAP), we welcome your input. We depend on our collective voice as an 
industry and it is important that our efforts and action are reflective of our member-
ship. We continue to keep our dues at a low rate while trying to provide a substantial 
return on investment. We have a variety of resources available for our members, and 
taking advantage of just one often covers the cost of dues. Please take time to touch 
base with CAP by emailing us at dawnwkeefer@comcast.net or by calling 717/648-
0159 with your current business information and any ideas you may have for the 
Association moving forward.  

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

2013 
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

46 |  Northeast Carwasher, Winter 2013



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

 

7604 Allentown Blvd., Harrisburg, PA  17112 

717.545.9393  CARWASHSYSTEMSINC.COM 

MORE Efficient, More Flexibility, MORE Versatile! 



Grace For Vets thanks those that  
honored ALL military service with  

a FREE wash on November 11.   
  

Want to get involved in 2013? 
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
– 2012 –

A RECORD- 
bREAkING

YEAR!
 OveR 1800 lOcatiOns

 4 cOuntRies

Final wash numbers were not available  
at time of reporting. Please check  

graceforvets.org for final total. 

Find us at: graceforvets.org

graceforvets_5039-thankyou.indd   1 10/22/12   12:15 PM



The NRCC does it once again! 

Special Thanks to our 2012 Sponsors!

 

October 7-9, 2013
Trump Taj Mahal Hotel & Casino

Atlantic City, NJ

24th Annual Convention and Trade Show
Hosted by The Car Wash Operators of New Jersey

Mark your Calendars!

“The NRCC 2012 show was a fantastic experience.  It was a great crowd, everything flowed seamlessly and 
everyone I spoke with was having a wonderful time. Our exhibit booth had people in it after the show closed 
and they were turning the lights off!” - Lyn Palmer, Unitec

“GREAT JOB with the show. I think it was the best show yet; it felt like the most attended show 
we have had so far. We were swamped from about 20 minutes after the show started up until 
the last hour of the 2nd day.”- Miguel A. Gonzalez, Micrologic Associates

“The show was first rate in all aspects. The show is already starting to pay 
dividends for us. We are looking forward to next year!” - Marc Freeman, 
Benchmark Payment Networks

Thank you to everyone who came out to support the show!

800-868-8590     info@nrccshow.com     www.nrccshow.com



 As we begin the coming winter washing season, I’m 
hopeful for the perfect balance of snow, cold and dry days to 
keep our tunnels and bays full. Though we rarely realize perfec-
tion, the anticipation of the possibility fills me with nervous expectation. The remem-
brance of those years with lines of cars stretching out into the road re-energizes me 
for another busy winter season. I can hardly wait!
In order to take full advantage of the coming busy season, however, I remind all Con-
necticut operators to double check all functions in their facilities. Are your rollers and 
cloth in good shape to weather the winter? Do you have extra parts in case there is a 
sudden freeze-up in the self-serve bays? Experience has taught us that break downs 
invariably occur on a busy Saturday when we can’t get replacement parts until the 
following Monday. 
 If you do your own plowing, have you installed and tested the plow? Trying to 
get it fixed on the day of the first snowfall is a nightmare. (Don’t ask me how I know this!)
 The winter season is also the time to renew your membership to the one 
organization that specifically looks after your business interests, The Connecticut 
Carwash Association (CCA). I thank the carwash operators and venders who have 
faithfully supported our efforts in the past, and continue to do so. However, I’m also 
asking those operators and venders who have not maintained their memberships, 
or have never been members, to consider the benefits of having a healthy, vibrant 
association working on your behalf. When the Governor wanted to tax everything in 
sight in the last two years, the CCA board and other key CCA members aggressively 
fought against the sales tax on carwashes. We combined efforts with our lobbyist to 
persuade state officials that the tax would have a negative impact on the industry. 
We worked to maintain our sales tax exemption status by meeting with our govern-
ment representatives and going to public meetings to argue our case. Against great 
odds, we prevailed!! I’m sure you are all aware of the tens of thousands of dollars this 
exemption saves you each year. Supporting your association costs only a tiny frac-
tion of that savings. You can easily become a member by signing up online at www.
wewashctcars.com or calling our office at 800/287-6604.
 We are also working on drought mitigation plans so that when drought con-
ditions do occur, carwash operators will be seen as water conservators, not resource 
wasters. All I’m asking is that you contribute your fair share so the CCA can continue 
to assist all operators and venders in the car care business in this state. Visit us at 
www.wewashctcars.com to learn more about our association. 

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

Directors
Steve Ludman, Blendco 
1 Pearl Buck Court, Bristol, PA 19007, 717/371-1536 

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

Scott Hohenforst, Empire Chemical Sales 
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

Ron Manning, Splash 
66 Gatehouse Rd., Stamford, CT 06902, 203/324-5400

dave Petit, Simoniz USa 
201 Boston Tpk., Bolton, CT 06043, 860/280-5620

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

Past Presidents
*Ken Gustafson Sr. Fred O’Neill

*James Rossini  Mark Curtis

*Bruce Sands  Doug Newman

J.J. Listro  Paul Ferruolo

Alan Tracy  Tom Mathes

Dwight T. Winter Daniel Petrelle

Anthony Setaro  Joe Tracy

*Deceased  

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

WEWASHCTCARS.COM

Noah levine

PRESIDENT’S COLUMN
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Alaska Polycarbonate Doors

XRS Vinyl Roll Up Doors

Magnaglide & Powerglide Air Openers

CCA Presidents Present Lt. Gov. Wyman With 
CCA Lifetime Achievement Award
 CCA Immediate Past President Todd Whitehouse (left) 
and Past President Paul Ferruolo ( far right) presented Lt. 
Governor Nancy Wyman (center) with the CCA’s Lifetime 
Achievement Award at her office at the capitol in Hartford. 
The two CCA members were also joined by association Lob-
byist P.J. Cimini of Capitol Strategies Group, LLC. The group 
spent nearly 30 minutes with the Lt. Governor.

CCA Past Presidents Paul Ferruolo and Todd Whitehouse paid a visit to the state’s 
capitol in October.
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holic beverages, a Garmin GPS, Sony Stereo, an IPad and a 
32-inch television donated by C.A.R. Products, were some of 
the raffle prizes.
 Event supporters included Platinum Sponsor/Recep-
tion Micrologic; Gold Sponsors/Lunch Capitol Strategies, 
Empire Chemical, ICS and Kleen-Rite Corp.; Silver Sponsors/
Prizes Car Washing Systems, ECP Inc. and Fred’s Car Wash; 
Raffle Sponsor/Gifts C.A.R. Products, Inc., Bronze Sponsors/
Beverage Cart McNeil & Co., Media Solutions/ and National 
Ticket Co.; Golf Cart Sponsor Simoniz USA; Coffee Break 
Sponsor DRB Systems, Inc.; Water Bottle Sponsor ZWash 
Systems; Golf Towel Sponsor ERC Wiping Products; Driving 
Range Sponsor Blendco and Hole-In-One Sponsor Mitchell 
Auto Group.
 During a brief business meeting President Whitehouse 
announced the proposed 2013 CCA Officer Slate, which 
was voted in unanimously. The slate includes: President 
Noah Levine, Vice President Bob Rossini and Secretary/
Treasurer Doug Lutz. Directors include Brian Kelly, Dione 
D’Occhio, Dave Petit, Scott Hohenforst, Ron Manning and 
Steve Ludman. Todd Whitehouse will serve as Immediate 
Past President.
 Hole Sponsors included ECP, Inc., Magic Minit Car Wash, 
Mighty Auto Parts, Mr/Mrs Autowash, Mr. Sparkle, Mitchell 
Auto Group and Splash.� n

15th CCA Golf Invitational  
A Hole in One!
 For its 15th Annual Golf Classic, September 25, the Con-
necticut Carwash Association (CCA) moved its venue to the 
picturesque and challenging Topstone Golf Course in S. Wind-
sor. The venue and weather were picture perfect, according to 
CCA President Todd Whitehouse. “You couldn’t have asked 
for a more perfect day,” said Whitehouse. “Our attendees had a 
great experience here and everything just clicked.”
 The 18-hole event includes breakfast, lunch and dinner, 
extensive raffle prizes and a chance to win a lease on a car! 
“It’s really a great outing for the money,” said Whitehouse. 
“We have purposefully kept our registration fee low so it is 
affordable to members and non members alike.”

Team Benmoschè Wins Tourney!
 Mike Benmoschè and Tony Saraceno of McNeil & Co. 
and Mr. Sparkle’s Paul Ferruolo took home first place tro-
phies with an -11. Team Stanley Street and Team Splash tied 
for second place. Tom Keough Jr. had the Men’s Longest Drive 
and Joan Larkin had the Women’s Longest Drive on Hole #10. 
They each received a $25 gift certificate to the pro shop. Tom 
Keough Sr. had the Men’s Closest to the Pin and Sandy Miller 
had the Women’s Closest to the Pin on Hole #8. Both received 
pro shop gift certificates as well.
 Many raffle prizes including a Sony stereo, Callaway golf 
bag, Callaway RAZR Driver, a TaylorMade rescue club, alco-

The group warmed up on the putting green before 
hitting the links for the CCA’s 15th Annual Invita-
tional at Topstone Golf Course in S. Windsor.

Past CCA President and faithful CCA Golf 
Volunteer, JJ Listro (top and bottom left) and 

his gracious assistant Rick DiCiccio kept 
registration running smoothly.
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The 18-hole course was picturesque and challenging for the group.

New Hampshire’s Team Larkin, joined the boys for a great day of golf.  Pictured are 
Joan Larkin, Andrea Johnson, Kay Stack and Sandy Miller. Thanks for making the 
trip ladies!

Mitchell Auto Group sponsored the hole-in-one lease vehicle. Sadly, no 
one won the car!

Peter LaRoe of Personal Touch, Eric Sehl of Mighty 
Auto Parts, a gimpy Dave Petit of Simoniz, and Jeff 
McAvoy and Barry Smith also of Simoniz.

Topstone opened in 1997 and is an 18-hole, Par 72 
championship golf course featuring some of the best 
conditions of any public course in the state.

Continued on page 54 …
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The Winning Team of McNeil & Co’s Tony Saraceno, Mr. Sparkle’s Paul 
Ferruolo and McNeil & Co’s Mike Benmoschè.

CCA Golf Invitational … continued from page 53.

Simoniz USA's Al West in perfect form!
Oh, Paul... you are supposed to be 
plotting your golf strategy!

New England Carwash’s Donato 
Depinto gives the putting contest 
a try.

 Longest Drive Women’s 
winner Joan Larkin!

Team Mario’s: Dione 
D’Occhio, Don and 

Dave Grant and Steve 
D’Occhio take a break at 

hole #5 for a photo op.

Team Simoniz USA in force! Thanks for the support, guys!

CCA President Todd Whitehouse takes a shot during the putting contest.

Jet Spray’s Tony Setaro 
(right) and his friend 
Lou Longo always 
enjoy the outing!
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The lovely ladies of Team Larkin: Andrea Johnson, 
Joan Larkin, Sandy Miller and Kay Stack.

Now that is one happy raffle prize winner! CCA 
President Todd Whitehouse wins an iPad!

The Team from Connecticut Carwash! Dillon Bragga, Todd Whitehouse, Brian 
Marquis and Brian Daigle.

The winning foursome of  Paul Ferruolo, Tony Saraceno and Mike Ben-
moschè received trophies for their hard work coming in with a -11.

 Splash’s Mark Curtis and CCA Lobbyist P.J. Cimini.

Incoming CCA President Noah Levine presents Outgoing CCA President 
Todd Whitehouse with a plaque to acknowledge his tireless efforts on be-
half of the association.
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Dems Keep Firm Control of General Assembly, 
Balance of Power Remains the Same
By P.J. Cimini

lobbyIst uPdAte

 There may be a race for House Majority Leader be-
tween State Representative Joe Aresimowicz (D-Berlin) 
and State Representative Roberta Willis (D-Litchfield) and 
State Representative Jeff Berger (D-Waterbury). We expect 
those negotiations to begin quickly and a quick resolution 
by the Democratic leadership to announce a united legisla-
tive leadership team. We also expect changes in Committee 
Chairmanships under the new Speaker of the House Bren-
dan Sharkey (D-Hamden).  

State Senate
 Senate Democrats remained in firm control of the upper 
Chamber (24-14) Democrat Don Williams will remain State 
Senate President and State Senator Martin Looney will con-
tinue to hold the title of Senate Majority Leader. Republican 
State Senator John McKinney will remain as Minority Leader.
 Due to the retirements of State Senator Eileen Daily and 
State Senator Edith Prague, the Senator Co-Chairmanships 
of the Finance Committee and the Labor Committee will be 
open and have new Chairs.  
 Democratic challenger Meriden City Councilwoman 
Dante Bartolomeo, scored a huge upset, taking back a seat 
for the Democrats by defeating a first-term Republican State 
Senator Len Suzio (R-Meriden).
 First-time candidate Republican Art Linares defeated 
Democratic State Representative Jim Crawford in the race 
for the open seat being vacated by Democratic State Sena-
tor Eileen Daily (D-Westbrook). Linares polled 22,039 votes 
to Crawford’s 19,670. The winning margin was less than the 
vote total for Green Party candidate Melissa Schlag, who 
polled 3,957 votes.
 First Selectwoman, and AFSCME Union Official, Dem-
ocrat Cathy Osten beat Republican State Representative 
Christopher Coutu in the race for an open State Senate seat 
in the 19th District, which covers Columbia, Franklin, He-
bron, Lebanon, Ledyard, Lisbon, Marlborough, Montville, 
Norwich and Sprague. The district is currently represented 
by retiring State Senator Edith Prague, D-Columbia, Co-
Chair of the Labor and Public Employees committee. We an-
ticipate Osten to fill Prague’s spot as Senate Co-Chair of the 
Labor Committee.
 Long-serving State Senator John Kissel (R-Enfield) won 
another term, defeating former State Representative Karen 
Jarmoc in the 7th Senate District, which covers Enfield, 
Windsor Locks, Suffield, Somers and East Granby and parts 
of Granby and Windsor.
 State Representative Andres Ayala Jr., a Democrat, won 
election as State Senator of Bridgeport and Stratford’s 23rd 

 Connecticut voters witnessed an unprecedent-
ed amount of campaign advertising in 2012 led by self-
financed U.S. Senate candidate Linda McMahon, who 
spent more than $50 million (a total of well over $100 mil-
lion+ for her two races, 2010 and 2012), which is a record 
amount for Connecticut. In addition, the 5th District 
Congressional race became one of the most expensive 
House races in the country.
 There was also an unusually large number of open seats 
in the State Legislature (28 open seats) including four Sen-
ate seats and 24 House seats up for grabs. However, when 
the dust settled, the balance of power and numerical break-
down of Democrats to Republicans changed very little. As 
expected, control of both the Connecticut State Senate and 
Connecticut State House of Representatives remained firmly 
in the hands of the Democratic Party.  

State House of Representatives
 Due to legislative retirements there were 24 open House 
seats contested this year. There were 18 Democratic retire-
ments this year and Democrats held all but two. It appears 
that the Democrats in the House will maintain their 99-52 
seat advantage, although there are three races that are still 
not settled. Democrats in the House will elect a new Speaker 
of the House, which will be the current Majority Leader Bren-
dan Sharkey. 
 State Representative Larry Cafero (R-Norwalk) was re-
elected and will return as the Republican Minority Leader.
 One notable loss for the Democrats was long-time 
State Representative Vicki Nardello (D-Propect) who is the 
current House Chair of the Energy and Technology Com-
mittee. Republican State Representative Bill Wadsworth 
lost the 21st District seat in Farmington to Town Council-
man Mike Demicco. Wadsworth had won his seat in 2010. 
Democrat Brian Sear defeated Republican Noah Enslow in 
the 47th House District, a seat currently held by Republi-
can State Representative Christopher Coutu. The 47th 
covers Canterbury, Norwich, Scotland, Sprague, Chaplin, 
Lebanon, Lisbon, Franklin and Hampton. Coutu ran for the 
State Senate seat that was vacated by retiring State Senator 
Edith Prague (D-Columbia).
 Political newcomer Democrat Emmett Riley defeated 
Republican Mikel Middleton in a battle for an open seat in 
the 86th District, which includes part of Norwich. Democrat 
James Maroney also won an open seat race in Milford. Demo-
crat David Arconti held the 109th district in Danbury for the 
Democrats following the retirement of State Representative 
Joseph Taborsak. 
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District by a wide margin over Republican political newcom-
er Casimir Mizera with 89 percent of the votes. Ayala won a 
spirited three-way primary against State Senator Ed Gomes 
and former State Senator Ernie Newton. Ayala will be the 
first Latino State Senator in Connecticut history.
 There were a number of other State Senate Seats that 
were expected to be extremely competitive, but in the end, 
most incumbents were re-elected:

 ❖ 4th Senatorial District: Incumbent Democratic State 
Senator Steve Cassano defeated first-time candidate 
Manchester Republican Cheri Ann Pelletier.

 ❖ 12th Senatorial District: Incumbent State Senator Ed 
Meyer defeated Republican challenger Cindy Cartier.

 ❖ 16th Senatorial District: Incumbent Republican State 
Senator Joe Markley beat back a spirited challenge 
from former State Representative Democrat Corky 
Mazurek of Wolcott.

 ❖ 30th Senatorial District: In a race to replace outgoing 
State Senator Andrew Roraback, who ran for Con-
gress, Republican State Representative Clark Chap-
in defeated Democratic challenger William Riiska 
handily.

 ❖ 31st Senatorial District: First-term Republican State 
Senator Jason Welch defeated a strong Democrat 

challenger Dave Roche, who is also President of the 
Connecticut State Building Trades.

Congressional & U.S. Senate 
 The following are the results of the Federal races: 

 ❖ United States Senate:  5th District Congressman 
Chris Murphy cruised to a win over Linda McMahon 
despite McMahon’s campaign spending in excess of 
$50 million+. Murphy’s margin of victory exceeded 
recent polls.

 ❖ Congressional: Democratic incumbents, Congress-
man John Larson (CT-1), Joe Courtney (CT-2), Con-
gresswoman Rosa DeLauro (CT-3) and Congressman 
Jim Himes (CT-4) had easy re-election victories over 
their challengers.   In the one open contest in the 5th 
Congressional District, former State Representative 
Elizabeth Esty defeated State Senator Andrew Rora-
back to capture the seat formally 
held by Chris Murphy.  

 The Connecticut General Assembly 
will convene on Wednesday January 9th.n

P.J. Cimini, Esq. is the CCA’s lobbyist and a part-
ner in Capital Strategies Group, LLC, in Hart-
ford. You can reach him at 860/293-2581 or pj@
csgct.com. p.J. Cimini
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Raving Fans and “Magic” Washes
By Cookie Anthony

 Bob Katseff of Turnpike Car Wash in Peabody, MA, gave 
me an easy to read, 132-page book called “Raving Fans.“ This 
book is co-authored by Ken Blanchard who wrote the “One 
Minute Manager,“ with Sheldon Bowles. Bob said he bought 
multiple copies and gives them to his employees and friends.
 The book’s forward starts out, “Successful organizations 
have one common central focus: customers.”
 “Raving Fans“ has a light presentation but contains 
some heavy thoughts. Many sentences make you stop, reread 
and think. The truth is, we need customers to remember our 
quality otherwise they go elsewhere especially when some-
thing newer or better is available to them.
 Another key idea in the book is that consistency is criti-
cal and creates credibility.
 Are you stuck in a rut? It could be laziness, love of tra-
dition, or just thinking this is the way we’ve always done it 
which can lead to lack of improvements. The authors say you 
need the ability to change course quickly when necessary to 
be a successful business. They present sensible ideas such as 
making sure you don’t offer more services than you can con-
sistently provide. You can expand into new areas only once 
you’ve mastered the service.
 Consistency is critical. To achieve it you need systems 
to train staff and programs to ensure your company’s goals. 
Schedules for equipment maintenance to deliver a service 
perfectly time after time, without fail, require more than just 
a smile and “thank you.”
 When we owned our carwash we put up a mailbox and 
form for customers to make comments and suggestions. We 
received an anonymous, hand written comment that said, 
“Thank you, your equipment always works, the place is al-
ways clean.” We were so proud that we laminated it and dis-
played it. That comment was a constant reminder to be con-
sistent in the services we offered.
 “Raving Fans” talks about “The Rule of One Percent.” 
Try to improve by one percent as it is achievable. It’s like 
being able to loose a pound a week. In 52 weeks, the result 
is awesome.
 The important message is to know your customers’ 
needs and wants as they aren’t static. They are always 
changing.
 Consider McDonalds who started by offering inexpen-
sive hamburgers. Today they have breakfast options, salads 
and a vast array of offerings.
 Customers need and want change but also predictability 
and consistency. Your challenge is to deliver that standard of 
performance. We all need and want “Raving Fans” and con-
tent customers.
 Perhaps you should be like Bob Katseff and pass the 
book out to your employees.

tIdbIts fRom cookIe

All In the Family
 When you think of father and son presidents there are 
the two George Bush’s and the two John Adams’. Who are the 
two father and son carwash presidents from Connecticut? 
Did you say, Alan and Joe Tracy?

Each of the five Magic Minit 
washes is unique and consis-

tent in the product it produces.

Theresa and Alan Tracy have 
built up a five-wash chain of 
Magic Minit Car Washes in 

the Enfield, CT, market.

The former CCA President 
and recent recipient of the 
2012 NRCC Hall of Fame 
award, Alan Tracy knows 
the meaning  of hard  
work and success.

58 |  Northeast Carwasher, Winter 2013



 At a time in life when many people have retired, Alan Tracy 
is still going strong in the carwash profession. In a five-year pe-
riod, he built three new carwashes in the Enfield, CT, market.
 In case you think the process was easy, think again.
 The first time he went before the zoning board for per-
mits he was voted down by the entire board. However, persis-
tence paid off and Alan was able to build.
 While there‘s a sameness in architectural style to the 
washes, they are also unique and different due to the building 
materials used. All are sharp with modern vacuum islands, de-
tail areas with rug shampooers and scent machines, attractive 
landscaping and on high traffic count roads. The automatic 
washes are open seven days a week, 24 hours a day.
 Built in 2002, the largest automatic is located in the east 
section of Enfield at 190 Hazard Ave. It consists of three self-ser-
vice bays and three automatic washes with soft touch cloth and 
dryers. This location is in a plaza with a McDonalds next door.
 Touchless I, built in 2005, in East Windsor has two 
touchless automatics, two self-service bays, four vacs and a 
detail area. 

Continued on page 60 …

Alan and son Joe, run the washes and both are past presidents of the Connecticut 
Carwash Association.
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how to ‘Steal’ Ideas like a pro
 “Immature poets imitate,” wrote poet T.S. Eliot; 
“Mature poets steal.” The path to success isn’t always 
based on coming up with your own unique ideas. Some-
times the best route is to follow someone else’s ap-
proach. From the book “Steal Like an Artist,” by Aus-
tin Kleon (Workman), here’s how to harvest good ideas 
from the sources around you:

 ❖ Pick a handful of thinkers to emulate. Instead 
of trying to immerse yourself in an entire subject, 
select two or three representatives to study at a 
time. The effort will be less daunting, and you’ll 
get a good view of the issues and ideas swirling 
around the topic. Find out where they’re coming 
from and how they see the world, and use that to 
inform your perceptions.

 ❖ Change the scenery. Don’t just sit at your com-
puter when you’re trying to generate ideas. Get 
out into the world: Move around, observe your 
surroundings, record your impressions without 
worrying about how logical they may be, and 
then spend some time assembling your thoughts 
around the experiences you’ve collected.

 ❖ Widen your perspective. Avoid taking a narrow 
focus in your work – or your life. Explore differ-
ent interests and passions. Most of the time your 
various activists will complement each other, 
and you learned in one area on a different proj-
ect. Keep your eyes and your mind open to the 
resources around you. n

Tidbits From Cookie … continued from page 59.

With Gas Going Up, These Tips 
may Come in Handy
 Want to use less gas? Check out the following fuel sav-
ing tips.

 ❖ Easy does it. Drive as if you’ve got a full cup of cof-
fee in your vehicle’s cup holder, and you don’t want to 
spill a drop by braking hard or accelerating suddenly. 
A smooth ride uses less gas.

 ❖ Don’t be idle. Idling your car when you’re not mov-
ing wastes gas. Turn your engine off if you’re going to 
be motionless for more than 30 seconds.

 ❖ Know where you’re going. Plan your route using 
GPS, online directions, or an old-fashioned map. 
You’ll avoid wrong turns and wandering around try-
ing to find your way. n

 Touchless II, is located in North Enfield, built of brick has 
two self-service bays, two automatic machines with dryers, 
vacs and a detail center. It was built in 2006.
 The Magic Minit Car Wash organization started by Alan 
and Theresa now also includes son Joe. There is a tunnel 
wash, four self-service bays, a detail center and gas station 
on the location at 570 Enfield St. All totaled, the Tracy’s have 
five locations.
 You could make an interesting road 
trip out of visiting Magic Minit’s opera-
tions, but it will take more than a “min-
ute” to visit them all, but time with the 
Tracy’s is always “magical.”� n

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

Cookie’s Question To You!
 In the book “Palace Council” by Stephen L. Carter 
there is a line that made me think of the Connecticut Car-
wash Association (CCA). It said, “Every organization of 
any kind can be reduced to two fundamentals – member-
ship and money.” 
 Here’s my question to you, “Have you paid your dues 
yet? And, have you spoken to another new carwasher to 
encourage him/her to join as well?” Membership com-
bined with money leads to strength, fun and learning.

Visit www.wewashctcars.com

?
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Take These Steps to Bring 
Your good Ideas to life
 What can you do with all the ideas churning around 
inside your head? Deciding which to focus on – and which 
even have the potential for sorting through the possibilities:

 ❖ Identify some goals. On a sheet of paper, or a 
computer screen, list five to 10 ideas you’d like to 
explore.

 ❖ Select one item. Pick one idea on your list. De-
velop a plan for studying it, through coursework, 
reading, talking to experts, etc.

 ❖ Share your idea. This can be nerve-racking, but 
ask friends and colleagues what they think of your 
idea. Don’t back down too quickly, but listen to 
their questions and objections.

 ❖ Get to work. Once you’re convinced that your idea 
holds promise, commit to bringing it to life. Be 
ready for opposition, and be certain you’re willing 
to stay the course. n

Find Satisfaction and Success  
By Giving Something Back
 Volunteer work can help you meet like-minded people, 
explore career options, and make you feel more fulfilled and 
connected to your community. To get the most out of volun-
teering, start by identifying what you want to do.
 Consider the kinds of activities that make you lose track of 
the time, and choose volunteer work that incorporates your par-
ticular passions. Make a list of your limitations and preferences. 
Do you work better at night or in the morning? Do you like to 
be in charge of projects or prefer a supporting role? Remember 
that your goal should be to find volunteer work that gives you 
charge, not the one that leaves you depleted and stressed.
 You might consider making a list of skills you’d like to 
improve or acquire, like public speaking or managing a team. 
Volunteering is a great opportunity to “dip your toes in the 
water” and see how you do.
 Once you’ve started volunteering, keep a journal to re-
flect on how you are feeling, what you enjoy most, and what 
responsibilities leave you exhausted or frustrated. Remem-
ber to take care of yourself, too, because you can’t help others 
if you feel exhausted. n
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 I struggle to find the words to ease the pain many 

operators are feeling from Sandy. She hit the Jersey shore with 

a vengeance and forced her way through the state causing massive flooding, se-

vere wind damage, and widespread power outages for several days, if not weeks. 

Homes and businesses were severely damaged, families displaced, gasoline 

rationed, and the shoreline has been reformed. Not long after Sandy left town 

a Nor’easter followed causing more power outages, as well as hampering relief 

efforts. It will take months to get through the first stages of recovery, and years to 

full recovery. It is definitely a time to be strong, patient and grateful for friends 

and family who helped each other get through the storms and are working togeth-

er to recover from them. 

 In the meantime, the Board of Directors of the Car Wash Operators of 

New Jersey and I will continue to forge forward with programs, lobbying efforts, 

and event planning intended to help association members as well as the car-

wash industry.

Al Villani  

CWONJ President

CWONJ News

Officers

al Villani, president
Supreme Car Wash

800 Raymond Blvd.

Newark, NJ 07105

(973) 466-9085

Michael Conte, vice-president
Conte’s Automatic Car Wash

47 Manahassett Way

Long Branch, NJ 07740

Mike Prudente, treasurer
Summit Car Wash & Detail Center

100 Springfield Ave.

Summit, NJ 07901

Suzanne Stansbury, executive director
PO Box 230

Rexford, NY 12148

(800) 287-6604

Ph/F (518) 280-4767

mediasolutions@nycap.rr.com

Executive Board
Rich Boudakian

Scott Freund

Bill Howell

Mario Mendoza

George Ribeiro

Doug Rieck

Mark Toriello

Past Presidents
Ernest Beattie*  David Bell

Richard Boudakian Ron Rollins

Clyde Butcher*  Frank A. Dinapoli

Marcel Dutiven  Sam Kuvins*

Robert Laird  Gerald E. Muscio

Harry O’Kronick Burt Russell

Jerry Salzer  Dick Zodikoff

Charlie Scatiero* Lenny Wachs

Doug Rieck  Stuart Markowitz

Jeff Gheysens  Doug Karvelas

Mike Prudente  Gerry Barton

*deceased

CWONJ.COM

Al Villani

PRESIDENT’S COLUMN

November Meeting 

Rescheduled!!!!

due to the affects of Superstorm 

Sandy, the CWONJ board decided 

to reschedule its November meet-

ing and roll it into the February 5 

membership meeting in Monroe 

at the Crowne Plaza.

To register for this  

meeting visit c
wonj.com
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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

You Don’t Have
To Be Lucky
To Increase

Your Lobby Sales!

You Don’t Have
To Be Lucky
To Increase

Your Lobby Sales!

Ask The Experts At
Frank Millman Distributors

For The Right Selection
Of Impulse Merchandise!

2013 CWonJ CalenDaR 

FeBruary 5
General Membership Meeting

Crowne Plaza, Monroe

april 16
Carwash Tour

June TBD
Golf Invitational

Suburban Golf Club, Union

novemBer 12
General Membership Meeting

Holiday Inn (formerly Crowne Plaza)
Clark

cwonj.com
800*287*6604
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new member benefit! 
CWonJ encourages members 
To Become WaterSavers
 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 WaterSavers. Wa-
tersavers is an ICA program to help carwashes promote their 
business and the benefits of professional carwashing to con-
sumers. This program is open to any CWONJ 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.

 ❖ Conveyorized or in-bay/rollover washes need to average 
no more than 40 gallons of potable/fresh water per car.

 ❖ Self-service washes need to maintain high-pressure 
wash nozzles and pump systems that use fewer than 
3 gallons per minute.

 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

meeTinG ReSCHeDUle!!!
The November 13 meeting “Are You in Compliance” has 
been rescheduled to Tuesday, February 5, at the Crowne 
Plaza Monroe in Monroe Township.

Former OSHA investigator/consultant Jerry Zubenko will 
use his knowledge to help you identify workplace hazards, 
provide advice on compliance and OSHA standards, and as-
sist in establishing injury and illness prevention programs.

Also, Attorney Joanna Rich, with the national labor and 
employment law firm of FordHarrison LLP, will discuss 
wage/hour law and what you need to know to be in com-
pliance.

Special Guest: ICA President and owner of Splash Car 
Washes in Stamford, CT, Mark Curtis!!!

Don’t Miss This Critical Program!

Visit cwonj.com for more information.
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it’s a Girl!

 Congratulations to Richie and Jennifer Boudakian on 
the birth of their daughter, Khloe Sofia Boudakian, born 
September 6 and weighing in at 6 lbs. and 14 ounces and 
18.5 inches long!� n
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               SONNY’S® 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

New Jersey Minimum Wage Issue  
Becomes Complicated!!!!
By Patrick Stewart

frame. In order to get this concept on a 2013 ballot it needs 
to pass both houses by a single majority in 2012. If the Demo-
crat-controlled legislature waits until 2013 to get this on the 
ballot, they will need 2/3 majority in both houses to get a bal-
lot question up in the same calendar year. They do not have 
that type of a majority.
 In November of 2012 (at the time of this writing), the New 
Jersey Senate is considering S-3 for vote in the Senate Budget 
Committee. Now with two different concepts addressing the 
same issue, which way will this go? As of this writing, it’s hard 
to say. The Governor has the ability to change A-2162/S-3 if it 
reaches his desk, and might be an upset that SCR1 was mov-
ing in the Senate so he will possibly veto the bill completely.
 SCR1 looks like a good political move for the Demo-
crats if they can get the measure passed in both houses by 
2012. With the minimum wage issue on the ballot, they might 
be able to bring out their base voters during a gubernatorial 
election.
 The Car Wash Operators of New Jersey (CWONJ) have 

 In May of 2012 the New Jersey Assembly passed A-2162 - 
the legislation that increases  minimum wage to $8.50, then 
makes annual adjustments based on CPI increases. After 
this bill passed the Assembly the bill got lost in the annual 
June budget negotiations and was never moved in the Sen-
ate. Governor Chris Christie publically stated he would NOT 
sign a minimum wage bill that had a built in CPI annual in-
crease. The Senate President at the time was not interested 
in moving the Senate version S-3 knowing the Governor had 
the ability to veto the legislation.
 Over the summer of 2012 the Senate President intro-
duced SCR1 - this resolution amends the New Jersey consti-
tution to set minimum wage at $8.25 per hour with annual 
adjustments for inflation. This bill will change the NJ Con-
stitution by passing both the Senate and the Assembly. By 
changing the Constitution, the Governor is left out of this 
process and the voters will get to decide on a ballot ques-
tion in the 2013 November election. However, there are some 
details with this process that have this idea on a short time 

legIslAtIve uPdAte
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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!

been following this issue since the idea 
was introduced in January of 2012.  We 
ask that all members reach out to your 
Assembly members and Senators to voice 
your opinion on this legislation.� n

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

Visit cwonj.com for frequent updates.

patrick A. Stewart
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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 

 



 This last Northeast Regional Carwash Convention 

(NRCC) was the best all-around show in the history of the con-

vention. There was more to see, more people to talk to, impressive 

programs, great food and first-class accommodations. What more could you ask for?

 Perry Powell, an industry signage and marketing innovator, gave two im-

passioned presentations during the three-day event. “Don’t be a Crash Test Dummy” 

and a “New Ways to Look at Marketing.” Known as the “sign guy,” his experience and 

common sense vision is much broader than simply signage. He questions the funda-

mentals. Perry challenges us to look at our carwash as the customer experiences it.  

The customer doesn’t care and doesn’t want to know about soap titration or the cost 

of solutions per car. The customer just wants a clean car, for a reasonable price. If you 

are delivering a clean car that is the best loyalty program you can invest in. You aren’t 

likely to retain customers if the car is not clean.

 Perry looks at couponing with a jaundiced eye. When he gets a coupon for a 

product or service that he is going to buy anyway, the seller has just given up profit for 

no return. Your discounting and marketing programs should be tailored to achieve 

the goals you want to achieve. If your goal is to attract new customers, don’t sacrifice 

profit on your existing customer base that is happy to pay your regular price.

 Labor law has been in the headlines, most recently in New York City. The 

program on Labor Laws and Unionization presented by New York lawyers Dennis 

Lalli and Ray Pascucci of Bond, Schoeneck & King, gave us the big picture and some 

common sense advice. If you treat your employees poorly and can’t communicate 

with them, then you are ripe for wage and hour enforcement and you open yourself 

up to unions who want to organize your operation. Frankly, I feel that operators who 

are paying below minimum wage are competing unfairly and get what they deserve. 

They are getting large fines for non-compliance with the laws that the rest of us oper-

ate under.  And, they should.

 Next year’s NRCC will be even bigger and better, October 7-9, at the Trump 

Taj Mahal in Atlantic City. Visit nrccshow.com frequently to find out what great 

seminars and exhibits you can participate in and see in the fall. You owe it to your 

business to be there.

Dave DuGoff

MCA President

 

MCA News

MCA Board Of Directors
President
David DuGoff

College Park Car Wash, College Park, MD

301/986-1953  •  dave@us1carwash.com

Operator Vice President
Heather Ashley

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

540/436-9122  •  asm@shentel.net

Distributor Vice President
David West

WashTech, Charlottesville, VA

540/845-5303  •  laserwest@aol.com

Secretary
Anthony Ferretti

Sonny’s Enterprises/Triangle Car Wash, Palmyra, PA

717/273-8036  •  trianglewhse@comcast.net

Treasurer
Sean Larkin

Westminster Car Wash & Detailng, Westminister, MD

410/848-6966  •  larkzuech@yahoo.com

Past President
Mike Ashley

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

540/436-9122  •  asm@shentel.net

Past Distributor Vice President
Pam Piro

Unitec Electronics, Elkridge, MD

800/4UNITEC  •  ppiro@unitecelectronics.com

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  Robert Stair 

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

dave dugoff

PRESIDENT’S COLUMN
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Snow Melting and De-Icing System

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

Experience
Over 10,000 systems installed since 1964.

Flexible System Design
Engineered for your unique application.

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

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

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

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

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

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

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

MCA Forms Alliance 
With Chesapeake Bay 
Foundation

 The Mid-Atlantic Carwash Association (MCA) has become 
a member of the Chesapeake Bay Foundation, a regional partner-
ship that directs and conducts the restoration of the Chesapeake 
Bay through advocacy, litigation and restoration. As a partner-
ship, the Chesapeake Bay Program brings together members of 
various state, federal, academic and local watershed organiza-
tions to build and adopt policies that support Chesapeake Bay 
restoration. By combining the resources and strengths of each 
individual organization, the program is able to follow a unified 
plan for restoration. The program office is located in Annapo-
lis, MD. According to MCA President, Dave DuGoff, “We are in 
the early stages of our relationship,” said DuGoff. “There is some 
interest on their part to have us sponsor charity washes to help 
reduce the number of driveway charity events. (That was) a sur-
prise request.”� n

march 13
Annapolis, MD

may 8
Warrenton, VA

SepTemBer 11
Hanover, MD

novemBer 13
Sterling, VA

For more information  
visit www.mcacarwash.org

2013 MCA MEETING DATES
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 2011 International Carwash Association (ICA) 
President John Pierce and his wife Kati were the 
headliners at the September 12 Mid-Atlantic Car-
wash Association (MCA) meeting at the Crowne 
Plaza Williamsburg Hotel at Fort Magruder in Wil-
lamsburg, VA. The couple has been washing cars 
since 1977. They have owned three Car Wash Clin-
ics and developed, owned or operated more than 
300 carwashes over the last 36 years. In 2011 they 
merged their company, TEC (Tennessee Equipment 
Company) with National Carwash Solutions. The 
couple is based in Knoxville, TN.
 Prior to their keynote titled, “Perspectives 
on the Carwash Business: Operator and Supplier, 
Husband and Wife,” the membership toured Buggy 
Bathe and Mega Auto Spa before enjoying a buffet 
dinner at the hotel.� n

To view more pictures from the meeting visit  
www.mcacarwash.org

ICA Past President John Pierce and Wife Kati 
Headline September Meeting

The tour included a stop at Buggy Bathe.

Kati and John Pierce 
shared their perspectives 
on the carwash business 

from the view of a supplier, 
husband and wife. They 
hail from Knoxville, TN.

Another tour stop was at Mega Auto Spa.
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The NRCC does it once again! 

Special Thanks to our 2012 Sponsors!

 

October 7-9, 2013
Trump Taj Mahal Hotel & Casino

Atlantic City, NJ

24th Annual Convention and Trade Show
Hosted by The Car Wash Operators of New Jersey

Mark your Calendars!

“The NRCC 2012 show was a fantastic experience.  It was a great crowd, everything flowed seamlessly and 
everyone I spoke with was having a wonderful time. Our exhibit booth had people in it after the show closed 
and they were turning the lights off!” - Lyn Palmer, Unitec

“GREAT JOB with the show. I think it was the best show yet; it felt like the most attended show 
we have had so far. We were swamped from about 20 minutes after the show started up until 
the last hour of the 2nd day.”- Miguel A. Gonzalez, Micrologic Associates

“The show was first rate in all aspects. The show is already starting to pay 
dividends for us. We are looking forward to next year!” - Marc Freeman, 
Benchmark Payment Networks

Thank you to everyone who came out to support the show!

800-868-8590     info@nrccshow.com     www.nrccshow.com



 How is business? This question is often asked by fellow 
association members. After an awful winter in 2011, with close 
to record-breaking snow followed by a snowless winter in 2012, it 
is often hard to remain optimistic.
 My goal as president is to make us all feel more optimistic about our 
carwash. Last summer we had a retreat and invited nine members to discuss what 
they would like to see out of our association. The nine members spent an entire day 
discussing how to improve the association. We will now spend the next year refocus-
ing our initiatives based on their recommendations to improve the services we offer 
to our members, and to make our association more relevant. 
 Goal 1 is to create connections. The winter meeting last year and the past 
fall meeting featured a panel for carwash owners and round table discussions. These 
discussions centered on marketing, operations, and capital improvements that have 
helped improve profitability. 
 We provide our members many ways to connect including monthly news 
email blasts, LinkedIn, Facebook, four annual meetings, and a great website.  I 
encourage our members to improve their businesses by gaining ideas from other 
member operators and vendors.
 Goal 2 is to provide member services that will have a major impact in help-
ing owners better run their carwashes and become more profitable. We will be exam-
ining new services including marketing services. I encourage members to contact me 
if they have any ideas on services that they would like to see us offer.
 In order to achieve these goals, I encourage members to participate, post on 
Facebook with an idea, attend our meetings, or send in a blurb to the NECA office for 
publication. I look forward to working with you over the next two years!

Adam Korngold
NECA President

NECA News

NeW eNglaNd CaR Wash assOCiatiON, iNC.

2013 BOARD Of DIRECTORS
Officers
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
Bob Katseff, Turnpike Car Wash 
80 ½ Newbury St., Rt 1 Peabody, MA 01960 
978/535-3348  •  fax: 978/535-9333  •  bkat@supercleancars.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 
Dave Ellard, Triple Play Car Wash 
100 Washington Street Attleboro, MA 02703 
508/915-4820  •  dave@tripleplaycarwash.com

Immediate President
Ron Bousquet, Randy’s Car Wash 
277 Middlesex Avenue Medford, MA 02155 
617/538-6758  •  fax: 617/924-4415  •  Rb244@aol.com

Operator Directors
Miguel Canan, Teen Challenge Star Shine 
444 Main Street Brockton, MA 02301 
W 508/584-7905  •  miguelcanan@hotmail.com

Mike DiOrio, Maddy’s Car Wash 
300 Andover Street Peabody, MA 01960 
978/538-0074  •  fax: 781/334-7063  •  guycarwash@yahoo.com

Terrance Elder, Triple Play Car Wash 
100 Washington Street Attleboro, MA 02703 
508/915-4820  •  fax: 508/915-4824  •  terrancek@comcast.net

Nir Drory, Prestige Car Wash 
245 N. Pearl Street Brockton, MA 02301 
508/230-5566  •  fax: 508/230-5567  •  nirdrory@msn.com

Brian Messina, Royal T Car Wash 
20 Folsom Road Derry, NH 03038 
603/425-6844  •  bmessina7@gmail.com

Dean Perdikakis, Freeway Car Wash 
290 Dexter Street Pawtucket, RI 02860 
401/723-7400  •  fax: 401/331-0773  •  dean@freewayenterprisesllc.com

Supplier Directors
Jeff Arimento, New England Car Wash Equipment 
P. O. Box 1506 Littleton, MA 01460 
978/268-0513  •  jarimento@necarwashequipment.com

Steve Stockman, Trans-Mate Products, Inc. 
13 Sterling Road No. Billerica, MA 01862 
508/878-2068 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

adam Korngold

PRESIDENT’S COLUMN

Check out F1 pictures 
 on page 76.
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family business. But by then, no disguises were needed.
 Like his friend Peter, Greg has an interest in body-
building. In his first and only competition, he came in sec-
ond as Mr. Massachusetts. His interest in healthy activity 
now focuses on camping.
 At home, his family includes a son and daughter, and 
a small menagerie of dogs and cats. Besides his family and 
the carwashing business, his greatest passion is helping 
others. He is a member of the Northeast Board of Direc-
tors of Hope International, a non-for-profit that provides 
a hand up, not a hand out, through microlending includ-
ing providing microloans, savings services, training and 
mentoring. 
 Consistent with this desire to help others, he and Pe-
ter engaged in long, passionate discussions of the merits 
of each NECA scholarship application to ensure that the 
most deserving applicant received the award. For their 
commitment to this NECA member benefit, the NECA ap-
plauds Greg and Peter’s dedication and hard work.� n

 Each year, the New England Car Wash Association 
presents a “You Make It Happen” award to a member who 
has made a significant contribution to the Association. 
This year, two individuals were honored – Peter Silk of 
Minute-Man Car Wash and Greg Thompson of Bedford 
Car Wash – members who really stepped up in the past 
two years in getting NECA’s Scholarship Program off to an 
excellent start.

You Make It Happen X 2

Income
Interest Income ................................................................ $969.70
Meetings...................................................................... $24,917.00
Member Services .............................................................  $624.98
Membership ...............................................................  $16,591.66
NRCC ..........................................................................  $22,473.95
Scholarship .....................................................................  $850.00

Total Income ............................................................  $66,427.29
Expenses

Board Expenses ............................................................  $2,588.91
Insurance .....................................................................  $1,912.00
Management Services ................................................  $29,619.83
Meetings.....................................................................  $24,042.52
Member Services ..........................................................  $2,754.16
Membership ....................................................................  $327.55
Office Expense ..............................................................  $2,346.26
Professional Expense ....................................................  $1,825.00
RI Anti-Sales Tax Initiative ........................................................
Donations................................................................... $(11,500.00)
Expenses...................................................................... $15,884.36
Tax ..................................................................................... $15.00

Total Expenses ..........................................................  $69,815.59
Net Income ............................................................... $(3,388.30)

Other: Washforacause
Administrative Income ....................................................  $140.00
Admin Expense ...............................................................  $243.63
Other Income/Expense: RI Initiative ........................................

Cash Balances
Citizen’s Bank Savings ..............................................  $177,992.30
Citizens Checking .......................................................  $11,652.62

Total Checking / Savings ..........................................  $189,644.92

TREASuRER’S REpoRT 
new england Carwash association 
Period: 3rdd Quarter, through September 30th, 2012 

Greg Thompson and Peter Silk were presented with the NECA's You 
Make It Happen Award at the association's Fall Meeting, Dinner 
& Program, November 13, at the Hilton Boston/Woburn. For more 
information visit www.newenglandcarwash.org

 Peter Silk is a native of Pennsylvania who grew up 
in Massachusetts. He has always been interested in cars 
and started out mastering auto bodywork at the North-
east Regional Vocational School in Wakefield, rather than 
entering the family carwash business. After a short stint 
working in auto body, he did join the family business. That 
business, opened in 1949 by his grandfather, is one of the 
first carwashes in Massachusetts.
 As a young man, his great love was a 1958 Pontiac 
Chieftain convertible. In fact, his current license plate 
reads PONT58. Another one of his interests is fitness and 
weight lifting, which he has pursued for more than 20 
years. Yet another interest he has is in collecting promos 
distributed by auto dealers for their new cars.
 This third generation carwasher’s carwash is a rather 
visible one from Rt. 93 in Medford. He and his wife live in 
Tewksbury.

The Second Winner
 Greg Thompson grew up in Waltham and Carlyle. As a 
child he begged his father to work at the carwash, even go-
ing so far as to using wild disguises to cover up how young 
he was.
 After studying business at Gordon College and then 
La Salle University in Philadelphia, he worked in several 
different jobs around the country before returning to the 
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 The NECA is well on its way to fund-
ing its 2013 scholarships. The associa-
tion raised $920 during a 50:50 raffle at 
the event of which $460 went to a happy 
and surprised Alex McLaughlin of Turn-
pike Car Wash in Peabody, MA.

 After racing, the group enjoyed a 
delicious dinner and recognized Dar-
old Evans, the proud dad of scholarship 
winner Diana Evans. The NECA’s sec-
ond scholarship winner, Adam Szloch, 
was unable to attend the event. 

M ore than 90 attended 
an evening at F1 Bos-
ton, an indoor kart 

racing experience in Braintree, 
MA. The event began with hors 
d’oeuvres and a safety orienta-
tion before the racing, on two 
tracks, could begin. 
 Racers suited up in suits with 
whiplash collars and helmets before 
taking out the karts. With no power 
steering or brakes, no seat belts, curves 
and hills, and speeds up to 45 mph, it 
was a wild ride.

NECA Spends An Evening 
At F1 Boston

A special thanks to the sponsors who 
made this event possible!
Winner’s Circle  

 ❖ Autowash Maintenance Corp.

 ❖ Trans-Mate, Inc.

Finish Line  
 ❖ Ecolab Vehicle Care Division

 ❖ New England Car Wash  
Equipment

Pit Crew  
 ❖ C.A.R. Products

 ❖ DRB Systems, Inc.

 ❖ ICS

 ❖ National Ticket

 ❖ Ryko Solutions, Inc.

 ❖ Simoniz USA

 ❖ TAPCO LLC

 ❖ Washify Services LLC

Checkered Flag
 ❖ Arlen Company  

Construction, LLC

 ❖ ERC Wiping Products

 ❖ Maddy’s Car Wash

 ❖ Mang Insurance

In Kind Prizes
 ❖ Starlite Car Wash

Darold Evans, the proud father of NECA Scholarship 
winner Diana Evans, accepted the check on her be-
half as presented by NECA President Ron Bousquet.

Incoming NECA President Adam Korngold looks eager and 
ready to take on the course.

Paul Vercollone of Briteway Car Wash and New 
England Car Wash Equipment’s Jeff Arimento 
are all suited up and ready to go!
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You Wear It Well: A 6’ photo banner to relive how well 
she looked in a racing suit to Nicole Teles of Prestige 
Car Wash Equipment, Brockton, MA.

Helmet Head: A fright wig to un-hirsute Chris Becker of 
Royal T Car Wash, Derry, NH, who did not have hair 
to muss up!

 The NECA then awarded some fun honors to 
the following:

Benchwarmer: A chicken hat was presented to great 
sport Larry Hier of John Fitch Car Wash, Inc., Leomin-
ster, MA, who chose to sit out the race but cheered on 
his friends.

Fastest: A set of 12 pushback racecars were presented to 
speedster Fred Fawcett of Posh Wash, Inc., Hanover, 
MA (Jeff Arimento was a close second.)

Continued on page 78 …
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Klutz at the Clutch: A racecar piñata to bang’em 
up Bruce Whitmore of Trans-Mate Products, 
Inc., Billerica, MA, who spent some time in the 
penalty box. 

Slowest: An ornamental turtle was presented to cautious 
Jose Guzman of Triple Play Car Wash, Attleboro, MA. �n

F1 Boston … continued from page 77.

To view more photos visit  
www.newenglandcarwash.org  

and on the neCa Facebook page.

DID YOU FORGET SOMETHING?

NECA’s membership year begins on January 1. 
Personal dues invoices were mailed to members
after Thanksgiving and again after the New Year. 

Please be sure to return your application with any 
additions or corrections with your dues to
the NECA offi ce:

By mail or fax with credit card information
(MC, VISA, AMEX or Discover) to 781/245-6487

By mail with your check to NECA  591 North
Avenue, Ste. 3-2, Wakefi eld, MA 01880-1617

If you need another copy of your invoice call 781/245-7400. 
Please pay your dues asap to retain your membership privileges.

how to guarantee Injuries at Work 
 A safe workplace is the result of a dedicated, consistent 
effort by many people. As a manager or owner, your role is 
paramount. Beware of these common safety mistakes:

 ❖ Reacting to accidents. Many organizations don’t pay 
attention to safety until a serious accident happens. 
Then they rush to implement a safety plan with lots 
of hype and hoopla. Don’t wait for an injury to start 
taking safety seriously. Review and update your safety 
procedures on a regular basis, and make safety mes-
sages a consistent part of your communication to 
employees.

 ❖ Blaming people. Instead of making scapegoats out 
of injured employees (“He was careless”), address 
the underlying problems that cause injuries and ac-
cidents. If a worker really was careless, find out why: 
Perhaps he didn’t have adequate training; perhaps 
her supervisor didn’t take safety seriously. Whatever 
the reason, attack the root cause instead of looking 
for someone to blame.

 ❖ Placing emphasis on numbers. Relying on statistical 
goals to measure safety (“122 days without an acci-
dent!”) can be dangerous. Workers may feel pressured 
to cover up accidents or problem situations. Instead, 
reward workers for pointing out potential trouble 
spots before accidents happen.

 ❖ Focusing on injures. Most injuries are usually pre-
ceded by one or two near misses. Don’t miss the op-
portunity to prevent an accident by targeting danger 
proactively. Encourage employees to report close 
calls and accidents waiting to happen. n
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Program features:
Integrated RFID
OOur system includes a waterproof RFID reader that 
will mount in your tunnel.  The RFID reader is 
connected through an ethernet cable and will read 
the customers tag and input it directly into our 
system, for fast processing times and complete 
accuracy.

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

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

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

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

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

Offer an unlimited program at your car wash 
Only $4995

(617)860-3065

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

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

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

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

Not included
Payware set up fee and monthly fee
IInternet connection

Required
Wireless internet router
Available ethernet port

WASHIFY

WASHIFY



Save the Date
Tuesday, May 14th, 2013

SOLUTIONS!

Table Top Show 
and

Car Wash Tours 
(south of Boston)

NECA CAR
 WASH 
TOUR

Register to exhibit now and save:  
Early Bird Exhibitor Registration through March 15th, 2013 

For all the details, visit www.newenglandcarwash.org
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Seaway Car Wash Owner Sees Detailing 
As Growing Part of Business
By Alan M. Petrillo

Chicoine said. “I thought I’d be doing it for a few weeks, be-
cause I was expecting a call from the mason’s guild, but here 
I am, still here after 39 years.”
 After Seaway Car Wash lost its lease in 1986 on its Burl-
ington location, Chicoine built a new carwash in Colchester, 
and then the current South Burlington location in 2003.
 At the South Burlington Seaway location, Chicoine said 
he has seem times when the four self-service bays take busi-
ness away from his tunnel, but very often both the tunnel and 
the self service bays each are stacked three to four cars deep.
 Chicoine has plans to add a touchless wash in one of 
the South Burlington self-service bays, and would like to do 
something similar at the Colchester location, but there’s no 
room for extra bays. Also, at Colchester, he has a septic sys-
tem, which presents another set of problems in adding car-
wash bays.
 “At Colchester, we have two 6,000-gallon underground 
storage tanks to reclaim our wash water,” he pointed out. 
“We reclaim at least 90 percent of our water, but only use 
fresh water for rinsing.”
 Chicoine said he’s always striving to lower electrical 
costs in his two carwashes, calling them “the biggest culprit 
in continuing costs.” He has worked through the utility com-
pany on programs to decrease his electric use and two years 
ago replaced all his inside and outside lighting at the two lo-
cations with LED lights.
 “Using LED lights did reduce our electric bills, but our 
big inside motors still draw a lot of power,” he said. “We dis-
cussed the use of variable speed motors and soft start motors 
with our utility, but they haven’t been much help in showing 

 Jude Chicoine, the owner of two Seaway Car Wash loca-
tions in South Burlington and Colchester, VT, is optimistic 
about the future of the carwash business, but he anticipates 
that detailing will become a larger part of carwash opera-
tions in the future.
 Chicoine and his wife Cathy own and operate a 100-foot 
exterior only tunnel with four self-service bays, a detailing 
bay, and regular and shampoo vacs at 1341 Shelburne Road 
in S. Burlington, and an 80-foot exterior only tunnel, detail-
ing bay and storage facility at 142 Heineburg Drive in Col-
chester. Their sons, Mark and Chris, manage the Burlington 
location, while long-time employee Marc Dubois manages 
the Colchester carwash.
 Chicoine said that detailing is becoming a much big-
ger part of his carwash operations. “A lot of people like our 
flex serve where they can get their car washed and express 
detailed in 20 minutes,” he said. “Often, they’ll go across the 
street for coffee and refreshments while they wait.”
 In considering detailing pricing, Chicoine said he’s in 
regular contact with salespeople from New York, Connecti-
cut and Massachusetts, so he keeps up to date about prices 
charged in nearby communities. “With detailing, we try to 
price ourselves in the mix with everyone else,” he observed.
 On carwash pricing, Chicoine pointed out that in Febru-
ary 2012, he raised carwash prices $1 for the basic wash (to 
$9) and $2 on extra services, the first price increase he insti-
tuted in seven years.
 “There was no big impact on our customers,” he said. 
“People understand that power bills go up every couple of 
years, we have a storm water impact fee, and sewage rates 
went up 48 percent in those seven years.”
 Chicoine started working for Seaway Car Wash 
in 1973 out of high school when Cathy’s father 
owned a location behind his service station. “I was 
dating Cathy at the time and her father called me 
and said he’d taken over a carwash that sells gaso-
line, and would I be interested in helping run it,” 

The team at Seaway Car Wash is tight knit and 
loyal to owners Jude and Cathy Chicoine.
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America’s First, America’s Finest.
Join the original innovator and the industry leader in high-speed fabric car wash doors.

For more information visit wyndstardoors.com  or call 888-GO-RYTEC

 Chicoine admitted that he finds the carwash industry, 
“a pretty interesting business because every day is different 
and I get to work outside.” He continued with a laugh, “I try 
to look at the business as a hobby that pays the bills. I keep 
my sanity that way.”� n

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

us where we would recoup our money if we switched over to 
those motors.”
 So Chicoine is moving in another direction to save en-
ergy – he’s investigating the use of solar photovoltaic genera-
tion equipment on his two rooftops to try to lower his elec-
tric costs.
 “We’re looking at solar for both locations,” he said, “even 
though we just rehabbed the Colchester location with a new 
conveyor and equipment that is more energy friendly. The 
equipment also gives the customer a better wash than the 
older equipment.”
 Chicoine has found that the design of his four self-ser-
vice bays at the South Burlington carwash has proven popu-
lar with customers.
 “We have floor heating and polycarbonate doors on 
both ends of all four self-service bays,” he said. “A photo-
sensitive sensor opens the door, and then closes it so the 
customer can wash his car in a heated environment. The 
wind is so extreme here that it whips through the bays 
if the doors aren’t closed, so with the doors shut, people 
spend more time and money in there.”

Jude Chicoine operates a wash in S. Burlington and Colchester, VT. He has been 
washing cars for 39 years.
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 The recent fall general membership meeting of the New 
York State Car Wash Association (NYSCWA) was held in Bingham-
ton, November 1. More than 50 operators, vendors and suppliers 
visited three sites during the meeting. The attendees traveled to Wash at Joe’s, a three-bay 
frictionless with two self-service bays along with a pet wash, EnviroAutoWash which fea-
tures a unique rain water retention system as well as water retaining sedum plants on its 
roof, and Hoffman Car Wash, which uses a belted conveyor system, operates three pet wash 
bays as well as some unique self-service features including a free-standing blower system 
and a unique pit mud collection system. The tour of these three unique and innovative lo-
cations was followed by a general membership meeting held at the Binghamton Riverwalk 
Hotel & Conference Center. The evening concluded with a spirited panel discussion on the 
pros and cons of the unlimited wash program.  
 Tom Hoffman, Jr., (Hoffman Car Wash) Dennis O’Shaughnessy, Sr., (Glenmont 
Car Wash) and Mark Kubarek (K & S Car Wash) debated the program for more than an 
hour. Those in attendance were involved in the discussion, and the panel certainly didn’t 
hold back on their opinions. Much of the conversation revolved around an idea that seems 
counter to what we have used as an industry benchmark for years – reduction of your 
gross/car. Operators who talked about their plans said in many cases their gross/car had 
decreased while volumes had increased. The operators on the panel who had an unlimited 
program talked about the frequency of washes by members of their plans, and the fact that 
the unlimited plan helps to level off the fluctuation in revenue many operators see in the 
winter in the Northeast.  
 A counterpoint to the concerns over the frequency of the number of visits by some 
customers was that they must love the services to come that often, and we all know that 
word of mouth can be the best or worst form of advertising.  
 Operators who have the plans were asked about the biggest surprise they have 
had since implementing the program and Tom Hoffman, Jr. said that he was surprised that 
the unlimited program had little impact on his book sales. He has actually seen an increase 
in several locations despite a healthy unlimited program as well.  
 When asked what was the biggest barrier to overcome in getting customers 
on board with the program, Dennis O’Shaughnessy, Sr. said that it can be difficult to get 
customers to hand over their credit cards and make that commitment to a monthly charge. 
Both Tom and Dennis are very happy with their decisions to offer the plan. 
 Mark Kubarek, who was the antagonist on the panel, was quick to point out 
that there are unseen costs with the program, such as additional wear and tear on equip-
ment, additional staff, staying open on days where you may have closed due to inclement 
weather, the administrative costs associated with the program, etc. He questioned whether 
you make enough to offset these costs?
 The group in attendance was very involved in the discussion. taking both sides 
when discussing the pros and cons of having an unlimited plan. The major “take away” 
from the evening was that there are many factors to evaluate when considering implement-
ing an unlimited wash program. Just like with any marketing strategy, do your research, 
network with operators to get different perspectives and be open to learning from others. 
The attendees of the Binghamton meeting did all that and then some.

Walt Hartl
NYSCWA President
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NYSCWA News

Officers

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

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

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

Mike Benmoschè, treasurer
McNeil & Co., Inc., Saratoga Springs 
518/588-6829  •  mbenmosche@mcneilandcompany.com

Board Members

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

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

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

Mark Lyfsyk 
Ryko Mfg. 
774/289-9914  •  mlefsyk@ryko.com

Steve Weekes 
Sitterly Road Car Wash LLC 
518/383-8126  •  sweekes@nycap.rr.com

Past Presidents
Tom Hoffman Sr. 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

   Mark Kubarek

*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

Walt hartl

PRESIDENT’S COLUMN

84 |  Northeast Carwasher, Winter 2013



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)

         
    
 

tive picture of the carwash industry. It 
states that “[r]esults from worker surveys 
indicate that violations of both wage and 
hour laws and health and safety protec-
tions are rampant in the Chicago car 
wash industry.”
 Carwash operators who comply with 
the law are competitively disadvantaged 
by those that ignore wage and worker 
safety laws. Non-compliance with Labor 
Law requirements negatively impacts 
the industry’s public image. It tarnishes 
many hard-working carwash businesses 
that are fastidious in meeting their legal 
obligations and who also treat their work-
ers with the respect that they deserve. A 
negative image for the carwash indus-
try creates a climate where legislation is 
proposed as a consequence of Labor Law 
violations. This type of legislation often 
penalizes carwashes that fully comply 
with their legal obligations.
 It is important for carwash operators 
to be aware of their rights as employers 
and also of the rights of their employees 
and unions to organize them. If you have 
questions, please contact the New York 
State Car Wash Association (NYSCWA) if 
you want a referral to a knowledgeable at-
torney to provide you with assistance.� 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.

alition of unions and community organiz-
ing groups intends to continue to press 
for the unionization of New York City’s 
approximately 200 carwashes and 5,000 
carwash employees. The Retail, Whole-
sale and Department Store Union, ac-
cording to a recent story in the New York 
Daily News, has filed to hold elections 
at two more carwash locations – one in 
Manhattan and the other in Queens. Ac-
tivities associated with union organizing 
should continue to expand, including 
demonstrations and boycotts.
 In California, the Clean Car Wash 
Campaign has established a list of car-
washes to boycott, which are owned by 
a particular operator. The group has 
also advocated for usage of the union 
carwashes.
 The University of Illinois Labor Edu-
cation Program at the School of Labor 
and Employment Relations recently pro-
duced a report entitled, “Clean Cars, Dirty 
Work: Workers Rights violations in Chi-
cago Car Washes.” This report conducted 
surveys of 204 employees at 57 carwashes 
in Chicago. This study found that over 
three-quarters of the surveyed workers 
earned below the Illinois minimum wage, 
and that of the 80 percent of the surveyed 
workers who reported working overtime 
only 2 percent earned the legal overtime 
rate. This study provides another nega-

 The employees at two carwashes 
located in New York City have voted to 
unionize. The first carwash to union-
ize was Astoria Car Wash and Hi-Tek 10 
Minute Lube located in Queens, which 
was followed by the Webster Car Wash 
located in the Bronx. These carwashes 
are the first to unionize on the East Coast. 
In California, there are three union car-
washes. The first union contract for car-
wash workers was with Bonus Car Wash 
in Santa Monica, CA.
 The Retail, Wholesale and Depart-
ment Store Union in New York City has 
led the effort to unionize carwash loca-
tions using WASH New York (Workers 
Aligned for a Sustainable and Healthy 
New York), which works with two advo-
cacy groups – Make the Road New York 
and New York Communities for Change. 
Make the Road New York works with La-
tino communities focusing on many im-
migrant issues. New York Communities 
for Change works not only with carwash 
employees, but also with supermarket 
employees to achieve improved working 
conditions and union contracts. This co-
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City Washes Become Union Shops
By William Y. Crowell, III

legIslAtIve uPdAte

William Y. Crowell, iii

Spring membership meeting 
Rochester

Carwash Tour &  
membership meeting

www.nyscwa.com
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NYSCWA Tours Binghamton Washes,  
Explores Unlimited Program Pros/Cons
BINgHaMTON, NY – The New York State Car Wash Associa-
tion (NYSCWA) met at the Binghamton Riverwalk Hotel & 
Conference Center here to board a chartered bus and tour 
three area carwashes, November 1. Approximately 50 attend-
ed the one-day event.
 Washes on the tour included Wash at Joe’s, a three-bay 
frictionless with two self-serve bays, vacuum stations and a 
pet wash owned by Joe Conaty. The second wash on the tour 
was the environmentally-friendly Enviro Auto Wash. This 
unique self serve features water-retaining sedum plants on 

its roof as well as a rainwater collection system. Owner David 
Yacobelli wants the wash to be a leader in the “green” move-
ment. The wash features two in-bays, a vending machine 
area and two vac islands.
 The last stop of the tour was the newest Hoffman Car 
Wash in Vestal. This site boasts optional frictionless service 
in the tunnel, a belted conveyor and a drying system and 
electric doors in each bay. It also features the company’s first 
dog wash.
 Attendees then headed back to the Binghamton River-

McNeil & Co’s Mark Nash and Bob 
Barber enjoyed their first wash tour!

Wash at Joe’s features a pet wash facility that diversifies the site.

Catchy signage 
like this can set 

a wash apart.

Wash at Joe’s is owned by 
operator Joe Conaty.
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walk and enjoyed an hors d’oeuvre hour and Italian buffet 
dinner. Association Incoming President, Walt Hartl of Hoff-
man Car Wash, then led a brief business meeting where the 
2013 officer slate was voted into office. 2013 NYSCWA Offi-

cers and Directors include: President Walt Hartl, Vice Presi-
dent Paul Vallario, Secretary Timm Baldauf and Treasurer 
Mike Benmosche. Directors include KNC Holding’s Christian 
King, Hoffman Car Wash’s Rodney Bronson, Upstate Laser 
Wash’s Steven Weekes, Ryko’s Mark Lefsyk and Simoniz’s 
Jack Collison. Outgoing President, Mark Kubarek of K & S 
Car Wash in Auburn, was also acknowledged for his years of 
service and dedication to the association.
 The membership then enjoyed a lively panel discussion 
on the pros and cons of the unlimited washing program con-
cept. President Hartl led the discussion featuring panelists 
Tom Hoffman Jr., Mark Kubarek and Dennis O’Shaughnessy, 
Sr. of Glenmont Car Wash.
 Event sponsors included Bus Tour Sponsor Simoniz 
USA; Meeting Sponsors Hydra-Flex Inc. and McNeil & Co., 
Inc. and Hors D’Oeuvre Sponsor Lustra Professional Car 
Care Products.� n

more photos on pages 88-89.

Enviro Auto Wash in Endwell, features several “green” efforts including water-re-
taining sedum plants that thrive in direct sunlight on the facility’s roof. The sedum 
plants provide an additional 2,000 square feet of green coverage to the lot, which 
reduces the amount of storm water entering municipal storm basins. The wash also 
features a Bio Swale system along the west side of the building that collects and 
holds storm water, a heating system that exceeds 96 percent efficiency and energy-
efficient lighting, building materials and washing equipment that are earth friendly.

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

Mail your check for $250 to: 
NYSCWA, PO Box 230, Rexford, NY 12148

MAKE CHECKS PAYABLE TO “NYSCWA”

NAME 

CARWASH 

ADDRESS 

CITY/STATE/ZIP 

PHONE 

FAX 

EMAIL
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NYSCWA Tours Binghamton Washes … continued from page 87.

The year-old wash is located in Vestal, outside 
Binghamton, and features several innovative 
features including optional frictionless washing 
in the belted conveyor tunnel.

The company’s first experience 
with dog washes has been a posi-

tive one, according to Tom Hoff-
man, Jr. The wash features three 

pet stations with colorful signage 
and a welcoming feel. Foam & 
Wash’s Gary Baright thought it 

might be good to see how much 
weight the bays could withstand! 

Or, has he gone to the dogs?!!!

The colorful vac islands are 
positioned in front of the wash 
and include stainless steel trash 
receptacles that are attractive 
and inhibit over dumping.

The wash features soft cloth 
and a frictionless option as 

well as a belted conveyor.
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Profit & Loss
 January - October, 2012

Income
Meetings Income ................................................................15,743.00
Membership Dues ..............................................................16,070.00
Northeast Convention Income ...........................................14,447.54
Promotional Fees .................................................................1,267.22
Vendor Sponsorships ............................................................1,800.00

Total Income .................................................................$49,327.76

Gross Profit ...................................................................$49,327.76

Expenses

 Advertising/Promotional 12.60
Board of Directors Expenses ................................................... 474.63
Convention or Meeting Expense ............................................... 74.75
Credit Card Fees ...................................................................1,180.10
Director Fees ......................................................................16,500.00
Entertainment Expense .......................................................... 181.15
Insurance Expense ...............................................................1,395.00
Legislative Expense .................................................................. 56.65
Legislative Fees ..................................................................10,050.00
Meetings Expenses .............................................................19,441.69
Office Expenses ...................................................................... 486.52
Postage Expense ..................................................................... 286.06
Printing/Graphics ................................................................... 507.11
Professional Services fees .....................................................1,107.50
Telephone ................................................................................ 95.61
Travel ..................................................................................... 581.26
Website Host .......................................................................... 230.00
Website Maintenance ...........................................................1,387.50

Total Expenses ...............................................................$54,048.13

Net Income ................................................................... -$4,720.37

NBT Checking ................................................................$12,871.12

NBT Money Market ........................................................$42,786.73

TOTAL CASH ON HAND ....................................................$55,657.85

Monday, Nov 05, 2012 08:36:07 AM PST GMT-5 - Cash Basis

Mike Benmoschè is with McNeil & Co., Inc. You can reach him at 
mbenmosche@mcneilandcompany.com

Incoming NYSCWA 
President Walt Hartl led 

the meeting and panel 
discussion on the “Pros 

and Cons of the Unlimited 
Wash Program.”

Association Treasurer, Mike Benmoschè, updated the group on its finances.

A lively panel discussion on the “Pros and Cons of the Unlimited Wash Program” in-
cluded panelists Tom Hoffman, Jr., Mark Kubarek and Dennis O’Shaughnessy, Sr.

Outgoing NYSCWA President Mark Kubarek, who just completed his 
second term as president, was presented with a plaque for his years 
of service by Hoffman Car Wash’s Walt Hartl.
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Some Guys Car Wash Owner Takes Innovative 
Approach to Customer Service
By Alan M. Petrillo

 Michael Pegalis is relatively new to the carwash indus-
try, but he operates like an old hand at the business. The rea-
son is that he puts the customer first, and believes that by 
listening to customers, a carwash operator can give them the 
perfect product.
 Pegalis and his wife Jessica own Some Guys Car Wash at 

years ago and began looking for a business to buy where I 
could focus on customer service. I considered a restaurant, 
bar and lounge, but have a family and two kids, so that life 
style wasn’t conducive to me.”
 Pegalis finally settled on owning a carwash and purchased 
a 40-year-old wash that had been renovated three years ago. 

1287 Deer Park Ave. in North Babylon, NY. It’s a 90-foot full 
service tunnel with an attached detailing canopy sitting on 
about an acre of property on a very busy road.
 “This is a new change for me,” Pegalis admitted. “I 
owned a medical management company that I sold two 

Pegalis changed the name of the wash to Some Guys Car Wash. 
“Carwashing is dealing with the public and all about customer 
service,” he said. “If you listen to your customers, take their 
feedback, incorporate it into your operation, and give them 
value for what they’re paying for, they will be loyal and spread 

the word to increase your business.”

Interaction is Key
 Pegalis believes in using innovative ways to in-
teract with his customers to keep them coming back 
and to attract new business to his site. “We do a lot of 
different events for customers,” he said. “We’ve done 
tailgating parties before football games, barbeques, 
music events and food where we have a six-foot sub 
for folks. We try to do as many different promotions 
as possible to keep people interested.”
 The prior owner of the carwash was an absentee 
owner and business was decreasing when Pegalis 
bought the wash. But in the year since the purchase, 

Some Guys owner Michael Pegalis hands out a hot dog to a valued cus-
tomer. His philosophy is to provide his customers with loads of interac-
tion and promotions to keep them coming back to his wash.

Some Guys owner Michael Pegalis (center) works with area groups like the North Babylon Cheer-
leaders to help them raise money while he raises awareness of his carwash and its services.

Colorful, succinct signage draws customers into 
the full-service wash in Suffolk County New York.
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Pegalis said he’s increased business by 30 percent, and cred-
its most of that gain with his unusual promotions and atten-
tion to customer service.
 Participating in fundraisers also has been profitable for 
Some Guys Car Wash, Pegalis noted. He’s run fundraisers for 
the North Babylon cheerleaders, boy’s soccer and girl’s soc-
cer clubs, as well as for a Brooklyn police officer – a resident 
of North Babylon – who was killed in the line of duty.
 “Fundraisers are phenomenal because customers rec-

ognize and understand what you’re doing for the group and 
support you because of it,” Pegalis said. “Without question, it 
generates business for us.”
 Some Guys Car Wash only has three wash packages 
available – Classic at $12.99, Deluxe at $19.99 and the Ulti-
mate at $26.99.
 “The Ultimate is our most popular carwash,” Pegalis 
observed. “People don’t mind paying more if you give them 
what they want; they will pay extra to get the right job. And 
with our three packages, we aren’t overwhelming customers 
with choices – we make it simple for them.”
 Pegalis, who has 20 full-time and part-time employees 
in his operation, plans on constructing a more permanent 
structure to replace the detailing awning on the side of the 
carwash.
 “When we opened, we had the choice or redoing the de-
tailing area or adding an awning on the front of our building 
to make it more comfortable for customers waiting for their 
vehicles,” Pegalis pointed out. “We thought it was money bet-
ter spent making the customers more comfortable. The aw-
ning area has removable glass panels so it can be heated in 
winter and cooled in summer.”
 Pegalis enjoys his new career as a carwash operator so 
much, he plans on delving deeper into the industry. “This 
is the first of several Some Guys Car Washes,” he said. 
“Within the next year, I’d like to open another carwash 
based on this one.”
 Pegalis plans to find a location with a large apron where 
he can stack 20 cars and have another 20 on the apron. 
 “If your apron isn’t big enough, you’ll rush the job be-
cause there’s another car coming behind the first one,” he 
said. “Physical limitations at a carwash are very important.”
 But ultimately it comes down to producing a clean car 
and having a clean carwash, Pegalis believes. “Our premises 
are immaculate,” he said. “I’m out there with a mop and a 
broom helping keep it clean. A clean carwash says to cus-
tomers that we care about your car the way we care about 
our location.”� n 

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

The first major renovation done to the wash was the addition 
of an awning to make the customer’s wait more comfortable. 
Next may be work on the detailing area of the facility.

Some Guy’s sits on a heavily traveled road with good ingress and egress. 

When Pegalis and his wife Jessica acquired the wash they renamed it Some Guys’ Car Wash.
The 90-foot tunnel features an attached 
detailing canopy on an acre.
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How to Protect Your Business  
Against Cyber Liability
By Mike Benmoschè

• Advertise or promote your business online, or pub-
lish digital content?

 If the answer is “yes” to any of these questions (this is not 
a complete list), then you are likely subject to a potential loss 
by computer hackers or cyber thieves. Be aware that tradi-
tional insurance coverage forms alone – including Property, 
General Liability, Crime or E & O, typically fall short of cover-
ing information and network-related claims.

Small Business Targets
 Are small businesses a candidate for these cyber crimi-
nals? In an article printed in USA Today a few years back, 
the reporter expressed some concerns regarding banking 
online for commercial businesses in particular. According to 
a portion of the article, “The American Bankers Association 
and the FBI are advising small and midsize businesses that 
conduct financial transactions over the Internet to dedicate 
a separate PC used exclusively for online banking.” It went 
on to also point out, “…the likelihood of any ordinary per-
son getting his or her PC infected by a banking Trojan is so 
great that, Avivah Litan, a security analyst at Gartner (a tech-
nology consulting firm), tells acquaintances who run small 
businesses to switch from commercial online accounts to 
an individual consumer account. That’s because consumer-
protection laws require banks to fully reimburse individual 
account holders who report fraudulent activity in a timely 
manner. However, banks have taken to invoking the uniform 
commercial code – a standardized set of business rules that 
have been adopted by most states – Article 4A of the UCC 
has been interpreted to absolve a bank of liability when it can 
be traced to a compromised PC controlled by the business 
customer. Litan says, “If the bank thinks you were negligent, 
they do not have any obligation to pay you back.”
 There are several claims examples and statistics to add 
to the stress of what could happen! The main point is to be 
aware and do what you can to protect your business. One 
way to do this is to establish a security policy and enforce it. 
This will help prevent security incidents, and define respon-
sibilities and expectations while providing guidance when 
incidents do occur. The loss control division of your current 
insurance company provider or your agent should be able to 
help develop an effective program.
 Another method is to purchase a cyber liability insur-
ance policy. In most cases, this will be a third-party coverage 
form (claims resulting from suits from others), but several of 
the companies writing this policy will also offer first party 
losses such as:

 ❖ E-business interruption. Business income loss the 
insured incurs due to impairment or denial of opera-

 Just what we need, another liability risk to worry about! So, 
what is this cyber liability about anyway? Simply, any business 
that relies on electronic data, computers and networks to man-
age information is exposed to unexpected financial loss. Nor-
mal tasks, such as sending an infected e-mail that brings down 
a customer’s or supplier’s network, can result in a costly claim.
 A few questions you should ask yourself when evaluat-
ing your risk are:

do You….
• Use e-mail?
• Rely on networks, computers and electronic data to 

conduct business?
• Bank online?
• Browse the Internet or have a website?
• Handle valuable or personal information on your or 

another’s network?
• Generate revenue online (ecommerce)
• Interact or collaborate with others (clients, suppliers, 

partners or the public)?
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 However you choose to address this issue, please be 
informed and recognize the fact that this exposure will 
only increase with time. Our increased dependence on the 
electronic age, especially when conduct-
ing business, appears to be getting more 
complex and with that comes more sus-
ceptibility to those who circumvent the 
system for profit. Crooks have found 
new ways to steal. Be prepared. � n

Mike Benmoschè is with McNeil & Co., Inc. 
based in Cortland, NY. You can reach him at 
mbenmosche@mcneilandcompany.com.

tions resulting from fraudulent access or transmis-
sion, as well as extra expenses incurred from either 
actual or potential impairment or denial.

 ❖ E-threat expenses. Funds or property the insured 
surrenders and expenses that are incurred including 
fees/expenses of independent negotiator or consul-
tant; travel and accommodation expense/other rea-
sonable expense incurred.

 ❖ E-vandalism expenses. Costs of blank media and 
labor for transcription or copying data or media fur-
nished by the insured in order to reproduce the data 
or media. 

 ❖ Privacy notification expenses. Costs of notifying 
persons who may be directly affected by the misap-
propriation of a record. It includes changing their 
account numbers, other identification numbers and 
security codes, as well as providing them with credit 
monitoring to protect them against fraudulent use of 
the record.

 Depending on what carrier you choose, there may be 
more or less offered and the pricing will be based on the se-
lection as well. The costs associated with this insurance are 
very affordable and, it costs nothing to get a quote! 

mike Benmoschè
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 Stop right now, just for a few seconds and think about 
something or someone you appreciate. Who or what has 
been good for you that you can recognize and be mentally 
grateful for?
 Once you do that, once you have that thought, take an-
other few seconds and notice how and where you feel this in 
your body. 
 What does gratitude feel like to you?
 What would it do for you if you kept part of this feeling 
with you during your day?
 In other words, if you could stay charged and energized 
with gratitude would it make a difference in how things go?
 This is the important part, having the feeling.
 In Steven Covey’s very popular book, “Seven Habits of 
Highly  Successful People,” he defines Habit Number 2 as, 
“Begin with the End in Mind.”
 Picturing, thinking about, sensing how an outcome will 
be, sets the stage, so to say, for better outcomes. 
 It helps to keep the fear of failure out of our minds and 
that is where things start, with our thoughts.
 Often when you have this success, this outcome that 
something good has happened, you automatically feel thank-
ful and appreciative. 
 What would you attract by keeping this energy with you, 
ahead of time?
 One way to find out, practice the feeling as often as you 
can remember to.
 Each evening write down five things you feel really 
good about and grateful for. If you create the habit for feel-
ing appreciation you will subconsciously be seeking things 
throughout the day to feel that way. It is wonderful energy to 
attract with. Very few will actually take the time to create the 
routine of writing daily but, after a while, those who do, get 
to experience the delight and its gifts.
 Gratitude – we need to hear more about it, we need to 
know more about it,
 We need to feel it.
 It changes things.� n

      

I Am Grateful for . . . 
By Ray Justice

A Thought
Was that a thought 

 I just had?

               A memory?

Or one 
       of your
             magical whispers?

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

Ray Justice

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

800.762.7483
309.467.2335 | info@sobrite.com

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

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

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

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

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

Model Shown: Filtermatic 2 Dual Module

ECONOMATIC & FILTERMATIC AD  10/27/09  10:06 AM  Page 1
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