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SOBRITE'S water reclaim system SOBRITE'S unique media filtration
delivers desirable odor control and system is extraordinarily effective in
function at a price that is sensitive to removing contaminants and

the needs of the industry. particles from wash water.

@ Three reclaim tank design @ Reduce your water and sewer expenses

by 70% - 90%-+
@ UL listed control panel

@ Single pump operation
@ UL listed control panel
@ Minimum maintenance, ® 140+ gallons per minute

accessible components @ Patented proven odor control standard

@ Easy retrofit application ® Unique media filtration filters to 5 microns

@ Automatic fresh water override in the
event of low water or low flow

@ Several sizes available

@ Patented proven odor control standard Model Shown: Filtermatic 2 Dual Module

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

TE  800.762.7483
—

WATER TREATMENT SOLUTIONS 309.467.2335 | info@sobrite.com
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A couple days before I really had to get this
column done this photo came across my email. It
completely motivated me into action.

The operator in the photo is beaming with pride
as the Windmaster he is leaning into pays tribute to not only
Veterans and military personnel, but his daughter, Kelly
O Shaughnessy Favorite, and his son-in-law Nick. These brave
soldiers just returned from a tour of duty at Camp Leather-
neck, a US Marine Corps base in Helmand, Afghanistan.

Many of you, in fact, more than 800 operators
with 1700 locations, participated in Grace for Vets, the
program that honors our servicemen and women with a
FREE wash on Veterans Day, November 11. That number is
a record for the progmm that is ent?ring its eightﬁ year and Dennis OShfaughneS_sy, Sr.;m; dy
Jounded by Pennsylvania carwash innovator Mike Mountz - gipiqys his wash' signage for the
of Cloister Car Washes. Mountz, a veteran himself, designed  Grace for Vets event, November 11.
the program as a way to give back and honor those who
serve our country. His passion for this cause has translated into participation from every
state in the US as well as Canada, New Zealand and Australia. He and his staff have
worked tirelessly to build up participation in this honorable event and the result is palpable.

For O'Shaughnessy, Sr, Grace for Vets is extremely personal. But for other
operators, who may not have family who have served or are serving, the tribute is just
as great. I have heard countless stories of servicemen and women driving into a wash
in full dress uniform and beaming with pride as they state that they are eligible for the
free wash, even though this program runs on the honor system. On this one day; stories
are recounted and memories shared. Honoring those who serve or have served our
country to protect our freedom is certainly the right thing to do.

Massachusetts operator Patti Kaplan knows this first hand. “The vets are so
proud and grateful for a free wash,” she said. "Many of them tell me they always come
to our carwash and sometimes I think they do just because we give them one free wash
a year. It is a humbling and rewarding experience for me and the entire staff. It is one of
our favorite washing days of the year!”

A bonus to participating in this program is the positive light it sheds on our
industry. O'Shaughnessy; Sr. and others use this day to market their patriotic spirit to
the motoring public. He reached out to the local media via Facebook, and other means,
and received a lot of positive press. He helped spread the word about the event and that
professional carwash owners give back. That is advertising that money simply can't buy.

Ifyou missed out on the 2011 event, but want to learn more, you can visit
graceforvets.org and see just how to get involved next year. They provide you with mar-
keting materials, press releases and guidance every step of the way.

This one-day event will make a huge difference in your life and that of your
employees. As Mountz has said, “It’s about giving back and in doing so you will be
creating a customer for life.”

Thank You!

I just want to take a moment and thank the Northeast Regional Carwash
Convention (NRCC) committee for honoring me in October with an induction into the
NRCC Hall of Fame. My work on the NRCC committee over the last 20 years has been a
highlight in my career. The passion and dedication of the board
is unsurpassed. It’s a true honor to help plan and execute this
wonderful annual show. Thanks to all!

| & Sk

Suzanne Larkin Stansbury
Editor/Publisher




magine how nice it would be
if you could reach potential
new customers by having your
customers tell their Facebook friends
about your carwash every time they
visit. Well, now you no longer have to
imagine — because that’s what happens
with the new SiteWatch Social Circle

Module from DRB Systems, Inc.

Here’s How this Exciting New
SiteWatch Product Works:

Customers sign up to become
members of your Facebook Club,
possibly in exchange for receiving
a discount on purchases or monthly
pass fees.

By becoming members, customers
agree to allow SiteWatch to post a
message on their Facebook page every
time they come to your site stating
that they just visited your carwash.
(Since the average Facebook user

has 130 friends, this means that your
message is likely to be seen by a lot
of people!)

1 .

Over 170 Million
Americans Are
Now “Talking” on Facebook:..

Make Your Carwash Part of the Conversation
with SiteWatch- Social Circle Module™

If you choose, your message can
offer a discount to your customers’
Facebook friends. This discount
can be controlled by limiting it to
a specific number of customers,
such as the first 20 who respond.

SiteWatch automatically posts the
messages and controls all Facebook
related discounts.

All you need to do is have a Facebook
page and be tracking customers on
SiteWatch 2011 using vehicle stickers
with barcodes, FastPass tags or
license plates. It really is that simple.

As more and more customers sign up
for your Facebook club, the “viral
buzz” about your wash will gain
momentum. Soon the whole town
will be talking about your carwash!

What’s Next?

Contact DRB Systems, Inc. to learn
how you can extend your marketing
reach using Facebook.

USING TECHNOLOGY TO ENHANCE YOUR CUSTOMER'S EXPERIENCE

800-336-6338 Green, Ohio / www.drbsystems.com

© Copyright 2011. All rights reserved DRB Systems, Inc.
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You can use Social Circle Module
to offer your customers and
their Facebook friends a variety
of special deals. For example,
you can give customers a
discount on a wash or a percent
off their ARM® Monthly Pass
fees if they become part of your
Facebook Club. You can also
make exclusive offers available
to Facebook friends of your
customers. After permission is
granted, Facebook users click a
link to access a barcode that
they can print and take to your
site to enroll in your club or take
advantage of a special offer.

mﬂl-mmsgmma
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READER'’S VOICE

Congratulations

I'just read that you were inducted into the Northeast Re-
gional Carwash Convention (NRCC) Hall of Fame! That is a
long overdue honor for you since all you have ever done is
make your professionalism contagious, preach the “gospel”
of carwashing, stand up for what is right, and be continually
loyal to your friends.

Good for you, Suzanne!

John Hansen
Owner, Advanced Car Wash Equipment LLC
Hobe Sound, FL

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

New ICA Board Announced

The International Carwash Association (ICA) has an-
nounced its 2012 officers and they include several East Coast
members including Pam Piro of Unitec Electronics, Elkridge,
MD, Mark Curtis of Splash Car Washes in Stamford, CT, and
Fred O'Neil of O’Neil Enterprises in Shelton, CT.

Congratulations to all: Jerry Miller, President; Pamela Piro,
Vendor Vice President; Hank Richard, Vendor Vice President;
Mark Curtis, Treasurer; John Pierce, Inmediate Past President;
Operator Directors — Fred O'Neill, O'Neill Enterprises, Shelton,
CT; Richard Enning, Mister Wash, Dusseldorf, Germany; Ven-
dor Directors — Stephen Wade, Oasis Car Wash Systems, Ga-
lena, KS; Warren Davis, Stinger Chemical, Houston, TX; Richard
Belanger, Motor City Wash Works, Wixom, ML |

WASH VOLUME INDEX

We have taken the pulse of five East Coast operators to
see where their volumes are compared to last year (YTD Oc-
tober 2010 to October 2011). We had a high in upstate New
York with +19 and a low on the Jersey shore with a -12.

+19%

-12%
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. |
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2011 Grace For Vets
Breaks Record!!!!

This year’s Grace For Vets program, that honors our ser-
vicemen and women with a FREE carwash on Veterans Day,
saw a record participation number of more than 1700 locations
and 800 companies on November 11! What an awesome trib-
ute and show of carwash support for those who protect our
freedom!!! Look for a complete wrapup in our Spring issue. H

Dennis O'Shaughnessy, Sr. proudly displays his washs sig-
nage for the Grace for Vets event, November 11.

[—
CAR WASH HDUHE
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PLEASE LOWER
CTRIC

Hoffman Car Wash pulled out all the
stops and even got an Army transport
to make an appearance at their Cen-
tral Avenue location in Colonie, NY.




“The longer our contract
goes, the better it gets!”

-Salim “Nino” Naous
Lewiston, ME

M Mobil 'Gulf' @ A smm:' \'=

CITGO

“They do everything they say
they will,” says Nino Naous.

€O

There couldn’t

be a

%

VALERO

Nino started with the land
and Mutual Oil at his side.
“They’ve been with me all the
way,” he says. “With their help,
we have a very successful
operation.”

Now, Nino is looking to the
future and the expansion of
his business. “With all the
support Mutual gives me, I
want them as my partner.”

If you're looking for a partner you can count on, call
Jon Shaer, Vice President, at 1-508-583-5777, ext. 109.

= MUTUAL

The Leader in Dealer Support




NEWSWORTHY

AMERICAN EQUIPMENT FINANCE
JOINS ASCENTIUM CAPITAL LLC

Ascentium Capital LLC, King-
wood, TX, announced the merger of
American Equipment Finance and the
appointment of Richard A. Baccaro as
Executive Vice President of Sales and
Marketing. Baccaro will be responsi-
ble for managing the sales operations
of Ascentium Capital. As Senior Vice
President of Sales, Len Baccaro will be
responsible for direct originations in
the petroleum, convenience Store, car-
wash and franchise industries. |

For more information
visit www.AscentiumCapital.com

D & S ADDS VA DISTRIBUTOR

D & S Car Wash Equipment Com-
pany, High Ridge, MO, has selected ] & B
Consultants & Development Company
as its northern, central and southeast-
ern Virginia distributor. ] & B currently
operates Flagstop Car Wash & Quick
Lube, a chain of washes with seven loca-
tions in the Richmond, VA, market.

Bob Schrum, president of Flag-
stop, and Jamie Nester, president of ] &
B have more than 50 years of car care
business experience between them.
The two formed J & B to diversify their
business holdings and expand their
product portfolio as distributors. W

For more information
visit www.dscarwash.com

PDQ MAKES CHARITABLE
DONATION TO THE
TWIN TOWERS ORPHAN FUND

RFPDQO
Vehicle Wash Systems
A COMPANY

PDQ Manufacturing, Inc., De Pere,
WI, the world’s largest manufacturer of
touch-free vehicle wash systems, made
a donation to the Twin Towers Orphan
Fund (TTOF). Founded on September
11, 2001, the mission of the TTOF is to
help mitigate the damage caused by
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the terrorist acts of September 11 by
ensuring the children of the victims
have as normal a life as possible.

“In honor of the 10th anniversary of
the attacks on September 11, we are very
proud to be making a donation to the
Twin Towers Orphan Fund on behalf of
our employees, said Becky Davies, PDQ’s
Human Resources Manager. “As an ad-
vocate and resource for the children of
the victims, the TTOF really makes a dif-
ference in these childrens lives. Not only
does the Fund look after their physical
well-being, but also provides these chil-
dren a chance to further their education
as well. Some, if not most of these chil-
dren, would not have an opportunity for a
higher education otherwise. And at PDQ,
we are proud to be playing a part in this”

The TTOF provides long-term
higher educational assistance and men-
tal and physical healthcare to children
who lost one or both parents in the
World Trade Center, at the Pentagon,
or onboard the four downed airliners.
To do this, the TTOF provides tuition
assistance, room and board support,
books and supplies and other educa-
tional expenses to enrolled students at
accredited two- and four-year colleges
and universities. In addition, the TTOF
provides reimbursements for approved
and nationally-recognized health care
insurance programs and supplemental
long-term healthcare assistance. u

For more information on the Twin
Towers Orphans Fund visit www.ttof.org.
For more information visit www.pdginc.com

RYKO SOLUTIONS APPOINTS
KELLY WADSWORTH
VP HUMAN RESOURCES

Ryko Solutions, Inc., Grimes, IA,
North America’s largest manufacturer
of car wash equipment and a major
provider of service support and chemi-
cals to the industry, announces the ap-
pointment of Kelly Wadsworth as Vice
President of Human Resources. Wad-
sworth will help implement the vision
to build enduring performance, drive
culture change and create a customer-
centric environment for the company’s
more than 350 employees throughout
the United States. He comes to Ryko

directly from Affiliates Management,
a financial services firm based in Des
Moines, where he was Vice President of
Human Resources. Prior to that, Wad-
sworth had served in a series of human
resources and operational develop-
ment roles for companies in the steel
manufacturing, integrated health care,
and customer care industries.

“Kelly has been part of highly suc-
cessful growth-oriented companies
over the past 17 years. He is a senior lev-
el executive who has facilitated expan-
sion and accelerated growth through in-
novative and strategic human resource
practices. He will be a tremendous ad-
dition to the Ryko management team as
we continue to successfully execute our
growth strategy, explained Steven A.
L'Heureux, Chief Executive Officer, Ryko
Solutions, Inc. |

For more information visit www.ryko.com

RYKO CHANGES ITS NAME TO
RYKO SOLUTIONS

Signaling a directional shirft to-
ward strengthening its position as the
total industry solutions provider build-
ing more profitability for carwash own-
ers and operators, Ryko Manfuactur-
ing, Grimes, IA, has changed its name
to Ryko Solutions, Inc., and launched a
new brand identity program, including
a new website www.ryko.com. |

For more information visit www.ryko.com

MACNEIL APPOINTS NEW VP

MacNeil Wash Systems,
Barrie, Ontario, has appoint-
ed Wim Van Voorst to the
position of vice president, op-
erations and administration.
Van Voorst is responsible for
MacNeil's overall manufac-
turing and administrative
operations, while focusing on quality assur-
ance, customer service and production.

Van Voorst’s background is in opera-
tional and financial leadership of private-
ly-owned manufacturing businesses. He
has worked for Colgate-Palmolive as well
as small to mid-sized business sectors. l

For more information
visit www.macneilwash.com




PDQ LAUNCHES
SOCIAL MEDIA SITES ON
FACEBOOK, YOUTUBE, LINKEDIN

RFRDO

Vehicle Wash Systems
A COMPANY

PDQ Manufacturing, Inc., De Pere,
WI, the world’s largest manufacturer of
touch-free vehicle wash systems and a
long-time industry innovator, is proud
to announce the launch of a social media
program with active sites on YouTube,
Facebook and LinkedIn. PDQ’s social me-
dia presence will use these increasingly
popular, cutting-edge platforms to enable
its channel partners, end-users, employ-
ees and “fans” to keep up-to-date quickly
and easily on the latest happenings at
the company, including new product an-
nouncements, maintenance/how-to vid-
eos and equipment specials. |
For more information visit www.pdqinc.com

CLEANING SYSTEMS RECEIVES
1SO 9001:2008 CERTIFICATION
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(leaning Systems, Inc.

Cleaning Systems, Inc. (CSI°),
DePere, WI, passed an external au-
dit by Verisys Registrars that result-
ed in the continued registration of
CSI's Quality Management System
(QMS) to the ISO 9001: 2008 stan-
dard. The ISO 9000 family of stan-
dards represents an international
consensus on good quality manage-
ment practices. This certification
further validates CSI as an industry
leader worldwide. CSI's original ap-
proval for ISO certification was in
October of 2001 and they have con-
tinued their certification annually

TO MAKE YOUR CARWASH SUCCEED

Site Selection
Site Analysis
Financial Engineering

Layout and Design
Project Management
Equipment Support
Operational Training
Chemical Solutions

since then. They are also certified
ISO 14001:2004 for their Environ-
mental Management System.

CSI designs and manufactures
cleaning and protection products
and application systems for vehi-
cles and industrial purposes. Their
Lustra” division provides to the car-
wash industry and their DynaEdge’
division provides to commercial
transportation and industrial appli-
cations.

“We are so pleased to have again
passed our Quality Management
System audit and continue our cer-
tification”, said Dave Krause, CEO of
Cleaning Systems, Inc. “Our entire
company is committed to meeting
quality objectives and it shows as
we continually improve our prod-
ucts and processes,” he said. Each
employee at CSI is asked to sign a
commitment poster that depicts key
quality and environmental initiatives
for the company.

For more information
visit www.CleaningSystemsinc.com
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Carwash Operators Offer
Positive Outlook for 2012

By Alan M. Petrillo

The year 2011 had a little bit of everything in store for
carwash operators, and in some cases too much of one thing,
The winter brought back-to-back-to-back snowstorms to
many states, layering the white stuff good and deep and not
allowing much time for people to get their cars cleaned.

If it wasn’'t snowing, then it usually was raining. Floods
ravaged a wide swath of states that normally don't see flood-
ing. Hurricane Irene put in an appearance that many wish
she hadn't. And then there was the 5.8-magnitude earth-
quake centered near Mineral, VA.

Carwash operators in the Northeast and Mid-Atlantic
states agree that simply keeping their businesses on an even
footing and getting through the year was a challenge, but
many of them are looking forward to a better year for busi-
ness in 2012.

Mark Kubarek, owner of K&S Car Wash in Auburn, NY,
said, “Theyre predicting an old-fashioned winter for us, with
snow on the ground from November through March. That
would be a traditional upstate winter for central New York.”

The Old Farmer’s Almanac is calling for near normal
temperatures this winter, but with above-normal snowfall.
It predicts the snowiest periods will be mid-December, mid-
and late January and late February.

“If I could control the weather;” Kubarek said, “it would
snow on Monday, then get sunny and above freezing until the
next Monday. There would be a lot of salt on the roads too.

Kubarek, who operates a 90-foot exterior-only tunnel,
two in-bay automatics and four self-service bays, said he
reduced labor costs in 2011 because he wasn't washing as
many cars, but those reduced costs will help the business get
through 2012 better.

“You have to keep an eye on everything in your business

Pro Wash owner Scott Freund in New Jersey has
done a number of things to head into 2012.
One includes refurbishing his lobby area.

_.“-c i E
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SUPER TUESDAYS
“isi 54,298

- chemical costs, not wasting water and keeping the equip-
ment working well,” Kubarek pointed out.

Ron Bousquet, owner of four Randy’s Car Wash locations
in Medford, MA, and three other Boston suburbs, said it’s im-
portant for a carwash to offer something different for custom-
ers in order to attract their attention and keep them returning.

“Late in 2010, we started “Super Tuesday” at our washes
where we give a discounted wash for $4.99 instead of the nor-
mal $9,” Bousquet said. “We found that our volume went up
so much that Tuesday is now our busiest day of the week. We
check around the area and see other carwashes with no lines
of cars, but we have lines on Tuesdays.”

Bousquet also has been selling a lot of express passes to
his customers - $29.99 on a credit card for a month of unlim-
ited washes. If a customer wants an annual pass, they pay for
itin cash.

“The express passes do okay for us, but we should have
made it a one-year commitment,” he noted.

For 2012, Bousquet said operators should make sure all their
equipment is in good working order to be prepared to wash a lot
of cars. “That’s something wee all hoping to do;” he said.

He also noted that promotions like the charity wash pro-
gram sponsored by the New England Carwash Association
(NECA) (www.washforacause.com) can help drive business
to carwashes. Through the program, a charity can sign up to
participate and alert people that they can get a carwash for
a $10 donation, with half the money going to the charity and
half to the carwash.

Scott Freund, owner of Pro Wash in Union, NJ, a full-service
150-foot tunnel wash with two bays of quick lube and a two-bay
detail center, said controlling expenses and making some pric-
ing changes is how he is addressing the move into 2012.

“We made some menu changes in both our wash and oil
change where we actually raised prices by bundling different
services to create more attractive packages for our custom-
ers,” Freund said. “We also got aggressive with our coupon
book, bundling packages at four different times of year —
Mother’s Day, Father’s Day, Back to School and Christmas -
to create greater value.”

Freund noted there is “a lot of struggling going on with
carwashers in our area. I'm aware of some bank foreclosures
in carwashes in our market, even for some mature carwash-
es that had been successful”

He added, “When seasoned carwash veterans who are on
top of things are struggling, you have to be concerned”

Freund believes that when the economy is down, a carwash
operator should spend more money on marketing and make it
a bigger part of the budget. He's increased his marketing budget
in 2011 and plans on continuing at that level in 2012.




Pro Wash is taking on
2012 with gusto. In

ing changes, the wash

upgrades as well as
new lighting.

addition to some pric-

has gotten some visual

How people perceive a carwash is important too, Freund
maintained. He upgraded his wash’s lighting to T5 and T8 bulbs
where possible and installed high-efficiency fluorescents else-
where. Freund also upgraded and added waste oil heaters in
the wash and lube facility, and had another heater overhauled
to give it better efficiency and save money. The facility’s waiting
area, lobby and hallways also were refurbished this past year.

“If people like what they see, there’s perception transfer,’
Freund said, “where they consider that we know what were
doing on the wash side of things, even though they don’t un-
derstand the technical issues. But clean, bright hallways, a
well-merchandised lobby area, and uniformed, friendly at-
tendants - these things they understand”

Mark Curtis of Splash, which has 17 full-service car-
wash locations in Connecticut and New York, believes that
because people are making less money, their perception of
buying has changed.

“You have to show them value,” Curtis said. “If they’re go-
ing to wash their car less, lube less and keep their car longer,
we have to show them what they can do to maintain its value,
appearance and running operation. If they’re not spending
money on a new car, we can get them to spend it on making
their old car look new””

What Curtis did at Splash was to identify those services that
customers perceive as truly valuable services. For instance, with
people going for extended intervals before oil changes, selling a
synthetic oil that lasts longer is a perceived value to customers,
even though it costs more, because it protects longer, he said.

Curtis said that offering detailing, reconditioning, head-
light restoration and paintless dent repair are other exam-
ples of valued services.

“We need to make people aware of these services and

: =\
This Hoffinan Car Wash in Latham, NY, got a literal facelift and looks at
least 30 years younger as a result!

convince them that they are the best things for their car to
gain a benefit,” he added.

Curtis noted that in his market he’s aware of about a
dozen carwashes that have either closed, gone through a
bank-related foreclosure or eviction, or some other type of
unanticipated transfer.

“I know of four that have shut down and not reopened,
he said.

Curtis said the best advice he has for operators in 2012
is to deliver a high-quality service, no matter what kind of
carwash you run.

“Make the customer feel their hard-earned money spent
with you was worth it;” he observed. “Then promote the heck
out of that and let people know there’s a value proposition
that makes your wash worth their time and money”

Ron Slone, president of Hoffman Car Wash in Albany, NY,
said that while his 19 carwash and 10 Jiffy Lube locations had
a good year in 2011, he’s looking forward to an improved 2012.

“We saw a lot of growth in our unlimited washes and
carwash books,” Slone said. “There’s a tendency for people to
wash more frequently when they buy them.”

Continued investment in existing locations is an impor-
tant part of retaining customers and attracting new ones,
Slone noted.

“We put a new roof and facade on our Latham store, ren-
ovated lounges at four other washes, and are continually put-
ting in new equipment at various locations;” he said. “We're
doing the projects that we feel have the greatest impact on
customers, from the appearance of the facilities to improve-
ments for customers.”

Hoffman Car Wash hired an outside training firm in

Continued on page 14...
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Positive Outlook for 2012 ... continued from page 13.

2011 to provide sales and customer
service training for carwash and lube
staff employees.

“How our staff interacted with
customers was an area we felt we could
improve in,” Slone said. “We've been
doing this training about seven months
and our employee response has been
positive. We're looking to expand the
program in 2012 because it helps us do
a better job and grow our business”

Paul Vallario, owner of Westbury

micry in the animal klngdnm isa ph
" here one orgamsm tncks anath7 into

Personal Touch in Westbury, NY, said
his market was on track to have its wet-
test year ever recorded in 2011, but that
he’s looking forward to a more tradi-
tional kind of weather pattern for 2012.

“We've been doing a lot of whole-
sale detailing, which helps on rainy
days,” Vallario said, “and our unlimited
carwash plans, which we started a few
years ago, help get us some revenue
even when we'e closed”

Vallario said he’s always done a lot

.g‘ﬁhe Vlcéroy Bugrﬂy has

SuperSat® Custom Detergent Systems

=

The original powder-to-liquid system.
Don’t be fooled by imitators.

For more than 15 years, Blendco has been
demonstrating the convenience and cost
effectiveness of powder to liquid formulations
with the patented SuperSat® Custom
Detergent System. SuperSat detergents
have proven formulations for cleaning power,
fragrance and color. This system makes a
full range of detergents continuously and
automatically at your wash. No other system
can compare to SuperSat, the powder system
standard. Try it today to see why it is the best!
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of advertising and marketing of the car-
wash and doesn't believe in cutting back
in those areas when times are tough.

“We do mostly direct mail pro-
motions,” he said, “and send out email
blasts at least once a month. The nice
thing about email is that you can run
‘cloudy day specials’ right away, which
you can't do with direct mail”

Vallario also promotes Westbury
Personal Touch - two full-service hand
washes with three detailing bays -
through Facebook.

“It’s nice, but we don’t get much of
a response from it;” he said. “We have
about 100 fans for each of our two loca-
tions and whatever we send on email,
we advertise on Facebook. It may be a
thing of the future, but hasn’t done that
much for us yet”

Vallario advised that keeping a
carwash up-to-date, with new signage
and looking as clean as possible are
ways to attract business.

“Keep your quality up and charge
accordingly,” he said. “Don’t lower pric-
es when times are tough”

Chris Zona, owner of Posh Wash in
Hanover, MA, a 135-foot exterior tun-
nel wash, plans to pay more attention
to marketing his wash in 2012.

“While we always welcome new
business, we constantly strive to in-
crease the frequency of our existing
customers,” Zona said. “Can you imag-
ine if each individual customer that
came through your wash last year,
came in one more time than they did?”

Zona noted he’s been using social
media marketing for a while.

“Our average customer may be just
alittle older] he said, “but if we can cap-
ture these (younger) customers now, in
the years to come I'm sure we can make
communicating in their online social
circles more profitable for us”

Zona said he’s constantly invest-
ing in his employees. “Spending time
and giving them the tools to do a great
job is essential to building a great team
and reducing turnover,” he said. |

Alan M. Petrillo is a Tucson, AZ, freelance
writer and contributing editor of Northeast
Carwasher.
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Despite Depressed Economy, Weather
Woes, 22" NRCC Doesn’t Disappoint!

Atlantic City, NJ — The 22nd Northeast Regional Carwash
Convention (NRCC), October 3-5, at the Trump Taj Mahal
here beat the odds again with a stellar show and educa-
tional programming. “Even though it has done nothing but
rain on the East Coast the last few months, we were able to
secure 250 booths (60,000 square feet of exhibit space) and
provide our vendors with some real quality buyers,” said Ju-
lie Stanton, NRCC show facilitator. “Our attendee numbers
were down somewhat, but considering the economy and the
weather, we were very pleased with the show this year:

Leo Zona, president of ZWash Systems in Norwell, MA,
had nothing but praise for the regional. “It’s the Greatest
Show on Earth!” he said. “Again, our committee of volunteers
and directors created yet another “Big Top” event. I applaud
all those who spend many hours creating and planning, as
well as all the operators, manufacturers and distributors
who bring it to life,” Zona stated.

Show Chairperson, Ron Bousquet of Randy’s Car Wash
in Medford, MA, agreed. “This year’s show was awesome,” he

This year’s show floor featured 250 exhibits.

Ron Bousquet and Doug Rieck inducted Suzanne
Stansbury into the 2011 NRCC Hall of Fame.
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said. “I'd like to thank all the board members for all their help
in making it a success. I'd also like to thank Julie Stanton, our
show facilitator, who puts her heart and soul into this show.
It couldn’t happen without her!”

Highlights of the show included a number of great pro-
grams such as “Market Your Wash Like a Pro” presented by
Sonny’s Carwash College, a traditional Early Bird Panel Dis-
cussion, a “Sudden Unintended Acceleration” presentation
and a keynote by Accuweatherman Joe Bastardi who has ap-
peared on Fox News Live, ABC World News, The O'Reilly Fac-
tor and CBS’ The Early Show. Bastardi shared his thoughts on
global warming and weather forecasting in a colorful, pas-
sionate keynote.

The event’s Welcoming Reception again graced the 49th
Floor of the Taj Tower in the high roller Signature Suite with
breathtaking views of the Atlantic City skyline. The event,
sponsored by ICS of Wind Gap, PA, is a great opportunity to
kick off the show and catch up with fellow operators in an in-
timate setting. “We love to sponsor this event because it is a
great way to bring operators and vendors together,”
said ICS’ Brian Bath.

Two awards were presented on Tuesday, Oc-
" tober 4, by show Committee Chairman Bousquet,
during the Awards Luncheon held in the Rain For-
est Room. Bousquet, who is president of the New
England Carwash Association, this year’s host,

R *“h:;: honored Wave’s Car Wash owner Adam Korngold

4 for his innovative operation and green initiatives



with the NRCC Most Distinguished Person Award. Korngold
is the NECA vice president. He was recently honored by the
U.S. Environmental Protection Agency with its Environmen-
tal Merit Award for his exceptional work and commitment to
the environment in 2010.

Suzanne Stansbury, the Executive Director for the New
York State, New Jersey and Connecticut Carwash Associations
and editor/publisher of the Northeast Carwasher magazine was
inducted into the NRCC Hall of Fame. Bousquet, and last year’s
recipient, Doug Rieck of Magic Wash in Manahawkin, NJ, pre-
sented her with the honor for her dedication and passion for
the industry and the associations she represents. She began
her career in carwashing working for Professional Carwashing &
Detailing magazine and served on the board of directors for the
International Carwash Association from 1998-2001.

She has been an NRCC board member since the early
'90s. Bousquet was the first NRCC Hall of Fame inductee
in 2008.

This year’s show floor, which was open from 1:30-6:30
pm on October 4 and from 10:30 am - 2:30 pm on October
5 showcased 250 booths, according to Stanton. The follow-
ing vendors should be acknowledged for their support and
sponsorship of this year’s 22nd NRCC. These include: Show
Sponsor Qual-Chem; Show Media Sponsor Professional Car-
washing & Detailing magazine; Welcoming Reception spon-
sor ICS; Show Bags/Lanyard Sponsor Micrologic Associates;

NECA President and Show Chairperson Ron Bousquet with

Luncheon Sponsor Erie Brush & Mfg. Corp.; Refreshment
Sponsor Simoniz USA, Inc.; Popcorn Sponsor Mang Insur-
ance; Event Ticket Sponsor National Ticket; Snack Station
Sponsor Ultimatech Car Wash Equipment; Pen Sponsor
Kleen-Rite Corp.; Bottled Water Sponsor Ardex Labs; Break-
fast Sponsor Blendco Systems; Seminar Sponsors Belanger
Inc., MacNeil Wash Systems and Hands-On Alley exhibitors
Ardex Labs, Cat Pumps-High Pressure Pumps & Systems,
Jobe Industries Inc., Simoniz USA Inc., DRB Systems Inc.,
Vacutech and Rowe. |

The 2012 show is slated for October 1-3 at the
Trump Taj Mahal in Atlantic City. For exhibitor information
contact Julie Stanton at 800/868-8590 or visit nrccshow.com.

Continued on page 18 ...

ICA Treasurer Mark Curtis updates the crowd on
ICAs WaterSaver Program and their new magazine.

Ron Bousquet and the 2011 NRCC Most Distinguished Person recipient Adam Korngold.

Keynote Speaker Joe Bastardi.
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NRCC ... continued from page 17.

Mark Curtis and Ron Bousquet get a moment to catch up.

The three-day event included much high-quality educational programming.

Ron Bousquet and CWON] incoming
President Al Villani smile brightly!

Panel discussions such as this one were highlights of the educational programming as operators
got to share their hands-on knowledge and experience.

F
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The CAR Products booth saw a lot of activity during the show. ICS’s Otto Rusch and Tameric Carwash Equipments Rich Boudakian.
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Dave Fusco and Dan Pecora
take a moment to catch up.

NYSCWA$s Mike Benmosché, CWON]J's Doug Rieck and
NYSCWA incoming President Walt Hartl.

Stu Levy, Gary Baright, Doug Kleeschulte and Tim and Paula

= i |

i
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Wounded warrior Ron Manning and Tony Setaro from the CCA.
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DOUG’S PERSPECTIVE

Shedding Some Light on Lighting

By Doug Rieck

Winter is here. When I had some downtime before win-
ter hit I focused on improving the nighttime visibility at my
washes. To be more specific, I made each of the washes an
oasis of bright light at night. At each of my stores I operate
a self-service carwash, so nighttime business is part of the
package. I must light the lot so customers can wash and vac
and feel safe. But I think nighttime visibility is important re-
gardless of your carwash type. It helps your business stand
out and be noticed. Just look at it as additional marketing,
This is most effective during the dark months of November
through February. A lot of road traffic happens between 4 pm
and 7 pm with people returning from work and holiday shop-
ping. While they may just be passing by, if your wash is well
lit it will get noticed. If dark, they will never see it.

Last year at my primary location, an express conveyor,
I installed about 120 feet of the LED rope lighting across the
front of the self-service bays and Laundromat. The installation
was simple and it looked great. About 10 years ago, I used the
older style incandescent rope lights around the roof towers on
the self serve. It looked good, but in a muted fashion. The old
ropelightlasted about seven years before burning out. The new
LED rope light uses much less electric and promises a much

CARWASH EQUIPMENT SALES,
SERVICE & INSTALLATION

longer life. The first two are important, but what is sensational
is the look caused by the color temperature. It is slightly blue
and really stands out. Used properly, LED rope light is about as
subtle as a stick poked in the eye. In other words, it looks great
and improves your nighttime eye candy appeal.

This September, during the gloom, we managed to find the
energy to put up LED rope lighting at my Waretown store. The
rope light was put up on the largest roof tower, and along the
street side roofline. This was an easy one-and-a-half-day job.

My current push is to finish installing it at my third lo-
cation. This is harder because the building requires about a
250-foot run and the roof is a metal Mansard. The first step
in installing the rope light is to install sections of clear plas-
tic track. This way there is a laser straight line of light. Each
track section is three feet in length. Drilling a screw hole ev-
ery foot is a pain, but once the job is complete the rope light
is simply snapped into the track.

While I am talking about lighting, the current gold stan-
dard for bay lighting and general outdoor lighting is rapidly
shifting from LED to the new T5 and other small tube flu-
orescent lighting. I am sure that in another 10+ years LED
will finally bend the initial price curve, but for most of us it

CLASSY I, INC.

Servin
Eastern PA

& Surrouding |
Areas -

C3 NOW CARRIES
BELANGER EQUIPMENT

Markets Served:
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is not there yet. When I first got into the self-service busi-
ness, the standard was 8-foot T12 HO strip lights. Then these
were displaced by the new 175-watt metal halide wall packs.
Today, you can get better light with a longer, flatter light life
output curve with the new T5 fixtures and bulbs. These new
bulbs also use less electric. Instead of the old, oil filled large
hot ballasts there are tiny electronic ballasts. My favorite is
the 8-foot long, outdoor sealed fixture with four 4-foot long
T5 tubes. This also comes in a 4-foot version with two 4-foot
long T5 tubes. I use both and both are awesome. Where you
really want wall-pak fixtures it is possible to find a variety us-
ing both internally ballasted spiral bulbs and externally bal-
lasted. There really is no standard size or type yet. I have a self
ballasted 105-watt spiral bulb with a Mogul base that I want
to try in an existing fixture. One of the neat things is that it
has a color temperature of 5000 K.

New federal energy standards require that all new metal
halide fixtures use pulse start bulbs and ballasts. These are sig-
nificantly better for energy usage and output curve than the
old probe start metal halide bulbs. These would be my current
pick for large, outdoor flood fixtures. Unfortunately, in order to
use the new pulse start bulbs you must change wiring and re-
place the ballast. In other words, you need a new fixture. That
is why in most cases if you want to switch to a more energy-
efficient light you must just replace the fixture. In most cases,
I would opt for fluorescent over metal halide.

One of the things to look for in any purchase is the color
temperature of the light. Ideally, it should be more than 4000

degrees kelvin and possibly even 5000. This makes a brighter
slightly bluer looking natural light. The color temperature of
an old-fashioned incandescent warm white bulb is 2700 K.

In the last issue of the Northeast Carwasher, Adam Ko-
rngold had a wonderful article on the decline of car counts.
I agree with his points and would like to add that two fac-
tors influence and add upward and downward velocity to car
counts. The first being long-range weather patterns, as dis-
cussed by weathercaster Joe Bastardi, the keynote speaker at
the Northeast Regional Carwash Convention. The second be-
ing the rise of the smart phone. Both have impacted us with
the home screen “Weatherbug” five-day forecast.

In particular, I liked his discussion on the price elastic-
ity of our base carwash price. This is regrettably a very valid
point. Read this article online at northeastcarwasher.com in
the Fall 2011 issue.

Carwashing is still a great and fun industry and does have
a future. This future is still evolving as our world changes.
What we need to do is make our choices and change accord-
ingly. We as owners and managers need to
change and adapt as needed. Whenever
you think that change is hard, look at what
happens to those who do not change. H

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

Doug Rieck

Based on the success of our Mid-Atlantic Car Wash Association, the New York State Car Wash Association
and New England Car Wash Association insurance programs, we are providing a total business solution
to carwash operators nationwide. Mang Insurance Agency's Mational Car Wash Insurance Program offers:

* Competitive Pricing

* Comprehensive Coverage For Car Washes

* Superior Claims Service

* Value Added Services Designed Specifically For Cars Washes
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Mang Insurance Agency, LLC
Mike Benmosche' * 800-891-9274

36 Clifton Country Road, Ste 202, Clifton Park, WY 12065
www.nationalcarwashinsurance.com
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GUEST COLUMN

When Will It End?

By John H. Hansen

Of course, “It” is the unbelievable string of bad washing
weather and the horrible condition of the nation’s economy.
Those of us who have been in this industry for many years may
not remember any previous bad times that lasted as long as this
seemingly forever episode. Those of us who are relatively new to
this great business will most likely never see conditions such as
these for another 40 years.

Today

Consumers do not have the spare income to wash their
cars at our carwashes as they have in previous years. Those folks
who do have a job, and some leftover change each month, are
“squirreling” that money away because of the uncertain future
and not knowing if their job will be there tomorrow.

Established full-service, exterior, self-service, and in-bay
automatic carwash operators with minimal, or no, debt service
are getting by with volumes that are stagnant, or less than each
of the previous few years. Operators relatively new to our indus-
try with a heavy debt service are facing the same problems as
the “old timers” plus the added overhead burden. Today’s sur-
vival as a carwash owner requires hard work AND smart work!

Working harder includes doing routine maintenance
yourselfinstead of paying an employee to perform that work.
You must watch the use of cleaning and waxing solutions so
that the customer gets a clean and dry car, but you are not
pouring excess solutions down the drain. It may even include
major equipment.

Working smarter will require you to spend time with your
customers. Make certain they are pleased with your service.
Learn your customers’ names, be appreciative of their business,
and give them good car care advice. Your honesty and profes-
sional quality service will be returned with their loyalty. Work-
ing smarter also includes, among other things, developing a lo-
cal marketing program.

Loyalty is a quality difficult to find in today’s business
world. However, if you have created loyal business dealings
with a local tech service company and chemical supplier, now
is the time to cement those relationships. Loyalty is a two-way
street. If you feel you have been treated fairly, and honestly, by
your suppliers you should return those “favors” When times
are really tough, and you can't find a certain part, or you do not
have the knowledge to repair a piece of equipment, your loyal
relationship with your service company will pay off. If you run
out of pre-soak on a busy Saturday morning, a loyal relation-
ship with your supplier will most likely result in that special
Saturday morning delivery for you.

The “loyalty” relationship I have a problem with today is
with our banks. All of us have nurtured close contact and good
relationships with our bankers over the years out of necessity
and good business practices. However, in today’s business cli-
mate it seems the longer you have been loyal to your bank the
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less they want to know you. Established carwash operators with
many years of profitable operation and clean financial “sheets,’
find their bankers won't even listen to them for equipment or
property improvement loans. This banking policy certainly
does not help small business pull this country out of the finan-
cial hole it is in.

The saying “nothing happens until you sell something” is
especially accurate in helping to describe today’s carwashing
industry. Allow your mind to run with the following facts. A few
hundred regular carwash consumers visiting a few carwashes
on a regular basis each month will generate paychecks for doz-
ens of carwash employees.

Provide work for employees of a chemical compounding
company, a small parts manufacturer, a carwash equipment
manufacturer, a metal supply warehouse, a steel or aluminum
factory, an electric motor manufacturer, etc. I think you get the
point. Your carwash customers, by coming to you regularly be-
cause of your superb service, create incomes for dozens of com-
panies and, perhaps, thousands of working people scattered
around the country.

Consumers can help to be the beginning of the end of this
economic morass once they have a few extra dollars to spend on
car washing.

Tomorrow

Bad weather will continue to confound us in the future. Un-
fortunately, we have absolutely no control over it. Get used to it,
plan on it, and execute Plan B when it happens!

Whenever this major economic recession ends our indus-
try will bear little resemblance to its past.

We have no clue when this cellar dweller business disaster
will end, and neither do the alleged experts. We do know change
is beginning to happen.

Consumers want more for their dollar. Pressures will come
to carwash operators to provide the services approaching that
of a full-service carwash at the price of an exterior. There may be
fewer self-serve bays which will be filled by detail centers.

Rollover wash equipment at self-serve carwashes will
give way to short express conveyorized tunnels to fill the
revenue void.

Local distributors and technical service companies will
survive only with superb and knowledgeable service capabili-
ties and diverse product lines. The days of single manufacturer
local suppliers will be a thing of the past.

Carwash equipment manufacturers will be fewer in
number. Famous companies that have served us well will be
gone from the roster. The surviving manufacturers will be
forced to offer less innovation and less
customization.

When will it end? Take that question
to your banker if they are still in business.ll

John H. Hansen is a principal owner in Advanced
Car Wash Equipment, LLC, and has thoroughly *®
enjoyed more than 40 years in the carwash in-
dustry. He can be reached at advancedwasheg@
comcast.net.

John H. Hansen



Delivering Innovative In-Bay Automatic Vehicle Wash Systems \\orldwide

PDQ takes enormous pride on being the leader in the In-Bay Automatic Vehicle Wash System Industry and we are dedicated to
providing you with the best equipment that carries our tradition of Performance, Dependability and Quality every step of the way.
Our touch-free LaserWash® 360 and Tandem® RiteTouch keeps this tradition strong and gives you the choice to satisfy the
discriminating needs of your customers

Arielouct?
The PDQ Tandem® RiteTouch is a unique soft-touch vehicle wash
system that allows you to differentiate your business from your competitors
sites by providing customers with a bright, wide open and inviting wash bay.

LASEMUWARASH

PDQ's Touch-free LaserWash® 360

with it's overhead design and innovative * '

vehicle positioning system keeps the

bay floor open and unobstructed, making it easy and inviting for customers to use.
The LaserWash® 360 allows more opportunities to enhance your revenue with:

* Two brush design delivers a quiet
gentle wash that delights your
customers and keeps them coming
back for more

*Overhead design keeps the floor
open and unobstructed

* Faster wash cycles to improve
vehicle throughput

¢ Integrated dryer options with FlashDry
Technology to shorten your
wash times

*360° side brush navigation
provides the most effective

cleaning when combined with the *Web browser technology allowing you

* Reduced water, electricity
& chemicals allowing you to
lower your operating costs

* Enhanced arch control for better
detergent coverage and
bug removal

*Web browser technology allowing you to

remotely configure wash packages,
program machine functions and
monitor sales activity, eliminating
unnecessary visits to your wash sites

widest top brush on the
market today

* Package-selectable triplex dual
rotating wheel cleaners with high
pressure blasting and chemical
applicators provides exceptional
wheel cleaning and up-sell
capabilities to increase revenue

to remotely configure wash packages,
program machine functions and
monitor sales activity, eliminating
unnecessary visits to your wash sites
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Feel comiortable in your decision to purchase PDQ Equipment. I
We are proud to be part of JITI) CORPORATION A Fortune 500 Company. (NYSE:DOV) Vehicle Wash Systems

n COMPANY

PDQ Manufacturing, Inc. 1698 Scheuring Rd. De Pere, WI 54115 USA (920) 983-8333 e 1-800-227-3373 www.pdginc.com



VENUS & MARS

Dear Venus and Mars,

I you were Che President of the United Stales,

Ao wwoul/d you £ix the mess 2A/s cOanZ‘ry /IS in?

Venus Says

I would work on jobs and increasing
the amount of cash that hard-working
Americans could spend to keep the econ-
omy growing.

I do believe that we should be trying
to be environmentally friendly however, I
would delay it for a few years because we
really can't afford it now. I would create jobs by only using US
oil. We have plenty of oil in the United States, but we need
pipelines and wells to make it available to us. This would cre-
ate jobs. If you don’t believe me take a look at North Dakota
where employment is increasing while the rest of the county
is seeing increasing unemployment. I would eliminate the
use of foreign oil completely. This would drive the price
down. If oil was reduced to $2.50 a gallon that would give a
lot of Americans additional cash to spend on other items. I
would also make sure a portion of the price of our oil would
be spent on making the US more environmentally friendly
within 10 years.

I would also repair and improve our infrastructure. It
should go out to bid to private companies so that they would
be competitive. We have so many roads, bridges and rails
that need major repairs that would create a lot of jobs. More
jobs — more money in the economy.

Employers need a reason to take the risk of hiring new
employees. They should receive a tax credit for any new po-
sitions to encourage hiring additional employees instead of
just increasing hours or workload for current employee.

I would address the student loan debt. We have allowed
the biggest injustice to our children. Students are signing
loan papers and they do not have any understanding as to
what their payments will be after graduation. They believe
Sallie Mae is a government agency instead of being the pred-
atory lender that it is. Sallie Mae, with the help of lobbyists,
has become the only debt that cannot be rolled into a bank-
ruptcy. That gave them a position of strength so they have

Linda Feriod

Continued on page 27...

Mars Says

Politics has never been a strong suit
of mine so answering this question is
quite difficult. I don’t know why anyone
would want the job of President of The
United States today. It just seems that get-
ting anything accomplished is impossi-
ble. There is too much bipartisan baloney
going on and most politicians seem to be more concerned
with their own agendas than the people they represent.

As a small business owner my whole life, I would have to say
that if I ever became President I would certainly want to make
a lot of changes to the laws that govern small business. Year
after year it gets more costly and less desirable to own a small
business. There needs to be more incentives for operating a
business in this country. Unemployment is at all time highs in
parts of the country, but the incentives for companies to hire
just aren’t great enough to put a dent in the problem.

As far as health insurance goes, it is just ridiculous that the cost
goes up 15 percent or more year after year. I don't know whose
fault it is, though, the president or the insurance companies. But
whoever is at fault, something certainly needs to be done with
that because it is just not going to be affordable soon. Good
health care is something that everyone should be able to afford.

I also never understood the whole income tax scale, which
is based on your income. I would make income taxes a fixed
percentage of your income. I don't understand why someone
should have to pay a greater percentage just because he/she
earned more money. A fixed percentage income tax, I think,
would be the fairest plan of any.

Our military make huge sacrifices to protect us and this
country. I don’t think that they receive enough benefits for
their duty. Although this probably won't do much to get us out
of the mess that we are in, I think better compensating them
would be one of my priorities.

All in all, I will never be President nor would I want that job.
I don’'t know what the answers are, but hopefully someone will
figure them all out soon. u

Paul Vallario

Venus and Mars, aka Linda Feriod and Paul Vallario, are carwash industry veterans. Linda has worked in her family’s carwashing business
for 18 years. She has also been the President of the Penn/Del Carwash Association and has managed the Car Wash Operators of New Jersey.
Paul Vallario operates Westbury Personal Touch Car Wash in Westbury, NY, and is the President of Urban Avenue Carwash Distributors and
Consulting. He is a board member of the New York State Car Wash Association.
If you have a question for Venus & Mars please send it to:
Media Solutions, 2214 Budd Terrace, Niskayuna, NY 12309, mediasolutions@nycap.rr.com
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GUEST COLUMN

The Battle of the Books

By Sara Park

When it comes to carwashes, ticket book sales are im-
portant. In many places they are critical to your success.
Many operators would like to replace the book with the gift
card; however, the book still remains strong and holds its val-
ue in the carwash world. The book isn't likely to be replaced
by the gift card, but there are some new and interesting ideas
when it comes to ticket books.

Deluxe Touch-Less
Car Washes
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Ticket books still reign supreme for many carwash customers.
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Ticket books help build brand loyalty. Hopefully, they
ensure that your customer will come back again and enjoy
the results of your carwash over another competitor. Ticket
books tend to offer between three and five carwash tickets in
each book. Many will argue which is the magic number. Con-
sumers tend to worry about the sale price. I urge you to look
at your tickets books and the pricing structure. I know many
operators who start their base wash ticket book at around
$40 (with 5 tickets). What if you offered a book with three
tickets for $24.997 You just went from $8 per wash to $8.33
per wash. The customer sees the $24.99 price as much more
friendly and you just increased your price per ticket. Yes,
some people say that this means you have to sell more. This
isn’t the answer for every operator, but in today’s economy
it’s an exercise you can't afford not to consider.

Why does the ticket book still reign over the ever-popular
gift card? It comes down to two simple facts. The first is that a
ticket book can be divided into multiple pieces. A person may
not feel as guilty spending the money on a ticket book if he
rationalizes that he can gift one wash to his spouse and one
wash to a friend or coworker. His anxiety level decreases be-
cause it's no longer a selfish purchase in his mind. Now he can
share the item. It’s kind of like getting to eat your cake and still
sharing it with your loved ones. It’s the best of both worlds.

The second reason is that people like the comfort of know-
ing what's in their wallet. How many times do you check your
wallet to make sure you have cash or a credit card before mak-
ing a purchase? How many of us have been caught at the reg-
ister without a form of payment. It's darn right embarrassing!
When something is stored on a gift card, you can't see the value
hidden in that piece of plastic. When you are in line at an exteri-
or carwash, you don’t want to get stuck without enough money
on your gift card. Don't get me wrong, gift cards are important.
They are great for giving as gifts, but how many people actu-
ally recharge a gift card? How many people use it after that first
use? How many people have miscellaneous gift cards floating
around in their wallets with no idea of how much money each
one hasleft on it?

What’s New?

So, now we get to talk about the fun stuff. What’s new
and interesting in the world of gift books? Just like many
things today, the environment is a big issue. Wasting paper
and resources is frowned upon. So what can we do as car-
wash operators to help with this? Of course we can use re-
cycled paper, which costs a fortune (in most cases). We could
also use less paper. After many years of working and rework-
ing designs, I believe I finally have a viable answer.

Get rid of the tickets! Yes, get rid of the tickets. Find a
way to put your tickets on your back cover. Perforate the
back cover and print the tickets on the inside back cover. You



can save more than 50 percent of the paper, which is very
eco-friendly and much better on your pocket. You can also
use your tickets to cross promote your businesses. For ex-
ample: Buy two carwash tickets and get $8 off your next
(you fill in the blank). Cross promoting on a carwash ticket is
a fantastic idea. You might even want to consider selling the
tickets at a discount just to increase your other business. It’s
a cost-effective way to distribute coupons or other offers.
These are just a few of the ideas that you may want to con-
sider in 2012. If I've learned anything about carwash ticket books
it’s that each operator is extremely passionate about their ticket
books. The pricing structure and design set each operator apart
from the next. That item becomes a branded item that speaks vol-
umes about the operator and their business. You may not want
to shake things up, but it's worth doing the
math to see if you can get ahead a little bit
more in 2012, |

Sara Park is marketing manager with Hoff-
man Development Corporation in Albany,
NY. You can reach Sara at spark@hoffiman-
development.com.

Sara Park
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Venus ... continued from page 24.

no desire to help our new graduates consolidate to fixed rate
loans so they can afford their payments. Our young college
graduates are drowning in student loan debt with interest
rates 5 percent higher than current mortgage rates. This has
prevented them from buying houses, cars, and other goods
even if they have good jobs. For graduates who have not been
fortunate enough to get jobs, their credit has been ruined
and that will take them years to repair, not to mention the
compounding interest.

The housing market also needs to come back before
we see a better economy. The new guidelines allowing
homeowners who have continued to pay their mortgages
on time even though they are upside down in value to re-
finance to get a lower rate is a great start. I would also
continue tax credits for home improvements such as new
heating systems, windows, etc. to keep the construction
industry working.

Last, but certainly not least, I would pass a law that would
not allow a Senator or Representative to begin their next cam-
paign until six months before an election. If we could get them
to stop running for their next term six months after they get
in office, maybe they would stop grandstanding on issues and
agree to help us get out of this mess. I would also implement
term limits. Maybe if they were not so busy trying to be reelect-
ed they would get to work and get something accomplished. H
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TOWEL TIPS

Building Up Your Towel Tool Box

By Valerie Sweeney

We often get asked, “What is the very best type of towel,
or combination of towels, to use in my wash?” Your towels
are important tools at your carwash. Just as you would reach
into your toolbox at home to grab the appropriate tool, con-
sider keeping a “towel tool box” on hand.

Many carwashes do use the same type of towel through-
out their wash, but many will use different sizes, styles or col-
ors for various tasks. Consider having the following towels as
part of your towel toolbox.

Terry Towels

Terry towels still remain the number one seller of all
carwash towels. While some washes will use a larger tow-
el, most carwashes use one that is approximately a hand
towel size, 16" x 27". These towels are normally classified
by their weight per dozen. Lighter weight styles are usu-
ally 2.5-3 pounds per dozen. Heavier weight towels are
usually 3.5-4.5 pounds per dozen. There are benefits to
having towels of different thickness at the wash. Thinner
towels are good if you are using them in tight spots, like on
a window or interiors. Thicker towels are better when you
are drying the body since they can absorb more water. If
you use a thinner towel for one application, and a thicker
towel for another, consider color coding so your employ-
ees know which one to use.

Microfiber

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

Hucks

Huck/surgical towels still play an important role in the
carwash industry. Many people still use them on the win-
dows. Why would you still want to keep huck towels around
when you use microfiber on the windows?

If you live in a colder climate, microfiber might give you
some trouble on the coldest, iciest days. They work really
well, but sometimes the moisture will freeze in the fibers of
the towel if it is extremely cold. Cotton towels do not seem to
become affected to the same degree.

Rags

Whether you recycle your old body towels into cut-up
rags, or if you purchase them, having a box of rags around
will help prevent having any good towels ruined. Rags can be
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used on the dirtiest parts of the vehicle, including cleaning
wheel wells and doorjambs. Rags also come in handy for any
maintenance issues that may arise, or even for cleaning your
common areas.

Many carwashes already have a good towel system in
place. You should always use whatever towels work best
for your wash. If you run into certain 81tuat10ns where your
regular towels don't exactly fit the job,
consider keeping some back-up towels in £ =
that “tool box” of yours. |

Valerie Sweeney is a towel consultant with ERC
Wiping Products. You can reach her at 800/225-
9473 or at erc@ercwipe.com.

Valerie Sweeney

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

WELCDME

Acceptance/Dispensing Options HTK G/L Plus G/L

Cash X X X

Coins X X X

Tokens X X X

Bonus Token Dispensing X X W/Bonus Token
Vendor

Dual Bill Dispenser X

Single Bill Dispenser X

Hamilton Tokenotes® with XE Validator X X

Wash Package Codes X X X

Coupon Codes X X X

Credit Card Acceptance X X Optional

Customer Value Cards X W/DAN W/DAN

Paypass Credit Card Acceptance X

Features

Receipt Printer X X Optional

Dual Coin Hoppers X

RFID Compatibility X X X

Gate Compatibility/Single Lane X X X

Gate Compatibility/Multi Lane with PLC X X X

A’La Carte X

Communication Call Button Input X

High Security Door X X X

Alarmed

Separate Locked Cash Chamber X

Password Required/Protected X

E-mail or Text Notifications X W/DAN W/DAN

Heavy Duty Interior Locks X

Heavy Duty Exterior Locks X X X

Security Camera X

Custom Graphic Display X X W/5.7 Display
Option

Video X

Special Event Times & Pricing X X X

Bi-lingual X

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



A SIGN OF THE TIMES

What Happens When Signage and Architecture Meet

By Perry Powell

Recently, I visited a client to discuss signage at hislocation.
He disclosed that he would be spending a proposed $100,000
to upgrade the architecture of his building. Signs would be ex-
tra! As I looked the building over and went through my nor-
mal routine street survey, I came to a different opinion. I asked
the owner if he would allow me to offer an alternative to the
$100,000 facelift. He seemed set back a little that I thought I
could accomplish turning what he called “a plain, drab build-
ing” into a masterpiece using signs alone.

I'stated that I thought that the building was fine, but that
it was missing the crowning jewel at the front of the building,
and we could address the perceptions of the building with
the correct sign design vision.

We also visited the existing pole sign in front of the wash,
which was grandfathered, and could not be replaced. It was
obvious that the sign had originally been a sign for a Sonic
Drive Thru. This would take some creativity!

As the design phase began, the challenge was to envision

Spending $100,000 on a facelift for this wash wasn't necessary when signage and architecture
met and this wash's owner realized that the right signage can make all the difference.

The washis former signage was ineffective,
dated and nothing special.
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the building completed with the crowning piece that would set
it apart. By reaching outside the conventions of normal sign de-
sign, something truly unique and beautiful was created.

Recalling the old theater marquee signs and the cano-
pies of bygone hotel entrances, a concept was created that
brought art to architecture through the medium of the sign.
Architectural purists and city planners have often seen the
sign as marring the beauty of commercial architecture. Even
architectural icon, Frank Lloyd Wright, used signage in a
simply historic way in the commercial building designs that
would become part of his legacy.

With care, a sign that is functional, complimentary to the
building design and effectively beautiful can be crafted. Atten-
tion to detail was the word of the day. The construction fol-
lowed a strict path of quality. The illumination of the building
sign was all cost saving and virtually maintenance-free LED
technology. Lightweight construction methods were also used
to eliminate unnecessarily expensive, old-fashioned steel con-
struction. Good engineering reduced the cost of materials.
Passing energy, construction and maintenance savings on to
the carwash owner makes the sign even more appealing.

The existing street sign, which because of grandfather-
ing could not be changed in size, was repurposed. The an-
tiquated manually changeable copy sign was replaced by a
basic, albeit modern, electronic version. The new identifica-
tion faces were formed with new graphics to offer a compli-
ment to the transformative building sign while not compet-
ing with it.

The result is sign centric advertising. The whole of signs,
architecture and color become one extraordinarily large and
effective sign. This manner of using signs helps businesses
beat otherwise difficult and overly restrictive sign codes.

Effective signs mean cars. Cars mean revenue. Revenue
means a happy owner. Oh, by the way, the new signage was
about 40 percent of the proposed architectural changes. The
architectural proposal would have been in addition to any
signage needs after the fact.

If your site looks tired, start with the sign, but don’t rely
on your own expertise. Call a professional! They might be
able to see what you, as an owner, cannot. |

Perry Powell is a Commercial Sign, Image and T
Carwash Consultant. He works with business E -
| T

owners to assist in creating the correct image

with the public including the placement of sci- ] =
ence based signs, neuro-marketing menus, * i |
neuro-marketing sales presentations, appro-

priate business best practices and conducting \
hearings before cities. He can be reached at f
817/307-6484, perry@perrypowell.com or www. el

perrypowell.com. Perry Powell

WASH ME //
EXPRESS .\’

CAR WASH

FREEVI

@ copyright 2010: Perry Powell Consulting

Poyendd..

EXTRAORDINARY!

SIGNS
THAT
PRODUCE
TRAFFIC

Perry Powell Consulting
www.perrypowell.com

Call Today!
Let’s Talk About It!
817-307-6484

Northeast Carwasher, Winter 2012 | 31



GARY’S TECH TIPS

Keeping Out The Cold

By Gary Sokoloski

Now that winter has set in and the cold air is blowing
through every crack and crevice it can, take some time to seal
up the places where cold air is coming in and consider adding
aheater or two in the coldest areas of your building, tunnel and
bays. Most of what needs to be done is not much more than you
would do around your own house. Take the time to keep the
warm air in and the cold air out. If you are not up to the task,
many utility companies or private firms offer energy audits that
will identify areas of concern and fix them as needed.

The first place to start would be any exterior door, be
it an overhead garage door, an entrance door or equipment
room door. Check the weather stripping around the outside
of all the doors and replace any torn pieces and use caulking
to seal up anywhere airflow is detected. This also includes
the bottom of the door. If the sweep on the bottom is torn or
not making good contact with the floor, replace it.

Now that any major air leaks have been stopped com-
ing in through the exterior doors into the building, look at
all the other penetrations coming in from the outside. These
are most commonly found around where the utilities come
into the building. There may be gaps around the electrical
service entrance, Internet and phone conduits as well as any
irrigation or other conduits leaving the building to the out-
side. These air gaps can be filled with regular caulking or use
an expanding foam insulation to fill larger holes.

All too often we forget to look up. Inspect any of the pipes
or conduits going through the ceiling or roof. Heat rises and
any gaps will allow the heat from the building to rise and go
outside. Look at the seals around any exhaust pipes for your
heating system. Check around all plumbing vent pipes as well.
It may be necessary to use steam or smoke to find these leaks.
Typically, there will not be cold air coming into the building
from the roof. You have to look alittle harder for these air gaps.
There is a more technical way to do this, but there are some
low-tech methods that will work just as well. It can be as easy
as using a steamer you would use to remove wallpaper or a
portable humidifier. An incense stick or a can of fog works if
you want to use smoke instead of steam. Always have safety in
mind while checking any area with steam or smoke to be sure
there are no combustion issues in the areas you are checking.

Finally, inspect any other equipment that is mounted
through the walls of the building. These include bill chang-
ers, vending machines, meter boxes and all the other pen-
etrations. Many times these machines are securely attached
to the building, but are not very well sealed for air leaks.
Make sure that any heaters installed inside these machines
are working. If they do not have heaters, consider adding
them. The metal the machines are made of conduct the cold.
They also have the most openings to the outside air from the
slots for inserting money, dispensing change and product.
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Heaters in these machines will compensate for the openings
and also keep the machine running more reliably.

Once you have either completed this yourself or con-
tracted it to be done, look to find any cold spots in the build-
ing and try to equalize the temperature throughout the en-
tire building. Many times this is possible by just getting more
air circulation. It does not always mean that additional heat-
ers are required. Adding circulation fans to transfer the heat
from the hot areas typically near the furnace or boiler into
the cold ones may be all that is needed. This will help the
overall conditions inside the building and provide for a more
comfortable work place.

Keeping out the cold can be a diffi-
cult task at times when the winter wind
is blowing. Using some common sense
and easy insulating ideas can help save
fuel and money. Over time, these little
improvements will pay for themselves. B

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

Gary Sokoloski
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GUEST COLUMN

Looking Back to Connect the Dots

By JoAnna Brandi

It was nearly impossible to pass a newsstand with-
out seeing a photo of Steve Jobs for weeks after his death.
Magazines, papers and blogs alike were paying tribute to
the man who taught us much about destiny, design and
connecting the dots. (“You can’t connect the dots moving
forward, you can only connect them looking backward.”)

I remember reading the commencement speech
he made in 2005 at Stanford and went back to read
again what he said, describing his own life and his own
learning.

I was struck with his wisdom and the secrets to his
success. He said, “Your time is limited, so don't waste
it living someone else’s life. Don’t be trapped by dogma
- which is living with the results of other people’s think-
ing. Don’t let the noise of others’ opinions drown out your
own inner voice. And most important, have the courage
to follow your heart and intuition. They somehow already
know what you truly want to become. Everything else is
secondary.

The way he lived his life was the way he lived in his
business as well. So when I read Jim Blasingame’s blog en-
try about Steve and his unique business model, I knew I'd
be passing it along to you.

There’s so much wisdom in Jim’s analysis here:

“You probably didn’t know Steve Jobs, but he knew you.
The iconic co-founder of Apple, too soon taken from us,
knew what you wanted before you knew you wanted it. Let’s
call that the Jobs Model: Desire follows solution.

To be sure, there have been others like Jobs. Indeed, the
Jobs Model could be named for geniuses like Bell, Edison
or Marconi. But, as Peter Meyer points out in Creating and
Dominating New Markets, for every one of these successful
visionaries, there are thousands who failed with a solution
in search of a problem.

Their failure wasn’t because they weren't entrepreneur-
ial enough; they just used the wrong model. This will be on
the test: For all but a tiny number of entrepreneurial genius-
es, the Meyer Model - customer problem first, then solution
- is the high-percentage play.

Understanding these odds, it's easy to see that most of
us should focus our entrepreneurial energy as Peter Meyer
recommends, rather than try to be like Steve, Alexander,
Thomas or Guglielmo. But heres good news: You can follow
the Meyer Model and still be like Steve.

Steve was an innovator. You are too, but to really be like
Steve, you must never stop innovating. Steve was customer
focused like you; it's just that you ask customers what they
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want first. Steve was on an uncompromising quest for excel-
lence. Of all the things we know about Jobs that you should
and can emulate, this has to be on top of the list - always
seek excellence.

The world is a better place for the entrepreneurial ener-
gy of Steve Jobs. But that doesn’t make your efforts any less
important. In the aggregate, more success and contribution
has been achieved because entrepreneurs like you followed
the Meyer Model: Ask what customers want, then create and
deliver that.

Rest in peace, Steve Jobs; we're glad you knew us.”

When I read Jim’s post I immediately thought about
what I call the “both/and” model. How can we ask our
customers what they want, create and deliver that AND
be insightful enough, intuitive enough to anticipate what
they will need in the future - even before they know they
need it?

Here’s a question I ask in my seminars. “What needs do
your customers have now - that they don’t know about yet?”

There’s usually dead silence for a few minutes after I
ask the question. Then I repeat it and watch for the signs
on people’s faces that they “got” it.

“Well, you know...” And someone starts the conversa-
tion off and we find that most have some kind of intuitive
sense of what their customers will need or want next.

What needs do your customers have - that they don't
know about yet? What will they crave, desire, need in the
future?

When I started my business 21 years ago few people
had a need for learning about something called “CARE.
Service yes, CARE, no. My intuition caused me to take a
great leap of faith and build a business based on the con-
cept that emotions were a critical part of business and
that those companies that could inspire CARE (not just
service) would be the ones to grab market share that last-
ed and build loyalty that would bring referrals and posi-
tive word of mouth.

There were no Internet networks then, or Twitter or social
media. Connecting the dots backwards -
it was a good move! |

JoAnna Brandi is the author of “54 Ways to
Stay Positive in a Changing, Challenging and
Sometimes Negative World.” You can learn
more from JoAnna at Joanna@customer-
carecoach.com or visit www.ReturnOnHap-
piness.com.
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Shore Corporation, Pittsburgh, PA

TREASURER . Richard Copenhaver
D & L Systsems. Newnville, PA
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Kingsley Blasco & Associates. Newville, PA

ASSOCIATION MANAGEMENT
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Carwash Association of Pennsylvania
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Email: dawnwkeefer@comcast.net
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Cliff Reed. Hydro-Spray Wash Systems, Inc..
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Carwash Association of Pennsylvania
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Ph: 717/648-0159 « F:717/502-1909
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Carwash Association of Pennsylvania.
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PRESIDENT’S COLUMN

Unpredictable weather is simply a fact of life for Penn-
sylvania carwash operators. We go into the carwash business

Keith Lutz

knowing for all of those wonderful sunny days of summer, “Old Man Winter” is just
waiting to reciprocate. Further, what the other six months bring are anyones guess.
While there is nothing we can do to control the weather, we can be in control of how
our carwash is going to perform this winter washing season. As operators we need
to make sure our facility equipment is functioning on par, and be prepared for when
that winter weather breaks with a brief rise in temperature and glimpse of the sun
that get owners ‘chomping at the bit” to wash away all of the salt and road grime
that has been accumulating on their vehicles. These washing days can be some the
industry s busiest days and the last thing we want to be dealing with is malfunction-
ing equipment that drives our customers off to our competitors.

So, have you winterized your carwash? We all know too well that carwash
equipment isn't cheap, nor is maintenance, however, it is cheaper than having to re-
place equipment prematurely or losing profits on a prime washing day because youre
scrambling to repair equipment you failed to maintain. Mother nature already gives
us enough downtime, we need to use this time wisely to maintain our equipment.

Additionally, don't forget to make the seasonal adjustments to your wash
operations. Washing cars in the winter is different than washing them in the summer.
Different wash times, chemical adjustments and equipment adjustments should be
incorporated into winter operations as in the end this will help with your bottom line.
Don't be ‘a penny wise and a pound foolish.” Invest the capital required to perform a
Jfull preventative maintenance examination on your facility and make sure you have
all of the supplies and tools you're going to need this season to give you the peace of
mind of knowing you are prepared for whatever mother nature brings this winter.

Membership Matters

CAP continues to recruit members to serve on the Association board. We
recently welcomed Barry Enck from Loysville, PA. CAP has worked diligently to create
a board that is conservative of your time. Board meetings are under an hour and
are conducted via conference calls. Additionally, we have professional support that
helps facilitate the ideas and plans of the board to minimize board members’ time.
Remember this Association is supposed to be representative of you and your vision

Jor this industry. Your participation and contributions are essential.

Please mark your calendar now for Thursday, May 24, for the Car Wash As-
sociations Annual Dinner and Tabletop show. The event will be held at the Hollywood
Casinos in Grantville, PA. Attendees can once again enjoy a birds eye view of the
horse races that will be taking place throughout the evening while socializing with
colleagues and industry professionals.

CAP's Annual Fall Golf Outing will take place again in October. Look for
event details in CAPS next newsletter.

Lastly, remember that as youre drafting your 2012 budgets, there are a variety
of programs available to CAP Members that can aid in improving your bottom line. If

Continued on page 38 ...



Grace For Vets thanks those that

honored ALL military service with - 2011 -

a FREE wash on November 11. A RECORD-
Want to get involved in 2012?
Join Today - It’s Fast, Easy & FREE! BREAKING
Register your wash today at graceforvets.org. YEAR!
Once registered, you’'ll have access to FREE marketing
materials available to promote your participation! * OVER 800 COMPANIES
Why Join?

y * OVER 1700 LOCATIONS
* Your recognition of being part of an industry-wide program

that supports ALL military service * 4 COUNTRIES

* 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 Final wash numbers were not available
* |n-Bay Automatic e Exterior Service Automatic at time of reporting. Please check
e Full Service graceforvets.org for final total.

For more information about Grace For Vets:
Call 717.733.7090 or visit graceforvets.org

Find us at: graceforvets.org % JOIN TODA Y!




President’s Column ... continued from page 36

you haven't spoken with anyone about energy procurement yet,
you are wasting money. Savings may initially look minimal, but
as the market continues to open up in Pennsylvania the rates will
only get more competitive as energy vendors fight for our business.
This is only one of many programs offered to CAP members. Con-
tact the CAP office at 717/648-0159 for more information. Don't
Jforget to look for your 2012 membership renewals in the mail.

%{/ -

Keith Lutz, President
Carwash Association of Pennsylvania

Grace for Vets Program
Goes Inter-Continental

Grace for Vets, a united front of GRACE‘

carwash operators dedicated to hon-
oring veterans and those in military
service, proudly welcomes the Austra-
lian Car Wash Association (ACWA) as
apartner in its mission to give back to
those who protect and serve.
Annually on November 11, carwash operators registered
with Grace for Vets provide free carwashes to Veterans and ser-
vice personnel to honor their sacrifices. In 2010, Grace for Vets

Reduce Water & Sewer Cost

Reduce Labor Cost By Minimizing participants donated 101,537 free washes at 1,253 locations
Ice Build Up In Your Bay across the country. With the addition of Australia’s carwash op-
erators to its ranks, Grace for Vets expands its already extensive

Eliminate Water Weep ing network of participants in North America to include carwash

companies on another continent. “The Australian Car Wash
Association sees the Grace for Vets program as a unique way
for our carwash operators to help honor service personnel and
Veterans around the world. Presently, there is no other program
of this kind in Australia on Veterans Day - or as we call it ‘Re-
membrance Day’;’ shared ACWA Chief Executive Charles War-
) - ren. “Australian Car Wash operators are more than happy to join
A programmable logic controller controlled by amibi- with their colleagues in the USA and Canada to recognize and
gnf ’rempero’rure,. the Gb'“T_y fo monifor cerfain give back to our vets and current servicemen and women.

inputs ‘?“d fo pr‘OVIde. CUStom'_Zed output control fo Visit the Grace for Vets’ website at www.graceforvets.org
pre-deigned fluid/air solenoid arangement. The for program and 2012 registration information. It’s free to

combination of air and anti-freeze mixture purges . d inquiries b i P 1
the fluid filled lines free of freezable liquids join, or send inquiries by email to graceforvets@gmail.com,
’ - orcall 717/733-7090.

About Grace for Vets
Grace for Vets is a non-profit organization founded by Mike
Mountz, CEO of Cloister Wash & Lube in Ephrata, PA. Since its
inception in 1998, Grace for Vets has been honoring Veterans
and service personnel for their courage and protection by pro-
viding them with free carwashes on November 11 each year. ll
For more information, visit www.graceforvets.org.

SubZero is the combination of latest technology,
industry standard components, and a pre-engineered
plug and play design to protect exposed fluid lines
from freezing.
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Cloister Wash & Lube’s York Location
Gets Old-Time Makeover

By Alan M. Petrillo

Cloister Wash & Lube has taken a dual approach to the
renovation and remodeling of its York, PA, full-service car-
wash - marrying new equipment and a refurbished physi-
cal plant with a trip down memory lane into what a country
town looked and felt like in the 1930s and early 1940s.

“We're a traditional full-service carwash where we vacu-
um at the beginning, send the cars through unattended, and
take care of the windows and finishing touches at the end;
said Randy Fox, director of maintenance.

Inside the facility, Cloister has what it calls “Customer-
land;” or an area where customers, while waiting for their cars
to be cleaned, can purchase Cloister gourmet coffee, candy
and flowers, as well as gift cards, gift wrap, cleaning supplies
and window cleaners, Fox pointed out. Each of Cloister’s four
full-service locations (York, Ephrata, Lancaster and Reading,
PA,) feature a “Customerland.”

But the York facility now goes a step
farther by giving customers a unique
opportunity to experience an old coun-
try town from the 1930s and '40s while
walking the hallway adjacent to the
wash tunnel.

“Our owner, Mike Mountz, believes
in reinvesting in the business, and has al-
ways tried to keep our facilities as clean
and well organized as possible,” Fox said.
“With the renovation at the York loca-
tion, Mike felt it was a good opportunity
to put together an additional experience
for customers.”

A series of ceiling-high murals along
the interior corridor first depict country-
side, then gradually move into a country
town, giving customers peeks into build-
ings and shops. Five different murals are
set up to entice customers into the town,
while others serve as backdrops for oth-
er attractions, such as boys and girls tree
houses, hanging nine feet off the hallway
floor. The murals show depictions of
people and vehicles from the earlier era,
as well as houses, modes of dress, a train
station, and the facades of buildings.

The interior hallway also has six
glass locations where customers can
keep an eye on their vehicle as it goes

Three individuals brought Mountzs vision to
reality: The extensive murals were painted
by Wayne Fettro. He was also responsible for
color selection and signage. Lu Rohrer was in
charge of decorating and the retail products
display area and rounding out the team was
Cloister Director of Maintenance Randy Fox.

for the old country town murals came from Mountz, Fox said it
was a team of three employees who were responsible for mak-
ing them a reality. That team included Fox; Wayne Fettro, who
painted the murals and was responsible for color selection and
signage; and Lu Rohrer, who was responsible for decorating and
the retail products display area.

“Mike had the vision of what he hopes it will look like,
and the team of the three of us looked at the existing space
we had and came up with a rough sketch of how we thought
it should look when finished,” Fox said. “We tackled it section
by section and consulted with Mike, getting as creative as we
could and adding or subtracting things as needed. Mike was
always around to help out and give us different ideas”

Fox noted that the team tried to do a lot of the work off
site, where possible, and bring the finished pieces into the
carwash for installation.

“The carwash operated
during the entire refurbish-
ment,” Fox pointed out. “We
did not close down a single
day because of it. The reno-
vation work that we did in
the tunnel itself was done at
night, so it didn’t affect day-
time carwashing?”

In the lobby, or “Customerland”
as its called, a customer can get
candy, flowers, a cup of joe or

auto supplies. Its warm, inviting
décor is welcoming.

through the wash, from the prep through
the arches to the tire cleaner, the blow-
ers and the exit.

While the concept and general vision
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Fox noted the murals were designed to make the car-
wash customer’s experience as interesting as possible, and to
have them bring their friends to the facility to see the murals,
perhaps making new customers.

“The bathrooms are quite unusual,” Fox said. “The men’s
room has an outhouse feel to it, where the water closet is en-
closed by fencing and a wooden roof, with a sliding wooden
handle on the door. Murals inside the bathroom depict look-
ing over a fence into the countryside.”

The men’s room faucet has a water sensor hidden in an
old oilcan that serves as a spout, splashing out onto an alu-
minum plate sink. The sink sits on an old water barrel, which
has a rain downspout joining it to the wall so it appears the
downspout drains into the barrel.

The ladies’ room is done in a late Victorian style fashion,
with books, old hanging hooks and feminine lace garments
as decorations.

The renovated facility reopened this past July and Clois-
ter sponsored a Customer Appreciation Week following the
opening to benefit the American Red Cross.

The entire mens
room has a bit of a
rustic, ‘outhouse”

feeltoit. The hand-
painted murals were
designed to create
customer interest
and discussion.

Sharon Ramp, Cloister’s director of marketing, said
from Sunday through the following Saturday, the York fa-
cility offered 50 percent off all basic washes as part of the
celebration. In addition, if a customer donated money at
the American Red Cross booth inside the facility, Cloister
gave them a free best wash that they could use until Oc-
tober 30.

“We started and ended the week with a live radio re-
mote, served donuts and coffee every morning and hot dogs
during the day,” Ramp said. “We also gave away door prizes,
gift boxes, waxes, tire shines and free washes. We wanted to
show off the facility to as many people as possible”

Ramp said between 9,000 and 10,000 vehicles were
washed at York that week, and many more people came by
to tour the remodeled facility.

“A lot of people came inside to contribute to the Ameri-
can Red Cross,” she noted. “We were able to raise just under
$10,000 for them from that single location.” |

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing
editor of Northeast Carwasher.

The ladies room has a late Victorian feel complete with
books and a lacy feminine touch in its decoration.

In the men's room at the
York location the faucet
has a water sensor hidden
in an old oilcan that serves
as a spout. The sink sits on
an old water barrel.

Northeast Carwasher, Winter 2012 | 41



CONNECTICUT CARWASH ASSOCIATION
PO Box 230, Rexford, NY 12148

800/287-6604 « Ph/F:518/280-4767

E-mail: mediasolutions@nycap.rz.com

Contact: Suzanne L. Stansbury, Executive Director

OFFICERS

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

Vice-President - Ron Manning
Splash, Stamford, CT 06902, 203/324-5400

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

DIRECTORS

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

Scott Hohenforst, Empire Chemical Sales, Inc.
19 Washington St.. Gloversville, NY 12078

518/725-5588

Brian Kelly, Shoreline Quick Lube & Car Wash
2 Center Rd., 01d Saybrook. CT 06475, 860/388-5666

Doug Lutz, Crossroads Car Wash

51 Grassy Plain St., Bethel, CT 06801, 203/270-7573

Dave Petit, Simoniz USA

201 Boston Tpk.. Bolton, CT 06043, 860/280-5620

Bob Rossini, Mark VII
543 Winsted Rd., Torrington, CT 06790. 860/866-7350

PAST PRESIDENTS

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

CCA MISSION STATEMENT

‘The Connecticut Carwash Association (CCA) is a member-driven association:
it exists solely to serve members needs. protect members best interests, and
to be responsive to members requests. The list of tangible CCA membership
benefitsis long (and growing), but the list of intangible benefits s 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 industrys most successful operators? Stay active in your local
industry trade association.

WEWASHCTCARS.COM
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PRESIDENT’S COLUMN

2011 is history and in good fashion. The carwash in- Todd Whitehouse
dustrys heartbeat is determined by the weather and this year

was no exception. 2011 was historic as Mother Nature threw us many curveballs
with massive snowfalls, tornados, tropical storms and freak October snows which
kept many of our homes and businesses in the dark for an extended amount of
time. In short, sayonara”to 2011, and the past, and heres to our prosperous 2012,

which we all deserve.

A couple of reminders for upcoming events:

% March 28, Mini-Expo, Marriott Courtyard, Cromwell
s September 18, Golf Invitational
% October 1-3, NRCC, Atlantic City, N] *CCA Hosts!!!
You can visit our website www.wewashctcars.com for more details and
other great links to our Association. By joining our membership, your support helps
our dedicated volunteers to better the industry for all of us. We look forward to seeing

you soon at one of our events.

Todd Whitehouse
CCA President

Remember last winter?
This photo is from

Mario’s Car Wash.

Will Connecticut get that
much snow again in 2012?
Stay tuned!




ETOWAH VALLEY EQUIPMENT, INC.

Designer — Manufacturer — Distributor
Of Quality Car Wash Equipment

YOUR ONE STOP
SOURCE FOR ALL YOUR

CAR WASH NEEDS!
“Old Faithfﬁl”
Profit Center

QuickPay

Reasonably Priced
Credit Card Meter

mmm |

To Fit Your Existing Meters = T ﬁ

FINDING INNOVATIVE E Sea0e | {
-

SOLUTIONS TO  Howssesses =

BRING YOU MORE
BUSINESS See Us In

AND MAKE YOU  Atlantic City

Easy To Add =
Additional Functions For Specifics
To Your Car Wash

Distributor
Inquiries
Welcome

We Stock A Full Line Of Self Serve Systems Built
Coinco & Mars Validators To Your Specifications

47 Etowah Center Dir. Etowah, N.C. 28729
Shop/Tech Support (828) 891-7768 Toll Free 1-888-920-2646
E-Mail: im@etowahvalleyequipment.com Web Site: www.etowahvalleyequipment.com



CCA Honors Jason Rojas at
14th Annual Golf Classic

FARMINGTON, CT - The Connecticut Carwash Associa-
tion’s 14th Annual Golf Classic, September 20, at the Tunxis
Plantation Country Club here honored State Representative
Jason Rojas with its 2011 CCA Legislator of the Year Award,
according to CCA Golf Chairperson and President Todd
Whitehouse. Rojas, who serves the 9th Assembly District
(East Hartford, Glastonbury and Manchester), was honored
for his outstanding efforts on behalf of all the citizens of Con-
necticut, his support of small and family-owned businesses,
and his ability to help create a strong business climate. Rep-
resentative Rojas was presented with a plaque by CCA Lob-
byist PJ. Cimini and President Whitehouse. “Jason Rojas has
been a strong supporter of the CCA and was instrumental
in our recent legislative victory which kept sales tax off our
carwash services,” said Whitehouse. “He is a true friend of
the CCA and extremely worthy of this honor”

The 18-hole event includes breakfast, lunch and dinner,
extensive raffle prizes and a chance to win a car! “It’s really a
great outing for the money,” said Whitehouse. “We have pur-
posefully kept our registration fee low so it is affordable to
members and non members alike”

The skies might have been a bit overcast, but the setting,
Tunxis Plantation Country Club, was picture perfect.

Picturesque Tunxis Plantation Country Club in Farmington never disappoints.

Team Simoniz Squeaks Out Stanley Street

Dave Petit, Peter LaRoe and John Hay of Team Simoniz
took home first place trophies with a -12. Team Stanley Street
was close behind but did not take home this year’s prize. Bill
Mahon had the Men’s Longest Drive and Joan Larkin had the
Women’s Longest Drive on Hole #5. They each received a $25
gift certificate to the pro shop. Peter LaRoe had the Closest
to the Pin on Hole #16 and received a gift certificate as well.

Many raffle prizes including a Callaway Driver, a Cleveland
Hybrid, a 32" and 19" Sansui television, a Magellan GPS, Sony
Stereo, Golf Bag, iPod, wine, gift cards and a 10.1", 16 gb tablet,
provided 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 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 Mang Insurance, Media Solutions/Northeast
Carwasher and National Ticket Co.; Golf Cart Sponsor Simo-
niz USA; Coffee Break Sponsor Torrington Car Wash; Water
Bottle Sponsor ZWash Systems; Golf Towel Sponsor ERC
Wiping Products; Driving Range Sponsor Blendco and Hole-
In-One Sponsor Mitchell Auto Group.

Hole Sponsors included Autoshine, CSI/Lustra, DRB Sys-
tems Inc., Magic Minit Car Wash, Mighty Auto Parts, Mr/Mrs
Autowash, Mr. Sparkle, Ryko Mfg. and Smith Insurance. |

Blendcos Steve Ludman.
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Team Larkin made the trip
from New Hampshire! Pictured
are Andrea Johnson, Kay Stack,

Sandy Miller and Joan Larkin.

|
o TR ,

The team from New England Car Wash Equipment are all smiles! John Millerick, Dan Walsh and Tom Tessitore strike a pose.

Continued on page 46 ...
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Golf Classic ... continued from page 45.

E il g .
CCA President Todd Whitehouse presents the evening’s big winner, Tom Tessitore
with National Ticket, with an Eee Pad Transformer compliments of CAR Products.

Ladies Longest Drive winner Joan Larkin and Todd Whiteshouse.

Mr. Sparkles Paul Ferruolo takes home the flat screen tv prize
Team Tracy never goes down without a fight! from CCA President Todd Whitehouse.

46 | Northeast Carwasher, Winter 2012




Mario’s Car Wash Receives
2011 Best of Waterbury Award

Marios Car Wash, Waterbury, CT, was selected for the
2011 Best of Waterbury Award in the Automotive Washing
& Polishing category by the US. Commerce Association
(USCA). The USCA “Best of Local Business” Award Pro-
gram recognizes outstanding local businesses throughout
the country. Each year, the USCA identifies companies that
they believe have achieved exceptional marketing success in
their local community and business category. These are local
companies that enhance the positive image of small business
through service to their customers and community.

Various sources of information were gathered and ana-
lyzed to choose the winners in each category. The 2011 USCA
Award Program focuses on quality, not quantity. Winners
were determined based on the information gathered both
internally by the USCA and data provided by third parties.

U.S. Commerce Association is a New York City-based
organization funded by local businesses operating in towns,
large and small, across America. The purpose of USCA is to
promote local business through public relations, marketing
and advertising.

The USCA was established to recognize the best of lo-
cal businesses in their community. The organization works
exclusively with local business owners, trade groups, profes-
sional associations, chambers of commerce and other busi-
ness advertising and marketing groups. Its mission is to be
an advocate for small and medium size businesses and busi-
ness entrepreneurs across America. To learn more visit www.
uscaaward.com. |

23" MINI EXPO
March 28
Marriott Courtyard, Cromwell

Don’t miss out on the longest-running
tabletop on the East Coast! Innovation,
technology and the opportunity to
interact with fellow operators!

Sponsorships Available
Vendor Registration call 800/287-6604 today!
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At Car Wa hing Systems we are
dedicated to prowdmg our customers

S Withiguality'car wash' products,
S coupled with ‘our commitment
Stotoutstanding'servicetand’inStallation:
g . - CeVule L
w « o Forover20years ®
- Car Washing Systems,lInc.
continues to represent the mdustry's
top manufacturers specializing'in
Self Service Eqmpment
In Bay Automatics, .
¥ Cleaning Solutions and Pet\Washes:
We now also -represent"" '

.. ' :
Drlvepl.lr

PROTECTION SYSTEMS

SERVING:

Connecticut, Rhode Island, Massachusett's?.r J
Vermont, New,Hampshire, v
New Jersey & New York State

130 Pokorny Road
" P.0. Box 380 *Higganum, CT 06441 |
. Warehouse:'(860) 554-0727
Office: {860) 554-5127
Fax: (860) 345-3668 il
Email: carwashingsystems@comcast.nét’
Website: www.carwashingsystems.com
]
Your Northeast Distributor
@) Please call for more information.

>
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TIDBITS FROM COOKIE

True Confessions and
A Couple of Qutstanding Washes

By Cookie Anthony

Here’s a nugget of truth for all the people who go by car-
washes on a nice, sunny day and see cars lined up and say,
“This place is a gold mine!”

As I'write this column, the sky is so dark you need lights
on during the day. It’s been raining the entire week.

Most of the summer the city streets were very quiet, al-
most empty. People were away at the beach or lake. No one
notices when the weather is bad, when Mother Nature brings
ice and no one wants to be on the highways much less wash
their cars. Carwash business owners not only have to know
about equipment repairs, pleasing customers and hiring em-
ployees but they also need to be outstanding money manag-
ers. The bills need to be paid during lean times. Payroll needs
to be met in order to retain employees. It's a gigantic chal-
lenge when no revenue or profits were generated for weeks,
sometimes even months.

So, when the carwash is a “gold mine” the money has
to be carefully dispensed so the owner can dig into his/her
pocket later and carry the business when there’s no busi-
ness. In the carwash business, you can make dollars, but it
takes a lot of sense to survive.

True Confessions

Most women would love a diamond ring, but I often said
to Al, “Give me a Bobcat,” and I'm not talking about an ani-
mal! Bobcats are such a useful piece of equipment that makes
lifting heavy equipment and barrels light work. A Bobcat can
reduce the amount of hand shoveling of snow and pit dirt

; ' removal, and it can get into areas a
large truck or plow will miss.

Of course, storage of the
equipment could be a concern.
But, I'd throw away a diamond to
make space for a Bobcat. It’s a jew-
el worth investing in.

Avoid A Problem

Al said to me, “I thought you
just wrote about the Barn Car-
wash. I said, “Yes, but I keep see-
ing good things to share” Here’s a
single idea that costs nothing yet
could spare you problems.

Victor Olivares of The Barn Car
Wash in Saugus, MA, can oper-
ate one of Cookies favorite piec-
es of equipment - the Bobcat.
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When you empty a barrel
of soap or other product take
the stick-on label and put it
on your Hydrominder. Then,
the next time you need to ex-
change a barrel there will be
no question where the new
barrel should be hooked up.

What, Again?

Another win from Boston
Magazine for the full-service
Allston Carwash. This time it’s
the 2011 Best of Boston award!

This makes the fifth year
they've won this award (1999,
2000, 2006, 2007, 2011). In ad-
dition, they've also won best
car detailing in 2001 and 2003.

Along with their tunnel wash there is an Irving gas sta-
tion/convenience store at the location as well.

Their advertising claims “professionals pamper your car
like it was going for a spa treatment”’

A varijety of discounts are available. Commercial, taxi
and livery vehicles receive $1.75 off a wash. There’s also se-
nior citizen discounts available all day for people 62 and old-
er. Seniors receive $2 off their wash and it can be combined
with other discounts. That’s something you don't normally
see. Now there’s a wash that appreciates us old-timers!

Add in that they won the 2004 and 2005 Bostons Best
Award from the Improper Bostonian and an A+ rating from the
Better Business Bureau for making good faith commitments to
resolve customer complaints and you can understand why cus-
tomers keep returning to the Allston Car Wash.

With more than a decade of wins you can see that
their professionalism and passion is not waning. Go visit
them at 434 Cambridge St., Allston, MA, or learn more
about the wash at allstoncarwash.com. |

When you empty a barrel of soap. for
example, take the stick-on label and
put it on your Hydrominder.

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

Cookie Anthony



CCA To Hit $18,000 Mark
In Its Annual Scholarship Program

Membership in the Connecticut Carwash Association
(CCA) provides your employees and their families with an
exclusive scholarship opportunity! It also provides you with
a valuable employee benefit that can help motivate an em-
ployee while enabling him/her to grow.

Two $1000 Kenneth M. Gustafson, Sr. Scholarships
will again be awarded exclusively to CCA-member employ-
ees in 2012. It is important to note that this award can be
used for any type of continuing education, be it full or part
time. Applicants will be evaluated based on their high school
standing, leadership capabilities, community involvement,
strength of character, personal achievement, plan of study
and future goals. The scholarship will be awarded to indi-
viduals who, through their work in the community and at
your business, have demonstrated excellence and a genuine
desire to expand their knowledge.

To be eligible an applicant must:

% Be an employee or direct family member of an em-
ployee of any CCA member

+ Have been an employee, full or part time, for at least
1year

+ Have graduated high school or have the equivalent

% Be enrolled or plan to enroll at an accredited post-
secondary educational institution full or part time and

% Not be an owner, or direct family member of an own-
er of a carwash facility, manufacturer or retail sup-
plier to the carwash industry.

It is the hope of the CCA Board of Directors that every
member will encourage their employees and their families
to take advantage of this great opportunity. We all know that
$1,000.00 can go a long way in defraying the cost of higher edu-
cation. Don't let your employees miss out! To download an ap-
plication form visit our website at wewashctcars.com today.ll

Congratulations to Dan and Caitlin
Petrelle on their recent marriage!

The couple wed in
Saratoga Springs, NY,
at the historic Canfield
Casino on August 14. SR t_

Splash Earns
“Top Workplace in 2011” Award

Splash Car Wash was named a “Top Workplace in 2011”
in southern Connecticut based on an independent employ-
ee-based Workplace Dynamics LLC survey. The survey,
which was sponsored by Hearst Communications, asked
employees from various participating companies to gauge
their attitudes toward their place of employment. Mark
Curtis, Splash CEO and co-founder, said in a press release,
“We treat our employees with the respect and care that we
want them to give our customers. Plus, our business and
career track is not typical since our training prepares quali-
fied employees to be responsible for all aspects of the busi-
ness, including financial management,” Curtis said. “Some
employees who started on the production line washing
cars, now run million dollar sites. We are proud to have
one of the highest retention rates of employees in our field.
Many have been with us for five to 15 years; a few employees
have been on the team for 20 years”

Splash Car Wash includes 17 locations in Connecti-
cut and New York state. The first location, then named
Greenwich Car Wash, was purchased in 1981 and re-
named in 1994 Splash Car Wash. To learn more visit
splashcarwashes.com. |

SEE hours of free video car wash tours

READ & DISCUSS industry trends
CHAT with other operators online
POST & VIEW Free Car Wash Classifieds
LISTEN to TalkCarWash Radio

TalkCarWash.com

TalkCarWash is a free online
community for car washers. Growing
by 3 members daily and receiving
over 90,000 page views per month,
come see what you are missing.
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LOBBYIST UPDATE

CCA Lauds Special Session Jobs Bill

By PJ. Cimini

The Connecticut Carwash Association (CCA) was proud
to support the passage of the bipartisan jobs bill, just recent-
ly passed in a Special Fall General Assembly Session on Jobs
and Economic Development. The legislation is a good first
step for improving the state’s climate for job creation and
economic growth.

During its October 2011 Special Session, the Connecti-
cut General Assembly adopted, and on October 27 Governor
Malloy signed into law, House Bill No. 6801, an Act Promot-
ing Economic Growth and Job Creation in the State (the
“Act”). The Act, which passed both the House and Senate
with broad, bipartisan support, will address several factors
inhibiting job creation and growth in Connecticut, including
a lack of support for small businesses and a regulatory envi-
ronment that hinders economic development.

The Act contains several tax provisions, which, unless
noted below, became effective on October 27. Below are the
principal provisions of the Act.

New Job Expansion Tax Credit

Eligible employers can apply to the Connecticut De-
partment of Economic and Community Development to
claim a new job expansion tax credit for jobs created be-
tween January 1, 2012, and January 1, 2014. The credit can
be applied against the insurance premium, corporation
business, utility company or personal income tax. Appli-
cants must be subject to one of the foregoing taxes and
have been in business for at least 12 consecutive months
prior to the date of the application. In order to be eligible,
an employer with 50 or fewer full-time employees must
hire at least one new full-time employee. An employer
with more than 50, and fewer than 100, full-time employ-
ees must hire at least five new full-time employees, and
an employer with more than 100 full-time employees must
hire at least 10 new employees. Additional eligibility re-
quirements also apply. The credit is $500 per month for
each new Connecticut resident employee, but increases to
$900 per month in the case of certain workers who (i) have
exhausted their unemployment benefits, (ii) are in or have
been honorably discharged from the armed forces, or (iii)
are receiving certain vocational services from the Bureau
of Rehabilitative Services.

Business Entity Tax Relief

For tax years beginning on or after January 1, 2013,
the annual $250 Business Entity Tax will be due every
other year. The Business Entity Tax is imposed on limited
liability companies, limited liability partnerships, limited
partnerships and S corporations organized or doing busi-
ness in Connecticut.
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Storms Abound

Many Connecticut carwash operators were hit ex-
tremely hard during the October Nor’easter and Hurricane
Irene. Governor Dannel P. Malloy created a special panel to
review the preparedness, response and recovery efforts of
Tropical Storm Irene and the October Nor’easter. The eight-
member group is charged with reviewing the preparedness,
response and recovery efforts of the state and its partners
- including the utilities and municipalities — related to both
events, and then presenting to Governor Malloy a set of rec-
ommendations on how those efforts can be improved.

FEMA Registration

Residents and businesses that suffered damage or losses
during Tropical Storm Irene must register with FEMA to be-
gin the disaster assistance process. Registering with FEMA
is critical, as it begins the process of evaluating for what as-
sistance FEMA, SBA or other programs can provide.

While no specific carwash programs are in place to di-
rectly help and assist our members impacted by the storms,
we encourage all operators to visit www.disasterassistance.
gov, or call 1/800-621-FEMA (3362), which operates between
7 a.m. and 10 p.m. daily. To be considered for all forms of di-
saster assistance, disaster survivors should first register with
FEMA online anytime via the website or phone.

Waiver of Deductible

Several insurance companies, including Allstate, have
agreed to waive the higher cost hurricane deductible for
coastal property owners in the wake of Tropical Storm
Irene. Companies that have either waived the hurricane de-
ductibles or have coastal policies in which their triggers have
not been met represent about 80 percent of the homeowners’
insurance market in Connecticut.

The following are companies that have waived the hur-
ricane deductible:

ACE

Allstate®

Bunker Hill*

Connecticut FAIR Plan*

Farm Family*

Farmers Insurance®

Fidelity National®

Fireman’s Fund

Hartford

Liberty Mutual

MetLife**

Middle Oak

New London County Mutual (NLC)
Privilege Underwriters Reciprocal Exchange (PURE)*



Quincy Mutual Fire Insurance Company*
Safeco

Tower

Travelers

Utica National

Utica First

Universal North America®

Vermont Mutual

Companies not applying the hurricane deductibles be-

cause triggers were not met include:

Chubb

Factory Mutual®

Hanover

Kemper

Nationwide

Peerless

Carwash Sales Tax Fight Continues

The Connecticut carwash industry and the entire Con-
necticut business community faced many challenges in the
2011 legislative session. The most significant of these for our
industry was the proposal to impose a new 6.375 percent
sales tax on carwashes in Connecticut. Efforts to impose a
new sales tax on carwash services have been stopped thanks
to an outpouring of effort by Connecticut carwash operators,

their employees and their customers. Initially proposed as
part of an effort to erase a $3.5 billion deficit, the new car-
wash sales tax would have imposed a new 6.375 percent sales
tax on all carwashing services including the coin-op, auto-
matic, full-service and detailing segments.

The CCA and carwash operators quickly organized
and implemented a coordinated and sustained plan of
attack that included direct lobbying of the leadership of
the General Assembly and members of the key legislative
committees, as well as activating and involving suppliers,
workers and customers.

We will continue to work vigilantly to protect this im-
portant policy for our industry. It’s likely to come back again
as attempts to review many of the options that were not in-
cluded come back into the policy debate. |

F

PJ. Cimini, Esq. is the CCAs lobbyist and a
partner in Capitol Strategies Group, LLC, in
Hartford. You can reach PJ. at 860/293-2581 or

at pj@csgct.com. P.J. Cimini
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= Easy to clean, durable and will not rot or rust

= Add color to your walls with our 12° colored panels
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OFFICERS

Gerry Barton, president
Marlton Classic Car Wash

Marlton, NJ 08730

(856) 988-7212

Michael Conte, vice-president
Marlton Classic Car Wash

Marlton, NJ 08730

(856) 988-7212

Al Villani, treasurer
Supreme Car Wash

800 Raymond Blvd.

Newark, NJ 07105

(973) 466-9085

Suzanne Stansbury, executive director
PO Box 230

Rexford, NY 12148

(800) 287-6604

Ph/F (518) 280-4767

mediasolutions@nycap.rr.com

EXECUTIVE BOARD
Scolt Freund

Bill Howell

Mario Mendoza

George Ribeiro

Steve Switzer

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 0'Kronick Burt Russell
Jerry Salzer Dick Zodikoff

Charlie Scatiero™ Lenny Wachs

Doug Rieck Stuart Markowitz
Jeff Gheysens Doug Karvelas
Mike Prudente

*deceased

CWONJ.COM
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CWONJ News

PRESIDENT’S COLUMN

It has been a very busy fall. In early October we had Gerry Barton

the Northeast Regional Carwash Convention in Atlantic City.
The workshops were very informative and well presented, and it was good to walk the
show floor and talk to vendors and operators.

In November we held our Fall Membership Meeting in Monroe. The topic
was how to prepare for an Occupational Safety and Health Administration (OSHA)
visit, and we had a great turnout of 60 operators. Here in New Jersey, OSHA has made
an effort to investigate workplace safety issues at various carwash facilities. OSHA
site inspections have taken place at several wash locations across the state. The two
speakers we had, one from OSHA and another from the State of New Jersey, did a ter-
rific job presenting information on what to expect from an OSHA inspection and how
to prepare for one.

On Friday, November 11, once again, many of our carwashes across the
state participated in the Grace for Vets program. This is a great program that honors
our servicemen and women with free carwashes. It is a great way to give something
back to the community and the Veterans who live there.

As all of this is going on we have had our first Nor'easter of the season and
many location across the state had snow and freezing rain. The bad weather came on
October 30, and thanks to that many operators have been busy.

We are looking forward to having Adam Korngold speak at our February 7
meeting in Clark. He will discuss the social networking and marketing he does at his
Boston, MA, wash.

This is my last article as President of the Car Wash Operators of New Jersey
(CWONJ). It has been a privilege to serve for the last two years. I would like to thank
Suzanne Stansbury; our Executive Director, for all the help she has given me during
my tenure. I would also like to thank the other officers and directors for their support

and hard work.

63 CWON] MEMBERS

Gerry Barton
ARE PARTICIPATING

CWONJ President

IN THE N) DEP
CHARITY WASH
PROGRAM.




CWON] Prepares Members
For a Visit From OSHA

MONROE, NJ - The Car Wash Operators of New Jersey
(CWON]J) prepared its members for an Occupational Safety
and Health Administration (OSHA) audit at its Fall Member-
ship Meeting here, November 8, at the Crowne Plaza. The
meeting, which also included an |
update on the association’s Grou- |
pon program by board member
Scott Freund, attracted 60 to the
dinner meeting.

“The material our two speak-
ers presented tonight was invalu-
able to our members,” said CWON]
President Gerry Barton. “This type
of information is a great example of
why you should be a member of the
CWONJ”

The night’s first speaker, Mi-
chael Yarnell, began his career with
OSHA in 1974 as an Industrial Hy-
gienist. He has conducted more
than 200 independent field enforcement investigations at
a variety of industrial and construction worksites. He be-
came a Compliance Assistance Specialist in 2002 where he
educates, trains and provides technical advice concerning
OSHA standards and regulations. Yarnell's experience as
a federal level officer shed light on what will happen when

CWON] President Gerry Barton
led the meeting and vote on the
new slate of officers and board
members to a packed room of 60
at the Crowne Plaza in Monroe.

Mark Wadiak, an Assistant Director in the New Jersey Department of Labor &
Workforce Development on the state level spoke of how his group can assist opera-
tors in indentifying OSHA hazards and developing effective safety and health
programs prior to a federal OSHA visit.

CWON] board member
Scott Freund of Pro Wash
updated the group on the
recent Groupon program
the association launched.

OSHA comes calling, and what
recourse an operator will have
and how to approach a visit.

Mark Wadiak, the second
speaker, is an assistant direc-
tor in the NJ Department of La-
bor & Workforce Development.
He oversees the OSHA-PEOSH
Consultation and Training
Programs and the Mine Safety
Education Program. Wadiak’s
background includes working as
a quality control chemist in the
pharmaceutical industry, and
working with the US Department of Labor, OSHA, as a Com-
pliance Safety and Health Officer. Wadiak, who is a state rep-
resentative, is a great resource prior to an OSHA visit. He can
access any issues a site may have and work with the operator
on rectifying them.

Mike Yarnell, a Federal OSHA
Compliance Assistance Specialist,
shared educational, training and
technical advice with the group.

For more information on both speakers and their pro-
grams please visit our website, cwonj.com.

Officer Slate Voted In

President Barton read the proposed officer slate and
asked for a vote from the membership. The association’s 2012
board includes: President Al Villani, Vice President Mike
Conte, Treasurer Mike Prudente, Secretary Mario Mendoza
and Immediate Past President Gerry Barton. Board members
include: Richie Boudakian, Scott Freund, Bill Howell, George
Ribeiro, Doug Rieck, Steve Switzer and Mark Toriello. ]

The association’s next meeting date is
February 7 when it will
explore social media and marketing with
New England Carwash Association
Vice President Adam Korngold.
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Using Facebook to Attract Customers

By Alan M. Petrillo

Who are your fans?

If youre using Facebook for your carwash operation,
youd know. If youre not using Facebook, some carwash op-
erators say you should be.

Doug Rieck of Magic Wash in Manahawkin, NJ, uses
Facebook as another promotional method to attract new
customers and convert them into regulars.

“I'm a very tech-oriented person, butIdon’t do Facebook
myself because I don’t have time for it in my life;” Rieck says.
“My sister-in-law runs it (the Magic Wash Facebook page) for
me and we currently have 309 fans”

If one uses Facebook on a personal basis, then people
who sign up for your “page” are called “friends.” When a busi-
ness establishes a Facebook page, folks who follow the busi-
ness on Facebook are called “fans”

A web surfer doesn't have to be a Facebook fan to see
the page itself — one can look up the Magic Wash Facebook
page and see what’s posted there. But becoming a fan has its
benefits, Rieck said.

“People will go on Facebook and leave comments, which
is good feedback for carwash operators,” Rieck said. “A new
fan who signs up with us gets a free carwash on us. We send
them a wash code that they can use to come to Magic Wash
and input it into the Auto Sentry’

Rieck also runs various promotions and contests on the
Magic Wash Facebook page in order to keep people’s interest
in the page and to get them to regularly visit it.

“Facebook is like the old-fashioned general store where
people gossip,” he noted. “You can go there to find out what'’s
happening to a business. During Hurricane Irene we had
photos of me working to secure the carwash.”

Rieck said he’s run into Magic Wash’s Facebook fans in
unusual places.

“I was in Home Depot last week and the cashier asked
me how the Dog Wash, which we had recently put in, was
going,” he said. “She told me she’s a fan of Magic Wash on
Facebook’

Magic Wash is an express carwash, with self-service
bays, a dog wash and Laundromat. Two other Magic Wash
stores are located nearby, each with five self-service bays and
an in-bay automatic.

Rieck maintained that using Facebook is a way for a car-
wash to bring itself closer to the customer. And by running
more promotions, he noted, an operator can attract more
customers.

Rieck, who has been using Facebook for a year and a
half, called it one element of an overall carwash promotion
strategy.

“Facebook may not be the be all and end all method of
promotion, but it's wonderfully effective for a nominal cost,”
Rieck said. “But you have to make nearly daily promotions or
run contests where you offer free carwashes. The page can't
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be static - it has to be dynamic to keep people’s intérest”

Scott Freund of Pro Wash in Union, NJ, said his carwash
is relatively new to Facebook, having used it for only two
months, yet the wash already has 128 fans.

“We thought it would be the right place for us to pro-
mote the carwash so we hired an outside contractor to han-
dle it for us,” Freund said. “This is a person who understands
our business and the technology, so when we want to do a
special, we advise him and he puts it together and posts it.

Pro Wash is a full-service carwash with a 150-foot tun-
nel, a two-bay quick lube facility and a two-bay detail center.

Freund said Pro Wash’s goal is to get to 1,000 fans on
Facebook.

“The real key to getting people to like us was to have
them go to our website, give us their email address and with
another click, they can be a fan of ours on Facebook,” he said.
“Then we email them a free $13.95 full-service carwash cou-
pon. Once they come in and use the coupon, we've captured
a customer”

Freund noted that the free coupon is distinctly bar cod-
ed and tied to a specific email address that can only be used
once in the carwash system.

“Once we've captured the customer, we have an outside
sourcing company email specials directly to the customer
about our carwash, oil change and detailing facilities,” he
added. “We typically plan for a once-a-month special for our
Facebook fans and track their use of those specials”

Freund believes Facebook isn't an opportunity that a
carwasher should pass up, but that it takes work to use it
properly as a business promotional tool.

“You have to work at it and be prepared to aggressive-
ly grow your fan base and maintain activity, Freund said.
“There’s not much cost when used in-house except for time.
As for us, we use an outside administrator who does it for an
extremely attractive fee”

Freund said Pro Wash also changes its website every 30
days, announcing coupon books, seasonal specials and other
promotions. The only way a potential customer can get the
free Facebook carwash is through the Pro Wash website, al-
lowing the carwash to capture the individual’s email address.

“It’s cool to see weTe gaining 20 to 30 fans every week,”
Freund pointed out. “We were able to come up with a simple,
powerful offer that we think will continue to do well”

Rieck sums up his experience with Magic Wash’s Face-
book participation succinctly. “It’s a part of business life
now, he said. “It’s a smart promotional strategy for a small
amount of input” |

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing edi-
tor of Northeast Carwasher. He's also the author of several books on
historical military small arms and the mystery novel, Full Moon.
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LEGISLATIVE UPDATE

Democrats Maintain Control of Legislature

By Patrick Stewart

Democrats will continue to control both houses of the
Legislature for the next two years. In the Senate, Democrats
will have the identical 24-16 majority they currently have,
and in the Assembly they picked up a seat to increase their
majority to 48-32.

Democrats prevailed in the two most hotly contested
Senate races. Senator Jim Whelan defeated Assemblyman
Vince Polistina in the 2nd District and Senator Bob Gor-
don defeated Bergen County Freeholder John Driscoll in the
38th District. The two Assembly seats in the 2nd District will
continue to be held by the Republicans with Assemblyman
John Amodeo and his running mate Chris Brown defeating
Democrats Damon Tyner and Alisa Cooper. And in the 38th
District, both Assembly seats will continue to be held by the
Democrats with Assemblyman Connie Wagner and her run-
ning mate Tim Eustace defeating Richard Goldberg and Fer-
nando Alonso.

In the state’s other competitive races, the Democrats
will continue to hold all three seats in the 14th District
with Senator Linda Greenstein and her running mates
Assemblymen Wayne DeAngelo and Dan Benson defeat-
ing Rich Kanka and his running mates Wayne Wittman

<

and Sheree McGowan. Things will also remain the same
in the 7th District where Republican Senator Diane Allen
defeated Gail Cook and Democratic Assemblyman Herb
Conaway and his running mate Troy Singleton defeated
Jim Keenan and Chris Halgas.

Finally, in District 27 in Essex County, former Governor
Richard Codey, who saw his district moved out into the more
Republican Essex and Morris county suburbs, defeated Re-
publican challenger William Eames by a margin of 61-39 per-
cent. Codey’s running mates, Assemblyman John McKeon
and Assemblywoman Mila Jasey defeated Nicole Hagner and
Lee Holtzman.

The Democratic pick up came in District 4 where Gabri-
ella Mosquera was successful in winning the seat vacated by
Assemblyman Dominick DiCicco, who was forced by redis-
tricting to run in District 3. DiCicco was defeated by incum-
bents John Burzichelli and Celeste Riley.

There will be three new members of the Senate. Assem-
blyman James Holzapfel will succeed Senator Andrew Ciesla
in the 10th District. Assemblyman Sam Thompson will repre-
sent the newly configured 12th District. Assemblywoman Nel-
lie Pou will succeed Senator John Girgenti in the 35th District.

X;Bﬁm’ﬁntroduces Re-Designed Ninja Brush™
- —TheLabor-Saving, Rim-Friendly,
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There will be several new faces in the Assembly. In Dis-
trict 2, Chris Brown will replace Assemblyman Vince Polistina.
In District 4, Gabriela Mosquera will replace Assemblyman
Dominick DiCicco. In District 7, Troy Singleton was elected to
a full term after being chosen by the Democratic County Com-
mittee to replace former Assemblyman Jack Conners.

In District 8, Burlington County Freeholder Christopher
Brown was elected. In the 10th District, Gregory McGuckin
will replace soon-to-be Senator Jim Holzapfel. In the 12th Dis-
trict, Robert Clifton was elected. In the 16th District, Jack Ciat-
tarelli will replace Assemblywoman Denise Coyle. In the 32nd
District, Angelica Jimenez will replace Assemblywoman Joan
Quigley. In the 33rd District, Sean Connors will replace Assem-
blywoman Caridad Rodriquez. In the 35th District, Shavonda
Sumter and Benjie Wimberly will replace soon-to-be Sena-
tor Nellie Pou and Assemblywoman Elease Evans. In the 36th
District, Democrat Marlene Caride will replace Assemblyman
Kevin Ryan. In the 38th District, Tim Eustace will replace As-
semblywoman Joan Voss. Finally, in the 39th District, Holly
Schepisi will replace Assemblywoman Charlotte Vandervalk.

Reduce Your Water Cost.

PURWATER

WATER RECOVERY SYSTEMS

Voters Approve Sports Betting Referendum

A statewide initiative asking voters to amend the Con-
stitution to allow New Jersey to pursue legalized sports bet-
ting was overwhelmingly passed. The non-binding referen-
dum is just the first step in the state’s effort to overturn the
federal ban on sports betting. Senator Raymond Lesniak
plans to introduce legislation legalizing sports wagering in
Atlantic City and at the state’s current and former racetracks.
The state will then have to either win a court case that states
that the federal law prohibiting betting on sports in all but
four states - Nevada, Delaware, Montana
and Oregon - is unconstitutional or a new
federal law overturning the Professional
and Amateur Sports Protection Act must
be passed. |

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

Patrick A. Stewart
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Wintertime Carwash Owner Safety
By Doug Rieck

Daylight Saving Time has ended, the days are shorter,
the nights longer and the dark present. I'd like to offer up a
few suggestions for ensuring safety at the wash.

¢ Avoid regular cash handling patterns.

% Atself serves and in-bays, make cash pick up your last
activity before leaving the wash.

* Don’t open pay stations at night alone. When shut-
ting down conveyors at night, keep an extra man ob-
serving your surroundings.

While I am emphasizing “after-dark;” bad things can
happen at any time of the day. Just be aware of your sur-
roundings while at the wash.

This was brought to mind recently when I was at a loca-
tion working by myself. A Ford passenger van pulled up and
parked in an offbeat spot and just stayed there for more than
an hour. It had dark tint on all the windows and out of state
plates. After the first hour, I called the Police and they sent
two cars to check out the vehicle. It turned out that the driver
was just sleeping in the back of his vehicle. He then left the
wash and found another place to sleep, I'm assuming.

Just use common sense, care and caution. And remember,
ifyou feel as if you are being watched, you probably are. ~ M
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 boards of
directors. You can reach him at 609/597-SUDS or dougrieck@gmail.com.
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Congratulations to Karen and Al
Villani on their marriage which was
celebrated on September 10.

We wish you all the best!

<
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Order today...
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2012 CWON] CALENDAR

General Membership Meeting
Exploring Social Media and Marketing
with Adam Korngold
Crowne Plaza, Clark

General Membership Meeting/Carwash Tour

Car Care World Expo
Las Vegas, NV

Golf Invitational
Olde York Country Club, Columbus, NJ

NRCC *CCA host association

General Membership Meeting
How To Renovate and Recreate
Your Existing Carwash.
Location TBD.

cwonj.com

72:3:&317 ojj ﬁ’uy:}zg ot fe(&'ng?
RoOsSsS BROTHERS INC

CAR WASH BROKERS

SERVING THE TRI-STATE AREA SINCE 1947

JEFF BELL
WWW.MYCARWASHBROKER.COM
ROCKVILLE CENTER, NY
CELL-201.522.0157

ISELIN, NJ
OFFICE- 516.766.7977

Frdnk

Distributors, Inc.

Increase Your Lobby Sales
And Your Profits With
The Northeast’s Largest Selection
Of Fast Moving Impulse Items!

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!

8 Progress Street, Edison, NJ 08820-1100
1-800-526-0910 or 908-561-7300
e-mail: fmddist@aol.com

Visit us on the web at www.millmans.com
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Help

Eliminate Chari

Washes!

Join the CWONJ/NJ] DEP Program Today

The Car Wash Operators of New Jersey (CWON]J) 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 CWON]J 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-

zations can raise money for their causes, the Department ac-
complishes their goal of protecting water quality, and CWON]
members gain valuable exposure in the community. In addi-
tion, CWON] 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
CWON]J will then post your wash on our web site and that of
the NJDEP’s. The CWON]J also did a mass mailing to school
and scout groups to encourage participation. Interested
groups will then contact your carwash directly. Participat-
ing CWON] 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. H

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

CWONJ Mailing Address:
CWON]J, PO Box 230, Rexrorp, NY 12148 « 800/287-6604 < PHone/Fax: 518/280-4767
mediasolutions@nycap.rr.com

Put YOUR WasH/Business oN THE CWONJ WEeB 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 the Web site. (i.e. if you |
use your home phone number and don’t want it posted on the Web site don’t fill out that section). If you have multiple locations please |

copy this form and complete a form for each location you want listed. If you have any questions please call Suzanne Stansbury at (800)
287-6604, Fax (518) 280-4767 or send your information to: PO Box 230, Rexford, NY 12148.

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
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Are you a carwash manufacturer or supplier? (Give a brief de-
scription of the service(s) you provide.)

(O Yes, I give my permission to have my carwash location listed
on the Car Wash Operators of New Jersey Web site.

Authorized Signature
Title

I also give my permission to have the CWON]J Web site
linked to my Web site. My Web site address is:

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

=



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

Mot 'L
iy

5 Up to You New Jexsey




Mid-Atlantic
CARWASH

Association

MCA

MCA BOARD OF DIRECTORS

PRESIDENT
Mike Ashley
Virginia Car Wash Industries, Inc., Toms Brook, VA

540/436-9122 + asm@shentel.net

OPERATOR VICE PRESIDENT
David DuGoff
College Park Car Wash, College Park, MD

301/986-1953 « dave@uslcarwash.com

DISTRIBUTOR VICE PRESIDENT
Pam Piro
Unitec Electronics. Elkridge. MD

800/4UNITEC - ppiro@unitecelectronics.com

SECRETARY
Dave West
WashTech, Charlottesville, VA

540/845-5303 « laserwest@aol.com

TREASURER

Sean Larkin

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

PAST DISTRIBUTOR VICE PRESIDENT
Tony Ferretti
Sonnys Enterprises/Triangle Car Wash, Palmyra, PA

717/273-8036 - trianglewhse@comcast.net

EXECUTIVE DIRECTOR
Pat Troy. Nextwave Group. Severna Park. MD

888/378-9209 - mca@mtacarwash.org

DIRECTORS
Dan Callihan Larry Bakley
Matt Bascom Scott Eichlin

John Iynch

WWW.MCACARWASH.ORG

Ifyou have an MCA story idea or
wash you think we should feature,
drop us an email at:

mediasolutions@nycap.rr.com
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PRESIDENT’S COLUMN

1 hope all is going well for everyone as we prepare for
the upcoming carwashing season.

In the last few months, we have had some really great
meetings. In September, we met at The Farmington Country Club. We were given a
rare opportunity to see how family and business can work together. I want to salute
the Bascom family (Charlottesville, VA) for their presentation and also congratulate
them on having such a great working relationship within their family.

In November, we went to yet another wonderful country club. The Turf Valley
Country Club in Maryland was the site of our annual board retreat and membership
meeting. Mark Curtis with Splash Car Washes in Stamford, CT, was our speaker. He had
some great thoughts and insights on how to increase profits during these tough times by
using good business practices, innovation and attention to detail. He also spoke on add-
ing additional profit centers to washes such as windshield repair, paintless dent repair,
bumper repair and others. He stated that all of these are usually contracted people, not

just employees. So, even if you don't think you can add these services, he explained how
you could use outside sources to provide these services without increasing staff.

I am proud to say that we have our 2012-13 meeting schedule and you
can find this information on our mcacarwash.org website with further details on
location and meeting topics.

Don't forget that there is no charge for up to two attendees per member
membership in the MCA, and additional guests may attend for a nominal fee, but
please RSVP via the website or phone. We would love to see some new faces. If you are
in our area, please contact me and I will personally see that you have a great meal
and a great program worth your time.

1 think that everyone takes away something different from one of our meet-
ings that can be applied to all areas of your business. These last several meetings were
an example of how participation in an association can help you gain knowledge and
wisdom. Coming to association meetings can help your business grow by building and
adding to your knowledge by hearing the experiences and ideas of others. We all have
a great welcoming friendship in our industry. If you don't normally attend association
meetings, please consider joining us next time. I am sure you will take something away.

Next, I want to touch on the 2011 NRCC. If you missed it this year you
certainly missed a great show. The educational seminars were excellent with great
attendance. The welcoming reception was superb and one of the best I have ever at-
tended. In fact, it was so great and we were having such a great time networking and
visiting with old friends that they had to kick us out!

The show floor this year seemed to have great attendance. After speaking
with several of the vendors, they expressed that they were pleased with this years
show because the contacts that they made had serious interest in their products and
services. Finally, not because of MCAs involvement, but I really feel that the NRCC
has to be the best regional carwash show around!

1 believe that it is worth mentioning that being proactive rather than reac-
tive is key in our industry. So joining the WaterSavers Program is a great way of doing

Continued on page 65 ...



College Park Car Wash

Plasters Its Logo Everywhere

By Alan M. Petrillo

College Park Car Wash in Chevy Chase,
MD, is a single location facility with three
frictionless automatics and five self-service
bays that use its distinctive logo to brand it-
self in a variety of ways and settings — from
signage and print media, to charity events
and athletic contests.

“When I built the carwash 15 years ago,
I worked with a sign company who chose the
red car for our logo from clip art;” says owner
Dave DuGoff. “It originally was green, but we
changed the color and made some other mi-
nor modifications. Some people remark that
the logo looks like the British Austin Healy or
MGB, but it’s actually a generalized represen-
tation of that class of sports car”

The red car’s logo shows up at the carwash
in places where one might expect — on signs,
in the self-service bays, on doors and on the wash’s
vacuums. But it also is religiously used on all of Col-
lege Park’s promotions, DuGoff pointed out, whether
they be printed advertisements, internet marketing
or giveaways for charities.

“Look up our carwash in the Yellow Pages,” Du-
Goff said, “and you can see the red car logo in either
an outline version or splashed in red ink, depending
on the edition.

“When we do give-away tokens for free car-
washes at charity raffles, we put the tokens in a small
muslin bag,” DuGoff noted. “The red car appears on
every one of those tokens”

College Park Car Wash serves as one of the

College Park Car W o
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College Park Car Wash owner Dave DuGoff'is adept at getting his wash's name and logo marketed.

sponsors for a 14-race bicycle race training se-
ries in Greenbelt, MD, that runs from May through August
each year.

“We've been a sponsor of the series for some time and the
last four years we have had a winner's jersey that includes our
carwash name and the red car logo for two different race class-
es, DuGoff said. “At the end of the season, the overall winners
in the various classes get to keep the jerseys”

Bicycle racing isn’'t the only sport that College Park
uses to promote its red car logo - baseball, football, basket-
ball, lacrosse, soccer and volleyball also fit into DuGoff’s
promotion efforts.

“We get good ad exposure with our name and logo on the
LED message board for the Bowie BaySox, a double-A baseball
team that’s part of the Baltimore Orioles organization,” Du-
Goft said.

At the University of Maryland football games, DuGoff
runs a “Dirtiest Car in the Parking Lot” promotion.

“The staff of the Terrapins goes out into the parking lots
and chooses the dirtiest car they can find,” he said. “During
the game, they make an announcement that such and such a
license number has won a free carwash for the dirtiest car in
thelot, and puts up the license number on the big video board.
We've been doing this about 12 years and our name and logo
are displayed on the video board, viewed by about 50,000 peo-
ple in the stadium, which is a lot of exposure.”

At the University of Maryland basketball games, College
Park Car Wash runs a “Lucky Fan” promotion where the sta-
dium staff chooses a winning seat or the best-dressed Terra-
pins fan in red Terrapins colors. Some years, DuGoff said, the
staff would tape a muslin bag filled with the carwash’s tokens
under a random seat.

“When my wife and I are out socially, people recognize me
and the carwash, so we absolutely know that the red car logo

Continued on page 65 ...
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New Owner Revamps, Rebrands
Old Wash into Maui’s Car Wash

Blid-Axlantic
CARWASH

Associstion

MCA

By Alan M. Petrillo

Nathan Ottensmeyer knew he had a challenge on his
hands when he bought the exterior-only Bel Air Car Wash,
operating 24/7 in Bel Air, MD. Of course, he didn't expect the
heavy snows and rain of the 2011 winter, nor the earthquake,
nor Hurricane Irene.

Despite the weather and the display of the forces of na-
ture, Ottensmeyer remains optimistic his rebranding and re-
vamping of the older carwash into Maui’s Car Wash, which
opened in March of 2011, is proving successful.

Ottensmeyer first converted the 105-foot tunnel from
exterior-only to full service, and eliminated the 24/7 time-
frame. The carwash also has one in-bay automatic wash,
five self-service bays, one detailing bay, a small convenience
store with gasoline and diesel fuel pumps. Maui’s Car Wash
sits on two acres in the center of Bel Air, with 30,000 to 40,000
vehicles passing by each day.

“I look at this place as a carwash that has gasoline,
where the prior owner looked at it as a gas station that had a
carwash,” Ottensmeyer said. “While the gas does bring some
customers in, I make most of my money on the carwash’

Ottensmeyer said when he bought the place the conve-
nience store cashier sat behind bulletproof glass, smoking
behind the counter.

“There were no uniforms on the employees, and no wel-
coming sense to the carwash,” Ottensmeyer said. “I knew I
had to deal with that and got to work removing the bullet-
proof glass, firing a couple of bad employees and encourag-
ing others to change their bad habits. I brought in a couple
of friends to work with me, including one who's like a drill
sergeant — tough, but fair - and that helped change the at-
titude around the carwash’

Ottensmeyer noted that he wants customers to come into
Maui’s Car Wash and get a feeling of southern hospitality.

“We started greeting customers with ‘Good morning,
what can I get for you? and telling them, “Thanks for com-
ing. Come back and see us again,” Ottensmeyer said. “The
employees picked up on that and now do it automatically’”

While Maui’s Car Wash is Ottensmeyer’s first foray into
carwashing, he’s no neophyte when it comes to business,
having run his family’s answering service call center business
since age 21, owned four Subway shops, a pizza business, dol-
lar store, rental properties and the Checkered Flag Speedway
in Tennessee. At some point, he found himself spread too
thin and sold all the businesses except the answering service
call center before purchasing the carwash.

Ottensmeyer said his carwash employees found that be-
ing nice to customers and going above and beyond what’s
expected in terms of service paid off for them.

“They began doing the extra things like wiping the door
jambs and touching up spots on the glass and found that their
tips went up tremendously,” he pointed out. “And that meant
those customers were coming back for more carwashes”

Ottensmeyer improved the outward look of the carwash
too, painting all the buildings, scrubbing canopies, replacing
lights and cleaning the tunnel so it wasn't so dark. He put in
a new, easy-to-read menu sign, and added a mascot — Fast
Freddy - a cartoon-type figure of a carwasher guy in uniform
with a scrub brush and soap bubbles in his hands.

Occasionally, Ottensmeyer has an employee dress up in a
Fast Freddy outfit and chooses an area business at random to
give all the employees at the business a free carwash that week.

“It's a promotion that says, ‘Come and try our product
on us,” he noted.

Ottensmeyer also bought a six-foot mechanical gorilla
that turns and waves left and right that he places outside
his carwash.

“There’s no local sign statute that prohibits a mechani-
cal gorilla, as long as the gorilla isn't holding a sign,” Ottens-
meyer pointed out. “So if you can capture someone’s imagi-
nation, things work out well”

Inside the carwash, Ottensmeyer has island music playing,
interspersed with announcements about carwash specials.

He’s also planning a Week of a Thousand Carwashes
through the carwash’s Facebook page.

“Ifa person becomes a ‘fan’ on our Facebook page during
the promotion, we'll send them a code to get a free carwash
that week,” Ottensmeyer said. “That means we also capture
them for future promotions.”

Ottensmeyer said he’s considering taking space in a lo-

4 " Itsnot just all about having fun for Maui Car Wash owner Nathan Ottensmeyer!
g

This six-foot mechanical gorilla turns and waves to entice customers into the wash.
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The mascot on Ottensmeyers truck is
named “Fast Freddy.” This cartoon-type
figure is one of the many positive changes
made to the wash with its changed hands.

cal mall down the street from his carwash during
the holiday season to sell carwash gift cards and the
wash’s unlimited carwash program.

Maui’s unlimited program offers an exterior
wash for $24.99, with 20 percent discounts off full-
service washes. Anyone who signs up during the
first two months of the promotion will get the un-
limited program of $19.99 a month for a year.

Bad weather, a hurricane and an earthquake
haven't dimmed Ottensmeyer’s outlook for Maui’s
Car Wash.

“I love this business,” he said. “When the sun is shin-
ing and the customers are out, it’s a ton of fun. And for us to
bring a place like this back to life, we had to get creative, and
that’s what we did, educating customers about all the good
things we can do for them”

Ultimately, the carwash experience has to be one that

puts a smile on the customer’s face, Ottensmeyer believes.
“A carwash has to be an event that’s enjoyable for the

customer; he said. “It has to be quick too, and price is not

always the deciding factor” |

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing edi-
tor of Northeast Carwasher. Hes also the author of several books on
historical military small arms and the mystery novel, Full Moon.

College Park Car Wash ... continued from page 63.

works for us,” he said. “I only have one carwash location, but think
we have pretty good brand recognition thanks to that red car”

DuGoff surprises his carwash customers with another
type of promotion - free tickets to Washington Nationals ma-
jor league baseball games.

“Six years ago, I bought four season tickets in very good
seats in the club level behind home plate and give them away
randomly to customers,” DuGoff pointed out. ‘I try to give
them out the week before a game to allow customers enough
time to plan to use the tickets.

DuGoff said when he first began giving out the season’s
tickets, he would put them in an envelope and have them ran-
domly drop down with a towel in a vending machine. But after
ayear or so of that method, he decided to first talk to custom-
ers to determine if they liked baseball, to be sure the tickets
would be used.

“Some people decline, but most are interested and
light up when they’re offered the free tickets,” DuGoff said.
“If I see them later, they always thank me and tell me they
had a great time”

DuGoff said he once gave baseball tickets to a young man
who took his girlfriend and her father to the game. During the
game, he asked the girl’s father for permission to propose to her.
The father said, ‘yes, but the young man didn't propose during
the game. Instead, he waited for the right moment and popped
the question several weeks later. The young man told DuGoffhe
felt it was important to get the father’s permission first.

DuGoff sees the tale as one that will forever involve
his carwash.

“Because the young fellow felt comfortable enough at the
ball game to ask permission from the father, and the tickets

came from us, it’s a story that’s now part of the family’s history,
and is a story that gets retold forever. Our carwash is a part of
that story, which is the kind of advertising you simply can’'t buy.ll

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing
editor of Northeast Carwasher.

Wash Tour ... continued from page 62.
just that! In both Maryland and Virginia we are facing new laws
stemming from the Chesapeake Bay Act. States, counties and
municipalities are being pushed to meet new and harder total
maximum daily loads (TMDL) and they are looking hard at all
industries to accomplish this. Being part of such a great program
will prove that we are true stewards of water. This will keep us a
small blip on their radar. So, if you are not a WaterSavers mem-
ber, please consider joining and find more information either on
our MCA website, mcacarwash.org, or the ICA site, carwash.org.
In closing I would like to thank Dave DuGaoff for all the
hard work he put into the NRCC on our behalf and 1d also like to
thank Matt Bascom for participating as a panelist at the NRCC.
Without the help of great people like Dave and Matt, the NRCC and
the MCA would not be as successful. So, I encourage everyone to get
more involved. Involvement in an association is what keeps it alive!

AN s <X

Mike Ashley Jr.
MCA President
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Tour/Membership Meeting Salutes
Generational Carwashing

The September 21 Mid-Atlantic Carwash Association (MCA)
meeting and tour paid tribute to generational carwashing at the
Farmington Country Club in Charlottesville, VA. The event fea-
tured a tour of three washes: Car Lovers Car Wash, Express Car
Wash and Clean Machine Car Wash all in Charlottesville, VA. The
Bascom family spoke on its experience in generational carwashing
and shared much insight on how best to create a smooth succes-
sion and working family relationship.

Matt Bascom
of Clean Machine.

2012 MCA CALENDAR

MARcH 28

Northern Virginia Area

Hunt Valley, MD

Williamsburg, VA

Unitec Electronics, Baltimore, MD

Reserve online at
www.mcacarwash.org

Call 888/378-9209
for more information.

Lyn Palmer of Unitec at Express Carwash.

&

- | Bob Heid of
Craig Hanson of WashTech.

WashTech is pic-
\ | tured at the Car
| Lovers Carwash
location.

The Bascom family shared their family experi-
ence running carwashes with the membership.
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Three Generations Involved in

Bliad-Anlantic
CARWASH

McDaniel’s Car Wash

By Alan M. Petrillo

Three generations and four carwashes are
the numbers that mesh together in the form of
McDaniel’s Car Wash in King George County, VA.

“We own all the carwashes in the county,
which is a pretty rural place that’s large in space,
but small in population,” said Corey McDaniel,
who owns the washes with his brother Nathan,
father Jerry and grandfather Leroy McDaniel.

The family also operates two towing compa-
nies, a sign company and a real estate firm.

“In the 1950s, my grandfather start-
ed a garage and towing company in King
George County after he got out of the
service,” Corey McDaniel said. “Then in
the 1970s, he bought a service station in
Dahlgren (VA) and in 1987 built our first
carwash on that site — two self-service
bays and an in-bay automatic that we
later replaced with a laser wash”

In 1996, the family built its second
carwash in the county - a four bay self-
service wash - and added an in-bay laser wash to it in 2003.

Four years later, on the same piece of property, the fam-
ily built another four-bay carwash — two in-bay laser washes,
one tandem wash and one self-service bay. In 2010, the family
added its fourth wash at a third location - eight bays in total -
two tandems, two laser washes and four self-service bays.

While the population of the county might be small, Mc-
Daniel pointed out that a lot of people work in the county
because of the Dahlgren Naval Base’s location there.

“The Dahlgren Naval Base is the county’s largest employ-
er and it’s surrounded by a lot of defense contractors, which
means many of their employees commute to work into King
George County,” he said. “Our newest carwash is built just
outside the base and across the street from a Walmart”

The two older laser washes offer customers wash pack-
ages priced at $7, $8 and $9, while all the newer washes have
packages of $8, $9, $10 and $11.

McDaniel’s Car Wash offers customers various loyalty
promotions, like its recent Halloween special of five washes
for $33 (a $55 value).

“We give the customer a code to punch into the machine,
but if they want an actual card, we'll send that to them,” Mc-
Daniel said. “Our Access units take credit cards, cash, wash
codes and tokens for fleet accounts.”

McDaniel's Car Wash has fleet accounts with the King
George county sheriff’s department and fire department, as
well as the Maryland Transportation Authority bridge police.

“We give police and fire departments a 50 percent dis-
count on washes,” McDaniel noted. “It’s good to have police

MC

Associstion

The striking McDaniel's Car Wash, built in 2010, features a total of eight bays - two
tandems, two in-bays and four self-service bays in King George County.

coming into our businesses regularly. King George county
has 43 deputies, so there’s at least a couple of them in our
washes every day, often coming through late at night”

Other promotions that McDaniel's Car Wash has done
include a $5 off coupon printed in thousands of booklets
handed out for the county’s Fall Festival, discount codes
printed in newspaper advertisements and a $1 off discount
(good for 30 days) on the bottom of the receipt the customer
gets after buying a wash.

McDaniel doesn’t see expansion on the horizon for
awhile for McDaniel’'s Car Wash.

“We have nine automatics and a lot of self-service bays
right now, which is pretty much at the limit of what we need
to serve the county; he said. “We've had the opportunity to
open across the border in Maryland, but haven’t done it. We
want to keep things under control where we can take care of
any problems quickly and if we get much bigger, it might be
hard to provide that kind of service” |

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing edi-
tor of Northeast Carwasher.
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New ENGLAND CAR WASH ASSOCIATION, INC.

2012 BOARD OF DIRECTORS
OFFICERS

President

Ron Bousquet / Randy’s Car Wash

277 Middlesex Avenue, Medford, MA 02155
617/538-6758 « fax: 617/924-4415 « Rb244@aol.com
Vice President

Adam Korngold / Waves Car Wash

1680 VEW Parkway. West Roxbury, MA 02132
617/848-4237 - fax: 508/861-0468
adam@waveswash.com

Vice President/Suppliers

John Tapis / Rl Chemical Corporation

754 Branch Avenue, Providence, RT02904
401/714-2184 - fax:401/421-5850 - surfactantsgroup@aol.com

Treasurer/ Secretary

Joe Mead / East Falmouth Car Wash

154 E. Falmouth, Rte. 28, East Falmouth, MA 02536

781/264-3872 - fax: 508/540-7299 - eastfalmouthcarwash@comcast.net
Immediate President

Patti Kaplan / Starlite Car Wash

107 Main Street, No. Reading, MA 01864

508-361-2998 - fax:978/897-8296 - Starlitecw107@aol.com

OPERATOR DIRECTORS

Jelf DiLauro / Olde Cape Car Wash

7 Nells Way, Orleans, MA 02653

774/836-8623 - fax: 508/240-2312 - jeffdilauro@comcast.net
Mike DiOrio / Maddy’s Car Wash

300 Andover Street, Peabody. MA 01960

978/538-0074 - guycarwash@yahoo.com

Terrance Elder / Triple Play

100 Washington Street. Attleboro, MA 02703

508/915-4820 - terrancek@comcast.net

Gary MacKenzie / Quick & Clean Car Wash of Waltham, Inc.
P0. Box 550064, Waltham, MA 02455

781-789-4545 - fax: 781/899-8567
gfmackenzie@quickandcleancarwash.com

John Murray / AutoBath of Cape Cod

551 Yarmouth Road, Hyannis, MA 02601

508/776-1216 - jwmboston@gmail.com

Russ Picard / Executive Auto Wash, Inc.

726 Winter Street, Woonsocket, RI 02895

401/338-3007 + fax:401/762-3300 - russdetails@yahoo.com
SUPPLIER DIRECTORS

Andrew Schille / Ecolab Vehicle Care Division

13 Lindor Road. North Reading, MA 01864

508/989-5522 - andrew.schille@ecolab.com

Steve Stockman / Trans-Mate Products. Inc.

13 Sterling Road. No. Billerica, MA 01862

987/667-0100 - fax: 978/667-1819 - sstockman@trans-mate.com
EXECUTIVE DIRECTOR

Sherri L. Oken, CAE / The Association Advantage LLC
Solutions@TheAssociationAdvantage.net

www. TheAssociationAdvantage.net

NECA

591 North Avenue, Suite 3-2

Wakefield, MA 01880-1617

781/245-7400 - fax: 781/245-6487
info@newenglandcarwash.org

WWW.NEWENGLANDCARWASH.ORG
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PRESIDENT’S COLUMN

First, I would like to congratulate Adam Korngold for
being awarded the "NRCC 2011 Most Distinguished Person” at
the show in Atlantic City. Adam has done a great deal of work
with the green movement and has also been an outstanding NECA board member,

Ron Bousquet

congratulations, Adam. Also, I would like to congratulate Patti Kaplan, our “You
Make It Happen Award” winner. Patti is the hardest working NECA member that
have ever seen. Way to go Pattil!!!

At our last Board of Directors meeting we looked at what we have been doing for
meetings and social events and we are trying to find better ways to bring all of us together
so that we can network and get more educational events to help improve our businesses.
We are currently looking at different ideas and if you have any opinions on how to make
our events better; please call me or any other board member to share those ideas.

The NRCC was again an outstanding show for professional carwashing for
the entire Northeast. The jammed-packed show floor was busy with many suppli-
ers and carwash operators doing great business and networking. The education
was again some of the best in the industry with many industry leaders sharing their
knowledge. The kick-off program from Robert Andre from The Car Wash College was
outstanding, and this years keynote speaker, Joe Bastardi, formerly the Chief Long
Range Forecaster at Accuweather, was very insightful. My special thanks to all the
NRCC committee for their tireless work on making this show the BEST!

Ron Bousquet
NECA President

NECA Winter Meeting, Dinner and Program

Tuesday, February 7th, 2012 * 5:30 - 9:00 p.m.
Entering the Brave New World of E-Mail Marketing

You don’t know where to begin. You think that everyone is doing it except
you. But, youre not alone. Most smaller businesses are overwhelmed by the
waves of new technology.

This program will offer a practical, hands-on primer, provided by local car
washers, on how to use e-mail and broadcast systems to market your business
and build customer loyalty.

You have questions and we will have answers plus we'll demonstrate how it works:

¢ E-mail and text marketing campaigns to drive customers to your business
+ Developing or acquiring the all important list
% Using broadcast services like Constant Contact to make coupon offers

% Capitalizing on new smart phone technology. ]
Visit www.newenglandcarwash.org for more details and to register.



Apply for a NECA Scholarship

This has been a challenging few years and especially
tough if trying to pay for post-secondary education. With
college tuitions and other program costs on the rise, ev-
ery little bit can help, and NECA can help through its
scholarship program. Our 2011 winner, Jake Siemering,
received $1,000.00.

To be eligible, an applicant must:

% Be an employee, full or part time for at least one year,
or direct family member of an employee, of any New
England Carwash Association member company.

+ Have graduated high school or the equivalent.

% Be enrolled, or plan to enroll, at an accredited post-
secondary educational institution full or part time:
Ex. Two-year or four-year college or university, ac-
credited trade certificate program, etc.

% Not have won a scholarship from NECA in the last
year.

Recipients will be evaluated and chosen based on their
high school/academic standing, leadership capabilities,
community involvement, strength of character, personal
achievement, plan of study and future goals, and financial

needs. We form a review committee to
review the applications and determine,
all things considered, whom is most de-
serving.

Applicants must complete and
submit the following no later than
April 30, 2012

% A scholarship application (available on www.new-
englandcarwash.org).

% An essay that explains why the applicant should re-
ceive as well as needs the scholarship.

% Two letters of recommendation: One from a repre-
sentative of the NECA member company and one
from someone in your community.

% Copy of acceptance letter or proof of enrollment from
the post-secondary school the applicant plans to at-
tend, or is attending,

Recipients will be notified by June 1, 2012. The award
will be presented at the New England Car Wash Association’s
2012 fall event. The scholarship is funded through proceeds
from 50/50s, and the putting contest and live auction at the
2010 and 2011 Golf Outings. |
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The Works Wash

(lean Up Profits

with Coupon Books, Gift Cards & Gift Certificates

TICKET

SINCE

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

Simplify Multi-Wash Sales For:
« Loyal Customers

« Fleet & Limousine Companies

« Car Dealerships

« Police & Local Government Agencies

We Specialize In:
Barcoded Tickets
Consecutive Numbering

C Oa
1907
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NECA Members Share
Marketing Strategies

For full details of their presentations, please visit www.neweng-
landcarwash.or,

The New England Carwash Association’s (NECA)
November 1 dinner and meeting at the Crowne Plaza in
Natick, MA, featured a panel of NECA members who shared
their successful marketing strategies.

Paul Vercollone, Adam Korngold and Russ Picard

shared their marketing strategies with the mem-
bership at the November 1 dinner meeting.

Adam Korngold
of Waves Car Wash
in West Roxbury,
MA, Paul Vercollone
of Verc Enterprises
based in Duxbury,
MA, and Russ Picard
of Executive Auto
Wash in Woonsocket,
RI, have a very strong
business philosophy
in common. They be-

lieve in proactively developing strategies to overcome the
challenge of developing customer loyalty; they don’t com-
plain and hope for the best. On the other hand, they all de-
velop customer loyalty using different approaches.

Korngold, a new generation carwasher, is savvy about
social media. He has shifted his entire advertising efforts and
budget from print media to Internet marketing as a way to
create customer loyalty. He has been very successful. For a
one location, community-centric business, his Facebook
friends and e-mail lists are big and getting bigger.

Vercollone started his business with his father in the
"70s. They started to address the issue of steady volume head
on and early with a robust couponing program. After a time,
it wasn't producing results and they dropped couponing,
More recently, they initiated a half-price “Wacky Wednes-
day” program, which literally has become part of Briteway
Car Wash’s brand.

Picard, a young, second-generation carwasher, referred

Patti Kaplan - You Make It Happen!

The recipient of the 2011 You Make It Happen award,
recognized at New England Carwash Association’s (NECA)
November 11 meeting, was Patti Kaplan of Starlite Carwash
in North Reading, MA. Patti is well known to everyone for
her unbounded enthusiasm, considerable charm and tire-
less efforts on behalf of the NECA.

How did it all begin? As is the case with many
members, Patti is from a carwashing family, and as
with many second generation carwashers, helped at
her dad’s wash growing up. Patti’s dad, Karl Mueller, is
originally an engineer.

But, Patti set her sights on a different career. After
graduating (valedictorian) from Burlington High School,
and from the University of New Hampshire where she stud-
ied marketing, she worked at Jordan Marsh in their training
program. Then, she took a job at Zayre where she met her
future husband, Dennis.

In the 1980s, Patti and Dennis became manufactur-
er’s representatives, often traveling overseas. She always
knew she would go into the carwashing business, and
when her Dad passed away in 1993, she took over Starlite
Carwash. She renovated and rebuilt the facility, and the
rest is history.

Patti’s maintained Starlite Carwash's NECA member-
ship and in 2003, was invited to join the Board of Directors.
She jumped in feet first, volunteering to work on the golf
outing and the NECA section of the Northeast Carwasher.
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In 2005, she was asked to
run for Treasurer. During
her term, she refined the
budgeting process and built
up our reserves through
very careful management.
She served as 1% and 2
Vice President before be-
coming NECA President in
2009. Over the years, she has coordinated the launch of the
NECA website, headed up the PR/Advertising Committee
and stepped in whenever help was needed. In fact, we don’t
think she has ever said “no” to the NECA!

And, Patti has been an extremely active Past President,
chairing the Golf Outing and the Membership Committees,
and participating in just about everything the NECA does.
She doesn’t disguise her love for the NECA and the close
friendships she has formed. At the risk of sounding sexist,
she truly is the NECA’s head cheerleader.

We would be remiss if we didn't mention Patti and
Dennis’ other notable achievements, their daughters:
Michelle, recently married, is an attorney living in New
York City; and Amanda, a marketing manager, who lives
in Waltham.

So, Patti Kaplan, for all you've done and continue to do,
we honor you with the “You Make It Happen” award. You
are one of the NECA's greatest assets! |

Patti Kaplan and Ron Bousquet




to his strategies as “caveman-style.” Three years ago, he and
a manager sat down to discuss where all the customers had
gone, and how to overcome the challenges of his wash’s loca-
tion, as well as the demographics of his community. Execu-
tive now offers daily specials, as well as seasonal and holiday
initiatives, to keep customers coming back.

In the end, after a lively Q & A, all agreed that providing
the best possible product at a fair price and offering “good
will” promotions remain the strongest marketing strategies.
Modern technology provides powerful new tools and expands
your marketing reach, but sometimes a great lollipop and hap-
py child is the strongest incentive. Carwashes need to be open
to all kinds of ideas, both low and high tech, and to apply them
as is appropriate for a business’ demographic. |
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TREASURER’S REPORT
New England Carwash Association
Period: January 2011 - September 2011

Income
Interest Income
Meetings ........cccovevreereerennn.
Member Services
Membership .......ccccooeeuevennnen.
NRCC......coee..

Total Income

Expenses
Board Expenses
Earthfest........cocoovvvcnieic.
Insurance..........
Management Fee....................
Meetings............
Member Services.................
Membership .....
Office Expense .........ccccocoene.
Professional Expense
WashfOracause. ..........covueviirieiiniciicecee e

Total Expense

Net Income -162

Cash Balances
The Cooperative Bank CD..........c.cccoovveveverieeeeeeeeen 101,503
Citizen’s Bank SAVINGS ..........oooevevivieeieiieeeeseeeieensesiean 84,540

Citizens Checking........c.co.cccevvnennnn.
$1 94,956)

Q)tal Checking / Savings

The “AWESOME"
fire Shinep

Patent Pending

“This one really worksi*

“The Added Revenue Producer”

Visit our
website
and
click
on the
U-Tube
link
to
Witness The
“Awesome”
Tire Shiner
in action
and
Instructional

® No sponges - No mess

¢ Catch pan design to conserve product

® No lubrication required

® Used in combination with the
"SUPERIOR TIRE GLO"
No-Sling high gloss product

www.washngo.com

it 800-344-8700
Email: info@washngo.com
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As We Shiver...

The warm summer days are just a
memory now, but back on September
12, the New England Carwash Associa-
tion (NECA) gathered at Indian Pond
Country Club in shorts and tee shirts
for a warm and sunny day of golf and
camaraderie. Through the generosity of
our sponsors and golfers who bought
Mulligans, participated in the putting
contest, purchased prize raffles and
bid at our auction, we were able to
raise $3,000 for the Parkinson’s Disease
Foundation/MA Chapter and add $600
to our Scholarship Fund.

Again, wed like to thank our
sponsors:

Major Sponsors
Trans-Mate Products and Autowash
Maintenance Co.: Dinner
Ecolab Vehicle Care Division:
Leaderboard

The team from East Falmouth Car Wash.
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Simoniz USA: Golf Carts
Rhode Island Chemical Corpora-
tion: Lunch
Additional generous sponsorship
support from...
Airlift Doors, Inc.: Closest to the
Pin/Hole 13
Autowash Supply Co., Inc.: Bever-
age Carts
Car Fresheners Corp: Registration
Mang Insurance: Score Cards
New England Carwash Equipment:
Putting Contest
Hole sponsorship support from...
Blendco Systems, LLC
DRB Systems, Inc.
Hydra-Flex. Inc.
Innovative Control Systems
National Ticket Company
PECO Car Wash Systems

Brandt Sebring (left) and the team from Ecolab.

Professional Carwashing & Detailing
Ryko Manufacturing
WipeOn-WipeOff

Additional in-kind support from...
Diamond H20
ERC Wiping Products
Hydra-Flex. Inc.
Rhode Island Chemical Corp.

And, a special thanks to the Golf
Outing Committee for a job well done!

< Connie Burton, Burton
Car Wash

< Donato DePinto, New England
Carwash Equipment LLC

« Patti Kaplan, Starlite Car Wash

% Joe Mead, East Falmouth
Car Wash

¢ Brian Stanikmas, Simoniz USA W

Putting Contest participants
enjoyed the sun and fun.

Team Simoniz led by Al West (far right) also included
the Connecticut Carwash Association President Todd
Whitehouse (next to West).




Member Benefit:
Marketing Through NECA

Members: Areyou utilizing all opportunities to
increase your company s visibility and reach?

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

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

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

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

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

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

For a full description of opportunities for our industry partners/supplier
members, go to: hitp://www.newenglandcarwash.org/category/3370/
opportunities-for-our-industry-partners-supplier-members.htm

The Auto Gare Forum
IS A Huge Hit!

And now its even better. Check out the NEW
FORUM, with many new features to make
your surfing and belonging to the
Car Wash Community even more enjoyable.
Totally customizable user profile, pictures, private
emailing, buddy list, see who else is on-line,
which threads are HOT, New Posts, Quick Links.

wWww.autocareforum.com

There you'll find real world, 24/7
Information Exchanges and many
valuable industry resources such as our
comprehensive Industry Directory
(“Yellow Pages” where your listing is free),
and much more (3,500 pages!) for

Carwash, Q-Lube, Detailing & Self Storage

WATE H TREATMENT SOLUTIONS

The SoBrite Filtermatic
reclaim systems have set the

Car Wash Industry standards.

@ Patented ODOR CONTROL SYSTEM, guaranteed to
eliminate odors.

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

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

SoBrite’s Filtermatic?

Produces up to 160 GPM
without Operators
Assistance

SoBrite’seenFiltermatic3®

Designed for Lower Volume

Needs Up to 25GPM

Distributor
Inquiries <

Economatic Reclaim System

« Single, Double or Triple
Hydro-Cyclonic Action

o 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

s
6 DISTRIBUTION,LLC

Carwash Solutions from Carwash Operators.

Contact Leo Zona at email: 1zona@zwashsystems.com
Phone: 781-659-0100 + Fax 781-659-0400
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Common Sense Maintenance Tips

By Steven M. Crowell

Sometimes, the small things are what matter most. The
following describes some basic maintenance practices that
are too often overlooked on a daily basis.

Nozzles

For all of your basic everyday nozzle benefits, and to
ensure your wash performs professionally, proper applica-
tion is a must. Tunnel arches are probably one of the worst
contributors to increased water consumption and wasted
amounts of chemical. The tunnel nozzles should be re-
placed on a yearly basis. High pressure applications should
be checked for wear every three to six months. Prep guns
and self-serve nozzles should be replaced every six months
as the slightest wear can add up to hundreds of gallons
of water being wasted on a daily basis. Spray patterns are
often overlooked, so it is very important to make sure the
angle of spray is to benefit the application. It only takes a
moment to clean a blocked nozzle.

Your supplier should be able to give you a chart that bet-
ter explains this, or you can go to the nozzle manufacturer’s
website for additional information. So, when your customers
go through your wash, they can see everything being applied
properly, as well as things that aren’t.

Conveyors

Chains and rollers for the tunnel are the heartbeat that
moves the cars through your business. Therefore, these items
MUST be inspected on a daily basis. Inspect the cotter pins,
roller plastics and even the drive sprocket for a saw blade pitch
which will make a clicking sound from the chain dragging and
causing unnecessary wear. If the chain is loose, remove links to
keep the chain true and taut. Remember to grease the take-up
section wherever there is a grease fitting, and to remove excess
grease. The build-up of dirt will prevent proper movement. Also,
keep the area free of debris. For example, soda cans and bottles
can get dragged through the conveyor and wreak havoc on sen-
sitive parts, such as pulse switches and roller detector eyes.

Side Brushes, Tire Brushes and Mitters

These units all have bearings, so always remember
to grease them and remove the excess grease. The bearing
needs to be greased once a week to maintain proper lubrica-
tion and ensure maximum life resulting in less downtime. Hl
Steven M. Crowell is in Sales and Customer Service with Autowash

Maintenance Corporation. You can reach him at steve@autowash-
maintenance.com.

Reprinted with permission from the NECA's E-Newsletter.

CARWASH
CONSULTING

The Car Wash Experience You Need

IMPROVING LABOR

An operation increases its chance for success
when employees are hired wisely and

managed effectively.

SALES TRAINING

Proven sustainable tech

to increase dollars per car and

bottom line profits.

PRODUCTION TRAINING

ues guaranteed Customer experience improves and employee retenton increases
when employees are given a clear understanding of purpose,

the tools required and fully understood procedures.

www.carwash-consulting.com « info@carwash-consulting.com - (203) 204-2550
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www.AutowashMamtenance.com
Carwash Equipment Sales, Service & Supplies  Toll free 800.395.2155

Autowash Maintenance Corp | 90 Canal Street | Malden, MA 02148
Phone: 781.324.2155 | Fax: 781.324.2735



OFFICERS

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

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

Timm Baldauf, secretary
Advanced Car Wash Systems, Voorheesville
518/765-2078

Timm.B@Juno.com

Mike Benmosche, treasurer
Mang, Clifton Park

518/383-2910
mike.benmosche@manginsurance.com

BOARD MEMBERS

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

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

Christian King

KNC Holdings, Albany

518/783-2100 ext 5 - cking@clean2o.com
Glen Sheeley

Sheeley Enterprises Inc., Walden
845/457-3739

PAST PRESIDENTS

Tom Hoffman Sr. Dan Kailburn
Ron Burton Don Scordo

Raymond Justice Ken Knightes™
Walt Hartl
Dennis O'Shaughnessy, St

Steve Knightes

Steve Voll

Mark Kubarek
Tom Hoffman Jr.
*Deceased
EXECUTIVE DIRECTOR
Suzanne L. Stansbury

Ph/E: (518) 280-4767
mediasolutions@nycap.r.com

P0. Box 230, Rexford, NY 12148
WWW.NYSCWA.COM

WWW.NORTHEASTCARWASHER.COM
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NYSCWA News

PRESIDENT’S COLUMN

What a great Northeast Regional Carwash Convention )
Mark Kubarek

(NRCC). I think it gets better and better every year. Thank you
to the show committee. This group of volunteers work tirelessly

throughout the year to make this the best show in the country. Make plans to attend
next year, October 1-3. It is a great value. Congratulations to our Executive Director,
Suzanne Stansbury; on being inducted into the NRCC Hall of Fame. It is a well-de-
served honor. I was president back in the Stone Age when we did not have an execu-
tive director. Believe me when I tell you how much Suzanne does keeping myself and
all the officers and directors on task. She makes us look good. Thank you, Suzanne.
First impressions are everything. Whether you are meeting someone for the first time

or the first time someone uses your carwash the first impression they get can mean
everything. When you go to meet a person for the first time you might get a hair cut,
put on your best clothes, shine your shoes. You want them to feel at home and you
want to make your best first impression. You want the same thing when your custom-
ers visit your wash. Is your facility clean and inviting? Is everything functioning prop-
erly? You won't get a second chance to make a great impression. So, make sure your
sales associates are courteous, knowledgeable and in uniform. Make sure all of your
equipment is clean and working properly. It will pay dividends. The way the weather
pattern has been, we can't afford to shoot ourselves in the foot.

Hopefully, we all had a very successful Grace for Vets campaign on Veterans
Day. It is a small token to honor those who have given so much to ensure our freedom.
Thank you to all our servicemen and women. And beyond Grace For Vets, check with
your county Veterans administration to find out if they have any needs. Terri and
Iwere shocked to find out that our disabled vets’ needs are not being taken care of
as well as they should be. They might need wheelchairs, hospital beds for home use,
walkers, blankets and pillows, coats and jackets, or someone to drive the vets van to
get them to the VA hospital. Most of them are too proud to ask for your help, so call
your local Veterans administration and ask what you can do to help.

Iwould like to thank everyone for their generous donations to St. Hyacinths
Church in memory of my parents. Partly due to your generosity the parish has new
front doors. On behalf of myself, and the parishioners of St Hyacinths, dziekuje
(Thank You).

On behalf of myself and the officers and directors of the association, I wish
you and your families a happy holiday and a very peaceful and prosperous 2012.

1 hope to see you at our Mets event on May 30, and at our Fall Membership
Meeting in Rochester on November 1.

et §4C

Mark Kubarek
NYSCWA President

METS EVENT

MAY 30
METS VS PHILLIES



Solar Panels Save Money, Promote Glenmont’s
Environmentally-Friendly Image

By Alan M. Petrillo

More and more carwash operators are turning to solar
panels to handle their hot water heating needs, but one New
York carwasher believes there’s a second element to solar
panels that has an equal impact on business - promoting a
positive image of the carwash.

Dennis O’'Shaughnessy, Sr., owner of Glenmont Car Wash
in Glenmont, NY, installed a solar hot water heating system
on the roof of his facility to service the hot water needs of an
in-bay frictionless automatic wash and five self-service bays.

In addition to the monetary savings that O’Shaughnessy
now generates annually, he believes a less tangible benefit
is accruing from his solar panels, that is, the goodwill gen-
erated with the public for being an environmentally-friend-
ly business.

Glenmont Car Wash owner Dennis O'Shaughnessy, Sr. uses solar energy to heat his
self serve and demonstrate his desire to help the environment.

< BusinessKeeping

“The detail professional

Gail 1 Benmosche PMP
1} l._-,'1||l'.-|:.|-|||-!._ [ ane ( l‘l" LOH |'.-'|I L \_", IO

Offic 518-371-3000 Fax 518-373-18B6

businesskeeping.com

“Besides generating hot water with the solar system,
were showing the public that were green and we're trying to
be good corporate citizens,” O’Shaughnessy pointed out.

The Glenmont Car Wash solar installation consists of
two long racks running lengthwise along a pitched roof.
Each rack holds six large panels and each panel holds 24
solar heating tubes. The gravity flow system drains into a
600-gallon water tank that was fabricated on the second
floor of the building.

“The installer constructed a wooden tank in the attic,
insulated and put steel ribbing around the box, and then
put in a heavy, thick rubber lining inside it, which actually
holds the water,” O’'Shaughnessy noted. “They ran tubes
into and out of the tank, and installed a pair of three-quar-
ter-inch, 60-foot copper coils in the tank to serve as heat
exchangers”

O’Shaughnessy said pumps send the water from the tank
to the rooftop solar panels, where gravity drains it through
all the roof coils and tubes, heating the water, before it makes
its way back into the tank.

“I have a programming box that tells me the tempera-
ture on the roof and the temperature of the water inside the
tank,” O’Shaughnessy said. “During the spring, summer and
fall, I don’t run any of my gas-fired hot water units - only in
the winter as an assist”

O’Shaughnessy said he uses hot water in the in-bay
automatic for presoak at about 120 degrees, and for soak-
ing water in all five self-service bays. O’Shaughnessy said
there’s no need for him to put heated water in his 105-foot
exterior only tunnel.

While O’Shaughnessy spent approximately $20,000 for
the solar units and installation, rebates trimmed the out-of-
pocket amount to around $15,000.

“That’s not a lot of money for a piece of equipment in the
carwash business,” he observed.

Besides saving money, which O’'Shaughnessy estimated
amounts to at least 25 percent of his water heating bill, the
solar panels show his business in a positive light.

“Many customers talk to me about the solar pan-
els because they can see them when they pull in’
O’Shaughnessy said. “The residual value is all the ‘green’
people will tell their friends about you and talk you up.
It generates more business for our carwash, and I cannot
find any bad part about it. It’s the kind of thing that can
only help our business.” |

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing edi-
tor of Northeast Carwasher.
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NYSCWA Skypes Grace For Vets
Founder in Australia

The New York State Car Wash Asso-
ciation (NYSCWA) reached out “Down
Under” to Grace For Vets Founder Mike
Mountz of Cloister Car Wash, Ephrata,
PA, October 19, during its Fall Member-
ship Meeting at The Clarion Hotel at the
Century House in Latham, according to
NYSCWA Executive Director Suzanne
Stansbury. “Via Skype we were able to
connect with Mike who is in Australia
speaking at the Australian Car Wash
Association’s Expo 2011 promoting his
Grace For Vets event that honors our
servicemen and women on Veterans
Day. It’s just amazing how technology
now allows us to communicate””

Mike Benmosche, NYSCWA trea-
surer, ran the meeting and echoed her
sentiments. “Mike’s message is powerful
and his experience in the industry is un-
paralleled; he said. “Being able to com-
municate with him in Australia, where it
was the next day, was really neat”

American Changer

Mountz, an industry icon and in-
novator, is a Veteran himself. He started
Grace For Vets as a way to give back and
honor those who serve our country. For
the last eight years he has built up the pro-
gram to now include all 50 states, Canada,
Australia and most recently New Zealand.
His goal is to wash 122,000 cars in 2011 for
our Veterans. Currently, 631 operators are
participating with nearly 1,500 locations.
“This program is not about me or our car-
washes, it's about honoring our Veterans;
said Mountz. “It's about giving back and in
doing so you will be creating a customer
for life,” he said.

Colorful Wash Tour

Despite periodic rain, the group of
approximately 40 toured five unique
Capital District washes including
Hoffman Car Wash, a full-service tun-
nel, detail center and lube and So-Col
Speed Wash, a renovated self-serve

Standard Changer
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NYSCWA Treasurer Mike Benmosché ran the meet-
ing in President Mark Kubareks absence and did an
outstanding job!

with in-bay automatics in Colonie; Co-
lonial Car Wash, a seasoned exterior-
only tunnel with off-line full service
and detailing and Grecos Car Wash,
a new self serve with in-bays in Sche-
nectady and Raindancer Car Wash in

Continued on page 80 ...

Hamilton

BOD owns Multiple Locations wit Different Entry Stations
He wants to promote a single wash loyalty program that works everywhere.

In only 30 seconds learn how Bobh did it at

Wash‘M
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washcard.com/hoh

As seen on
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“Customers choose our
car wash because of the
environmental benefits.

— Chuck Kaady, Kaady Car Wash

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

3 - - Become a member of WaterSavers™ an environmental
- marketing program from the International Carwash
Association’)' and get the support'you need to d|fferent|ate
your car wash from the compétition.

'R

gramiiafo |onand‘to‘reg|steryour =yl
| avel " rg
WaterSavers™ An International Carwash Association™ Program




Wash Tour ... conti 78.
ash 1ou continued from page 78 Bz Qs Uty st

Loudonville, a colorful refurbished exterior-only tunnel
and self serve over the course of five hours.

Benmosche wanted to extend a special thanks to the
event’s sponsors: Bus Tour Sponsors Micrologic and Simoniz
USA and Meeting Sponsors Mang Insurance, New England
Car Wash Equipment LLC, the Northeast Carwasher magazine
and Ryko Solutions Inc. |

s Hoffinan’s flagship location on Central
T Avenue in Colonie boasts a full-service
tunnel, express detailing, in-bay
automatics and a lube facility.

The association’s next event is its annual trip to CitiField,
May 30, when the Mets take on the Phillies.
To learn more visit nyscwa.com.

Branding in the smallest way can  You can certainly find creative design when
help your wash stand out. you walk down the Hoffiman Car Wash viewing
Ty \ hallway at their Colonie full-serve location.
@ ~ Does this piece of equipment, turned table,

] can'- wa sh look familiar?

The three-bay lube
is a huge profit cen-
ter for the wash.

Known for its spectacular landscap-
ing Hoffman Car Wash sports its own
inhouse landscape professional.

I This old ice truck connotes the Hoffman families roots in that

industry long before they became carwashers. The mural in the
background was painted by Cloister Car Washs Wayne Fettro.

Rykos Mark Lefsyk and Mang's Mike Benmosché.

Continued on page 82 ...
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VA Regional Carwash Convention
= Hosted by the Conmectiont Corwash Assotiation

4\ October 1-3, 2012

{7 3C _ Trump Taj Mahal Hotel & Casino

! * 4 Atlantcc Ccty, New Jersey
G 2 T e e e,
\ ',,ait e Bl — ~

“We had a great show, the traffic was steady amd the
people were engaging. We were able to obtain strong leads
from this show and turn these into new customers in just
a couple of weeks. Our entire team left with many solid
prospects.

One of the best shows in years, great job!”
Al West-SIMONIZ USA, INC.

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

With a packed show floor and 60,000 sq. ft. of exhibit space the NRCC continues

to raise the bar with a tremendously successful show!
Thank you to all who attended and exhibited for your support.

Visit www.nreeshow.com for more highlights!

Questions?
Call: 800-868-8590
Email: info@nrccshow.com Website: www.nreeshow.com



Wash Tour ... continued from page 80.

Sol-Col Car Wash, Colonie

This totally renovated wash features two in-bay automatics and a three-bay self serve.

This signage specifies what
is not advised at the wash.

NO VEHICLES WITH:
Plow Frames

mﬂ“iza “irrﬂfs The attractive remodel was accomplished by new owner
2 Rich Rosetti and his Rosewood Home Builders team.
Tailgate Down
Loose Objects in P/U Bed
Over?7’ Height
Over 22’ Length

Failure to obey this rule may result
in vehicle damage.

mmsﬁllhrnmhmm

s = —

The vac island features a lot of color that ties into the washs
facade and some really attractive trash receptacles.

This attractive facility was once an exterior wash with traditional self-serve bays.

Continued on page 84 ...
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Everyone wants a MacNeil. Now everyone can have one.
LARUEATE

“MacNeil Equipment
is Second to None”

",
’.L

“Coming from a touch free automatic and self serve
background, | was very anxious about the friction car wash
business. The quality of MacNeil equipment is second

to NONE and we experience LESS damage percentage

than our in-bay automatics. Couple that with the ability to
actually clean everything from a mini to the largest SUV at a
rate of 80 to 100 per hour during peak demand and we get a
win - win situation.”

Robert L. Greene
President

Car Wash Express, Inc.
Hanesville, Georgia
120' Express Tunnel

For more information scan the QR Tag,
or go to WWW.machneilwash.com

EEENE
Put money back in your pocket with a MacNeil.

Visit www.macneilwash.com and see how we stack
up against the competition.




Wash Tour ... continued from page 82.

Colonial Car Wash, Schenectady

The crowd toured the inside of Colonial
which his owned by Dave Fusco.

This colorful wash is a traditional exterior with an
off-line full service cleaning option.

Colonial Car Wash owner Dave Fusco and his good friend
Raindancer owner Stephen Hoffinan.

DIPRESS DETRNG
WHILE YL WA
UUPLETE SHAMRAR . 458
\NTERIDR SURER
N W

This Colonial Car Wash is one of four
locations in the Capital District.

This location also features express detailing.

Continued on page 86 ...
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IntelliSites

the smart choice for web design

Web Site Design

Web Site Hosting An assortment of 6 original greeting cards
that speak to both romance and inspiration, based on the

Application Development and Design “Poetr_y ofConnection”series by Ray Justice.

Search Engine Marketing

E-Commerce Visit ThoughtCompass.com to purchase a gift set of
6 intimate greeting cards for someone special.

518.465.0659

. .. 23 Ray Justice is a Western New York entrepreneur, author and personal
www.int (-‘I ]] sites.com = awareness coach. He uses the theme of “Connection” in his poetry

books “Whispers of Intimacy” and “Arms of Oneness” available at
ThoughtCompass.com

Based on the success of our Mid-Atlantic Car Wash Association, the New York State Car Wash Association
and New England Car Wash Association insurance programs, we are providing a total business solution
to carwash operators nationwide. Mang Insurance Agency's Mational Car Wash Insurance Program offers:

* Competitive Pricing
* Comprehensive Coverage For Car Washes
* Superior Claims Service

* Valve Added Services Designed Specifically For Cars Washes

Been Insvring Hundrecs ar Wash Skhes For Fifteen Years]

Mang Insurance Agency, LLC
Mike Benmosche’ *+ 800-891-9274

56 Clifton len‘lr}.r Road, Ste 202, Ciiffm Park, MY 12065 M C E! :,I i:lll‘:.l:::ih[ .ﬁ'... IIIIIII NC -
www.nation ﬂl'l‘:ﬂ rWﬂsh!ﬂsurdﬂCE.com Association W N ¢

AT ER S r:-.--u-nnu
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This is the first wash in the Capital

Wash Tour ... continued from page 84. District to feature LED lighting
throughout the facility. |

Grecos Laser Wash, Schenectad}{

The LED display
in the bays makes
payment a breeze.

This year-old wash features four self-serve bays I

and an in-bay automatic.

s\

NYSCWA Treasurer Mike Benmosché and Greco’s owner Glen Greco.

LPAK

Snow Melting and De-Icing System LL2 LI A1 R DU D)
Engineered for your unique application.

Signage abounds at this new wash.

Continued on page 88 ...

PROPAKY® by Huron Valley Sales

The leader in snow melting and de-icing systems offers:

Experience
Over 10,000 systems installed since 1964.

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

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

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

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

Huron Valley Sales
6032 Schooner Dr. ¢ Van Buren Township, MI 48l11

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

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

jagement

ffof“*’ '
nd
a -—.-

Features

* Easy to use touch screen

* Customer Tracking — Track customers via
license plate, key fob, windshield sticker, RFID
tags.

* |nstant Credit Card Clearing — Process credit
card transactions in under 3 seconds.

* Inventory Control - Prevent theft and automate
re-order process.

e Labor Management — Integrated time clock
helps you track and optimize labor costs.

!

Loyalty promotion — Flexible and easy to use
loyalty promotion module.

Multi-Site Replication — Share information
with all or selected locations.

Tunnel Controller Interface — Interfaces with

most tunnel controllers.

MobilePOS - Wireless Handheld/Greeter with
mobile belt printer.

Outstanding Support — Our commitment to
quality and product reliability is continually
demonstrated by our friendly support staff.

For more information;

Call (973) 598-0808
www.micrologic.net

-’|l BLFH

¥ man - [rp———.
lhrlﬁl. Dl

a s 5 o 1 ales



Wash Tour ... continued from page 8.

Raindancer Car Wash, Loudonville

ZONLY "B FER IRASH

S AEONCY LTS PER WASH

A GREAT VALUE!

Colorful signage abounds at Raindancer.

Raindancer
_CAR WASH
E

L

Frank Blond and owner Stephen Hoffinan.
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Driftwood accumulated from all
over, as well as ample greenery
makes this wash a standout.

The tunnel exit features a terrarium
of sorts complete with driftwood,
seasonal items like pumpkins and
a garden gazing ball.

A great example of taking a
piece of driftwood and creating
an attractive floralscape.




BECOME A MEMBER TODAY! Explain The True Value Of

To join the NYSCWA complete the following, and E m p I Oyee Be n eﬁts
Mail your check for $250 to: Do you get frustrated when members of your workforce
NYSCWA., PO Box 230, Rexford, NY 12148 don't understand the value of all the benefits your company

provides? The real problem may be that you haven't effectively
communicated that value to them.
Here are some tips for explaining benefits clearly:

MAKE CHECKS PAYABLE TO “NYSCWA”

NAME % Spell out the costs. When you hire people, or review
their salaries during the evaluation process, make sure they see
CARWASH in black and white just how much money benefits like insur-

ance and pension plan contributions cost the company. Help
them understand that a compensation package includes far

(ADDRESS more than a salary.
“ Keep things simple. The financial details can get com-
CITY/STATE/ZIP plicated, so simplify the terms you use when explaining benefits
to your workers. Check with knowledgeable sources in your HR
PHONE department (if you have one) when you're not sure what to say.
¢ Provide the right benefits. Employees won't care how
- much a benefit costs if they’re not interested in it. Different
employees have different needs. Find out which benefits your
employees really want, and if possible, set up a cafeteria-style
EMAIL program that lets employees choose the benefits they’ll use. B

lntrﬂducing our newest _TnpleFoam | Performa™ Carwash Systems

Solution Stations

pI'DdUCt llI'lC., u . L8 Performa™
CAROLINA PRIDE

EAMAE STHTEME & R TN

With Tunnel Solutions™ you will control cost,

improve cleaning and increase profits. e
Pérforma” Plus

Prep Stations s 5= Tumnel Saver Injection Systems
Performa’ Plos

‘High' Efficiency Boiler

dlle eloter Bz

4!-:11.':1] J '].l'_u. BT VLT "-clL.t A0 O AT F i T
ey e il Fupuwaud Dpidsu
' | CAROLINA PRIDE
For more information call (800) 421-5119  industrial Grade Car Wash Systems

or visit www.cpcarwash.com! A17 5 Madtison Divi. | Rebora, NC 27573 | (400) 421-5119

salowicpearwash.com | www cpcarwash oo
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GREEN THUMBS UP!

Going Green Marries The Environment

With Business

By John Van Etten

Is going green a new thing? What is sustainability?
What is our carbon footprint? What are BMP’s? Who is
LEED? I thought this was a landscape article? Lots of ques-
tions from the landscape guy. My article is designed to en-
lighten you and to create provoking thought while draw-
ing attention to what is going on in mainstream America.

First off, what is going on? In my profession of landscape
and horticulture, our roots come from our agrarian past —
that is to say, farming. Farmers, gardeners and responsible
landscapers in our industry live everyday green and sustain-
able. Let me explain. Farmers are the role model for green
and sustainability. First, let me attempt to define sustain-
ability, keep in mind Wilkepedia has no fewer than 15 defi-
nitions! Sustainability is the responsible use and renewal of
material resources that do not pose a threat to the environ-
ment, now or in the future. Sustainability wisely uses practic-
es and products now that will benefit the environment in the
future. These are often coined earth-friendly products; they
may be biodegradable, organic, non-toxic or deemed less
toxic or environmentally safe. Sometimes, it is the process
of how materials are used. Some businesses as you know,
recycle water, some recycle waste oil for heating and some
businesses operate by wind power! Some businesses are con-
structed with recycled building materials.

Going green is a business decision that marries the con-
cept of environment with business. It is a commitment; in
fact it is a very serious one. The concept of managing now to
ensure a better future is not new. Getting back to our agrar-
ian roots, farmers were sustainable and environmentally
friendly because it was prudent to be that way.

Cleaning up farm stalls and pens was done as a sanitary
measure to keep diseases down. Sanitary measures are criti-
cal to animal husbandry. The waste was not discarded, it is a
precious resource. The waste was then managed to become
soil amendments in the fields and gardens. Butchered ani-
mals were also part of enriching the soil, in essence — noth-
ing was ever wasted or taken for granted.

Fertilizer is not cheap and using waste byproducts
amends, builds and enriches valuable soil. Farmers still use
pesticides, but they use them judiciously. Chemicals are ex-
pensive, so they are used very sparingly. Modern farmers, be-
cause of research and technology, have a huge diverse tool-
box of practices and materials they employ to improve their
farms with the least expense and greatest return.

Exactly what you are doing to operate a profitable
business? The largest dairy farm in the United States ac-
tually heats and supplies electric to their business using
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methane from decomposing manure.

Who hasn't heard of a carbon footprint? Ok, now what
is it? A carbon footprint is many things, but essentially it is
our impact on the environment. It’s a measurement of all the
greenhouse gases we individually produce. It is measured in
tonnes of used carbon dioxide. It is tallied by the following
activities: heating/cooling, fuel consumption (natural gas,
petroleum, LP, fuel oil, wood and wood products, coal), how
and where we travel, (air, car, truck, bus) our life style choices
- what we buy, if we recycle, how we recreate, what we eat,
where we shop and how we consume products. There are
many variables to this and if you Goggle Carbon Footprint you
will undoubtedly find a calculator to determine your personal
footprint. This can be humbling. I thought I was pretty green,
but my footprint looks like I'm in the Sasquatch category.

Ok, why is this significant to business? Going back
to farmers, gardeners, landscapers, environmentalists and
conservationists, we did this because there was direct ben-
efit. We didn’t bother to market this, it was just something
we did. We were the pioneers and didn’t know it! Now it is
the rave! Funny thing is, my very first published magazine
article (I wrote about a holistic, diversified and integrated
environmentally-friendly practice) was nearly a decade
ago. The surge of popular public support came from the
West Coast. The buzz words are: green, sustainability and
many more to come. Before writing this article I spent some
time on-line checking carwash websites. The largest com-
mitment to making and advertising green and sustainabil-
ity are from the west coast states. Check out: www.ecocar-
wash.com out of Portland, OR, for example.

The start of this public movement could have been from
consumers, but it doesn’t really matter. Most people on the
West Coast look to do business with environmentally-sen-
sitive companies. That trend is strengthening every day and
is spreading east quickly. There may not be pressure yet for
this, but there are government incentives. A great business
strategy is to anticipate what consumers want and have it
before they request it. With that said, green and sustain-
ability is marketable! I know many years ago the carwash
industry put out a documentary on how efficient a carwash
was versus washing a car in the driveway. It focused on the
responsible use of water and proper containment of clean-
ers being channeled to water treatment facilities instead of
storm drains. Most of you have seen the billboards for what’s
down stream? Often times they’ve used the scenario of a car
being washed in the driveway next to a lake. This is the next
level. We are here for sure, but are you at the next level?



What is next? Best management practices (BMP) are
written for many industries with the goal of efficiency and
consistency when managing resources and labor. Who has
heard of LEED Certification? What is it? LEED is Leadership
in Energy & Environment Design. LEED was developed in
1998 by the United States Green Building Committee (US-
GBC). This group set standards for sustainable construction
in six major areas: sustainable sites, water efficiency, energy
& atmosphere, materials & resources, indoor environment
quality and innovation and design. The construction pro-
cess is designed to be transparent using technical criteria
proposed by LEED committees. Parallel to the process is the
accreditation; this is done by a third party, the Green Build-
ing Certification Institute (GBCI). The final designation of
the project is granted if you've achieved a Platinum rating,
all six major areas where addressed during construction and
you have reached the pinnacle of LEED. What is the signifi-
cance? The LEED program is in 30 different countries. It en-
compasses more than 14,000 construction projects and rep-
resents over 1.062 billion square feet of construction.

If you are embarking on a LEED project there are many
benefits including tax credits, tax breaks, reduced fees, a
quicker permitting process, low interest loans, government
grants, as well as other local or state incentives.

While investigating LEED businesses in the New York’s
Capital District, I spoke to a representative with Price Chop-
per Supermarkets. They just remodeled a store in Colonie
that is now LEED certified and their new corporate offices in
Schenectady are also LEED certified. Most of my colleagues
at colleges and universities throughout the country are em-
barking on LEED projects.

Another type of LEED project is the construction of
green roofs. My industry jumped on the LEED wagon so to
speak, not to make headlines, but to protect the integrity and
functionality of what we do. WHY? Ok, the new LEED build-
ing is a functioning environmental wonder. It still needs to
be integrated into the property, it needs to be true green, it
needs alandscape. We're involved because we are profession-
als; we want a sensible landscape, one that is diverse, one
that enhances the building, one that provides an aesthetic
for the inhabitants or visitors of that building and one that
is easy to maintain. We want the right plant for the right ap-
plication. We want to see minimal chemical use and greater
benefit to the environment . Remember, we are environmen-
tal stewards. Running the landscape business I can guaran-
tee you a client never tells me, “We want a landscape that is
high maintenance, we want to weed, fertilize, prune, dead-

|
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head and spend every ounce of discretionary
time tending to our property!” As profession-
als, we want the perfect effect and enjoyment
with the least amount of maintenance as well.

From a professional level, we want to be at
the grassroots level when critical decisions or legislation is
created. It beats being told what to do. My national profes-
sional group, the Professional Grounds Management Society
(PGMS), has been involved almost since inception of LEED
going external with developing their grounds maintenance
plans. The driving force behind our involvement is our alli-
ance with The Lady Bird Johnson Wildflower Society.

It is an exciting time, a new era. I hope I've enlightened
you. I merely touched the tip of the iceberg on this topic. The
web is rich with information. Going green is a responsible
endeavor. I believe your business and suppliers will dictate
your commitment to this. I know it matters to our custom-
ers. I promise you, it is not a fad or buzzword that is likely to
go away. As Ben Bailey from the Discovery Channel TV show,
Cash Cab says, “You're either in or youre out!” |

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

Ask the Green Guy!

Please send your garden, landscape and green questions to
John at jvanetten@hoffman-development.com.

NYSCWA CALENDAR

Mets Event
CitiField
Mets vs. Phillies

One-Day Seminar

Fall Meeting
Binghamton, NY
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How come...

By Ray Justice

...this article starts like this?
Where does he get this stuff from?
How come he writes in strange sentences?
How come everyone drives so fast?
Why do I always have to...

The questions we ask ourselves,
are they questions of wonder and curiosity,
or are they questions of complaining and doubt?
Where is everyone else?
Why would anyone do this?
Did I do it right?

Are you asking to learn,
or are you complaining about yourself and others?

Look and think with an attitude of nonjudgmental curiosity.
IfI meditate every day will I sleep better?
If my eyes were a different color,
would everything look the same?
Does being gay still mean being happy?

Try interest and wonder - you'll feel better.
Is your inner voice always complaining?

How come? [ |

©2011 Ray Justice. Ray Justice is an En-
trepreneur, Poet & Creativity Explorer.
He is a former carwash operator and past
president of the NYSCWA. Visit www.
rayjustice.com or email him at ray@Site-
BrandBuilder.com.

Ray Justice

Should Your Wash

Be Featured in the

Northeast Carwasher?

Email us at

mediasolutions@nycap.rr.com
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Itis
By Ray Justice

It is Different
It is Peaceful
It is Inspiring
Itis Fun
It is Now
It is Everything

It is Awareness

©2011 Rayjustice.com Ray Justice is an Entrepreneur, Poet & Creativity Ex-
plorer. He is a former carwash operator and past president of the NYSCWA.
Visit www.rayjustice.com or email ray@SiteBrandBuilders.com.
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G’roﬁt & Loss

January - October, 2011

Income
Meetings Income . . et 18,518.00
Membership Dues ....15,246.00
Northeast Convention INCOME .......c.oceveverierevverenierenieenns 14,930.19
PAC CONEHBULIONS ...oovivivieiieeieicieiceteeee et 0.00
Promotional Fees . . .1,713.16
Vendor SPONSOISNIPS.........cceveveieriiereieeieeiieeer e eseeseseeeen 2,725.00
Total Income $53,132.35
Gross Profit $53,132.35
Expenses
Advertising/Promotional e 105.84
Board of Directors EXPENSES..........cccevevereierervererrerensernerennes 197.27
Credit Card Fees . 1,015.21

Director Fees

Entertainment Expense.. . .
INSUFANCE EXPENSE.......eiiiiiiiienienieereereereeieeseeesieesieeeeen
Legislative Expense......... . .
LeGiSIAtiVe FEES ......evvveerereeierenieriiereiereteere e evenas
Meetings Expenses ......... . .
Northeast Convention EXPENSes............ceeervereevereeverenvenerennen 62.50

...15,000.00

Office Expenses . . 301.38
POStage EXPENSE......coouevvirierienienienienireneenieenieenieeaes 424.21
Printing/Graphics............ . . 565.00
Professional Services fees..........ccoevverereerieereeeerecenreeerennen 445.00

Signs. 60.00
TElEPRONE ...ttt 64.72

Travel . ettt st et et et et e b enbebenbanne 304.71
Uncategorized EXPENSE .........ccveeevereeveriereeniereresierensesessesesenas 0.00
Website Host ... . . . .230.00
Website MainteNaNnCe..........ccvveevveevveeiieiieeeeeeeeeeeeeeveenens 1,379.11

Total Expenses. $51,915.06
Net Income $1,217.29
NBT Checking Balance ...... . . ....$21,131.77

HSBC Money Marlet Balance ............c.cocoeveveueiivevevenenennn. $39,774.32
TOTAL CASH ON HAND $60,906.09

Mike Benmosché is with Mang Insurance. You can reach him at
600/891 -9274 or at m.benmosche@manginsurance.com. )
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How much do you know about

car wash chemistry?

Watch our web series,
“In The Lab With Carl” to learn
more about car wash chemistry.

Visit www.CARproducts.biz today to watch our
videos that were designed to help operators
understand car wash chemistry better.

www.CARproducts.biz

Distributor inquiries welcome




LEGISLATIVE UPDATE

California’s Carwash Unionization Could
Spread East; Make Sure You Are In Compliance

By William Y. Crowell, IIl

California carwash operators in
the Los Angeles area were the focus
of media attention because some
carwash operators failed to pay mini-
mum wages and committed other
improper labor practices. As a con-
sequence of a failure to effectively
respond to these problems, the Cali-
fornia carwash industry is regulated
by the Car Wash Worker Law. Under
the Car Wash Worker Law each car-
wash is annually required to submit
detailed registration information to
the California Division of Labor Stan-
dards and Enforcement along with a
$250 registration fee, a $50 restitution
fund assessment, and a $15,000 sure-
ty bond. The restitution and surety
bond are in place to assist workers
recovery of unpaid wages. The Cali-
fornia carwash industry has a regula-
tory scheme directed specifically at
carwashes, beyond the normal regu-
latory requirements directed to busi-
nesses for minimum wages.
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/ Car Wach

Equipment Salee and Support

P.0. Box 5161
Mooresville, NC 28117
www.mycarwashguy.com

Jim Soueok

Toll Free: 888 ¢ 977 « WASH (9274
Fax: 888 * 976 * WASH (9274)
Cell: 704 - 247 - 0625

E-mail: im@mycarwashguy.com
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Another first in the California car-
wash industry occurred on October 25,
2011. As reported by the L.A. Times, Bo-
nus Car Wash, located in Santa Moni-
ca, became unionized. Bonus Car Wash
employs 30 workers and it was report-
ed that their agreement provides for a
2 percent raise along with a grievance
procedure and standardized rules on
wages and hours.

The union organizing effort direct-
ed at carwashes in California is under
the auspices of the United Steelwork-
ers Union. The CLEAN (Community-
Labor-Environmental Action Net-
work) Carwash Campaign, composed
of a coalition of not-for-profits along
with the United Steelworkers, has fo-
cused on unionizing Los Angeles car-
wash workers (cleancarwashla.org).
Organizing carwash workers is a dif-
ficult task because most carwashes
are individually owned. Despite the
practical difficulty, there is a focused
and ongoing effort in Los Angeles that
is supported by the AFL-CIO.

As an outgrowth of this move-
ment, a Santa Monica City Coun-
cil member has indicated that he is
considering introduction of a local
law that would limit washing of city-
owned vehicles only at carwashes that
pay fair wages.

When the California Division of
Labor Standards and Enforcement
and the media began to focus on car-
wash wages and labor practices, it
was a warning to New York carwash
operators which ultimately came to
fruition. A release from the New York
State Department of Labor on Octo-
ber 12, 2010, contained the tag line
“Continuing focus on car wash indus-
try, Labor Department finds workers
paid only $3.75 an hour” The press re-
lease states that, “In 2008, the Labor
Department investigated a sample of
84 carwashes statewide, and found
high rates of violations, particularly

in New York City, where violation
rates of minimum wages and over-
time laws were as high as 70 percent”
The New York State Labor Depart-
ment is continuing its investigations
of carwash operators.

The point is if as a carwash opera-
tor you have any questions about wage
and hour issues reach out to your asso-
ciation or the Department of Labor to
ensure you are in compliance with the
requirements of the Labor Law. Don't
leave compliance issues to chance.

A failure by the New York carwash
industry to effectively police itself may
result in California consequences. A
regulatory scheme targeted specifically
to carwash operators would negatively
impact the vast majority of operators
who follow the Labor Law with paper-
work burdens and additional costs. The
consequences of not addressing any
wage and other improper labor prac-
tices potentially would extend to the
entire carwash industry in New York
State. There is no excuse for not com-
plying with the laws, and operating
under the rules that govern every other
small business in New York. Your asso-
ciation is ready to assist any members
to ensure compliance. If in doubt, give
them a call at 518/280-4767 or 800/287-
6604 today. |

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

William Y. Crowell, 111



Are You Prepared for
Catastrophic Weather?

By Mike Benmosché

I think everyone would agree that
we have seen more than our share of
storms recently. It appears that the
weather that has devastated many
other areas of the country has finally
found us here in the Northeast. Are
you prepared?

The following article is intended
to outline some general informa-
tion on steps that can help minimize
damage and maybe even protect
property and lives from loss due to a
catastrophic storm. This article is not
designed to represent all possible haz-
ards and/or comply with any regula-
tory laws, but it will hopefully provide
some basic information with which to
design your own disaster plan.

Start by assigning a team to be
responsible for coordination in the
event of aloss. They would be respon-
sible for clean up, salvage and resto-
ration.

Next, work with your utility con-
tractors to establish an emergency
repair program before a disaster
happens.

Then, review your plan annually to
include any updates that may become
necessary.

Establish a Checklist

Establish guidelines for protect-
ing your property using a pre-storm
precaution plan checklist for instances
when warnings of an impending storm
are issued.

Buildings
» Close unnecessary openings

+ Secure any loose items that are
part of the structure

+ Inspect the roof for loose
coverings

o Make sure all roof drains
are clean

» Use bracing for additional
support

o Make sure there is no debris
around the building

Business Personal Property

« Secure any susceptible
materials from openings

+ Secure or remove any flam-
mables

« Cover and protect product
and computers with water-
proof covers

Utilities
« Shut off all gas supplies
 Shut off all electrical equipment

« Fill emergency generator or
other backup power source
fuel tanks

After the Storm

After the storm has passed, there
are a few more post-storm precautions
that you may consider:

« Secure the site

« Implement your emergency ac-
tion plan via your storm team

« Check all fire protection
devices to be sure they are
operational

o Check for anyloose or down
wiring

« Look for any leaks from any
pipelines

« Identify any weaknesses that
might compromise the struc-
tural integrity of the building

« Separate damaged from un-
damaged materials

« Cover any exposed areas

o Be sure the property is protect-
ed from access by anyone not
authorized to be on the site

Having a precautionary emergen-
cy plan can be a real lifesaver if and
when disaster strikes. Many operators
have already experienced this first
hand. With all the other challenges
the industry faces, shouldn’t you take
the time to eliminate or minimize haz-
ards when you can?

This might be a good checklist to
use at your location. Any ideas that
aren’t listed, email me so I can add
them to my list and share them with
other operators. |

Note: This article was written from excerpts
from an emergency checklist offered by the
Philadelphia Insurance Company.

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

Mike Benmosché
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Wave Good-Bye to Dirt® with.. Wavy-Cut® Cloth

UP AND DOWN MOTION (OSCILLATION) OF THE CLOTH AS IT MOVES ACROSS THE
VEHICLE SURFACE, GREATLY IMPROVES CLEANING ACTION AND CLEANS EVEN
MOLDINGS AND CREVICES PER TESTIMONIALS.*

NO NEW EQUIPMENT TO BUY NO NEW CORES TO BUY
EASY TO INSTALL OR REPLACE IN ANY C-CHANNEL OR BOLT-ON

AVAILABLE FOR ANY BRUSH COMPETITIVE PRICES FAST DELIVERY
REQUIRING CLOTH

*SAMPLES WITH TESTIMONIALS AVAILABLE _ -+ OM BUILT BRUSH CO.

7390 Dan Smith Road
Watervliet, Ml 49098

==
. Srnn heinh] ¥  Phone: 269-463-3171
VISA ““' ﬂ_m % Fax:  269-463.7442

TERMS: VISA /MasterCard / DISCOVER R e T 2 www.custombuiltbrush.com
AMERICAN EXPRESS ACCEPTED il: info99@custombuiltbrush.com




BUILDING A
PROFITABLE CAR VWWASH

MORE CHOICES FOR MORE PROFIT POSSIBILITIES

/4 t the end of the business day, you look at wash counts and ask questions. Were my customers
happy with the quality of their experience? Did | experience downtime? Was | profitable? For more
than 35 years, Ryko has been helping business owners thrive with superior integration, end-to-end
clean vehicle solutions, environmentally safe chemicals, local service and customer
marketing programs that deliver a competitive edge for your car wash venture.
With Ryko, you get Ji&¥ the answers — and profits - you’re looking for.

@3

DRIVING CAR WASH SUCCESS
www.ryko.com
800-284-7956
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BusinessPro™ Point-of-Sale

The Cost Effective Business Solution

The Business Pro™ is so much more than just a cash register.
Powerful management tools and complete financial controls
offer full business solutions.

Labor Management
» Track hours worked with the
easy-to-use time clock feature.
« Analyze labor requirements and
volume to project staffing needs.

Sales Performance
= View extra services sold per car by
greeter.
« Track tips and commissions by
employee, business role or profit center.

Omly 8199, & menth with
81,999, davwm

Statistical Analysis
- Track actual data against required benchmarks to easily identify gaps.
« Analyze labor per car and cars per man hour to maximize profit margins.

Payroll Processing
» Export financial data to QuickBooks for accounting purpds’e;.
- Export labor and commissions data for payroll processing.

ICS offers the lowest credit card processing
fees in the industry. You don‘t need to b
current ICS customer to participateas
. Callfordetails. S R
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