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I CAR WASH TRAINING EXPO I

WEDNESDAY NOVEMBER 10, 2010
9AM - 3PM COLUMBIA, PA

K‘ EEN.RlTECORP.

YOUR RELIABLE SUPPLIER FOR THE CAR WASH INDUSTRY

Come and take advantage of this one of a kind learning experience! Meet the leading
manufacturers and vendors in the Car Wash Industry as they instruct on the proper
applications and maintenance of their products through seminars and one-on-one time on the
expo floor. Bus tours of the Kleen-Rite Facilities & car wash will be scheduled through out the
day. Thousands of dollars in door prizes to be given away to show attendees!

Register Online at www.kleen-ritecorp.com
or call 800-233-3873
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An abstract shot of carwash cloth seems a fitting
backdrop to Incredible Stories From the Carwash (p. 12).
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The
ECONOMATIC

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

@® Three reclaim tank design
@ Single pump operation
@ UL listed control panel

@® Minimum maintenance,
accessible components

@ Easy retrofit application

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

@ Several sizes available

@ Patented proven odor control standard

RITE

WATER TREATMENT SOLUTIONS

The
FILTERMATIC

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

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

@ UL listed control panel
@ 140+ gallons per minute
@ Patented proven odor control standard

@ Unique media filtration filters to 5 microns

Model Shown: Filtermatic 2 Dual Module

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

300.762.7483

309.467.2335 | info@sobrite.com
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email: mediasolutions@nycap.rr.com
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materials for the Spring 2011 issue
are due February 1, 2011.

Call 518.280-4767.

Please direct advertising and
editorial inquiries to:

Media Solutions

2214 Budd Terrace

Niskayuna, NY 12309

ph/f: 518.280.4767
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The Northeast Carwasher is produced by
Media Solutions, 2214 Budd Terrace, Nis-
kayuna, NY 12309, in conjunction with the
design firm Media Magic, 121 Louden Road,
Saratoga Springs, NY 12866, for the New
York State Car Wash Association, New Eng-
land Carwash Association, the Car Wash
Operators of New Jersey, Inc., Connecticut
Carwash Association, Mid-Atlantic Car-
wash Association and Carwash Association
of Pennsylvania. Neither Media Solutions
nor Media Magic assumes any responsibil-
ity for claims made in advertisements, clas-
sified or otherwise, listed in this magazine.
All contents property of Media Solutions.
Reproduction in whole or in part without
express written permission is prohibited.

www.northeastcarwasher.com
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Relationships.

Forging and then nurturing them can help grow your business and set you
apart from your competition. The same holds true in publishing. Despite the gluttony of
social media surrounding us, there is really nothing like sitting down with your friend, the
Northeast Carwasher (or other magazines for that matter), and catching up on industry
events and issues up and down the East Coast. Being only slightly biased, my readers tell
me that they love reading about their friends and competitors, and seeing what is new
and innovative that they might be able to implement at their washes. They take the time
to read though the issue - the entire issue, I'm told - because they have a relationship
with it. And according to MPA, The Association of Magazine Media, magazine readership
has actually increased over the past five years; even with the 18-to-34 segment, the seg-
ment you would think would only be online or caught up in social media.

The explanation for this goes back to ‘relationships.” Magazines do what the
Internet with all its surfing, searching, shopping and blogging cannot. Magazines pro-
mote a deeper connection with the reader while engaging him on a more intimate level.
Sure, you can read an on-line publication, but it’s not the same. There is a disconnect
there; a missing link.

The study went on to say that the immersive power of magazines extends to the
advertising found within its pages. "Magazines remain the number one medium for driving
purchase consideration and intent.” So, for all you advertisers out there, dont discount the
medium as a lost art. Just as diversification in your portfolio is the best approach to long-term
wealth, so too is diversification in your media buy. If in doubt, just ask one of my readers!

NRCC Success!

The power of relationships could be felt at the recent Northeast Regional
Carwash Convention (NRCC) as well. From the Welcoming Reception to the powerful
keynote to the quality of education and equipment on the show floor, the show was sim-
ply outstanding (see pg. 18). In fact, several people came up to me and congratulated
the board and the Mid-Atlantic Carwash Association (this year’s host) for a job well
done, and possibly the best job we have ever done!

Everything just seemed to come together and I think the move to the Trump
Taj Mahal had a lot to do with it. We listened to our attendees and found a venue
that not only better accommodated our trade show, but it better met the needs of our
attendees with more cost-effective accommodations and restaurants. And, it provided
attendees with a taste of Atlantic City as the hotel sits on the boardwalk.

The NRCC is now the largest regional trade show with 60,000 square feet of
exhibit space and so much to offer. Make sure you mark your calendar for the 2011
NRCC: Oct. 3-5, again at the Taj. It too is a ‘relationship” that has been nurtured and
grown to a product of which we can all be proud.

Suzanne Stansbury
Editor/Publisher

Can | Buy a Prepaid Wash Card Online?

Now You Can Say “Yes” with SiteWatch* Website Connect:

New from DRB Systems, SiteWatch Website
Connect Puts the Power of the Internet to
Work for Your Carwash

Sell prepaid cards
and ticketbooks online
and mail them to the

customer or have them
picked up at your site. » Monthly passes, prepaid cards, ticketbooks and club/fleet plans

can be sold directly to customers online.

» You can even sell single washes online by having customers
print barcodes for scanning at your site.

« The Internet transactions are entered into SiteWatch
automatically to give you tight control.

« Customers value the convenience of making purchases over the

Internet and recharging their prepaid cards or FastPass tags online.

Simplify Your Life! When customers buy online it reduces the

amount of cash at your site.

Collect customer email addresses for online marketing.

-

Customers can pick up
FastPass® tags at your
site for monthly passes
purchased online.

What’s Next?
Learn how Website Connect expands your reach online. Contact
DRB Systems, www.drbsystems.com Or call 1-800-336-6338.

USING TECHNOLOGY TO ENHANCE YOUR CUSTOMER’S EXPERIENCE

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

© Copyright 2009. All rights reserved DRB Systems, Inc.

DRB Systems, Inc:




WASH VOLUME INDEX

We have taken the pulse of five East Coast operators
to see where their volumes are compared to last year.

We had a high of 9.9 and a low of -8 percent. Again, the
Boston market is suffering more than the other regions. We
will track this every quarter with our sharing operators!

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. |

Grace For Vets Sees
Banner Day!

This Hoffman Car Wash in Queensbury, NY, was one of
1315 locations that participated in the 2010 Grace For Vets pro-
gram, November 11, according to program manager Bob Ruhe.
In total, 552 companies in all 50 states honored our servicemen
and women by giving away 91,107 washes, at early reports.

Our spring issue will contain a more accurate account-
ing of the 2010 event. L

Do you have an opinion or view
you want to share

with our readers?

Send your thoughts to:
Editor, Northeast Carwasher
2214 Budd Terrace, Niskayuna, NY 12309
OR mediasolutions@nycap.rr.com
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Periodically, we will recommend some reading material
our staff believes have value for our readership. You might
want to check out the following recommendations!

The Tipping Point: How Little Things Can Make a Big
Difference by Malcolm Gladwell.

Competing for the Future by Gary Hamel and C.K.
Prahalad.

The Experience Economy: Work is Theatre and Ev-
ery Business a Stage by B. Joseph Pine and James
H. Gilmore.

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

Site on the Mind

Xtreme Clean Auto Spa and Oil |
Change of South Plainfield, NJ, has a well-
organized and eye-catching site. Xtrem-
ecleanautospa.com grabs the customer’s attention with a
bright color scheme and rotating pictures at the top of the
screen. It has a user-friendly format, using a large, easy-to-
read typeface, and an easy-to-use site map. The prices and
services offered are clearly listed.

The photos section of the site gives customers a chance
to see the wash and services provided in action. The slide
show of photos is well organized and starts up as soon as
the user goes to the photo page. The site is easy to navigate
and features directions to the wash provided by MapQuest.

Xtreme Clean also provides printable coupons to visitors of

the site as incentives. Check it out yourself at xtrem-
eCIeanautOSpa.Com

L -

"Xcellence with a persanal touch”
FIT STOF ADCESSORY EI0F

Car Waah lﬂ.w...m}.urrﬁul

| FREE Full Gervice Car Wash 51150 Value|

| With A Full Bervice Oil Change onty $39.95

REPT——

ORDER PARTS AT.

WWW . PECOCARWASH. COM

> SYSTEMS

» EauiPmEnT

» CoMPONENTS
> PaRTS

> Desien

» Consutring
> SERVICE

> DEALERS

WORLD -
HEADQUARTERS
544 REX BOULEVARD
AUBURN HILLS, M| 48326
USA

248.293.5800
B00.448.38946
SALES@PECOCARWASH. COM




NEWSWORTHY

GAUDREAU RELEASES NEW BOOK

Steve Gaudreau, a carwash industry consultant
and trainer based in Fort Myers, FL, has just released
“Creating Exceptional Managers in the Car Wash In-
dustry” His latest book focuses on the abilities, skills
and knowledge needed to become an exceptional
manager of full serve, flex serve, exterior and express
carwashes.

For more information visit
stevegaudreauandassociates.com

ICA EXPANDS WATERSAVERS CRITERIA

The International Carwash Associ-
ation (ICA) has expanded its WaterSav-
ers program criteria. The changes allow
more carwashes to participate in the
industry’s leading environmental rec-
ognition program, joining more than
800 locations already enrolled.

The WaterSavers program promotes the environ-
mental benefits of professional carwashing to con-
sumers and water regulators with the message, “pro-
fessional carwashing has a positive impact on water
quality and water efficiency.” That message is delivered
locally by participating operators, and nationally by
the ICA through coordinated messages and exclusive
marketing materials.

Participating WaterSavers locations are also includ-
ed in an online searchable carwash directory at icawater-
savers.org. “Those within our industry already know the
environmental benefits of professional car washing, said
Eric Wulf, ICA CEO. “But, too many consumers and water
authorities are unaware,” he said. “Thanks to these new
criteria, now more operators can participate in and ben-
efit from our industry’s most successful consumer cam-
paign. The more locations that participate, the greater
our ability to raise awareness and influence behavior”

The new criteria includes best management practic-
es collected from operators and local carwash certifica-
tion programs that directly affect water quality and wa-
ter efficiency. Most significantly, now carwashes which
recycle wash water or meet actual water usage levels are
able to participate. Further, the criteria for participants
now include the use of a backflow protection device as an
additional practice for protecting water quality.

The International Carwash Association encourages
members to see if they qualify and register their carwash
today. WaterSavers participants are able to leverage the
credibility and resources of the industry’s only national
environmental promotion program - and make an im-
pact in consumer and water authority understanding of
the benefits of professional car washing. |

For more information visit www.carwash.org
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NORTHEAST CARWASHER REVAMPS WEBSITE

sarthemtie,

—_——

The Northeast Carwasher magazine, the industry’s only East
Coast focused quarterly publication, has revamped its website,
according to Editor/Publisher Suzanne Stansbury. “Thanks to the
help of Gail Benmosche of BusinessKeeping in Clifton Park, NY, we
were able to reformat the site and make it more user friendly while
keeping its personality in tact.”

The site also includes links to the East Coast carwash asso-
ciations and trade shows dates across the country. The Northeast
Carwasher in its 16th year of publishing. You can visit the site at
northeastcarwasher.com. |

UNITEC CEO ONE OF BALTIMORE’S TOP FEMALE LEADERS

Pam Piro,
center.

Unitec Electronics President & CEO, Pamela Piro, has re-
ceived a Baltimore SmartCEO 2010 Brava! Women Business
Achievement Award. This award recognizes 25 female CEOs
making unprecedented strides in business, building stronger
communities both financially, philanthropically and most impor-
tantly, through leadership.

This year also marks a significant milestone in the history of the
Brava! Program - the 2010 awardees will join past recipients to form
the Brava 100 — an elite group of the first 100 female entrepreneurs rec-
ognized in the program. SmartCEO was proud to acknowledge their
success at the July 23 awards event held at the American Visionary
Art Museum in Baltimore, MD. The annual Brava! Women Business
Achievement awards program serves as an extension of Smart CEO’s
mission to educate, motivate and inspire decision makers.

Piro was named President of Unitec Electronics in 2006 and
has been with the organization since 1996. Unitec Electronics de-
signs and manufactures carwash entry systems and auto cashier
equipment for all segments of the carwash industry — petroleum
and C-store, self-serve and flex-serve.

Piro is also active in the Mid-Atlantic Carwash Association
(MCA) and serves as its Secretary. |

ICS PARTNERS WITH
PERIMETER TO PROVIDE
PCl COMPLIANCE SOLUTIONS

ICSs -

Innovative Control Systems
washnet.com 800-642-9396

Innovative Control Systems (ICS),
Wind Gap, PA, the leader in integrated
business solutions for carwash opera-
tors, would like to announce a strate-
gic alliance with Perimeter E-Security.
This partnership enables carwash
operators to achieve sustainable, cer-
tified PCI compliance and eliminate
unnecessary expense.

The PCI compliance regulation
went into effect on July 1, 2010, yet
many merchants aren’t fully aware of
the consequences for not being com-
pliant. Stolen card information that is
tracked back to any merchant will trig-
ger a costly investigation, whether or
not directly involved. “The PCI compli-
ance issue is a mine field for every mer-
chant who accepts credit cards,” said
ICS President Kevin Detrick. “The card
payment industry has shifted much of
the responsibility for credit card securi-
ty breaches back to the merchant. The
compliance certification is complex. It
involves a confusing Self Assessments
Questionnaire and a number of com-
prehensive hardware, software and sys-
tem integrity checks that can only be
handled by a certified inspector.

“We did a careful evaluation of
those suppliers, and chose Perimeter
E-Security;” said Detrick.

ICS is in a unique position to apply
its expertise because it provides pay-
ment kiosk hardware and software as
well as a full line of business solutions
for the carwash industry. |

For additional information about the
ICS/Perimeter E-Security PCl Compliance
merchant solution, please visit
washnet.com

WORLD TRAVELERS!

Mr. Wash, pictured in the background in Essen, Germany, is one of 31 washes
owned by Dr. Joesph Enning.

From left: Ron Slone of Hoffinan Car Wash, Dale Claybolt, Bob Fischer and Scott Kascka of
Delta Sonic; Tom Hoffman Jri. of Hoffinan Car Wash and Ron Benderson of Delta Sonic.

Touring some of his impressive facilities was the driving force behind these
diehard carwashers making the journey to Deutschland. They also enjoyed expe-
riencing Automechanika, the world’s leading trade fair for the automotive indus-
try in Frankfurt this past September. |

LOVE this sign from Colonial Carwash in Guilderland, NY.
Yup. It’s that time again!

FORM GUN MAY NOT WORK

BELOW 32° :
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Incredible Stories From the Carwash

By Alan M. Petrillo

We asked a number of long-time carwash owners and
operators about the strangest things that had ever happened
in their carwashes. Not surprisingly, they had plenty of color-
ful tales to tell.

Michael Gardner Jr. of Super Shine Auto Wash, with 10
locations in Massachusetts, probably has the only carwash
in the Northeast that became part of a police chase.

One night, the Weymouth, MA, Police Department
was in pursuit of a vehicle that turned into a Super Shine
wash to avoid capture. When the police followed the ve-
hicle onto the lot, the criminal found the exit road blocked
by a truck. Activating his Plan B, the criminal crashed
through the exterior tunnel’s closed entrance door and
smashed it to the ground.

“The driver’s alignment was so good, however, that he
actually ended up on the conveyor; said Gardner, “and he
raced through the carwash tunnel, bending wraparound
brush shafts, smashing shocks and damaging equipment.
At the exit end, he never slowed down and smashed straight
through the exit door onto Main Street in Weymouth”

The police apprehended him a short time later.

Ghost Driver

At the exterior-only Super Shine in Randolph, MA, cus-
tomers are always told to put their vehicle in neutral, keep
their hands off the steering wheel and their feet off the brake.

“What we never thought we had to tell them was to stay
in the driver’s seat,” Gardner said. “This customer decided it
was a good time to go to the back seat of his SUV and start
cleaning the windows”

At the end of the wash process, the vehicle exited the
tunnel onto a slight downbhill grade, and because it was still
in neutral, began to pick up speed. The SUV traveled across
the parking lot, through a stockade fence and into the build-
ing next door to the wash.

“The vehicle actually penetrated the building enough to
damage the receptionist’s desk, but luckily no one was hurt,”
Gardner said.

The driver - shaken, but unhurt - was still sitting in the
SUV’s third row when the vehicle came to a stop.

The Catapult

Gardner said that one afternoon at Super Shine’s North

Industrial Grade Car Wash Systems

mROLI “A PRI DE 417 S. Madison Blvd. « Roxboro, NC 27573 « 1-800-421-5119
sales@cpcarwash.com * www.cpcarwash.com

service car washing. Our
customized industrial grade car
wash designs, offer systems from
one to ten bays, which
can be expanded to fit any
wash requirement.
For more information contact
a sales representative at

PERFORMA CAR WASH SYSTEMS

EXxPRESS CAR WASH SYSTEMS

1-800-421-5119!
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Weymouth location, a customer got the stan-
dard instructions - neutral, hands off the wheel
and foot off the brake.

“Somehow, the customer missed the neu-
tral part and with a high idle began to drive
through the carwash,” Gardner noted. “Very
quickly the car reached the exit end of the wash
and traveled across the parking lot, through
four lanes of busy traffic on Route 3A and into
the U-Haul lot on the other side of the street”

The car came to a stop after it collided with
alarge U-Haul truck. :

“When the police arrived, the driver was
still in the vehicle, yelling that the carwash had
‘catapulted’ him from the exit into the truck,’
Gardner said. “The police responded, ‘But sir,
even pinned up against this truck, your car is still in drive.”

Taking a Little Dip

Gardner said that one day at the Super Shine Granite
Street location in Braintree, MA, a customer was not paying
attention at the exit end of the tunnel.

“She thought the exit was straight, when it was actu-
ally a sharp left,” Gardner pointed out. “Her punishment
was to travel through a flower bed, through a split-rail

g i il =

Broad Street Car Wash in Hamilton, NJ, was the recipient of a car without a driver.
Apparently, the car’s owner was at the neighboring McDonald's and the car mysteri-
ously backs out of its spot and into the wash’s dry off area. Luckily, no one was hurt!

fence, and then over a three-foot drop to the roadway.”
However, those maneuvers didn't stop the driver. She
still crossed two lanes of traffic and drove into a retention
pond on the other side of the road. The woman’s car was
completely in the pond, and actually floating for a few mo-
ments before she was rescued, without serious injury. The
vehicle probably needed to be washed again, though.
Continued on page 16...

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

* Competitive Pricing

* Comprehensive Coverage For Car Washes

* Superior Claims Service

* Value Added Services Designed Specifically For Cars Washes

Joen Insuring unelree

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

536 Cliffon Country Road, Ste 202, Clifton Park, MY 12045
www.nationalcarwashinsurance.com

MCA e NEG
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you! comparing to Buy Micrologic
les tq apples?
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A great bunch of people.

We believe simple solutions are the
best solutions!

Apples to Apples the lowest cost
of ownership.

You choose your credit card
clearing house.

All the apples in your Micrologic basket
include features and options that you
pay extra from others.

Micrologic,
your car wash
-\ technology
solutions

provider.

As an owner all upgrades are free.

We listen to you! Our software is
customizable to meet your needs!

Existing customers play a major role
in new product development.

Our solutions enable you to produce
a better ROI.

€ GGG S G GE

Our CEO as well as our team is
accessible 24/7.

Low cost lease solutions are available to
qualified buyers!

Gift and Loyalty card programs and the
provision of cards directly from Micrologic
is available.

Biometric employee hand scanning
available, eliminating labor theft.

Micrologic has been providing technology solutions to 100s of customers in the quick lube, Micrologic provides solutions for all car wash industry business models. We offer distributor opportunities
parking, financial and car wash industry for more than 15 years. The Micrologic system has for capable, proven and successful car wash sales and service organizations.
key features that have the ability to scan 2d barcodes from licenses directly into customer

. 0 . . !
data base files. The Micrologic system can allow you to control your customer files on site. Plant the right seeds — grow your business with us!

' Y TP —— www.micrologic.net
Mot 973-598-0808 (local) » 877-LOGIC-POS



Incredible Stories ... continued from page 13.

Drag City

Gardner said that years ago at the Super Shine in Wey-
mouth, a particular customer always purchased the under-
body blast and believed his car would stall if he didn’t keep
the gas pedal floored during the wash.

“He came in countless times with never a problem until
one day at the exit end of the wash he forgot to take his foot off
the gas when going from neutral to drive,” Gardner said. “The
result was a burn-out worthy of NASCAR. He left a straight
black patch of rubber from the exit end of the carwash into
the stone wall across the street in front of a Honda dealership”

Gardner pointed out that with his new car the man con-
tinued to be a Super Shine customer, but at idle speed.

Right Customer, Wrong Car

Mike Prudente of Summit Car Wash in Summit, NJ,
owner of a full-service carwash with a 127-foot conveyor and
three detailing bays, once had a customer leave the premises
in the wrong car.

“The guy owns an Exxon station down the street and was
doing a tune-up on a gray Jeep Cherokee for a customer, Pru-
dente said. “He came in and got it washed and jumped into a
gray Jeep Cherokee that came off the line and took off. Then this
woman comes over to me and tells me, “This is not my car.”

Prudente tracked the missing Jeep Cherokee to the Exxon
station, but the owner had left with the vehicle to go to lunch.

“I gave the woman a ride home and told her Id get her
car back and bring it to her,;” Prudente said. “We switched
cars a couple hours later and I delivered it to her, along with
some free carwashes.”

Get the Tow Truck

Prudente recalls a fleet customer from a body shop who
brought a car in to be washed after doing some work on it.

“While it was in the tunnel,  heard a big bang and the body
shop guy turned to me and said, Thope that’s not my car.”

But it was. A Summit employee had stepped on the gas
instead of the brake and rammed the car into an interior wall
of the carwash.

“We had to get a tow truck to get it out of the tunnel,
Prudente said, “No one was hurt and the insurance paid, but

the body shop guy couldn’t deliver the car to his customer”

Keep the Dog

While waiting for her car to be washed one day, a
Summit Car Wash customer tied her dog to a patio railing
outside.

“She got in her car when it was done and left, but the
dog was still tied to the railing,” Prudente said. “We knew the
customer, so I put the dog on the side of our building, figur-
ing the woman would be right back”

But the woman didn’t come back, so one of Prudente’s
employees went to a market and bought dog food, then fed
and watered the animal. The customer called the carwash
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late in the day and asked if she had left her dog there!
“She never realized the dog was at our carwash,” Pru-
dente said.

Too Much Water

Paul Christian of Dr. Huggs Car Wash, an exterior wash
with self-service bays in North Tonawanda, NY, said that a
number of years ago he left his then 16-year-old son alone at
the carwash while he ran out to get parts. Not long after, he
got a frantic call from his son to get back to the wash right
away.

“An older woman came into the wash and she looked
like Paul Jr’s grandma,” Christian said. “She didn’t want to
ride through the wash, so my son let her out. Another car
came up and he sent it into the wash, but the first car rolled
down the ramp?”

The vehicle rolled across a street and hit a truck towing
a boat, which knocked off a nearby hydrant”

“When I got back, the fire department was there and
water was spraying everywhere from the broken hydrant,
Christian said. “I didn’t leave my son alone at the carwash for
along time after that”

Stand Closer

Christian said that what people do surprises him nearly
every day.

“I had one little old lady at the entrance that I was trying
to guide in,” he said. “She was about 15 feet away from me
and not moving forward. Then she started beeping her horn
at me. I went to her to see what was wrong and she said, ‘Can
you stand closer to me, I can’t see you.”

Christian laughs. “That’s funny, but it’s actually not,’
he said.

No One There

Doug Karvelas, owner of the 120-foot tunnel, full-service
Broad Street Car Wash in Hamilton, NJ, has a McDonald’s
nearby in a spot that looks down onto his location.

“A customer goes into McDonald’s, and while he’s in
there his car backs out of its parking spot and comes south
down Broad Street into our location where it hits a couple of
cars that are drying off]” Karvelas said.

The Broad Street staff was mystified because there was
no one in the vehicle.

“We looked at the video tape and saw what had hap-
pened and how the car came from McDonald’s, running
backwards, and into our carwash,” Karvelas said. “But be-
cause the car was moving at a slow pace, it did very little
damage to the cars, and no one was hurt” |
Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor

of Northeast Carwasher. He’s the author of the mystery novel, Full Moon,
available at www.amazon.com.

If you have a colorful carwash story, please share it with us at
mediasolutions@nycap.rr.com or call 518/280-4767.

Would you dry your hair
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Why treat your car any less?

The JE Adams Turbo Towel is the first touchless dryer on the
market with heated air. Using 1 motor and a thermostatically
controlled heating element, your customers will be lining up
to use this product!
m Prevent scratches and marks caused by standard
hand towel and chamois drying
m Eliminate water spots caused from merely blowing
air around — dry them instead
m Blast water out of cracks and crevices
m Great for drying motorcycles, chrome wheels,
and engine compartments

Dry floor mats and carpets in a matter of minutes

Dimensions: l
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18000
bo Towel

We have many representatives
in all 50 states. Give us a call
to locate the one nearest you!

1025 63RD AVENUE S.W. ¢ CEDAR RAPIDS, IA 52404
TOLL FREE: 877-760-5557 ¢ TOLL FREE FAX: 866-252-6694
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21°* NRCC, Largest Regional
Trade Show, “Soars Again!”

The Northeast Regional Carwash Convention’s (NRCC)
move to the renovated Trump Taj Mahal in Atlantic City, Oct.
18-20, was a grand slam, according to Show Facilitator Ju-
lie Stanton. “This was our best NRCC in our 21-year history;,
said Stanton. “We had a great mix of attendees and vendors
and 25 new exhibitors. And with our new venue, I expect that
number to grow.”

And grow the show did in 2010! Now at 251 exhibits (10
percent above last year’s number), 60,000 square feet of ex-
hibit space and more than 1450 attendees, it is the largest
regional trade show, according to Stanton. “We will continue
to grow, present exceptional educational programming and
listen to our vendors and their needs, she said. “Just look out
for the 2011 show!”

This year’s show theme, “Soaring Again;” echoed through-
out the exhibit hall and educational programs, according to
Show Chairman Dave DuGoff of the Mid-Atlantic Carwash As-
sociation, this year’s host. “I felt a lot of optimism throughout
the show; he said. “After several difficult years, operators are
ready to invest in their businesses again because they have a
gut feeling that our industry is solid, the service we provide

has perceived value, and it’s only a matter of getting a few sun-
ny weekends once in awhile”

Perceived value is also something the NRCC show brings
to its attendees, he said. “Our full convention package is $250
and includes the Welcoming Reception, breakfast and lunch
on Tuesday and breakfast on Wednesday as well as the Ritz
Carlton program, the seminars, keynote and the show floor]
said DuGoff. It’s a great value, great food and a great deal!”

We’re All High Rollers

The show was kicked off with a spectacular Welcoming
Reception in the exclusive high roller Signature Suite on the
49th floor of the Taj Tower. Sponsored by ICS, this meet and
greet included an array of heavy hors d'oeuvres, a bar and
much mingling by a group of more than 150. The views of the
Atlantic weren't bad either!

From the show’s lead educational program put on by the
Ritz Carlton on legendary customer service to the marketing
program featuring examples of how social media can boost
volumes, to the panel discussion and slide presentation on how
operators are reinvesting in their sites, the vibe was certainly

Continued on page 20...

——

Glenmont, NY, operator Dennis O'Shaughnessy, Sr. par-
ticipates in one of the outstanding educational programs
held during the show.

What Is It About Heroes?

By Dave DuGoff

What is it about Heroes? We adore them, want to be
near them and somehow share in their glory. We treat our
heroes as if they were more than mortal, more than we our-
selves could ever be. But that’s not really the point. Heroes
are ordinary people who found themselves in extraordinary
situations and did their best. Often, heroes are well trained
and committed to excellence so that performing at a high
level is just executing the ordinary steps that have been prac-
ticed many times over.

If we meet heroes and idolize them and feel that we
could never be like them, we have missed the lesson that the
hero is trying to share. Rather, we should be inspired by their
heroic deeds as examples that we, each of us, can aspire to.
Their message is clear, “I try to do my job to the best of my
ability, and I get there because of my commitment to learn-
ing and trying to improve myself”

The programs at the Northeast Regional Carwash Con-
vention (NRCC) this year were all about doing just that. The
Ritz Carlton program on excellence in customer service was
a terrific introduction to the subject. Excellence in customer
service is not an accident, and not just happenstance. Excel-
lence in customer service is the result of the concerted effort
of the owner and management team to set high standards
and to lead by example. It is really no more complicated

than the motto, “we
are ladies and gentle-
men serving ladies and
gentlemen” When we
treat our employees
with respect and cour-
tesy, they will treat our
customers with respect
and courtesy. That’s the
beginning of world-
class service.

Our keynote speak-
ers, Capt. Scott Shields
and Joe Hudak, FDNY,
exemplify the principle
that ordinary guys (with
years of training and
dedication) can do ex-
traordinary things. Joe
gave up a career follow-
ing his father and broth-
ers as elevator mechan-
ics to become a FDNY
medic. Over two decades
later, he is recognized

Captain Scott Shields reads from his book, “Bear
The Story of Americas Most Decorated Dog.” Bear
responded with Shields to the tradegy at the World
Trade Centers. He was responsible for finding the
remains of many who were killed including beloved
EDNY Chief Peter Granci. Bear died nearly a year
to the date after 9/11 from injuries sustained dur-

as the best in the world. iug his weeks of rescue.

Scott was on the Hudson
River when a child fell in the water, and his dog, “Bear;” jumped
in to rescue the child. And so began a career as a rescue dog
that culminated at the World Trade Center. Joe, Scott and Bear
share a commitment to service others and a commitment to ex-
cellence. We are naturally awed by their accomplishments. We
should be equally inspired and moved to make our own com-
mitment to excellence.

When we meet heroes, we can’t help but feel inadequate
by comparison. We can’t help but feel that we could never do
what they did. When we look at ourselves, or our business-
es, we see a long list of things we would need to improve to
reach for excellence. That list can be overwhelming and can
make us give up before we start. One message from the Ritz
Carlton program tells us how to begin. Select three things to
work on and only try to work on three things at one time. As
you accomplish an item, cross it off the list and bring up an-
other item so that you always have three things to work on.
Keep each item focused on a task that you can take on and
complete in a reasonable period of time. I think you will find
it very satisfying to realize how much change you can imple-
ment and how your business can and will improve.

To those who attended the 2010 NRCC, thank you for
coming. [ hope you had as much fun and learned as much as
I did. To those who didn’t make it, you really want to make it

next year.

Ritz Carlton presenter; Brian Grubb, put on an outstanding program titled “Legend-
ary Service at the Ritz Carlton.” This program was designed for leaders who want to
benchmark and learn about the companys philosophy and core values, and how to
translate them into high levels of employee and customer engagement and loyalty.

Dave DuGoff was the 2010 NRCC Chairperson. He operates College
Park Car Wash in Chevy Chase, MD, and is the vice president of the
Mid-Atlantic Carwash Association.

Joseph Hudak, a FDNY Paramedic Instructor, warmly interacts with
Theodore, a search and rescue dog. Hudak and Captain Scott Shields
were first responders to the tradegies of 9/11 and Katrina.
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NRCC ... continued from page 18.

upbeat and the bar set high. “This was the best NRCC I think
we've ever attended,’ said Karen Barbalunga of Barbalunga En-
terprises in Pittsfield, MA. “The quality of the educational pro-
gramming and the huge show floor was very impressive.”
Another show highlight was the keynote presented by
Captain Scott Shields of Bear Search and Rescue and Joseph
Hudak, a FDNY Paramedic Instructor on their experiences at
9/11 and Katrina. The team brought their fearless rescue dog
Theodore to the presentation. These gentlemen shared their

experiences on how to overcome adversity through team-
work and leadership; tenets we can certainly use at the wash.
Award Recipients included the MCA's Bill Bascom of Car
Lovers in Charlottesville, VA, who received the 2010 Most Dis-
tinguished Person Award for his tireless efforts on behalf of the
MCA and carwash industry. The show’s NRCC Hall of Fame
Award was presented to Doug Rieck of Manahawkin Magic
Wash in Manahawkin, NJ. Doug has been instrumental in the
evolution of the NRCC and is a true carwash pioneer.

Continued on page 22 ...

Bill Bascom (left) of Car Lov-
sarwash in Charlottesville,
as presented with the
2010 NRCC Most Distin-
guished Person Award by show

Al Villani and fiar aren Giuciano stri

L
Gary Stevenson, Stu Levy and Jeff McIntyre catch up on the show floor
that marks the return to the Trump Taj Mahal.
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Doug Rieck (left) of Manahawkin Magic Wash in Mana-
hawk: ducted into th C Hall of Fame
by show Cha n Dave DuGoff.

&

e a handsome pose.

New Jersey s Gerry
Barton and Amin
Khalifa catch up while
walking the expansive
show floor.
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NRCC ... continued from page 20.

Although there was a little bit of a gamble with moving providing our attendees with more dining options and the
the event’s venue after seven years at the Borgata, the NRCC  ability to leave the hotel without hailing a cab. We couldn’t B I Al I B l ' l I D E R s I I ‘
board is thrilled with their decision. “There were a lot of fac-  be happier with the move and look forward to more growth, ® , o
tors involved in moving the show, but we wanted a more innovation and top-notch education in 2011” | C O MM ERC IAL/ l ND USTRIAL B U | LD E RS & RE M O D) E LE RS

t-effecti fi ttend d dors, and . . . .
cost-eliective venue for our atlendees and vendors ar}’ V\.’e The 2011 NRCC is October 3-5 at the Trump Taj Mahal in Atlantic
wanted all of our vendors to be on the same show floor;, said R e

City. The New England Carwash Association is the host. For more

Suzanne Stansbury, NRCC board member. “We were able . L
. . . . information visit nrccshow.com or call 800/868-8590.
to accomplish these things by moving back to the Taj and

The 2010 NRCC show floor included 60,000
square feet of exhibit space and 25 more
vendors than the 2009 show.
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Unions Still Pressing to Organize Washes in CA;
Ramifications Will Be Felt on East Coast

By Alan M. Petrillo

espite a lack of progress over a two-year period, a union
coalition continues its attempts to organize workers in

California carwashes.

The Carwash Workers Organiz-
ing Committee (CWOC), sponsored by
the United Steelworkers and espoused
by the AFL-CIO and numerous other
unions, has been trying to organize
carwash workers, particularly in the
Los Angeles area, without success.

Ross Hutchings, executive director
of the Western Carwash Association
(WCA), said the group’s “efforts so far
have tried to go directly to the carwash-
es and they have not gotten anywhere,’
so CWOC has changed its tactics.

“This summer they went to the
Los Angeles Unified School District
(LAUSD), one of the largest school dis-
tricts in the country, and convinced
the liberal school board not to do any
fleet business with any carwash that
does not accept its Clean agreement;’
Hutchings said.

Clean stands for Community-
Labor-Environmental Action Network
and its agreement have at least three
provisions the WCA believes are illegal,
according to Hutchings.

“I spoke with Monica Garcia, the
school board president, before the vote
and told her about those provisions, but
they passed the measure anyway, Hutch-
ings said. “Ms. Garcia touted the measure
as a good move for the working class.”

Hutchings said the result of
LAUSD’s resolution has been that the
district has stopped using several car-
washes, including one that had been
washing cars for the district for 40 years.

“Now those carwashes are having
to lay off people because they have few-
er fleets to wash,” he said.

Hutchings noted that the three
provisions in the CWOC’s Clean agree-
ment that the WCA’s attorney believes
are illegal include:
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% The agreement, once signed,

would obligate any future owner of the
carwash to abide by it

% The agreement would allow
unions to come onto a carwash’s prop-
erty and talk to workers whenever they
wanted and

% The agreement would allow an
outside party to inspect the carwash’s
financial records if an employee made
a complaint about pay.

Sander Romick, a carwash opera-
tor and the WCAs legislative commit-
tee chair, said that while the CWOC
is targeting full-service washes, all the
WCASs full-service, self-service and ex-
press washes, along with vendors, will
feel the backlash.

“The CWOC is trying to pick off
carwashes one by one,” Romick said.
“So far, to the best of my knowledge, no
carwash has signed the CWOC'’s Clean
agreement.”

Hutchings pointed out that the
WCA believes the union is changing its
focus of attention.

“We think the CWOC will begin to
approach utility districts and get them
to agree to take fleet business away
from carwashes unless the carwash
signs the Clean agreement,” Hutchings
said. “The other tactic they are using
is they stand on the sidewalks outside
the carwash and hand out water bot-
tles with the labels printed in Spanish.
The wording on the labels reads that if
youTe not being treated fairly, call this
number and we'll help you”

While several carwashes in the
Los Angeles area and others around
the state have been cited by Califor-
nia’s Department of Labor Standards
and Enforcement for violations of the
state’s Unfair Competition Law and

other statues, Hutchings noted very
few have been WCA members.

“The DLSE does sweeps a couple
of times a year of carwashes to be sure
they have the proper permits, are being
inspected and aren’t violating any la-
bor rules,” Hutchings said. “They check
to be sure employees are paid proper
wages, get proper breaks and they also
check for illegal immigrants.”

Hutchings pointed out that the
department conducts such sweeps
through all types of businesses, includ-
ing restaurants and garment factories.

What would be the result of union-
ization of carwashes?

It's only a matter of time before East Coast carwashes,
like this beautiful VIP Wash & Lube facility on Staten
Island, NY, are approached by union organizers.

Hutchings believes prices for car-
washes would increase for customers.

“In addition, I think youd see full-
service carwashes go to flex-serve or
self-service (model) so they could elim-
inate as many employees as they can,’
Hutchings added. |

Alan M. Petrillo is a Tucson, AZ, freelance writer
and contributing editor of Northeast Carwash-
er. He’s the author of the mystery novel, Full
Moon, available at www.amazon.com.
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GUEST COLUMN

Let the Carwash Buyer Beware!

By Tim Youngpeter

With my many years consulting in the development, de-
sign and construction of car care industry sites, I have wit-
nessed on many occasions projects that should never have
been built. We have all heard the horror stories of families
investing their retirement into a carwash and trusting so-
called experts with decisions regarding site selection, build-
ing design, construction and equipment. In the end, the fam-
ily ends up with a carwash that is in a bad location, poorly
designed and horribly over budget.

In the 30 plus years I have been in this industry, I have
never developed, nor seen the “perfect carwash” with re-
spect to location. I believe location is everything in relation
to the success of your business. So often I have received calls
from owners in distress, deep into a project that should not
have been conceived, let alone built. If I were to point a fin-
ger at the primary culprits it would be the untrained (or
unethical) real estate agent, architect and/or equipment
manufacturer’s rep.

Unfortunately, many of my clients have signed on for
consulting help well into their project. I have found that too
often the land for the carwash was either already owned by
my client, or their “friend” the local real estate agent sold
them down the road with a site that had poor access, traffic
flow and major zoning issues.

Site selection, being the most critical part of your success,
should never be left to someone inexperienced in the carwash
industry. Beyond the basic demographics, traffic counts, ac-
cess, etc., you need an expert to look at the small points that
may add or detract from the true viability of your site.

» Made with 100% virgin exterior grade PVC
» Bright white surface quickly sheds water
» Installs quickly and easily with no exposed fasteners
» Panels can be custom cut to lengths up to 20 feet
» Easy to clean, durable and will not rot or rust
« Add eolor to your walls with our 12° eolored panes
» Meets ASTM E84-05 and CANULC 5102.2-3
Class A for flame and smoke spread
« 10 Year warranty on wall and ceiling panels
» Rust prool PVC doors also available
» Dont be ooled with lesser quality kook-a-likes with coated surfaces
2007 Mid-Atlantic Carwash Associafion Trendsefting Product

Another culprit is the architect. Having a degree in ar-
chitecture myself, I know that a carwash is a complicated
structure to design. It requires that you have experience
and knowledge of the business and equipment before even
attempting a design. Unless the architect has been involved
with four or five successful carwash designs, I would be leery
of using him/her. Believe me, it will cost you in the long run!
Most mid- to large-sized cities will generally have a few archi-
tectural firms that have the experience you need.

My third area of caution is with the carwash equipment
manufacturers. Although certainly not always the case, I
have seen reps give the thumbs up on a bad site simply to get
the sale. Again, buyers beware!

In closing, my recommendation is to take your time and
check references before making any final decisions. Hire an
expert in the carwash industry who is independent of all
manufacturers and has no bias. This individual can help to
ensure every detail is looked at before closing on your land.
Remember, if things sound too good to be true, they probably
are. Listen to your gut when undertaking a wash purchase
but also listen to the experts! |

Tim Youngpeter is the President of Nation-
al Auto Care Consultants, a Denver, CO,
based consulting group. You can reach Tim
at 303/653-6939 or tim@nationalautocar-
consultants.com.

5902 West Custer St, Manitowoc, W1 54220
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GUEST COLUMN

Know the Law: Immigration Reform Is Not Going Away!

By Scott Green

Immigration reform has been a frontline political and
legal issue in recent years, and we can expect it to continue
to grab headlines for years to come. According to the PEW
Research Report from September 1, there were an estimat-
ed 7.8 million unauthorized workers in the labor force in
2009. Though the political process is slow to take decisive
action, employers in at-risk industries, such as hospitality,
construction and the carwash industry, should be mindful
of laws already on the books that prohibit the employment
of unauthorized workers. The federal government, through
the Department of Immigration and Customs Enforcement
(ICE) is currently stepping up enforcement through audits
and on-site inspections. Such ICE investigations are often
initiated without warning and can cause severe disruption
to any employer’s normal business activities.

The Immigration and Reform Act of 1986 (IRCA) is the
key federal statute currently on the books that prohibits the
employment of workers who are not authorized to perform
work in the United States. Under IRCA, employers must com-
plete and retain an I-9 Form (available online for download)
for each individual they hire for employment in the United
States, regardless of whether the worker is a US citizen or for-
eign national. This process requires employers to review and

R.PAK

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

record each employee’s identity and employment eligibility
documents. Failure to comply with I-9 requirements may re-
sult in sizeable fines and/or charges of criminal misconduct.

The increase in I-9 inspections is the result of the Obama
Administration’s strategy to reduce the demand for illegal
immigrant employment and protect employment opportu-
nities for the nation’s lawful workforce. Under this strategy,
ICE is focusing its resources on worksite audits and inves-
tigations. In the past year, ICE has leveled a record number
of civil and criminal penalties against employers who vio-
late immigration laws related to the I-9 process. Employers
should ensure that their immigration compliance policies,
I-9 preparation/retention processes and I-9 records, are up
to date in order to make sure they are in compliance with
the law and to avoid liability. In the event
of an ICE audit or on-site inspection, em-
ployers should contact experienced em-
ployment counsel immediately. |

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

Scott Green
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Loving Harvey

By JoAnna Brandi

I'm angry at Harvey. I don't feel comfortable saying who
Harvey is since I interact with him frequently and our rela-
tionship is important to the success of my business. I've tried
expressing my feelings, and as good as I am at that, it doesn’t
seem to make a difference. You could say that Harvey is not liv-
ing up to my expectations of him and that is making me angry.

In every relationship there are expectations, whether
they are stated out loud or not. There are some expectations
that are so basic that we shouldn’t need to express them - for
instance, if two people are in a relationship with each other
and one calls the other and requests a return call, it’s reason-
able to expect the other will return a phone call.

There are other expectations that are so critical that if
we don’t express them, the relationship is in danger of failing.

Clear communication of expectations is one of the most
underutilized skills in both business and personal relation-
ships — and that’s a pity. When we don't communicate our ex-
pectations, or take the time to learn what others expect, were
creating a framework for failure. In business, it’s a framework
comprised of missed opportunities, a build-up of negative
feelings like disappointment, frustration and betrayal, and an
abundance of assumptions as well as needless energy drains.

Over time, unmet expectations start to feel like unmet
needs, magnifying the negative thoughts and feelings that
prevent people from “showing up” and contributing 100 per-
cent of themselves to a relationship. Resentment and anger
— feelings that are harmful to the body in the same ways that
stress is, can get bottled up and either explode in inappropri-
ate moments or silently erode relationships.

Not surprisingly, one of the top reasons people fail on the
job is that they don’t know what’s expected of them. When
an employee “fails on the job” it affects everyone - customers
and coworkers alike.

When you're open and forthright about what you expect,
and when you encourage your employees and customers to
be equally straightforward, youre more likely to get the re-
sults you desire.

People live up — or down to your expectations of them.
When it comes to expectations, it’s as important for man-
agers to “talk the walk” as it is for them to “walk the talk”
“Talking your walk” is clearly communicating to people what
it is they have to do, and making sure they understand why
they have to do it. It’s also either giving them a clear picture
of what their accomplishments and/or results will look like
when they’re performed with excellence, or, inviting them to
co-create that vision with you.

We all know expectations change with time - we expect
more from a seven year old than we do from a three year old.
We expect more from a seasoned professional than from a
“newbie,” so it’s important we become aware of what our ex-
pectations are and that we communicate what’s changed.
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Seven percent of communication comes from words,
38 percent comes from tone of voice and 55 percent from
body language. What we don’t know for sure is how much of
our thoughts and feelings are communicated on a subcon-
scious level.

Bruce Lipton, author of “Biology of Belief” tells us that
our subconscious mind is over a million times more power-
ful than our conscious mind, and that most of the processing
that goes on - 95 percent - is going on at that subconscious
level. I've got to believe that we also communicate power-
fully at that level.

When we expect someone to succeed they usually do.
When we don’t believe they can, they usually don't — and no
matter what we say (7 percent) about it, it’s the smallest part
of the communication.

So here’s my coaching challenge to you - begin to think
about the people you are in a relationship with, and what you
expect of them. Then ask yourself whether or not you expect
them to succeed - or fail. Be honest.

Next, think about what you are projecting to them sub-
consciously — the positive, supportive vibrations necessary
to succeed - or the negative (“you’ll never amount to any-
thing”) defeating, diminishing feelings that come from dis-
appointment, frustration and anger.

I've realized I'm very angry at Harvey and so at a sub-
conscious level I am sending negative emotion his way — and
pretty consistently. Since I'm not in a situation I can walk
away from, I'm going to issue myself the same challenge I is-
sue to you. I am going to examine my expectations, express
them clearly AND I am going to think about the most positive
aspects of the situation possible so I can send more positive,
supportive feelings his way.

I'm going to look for things to love.

There are two kinds of emotions - positive and negative.
Positive emotions are based on love, and negative emotions
based on fear. Positive emotions strengthen us and negative
emotions weaken us. It’s pretty simple.

We are powerful transmitters of emotions - you can
increase your chances of success in any relationship when
you expand the capacity for the experience of positive,
emotion. So today, as I think about my own situation — not
dissimilar to customer situations clients tell me about all
the time - I am going to find something to love. Okay, well,
at least like — and project - as best I can. The “good vibes”

Meantime, you try it on your end and
let me know how it works for you. And
get that book — “The Biology of Belief” It
will really make you look at life differently.
Read more here: www.brucelipton.com H

JoAnna Brandi is the author of “54 Ways to Stay
Positive in a Changing, Challenging and Some-

times Negative World.” You can learn more from ‘
JoAnna at Joanna@customercarecoach.com or

visit www.ReturnOnHappiness.com.

JoAnna Brandi

Honey Farms takes its
partnerships seriously.
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our gasoline volume and
find new locations.”

~—% VALERO

" 1"."'. . h L We {J-E"IIL'I'I.I.'I | our new

location in ( Jrange, Mass., we
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Jon Shaer, Vice Presic

Vern Johnson
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“Our partnership is based on
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says. “That’s why | would
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TOWEL TIPS

Terry, Waflle, Suede or Non-Woven Microfiber:

It’s Your Choice

By Valerie Sweeney

Every once in a while I like to touch upon the most fre-
quently asked questions by our carwash customers regard-
ing towels and towel use. Lately, there has been an influx of
questions about the difference between styles of microfibers.

Q: I'm confused about the different styles of microfiber
out there. What’s the difference?

A. Microfiber has existed for a while now, so many differ-
ent styles of the cloth have emerged. The long and short
of it is that you usually can’t go wrong with microfiber,
no matter what style you choose. In fact, as you will see
below that both terry and waffle weave styles work for
the same applications.

Terry Microfiber

Terry Microfiber is the most popular type of microfiber
for the carwash industry. Usually, when someone mentions
microfiber they are typically referring to the terry style. It has
a high, soft pile and while it is much different than a terry
towel, it is the closest style to a traditional towel. Terry mi-
crofiber is versatile and can be used in all applications.

Large terry style microfiber, like 16" x 27", is often used
as a body towel. Smaller microfiber such as 14" x 14" or 16"
x 16", are ideal for cleaning windows, or for use in the detail
shop. This type of microfiber has the most options of size,
color and thickness.

Waffle Weave Microfiber

Walffle weave microfiber has a dimpled “waffle” look.
Many carwashes swear by waffle weave microfibers on glass,
while others feel that they work the same as the terry style. It
just depends on your personal preference. The waffle weave
also can feel more bulky in the hand, which some people like.
This style of microfiber can trap a lot of water because of the
ridges, so it also makes a great general towel.

Suede Microfiber

Suede is the smoothest type (lowest pile) of microfiber
out there, but the least popular in the carwash industry.
Suede is usually the type that you will find to clean the glass
on your copier machine, your new Ray-Ban sunglasses, your
flat screen television or your iPad. Like other microfiber
cloths, they do work really well on windows, glass and dash-
boards.

Non-Woven Microfiber

The newest type of microfiber has been marketed by
some as a disposable microfiber, but can be rewashed and
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reused many times. This microfiber is very inexpensive, and
is just beginning to emerge in the carwash industry. Like the
other styles of microfiber, it works really well on glass, mir-
rors, detailing, etc. It is even thinner than traditional microfi-
ber so it can get into even tighter spaces.

Since it is so lightweight, many towels can be washed to-
gether at the same time, and can dry even that much quicker.
Non-woven microfiber can also be imprinted, which makes
it an affordable promotional giveaway item for either a grand
opening or special event.

Q: Aren’t microfiber towels expensive?

A: They used to be relatively expensive when compared to
other towels, but that is not the case anymore. Microfi-
bers have come way down in price over the years, mak-
ing them in many instances more affordable than terry
towels. The price of cotton is still on [ 18 .

the rise, so traditional cotton terry | &

towels are seeing price increases, =\
while microfiber, made of polyester

and nylon, remain untouched. m

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

Valerie Sweeney

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

CRYSTAL CARE™
A DIVISION OF
CC DETERGENTS LLC
“Watch your Finish Glisten™
RO. BOX 7428 * EAST RUTHERFORD, M.). 07073

Cell: 201-951-8931

Tel: 800-654-7627

STEPHEM SWITZER Direct Dial: 201-806-1631
Technical Representative  Email: sswitzen@diamondchem.com

Whether it’s Tunnel, Automatic, or a Self Serve application, take control of your business
networking all of your Hamilton equipment with DAN (Data Access Network).

* High Speed Credit Card Transactions

* Eliminate additional phone lines

* Remote Access to monitor your Hamilton Equipment

* Event Pricing

» E-mail or Text Message notifications

* Customer Value Cards

* Utilize the ADAM to further automate and monitor your car wash.




VENUS & MARS

Dear Venus and Mars,

Do yout Sense Chad the consurer IS c/;ahﬁ/‘ng /7/5/ her

spending habits a the wash?

Venus Says

A few weeks ago, I attended the
Northeast Regional Carwash Conven-
tion (NRCC) at the Taj Mahal in Atlantic
City, NJ, and the spending habits of the
consumer was a hot topic. My father al-
ways felt that the self-service business
was the best carwash business to be in

during tough times. I remember watching
two major companies in our area close back in the ’80s. One
was the Fairless Steel Mill and many small businesses went
out of business because they were the largest employer in
the area. Our self-service business survived and in fact grew
to 17 self-service bays, and our thought was that consumers
still wanted to have pride in their automobiles and for just a
few quarters they could spend some time enjoying washing
their car. Of course, at that time, I think a self-service cycle
was 75 cents or $1.

Talking to operators who have self-serve, exterior and full-
serve locations today it seems to be a very different story. The
consensus is that consumers are waiting longer in between
washes, but when they are ready to put their hard-earned
money up to buy a wash, they want the best. They are willing
to pay for a full-service wash so both the interior and exterior
are clean. I am not sure exactly why this is now occurring, but
my guess is time. Even though we are all watching our pennies,
we seem to be overscheduling our lives. The days of a relax-
ing day driving to the carwash and spending an hour washing,
vacuuming and cleaning your windows doesn’t exist anymore.
I remember having regulars every Saturday morning coming
to the self serve. I could almost set my watch by them. Now,
we overschedule our lives so that even if our car is dirty and
we are willing to spend the money for a carwash, we may not
have the time. T know I can’t remember the last time I felt | had
an hour to spend to clean my car. I love the convenience of a
full-service carwash. Time is money and at the current time
consumers don’'t seem to have enough of either. |

Linda Feriod

Mars Says

Over the past three or four years
there is no question that the carwash
industry has been affected by the state
of the economy. I have heard of wash
volumes that were down as much as 40
percent from were they were four years
ago. That is a sure sign that consumers
have changed their spending habits.

I think though, at this point our nation has been strug-
gling for so long now that most consumers have already
changed their spending habits. The customer who was
washing his car once a week in 2006 has already changed
to a once or twice per month customer for a couple of
years now. Most people just don’t have enough disposable
income to commit to weekly washes anymore. Our job as
business owners is to figure out new ways to get to where
we used to be. Or, at least close to it.

Now, more than ever, consumers are looking for the
best value they can find. By best value I don’t mean the
cheapest, although there will always be that consumer.
Consumers want bang for their buck. They want us to ex-
ceed their expectations, but at a fair price. People do not
want to waste their money and now more than ever they
will be reluctant to give you a second chance.

In addition, creative marketing can certainly help
keep customers coming and bring in new ones. Promo-
tions and advertisements that used to work may need to
be adjusted now.

Try different things and check out what other busi-
nesses are doing. Social media seems to be a big part of
some people’s every day lives now.

The bottom line is that consumers have changed
their spending habits. So, if you find that your business
is not performing at the level you think it should, consid-
er changing some of the business habits you have gotten
used to. |

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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Sophisticated
automated solutions
for conveyorized
car washes,
simplified and
networked for

ease of operation,
maintenance

and installation.

Remote Modules simply connect
to standard wall outlets.
Output power can be setup for
24v to 240v, individually fused.
6 amp SPDT relays.

Remote Modules

$ave Dollars!

Installation time is a fraction of standard wiring methods.
The Guardian Wash Command car wash con-

troller is designed to meet the highest standard .
in car wash automation. Modules are con- Em ”M’
nected together on a stable Ethernet network.

All components are industrial grade. The real benefit of the modular installation

is the savings gained in electrical installation and wiring. No special training or

wiring experience is required. Simple “plug and play” installation can save be-
tween five and eight thousand dollars in wiring and electrical cots. All functions

are readily configured, operated, and monitored from the controller touch
screen. Additional modules can be added easily, making future expansion a snap.

Features:

Industrial grade PLC controller and HMI.
32 up to 150 function configurations available.

Direct networked communication with variable speed drives for multi
speed dryer motor and pump control.

Complete input monitoring with indicator lights to simplify trouble
shooting and maintenance.

Actual, Interpolated, Simulated, and Virtual Pulse available.
Actual, Simulated, and Redundant Entrance signal.
Conveyor Control, Warning Horn, Roller Raise, Wet Down features.

Compatible with electric drive conveyor with optional VSD, includ-
ing onscreen speed control, monitoring and Virtual Pulse.

Anti Collision, Anti Roller Jam, Chain Tension all standard features.

® Internet monitoring through Internet Explorer; no special software

needed.

Alarms of all critical operations with on screen and remote monitoring.

® Email and Text Messaging of alarm alerts.

® Wash line (queue) management with multiple Auto Cashiers, traffic

Phone: 330-773-9828
Fax: 330-773-9928

Gustom GONTROL SPECIALISTS

www.washcommand.com

gate control.

Email: Info@washcommand.com
Ask for a distributor near you!

O N

CUSTOM ‘ ' S{:.'L_:er-r-:_:-:_

SPECIALISTS
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INSIGHTS WITH RAY]

Frame of Mind:

Supporting Your Best Salesperson, Your Customer

By Ray Justice

Know your customer — know yourself - know your sup-
port system.

A lesson I learned years ago while operating our carwash
and dry cleaning business is the importance of getting to know
my customers. Some of the best and most loyal customers we
had started out as a problem or an upset. When the situation
was taken care of and handled in a professional and courteous
way, their appreciation was shown by their continued use of
our business. Many even became our Secret Shoppers, helping
us to become an even better business.

In the carwash business this is often more difficult than
in other businesses as there often is very little face-to-face
customer contact until there is a problem.

Obviously, everything at our locations has to be work-
ing up to snuff. This means a clean facility, with easy-to-read
and understand signage and instructions as well as really
great service. Basically, it comes down to having a good (or
exceptional) experience along with the expected outcome.
The service, that the customer came to spend their money
on, such as a clean car, is automatically assumed to be good.

The uncertainty with each encounter is often the com-
munication, or lack thereof, between management and the
customer. This situation, even when repeated between the
same people, will be somewhat different each time depend-
ing on the frame of mind, attitude or energy of each.

The wonderful book, “The Four Agreements” by Don
Miguel Ruiz covers this nicely.

Here are his Four Agreements along with the de-
scription of each.

1. Be impeccable with your word - meaning to speak
with integrity and only say what you mean. Avoid us-
ing words to speak against yourself or others. Use the
power of your word in the direction of truth and love.

2. Don’t take anything personally - nothing others do
is because of you. What others say and do is a pro-
jection of their own reality. When you are immune to
the opinions and actions of others, you won't be the
victim of needless suffering.

3. Don’t make assumptions - find the courage to ask
questions and express what you really want. Com-
municate with others as clearly as you can to avoid
misunderstandings, sadness and drama. With just
this one agreement you can completely transform
your life.

4. Always do your best - your best is going to change
from moment to moment, it will be different when
you are healthy as opposed to when you are sick. Un-
der any circumstance, simply do your best, and you
will avoid self-judgment, self-abuse and regret.
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The last agreement is what we are discussing here al-
though they are all very important. Your best and the cus-
tomers best will vary from day to day or actually moment to
moment. Just knowing this can help with our awareness of
the situation.

Everyone knows to be aware of tech support when
electronics or software is involved. It is vital for companies
to maintain their customer base by servicing and updating
what they sell. In the carwash business, the same principles
apply but we may not be as aware of how important custom-
er support is. We have a service instead of a product mean-
ing we have to support our equipment, our supplies, our staff
and also support our customers so they not only have a good
buying experience and are left with a favorable opinion of
our business in general, one that lasts (reputation).

Here are four more points to go along with The Four
Agreements to help you stay connected and customers feel-
ing supported.

v Location Resources
Where are you meeting?
What is the environment, noise and temperature?

What distractions may there be - noise, odors?

v Co-workers and Associates
What help do you have when needed and from who?

What level of responsibility and decision-making do
you actually have?

Who is available right now?

v Natural Attitudes
Are you friendly and nice?
Are you flexible?
What is the level of your personal energy?

Are you really listening?

v Interest and Connection

Why are you and the customer where you are right
now?

What do you want to have happen? For you? For the
customer?

How soon can you make something happen?
Continued on page 37...

1e Leader it Floor Mat Cleaners

8 models to choose from:

THE BIG BRUSHER SERIES

BB-X

For Express Car Washes.

Free machine for your customers
to use, It's easier and quicker
than vacuuming, with a better
result.

BB-4

Employee operated machine for

BIG SQUEEZE ULTIMATE SERIES

U-1 SELF SERVICE

The Ultimate Floor Mat Cleaner
with a hill and coin acceptar,
5 nozzles spray chemical and
water over entire surface
area of mat, Uses extraction,
hot air, and 4 vacuums for
complete drying. Everything's
adjustable: You control the
amount of chamical and water
used. You set the price and
run time.

Full Service locations enahles
you to wash more cars per hour

with less labar.

U-1 FULL SERVICE

Employee operated machine
cleans carpet and rubber mats.
The machine does all the work!
The mat comes out dry and
ready to put back in the car,

BA-5

With a bill and coin acceptor,

the BA-S gives customers
an automatic and hands-free
alternative for cleaning their

WW-2

Machine adds water to help

mats. rinse off soap. Developed for

L MACHINES FEATURE:
* Long Lasting Nylon Brushes

* Durable Rubber Rollers
* Greaseable Bearings

* Splid Stainless-Steel Construction

car washes where employees
spray mats with soap and
water.

NW-1
CD'S Extracts and grooms mats
Coin operated machine can
accept up to 5 different
types of coins/ tokens.

a prep washer..

e = (R0

* One Year Parts Warranty

after being sprayed off with

BIG SQUEEZE SERIES

Visit our website for more information:
www.J-KO Company.com

1-877-727-6685



DOUG’S PERSPECTIVE

Time to Grab Onto Your Low-Hanging Fruit

By Doug Rieck

There was a lot happening at the 2010 Northeast Re-
gional Carwash Convention (NRCC). At long last the return
to the Trump Taj Mahal was reality and a major show floor
space expansion occurred. Finally, all exhibitors were in the
same room. A return to the boardwalk and an in-town loca-
tion proved to be just what the doctor ordered, you might
say. Staying at the Taj's world-class Chairman Tower, and the
great meeting room facilities, only added to the allure. Of
course, the opening night reception on the 49th floor in the
high roller Signature Club overlooking the ocean was a fit-
ting tribute to the rebirth of the largest regional trade show.

I am not in the market for any equipment at the mo-
ment, but what I am in the market for is ideas. There were
plenty floating around the 2010 NRCC. The educational ses-
sions were awesome. In fact, I was told by more than one
attendee that they were the best they have ever attended. I
was the moderator of the Social Media marketing seminar
and was more than impressed with the content and panel-
ists. At my conveyor wash we have used Facebook for the
past year, but there is so much more than that available to
market your business. The effectiveness and reach of Email
marketing is impressive, and I was completely surprised at
the Groupon concept. And, of course, Google Places. There
is so much going on and social media marketing is where
the action is. Never mind radio or cable. Don’t miss out on
this great media option(s).

On Wednesday, the New York State Car Wash Associa-
tion put on a seminar about reinvesting in your wash. It was
great and complete with actual slides of what each operator
had done at his wash! Like most of us, I have been too con-
cerned with day-to-day washing and not looking enough to
the future. You can’t bury your head in the sand, however.
You have to start planning and doing things now.

At one of the sessions I heard one panelist refer to get-
ting the low hanging fruit and that served as a great reminder
of what we can do. Most of us are budget constrained these
days and are looking for projects and other ways to improve
our operations, but we don’t want to spend a lot to accom-
plish that goal. As I said before, join the club. The good news
is that now is the time to go after the low hanging fruit, the
easy stuff that offers a fast reward for not much money.

Every carwash has this kind of stuff just hanging in front
of us, made invisible by being so visible. One example might
be your menus and signage. Getting an extra 20 cents a car
adds up pretty fast. A personal example is at my conveyor
wash where I cleaned up my backroom rinse plumbing, tub-
ing and electrical. The total project cost about $250 for 50
feet of 3/4 polybraid, fittings and parts. The most expensive
part was having a local welder custom fabricate two alumi-
num mounting arms for my rain arch. The result is much
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improved rinse pressure, better system reliability and an
easy path to just drop in Dosatrons when I'm ready to spend
money. Low hanging fruit.

Give Back While Marketing Your Wash

Why not look for ways to give back to your communi-
ty while promoting yourself at the same time? Every year,
Magic Wash gives out more than 500 free carwashes to the
LBI Striped Bass Derby. Every participant gets a free carwash
ticket. Are all used? Never, but we get great public relations
from the local Chamber of Commerce which runs the three-
month-long Fishing contest. It started with the idea being to
wash the salt off of all the Beach Buggies that are used to fish
on the beach in the winter.

Stop Procrastinating!

I admit that at times I can procrastinate with the best
of them. Not all the time, but the editor of this publication
can verify that sometimes I blow past the deadline. Often,
it is just a case of finding the time. It’s not something to be
happy about, but it does happen when you run three car-
washes, have two young children and a wife, and all of the
normal clutter of life. How does this apply to carwashing?
Simple. Look around your carwash. All of us have “stuff” that
we just have not gotten around to doing. Two examples: For
one wash I ordered a sign that reads “Automatic Carwash” for
the entrance. This sign has been sitting since July waiting for
me to install it. Dumb.

At another self-service wash, I have been having intermit-
tent problems with a low-pressure bay service since August. I
replaced the flowjet pump today and it took me just a half hour.
The flowjet pump was even sitting on the shelf as a spare. Again,
dumb. I know that I am not alone in having neglected things at
a carwash. In simple terms, just do it and stop delaying,

The base criteria for a carwash is to deliver clean, dry
shiny cars at the exit, but I believe that today’s customer is
much more demanding. In every retail business customers
are courted and offered deals and superior customer ser-
vice. We as carwashes are competing for scarce spending
dollars from our customers. Customers have other priorities
for their spending and if we are not doing our best, the next
wash may get deferred because the wash experience was not
up to par. In more normal times, we compete with other car-
washes, the home driveway washer and the weather. Now, we
have to compete for the dollars. It makes sense.

The wash experience now becomes even more impor-
tant. I attended the Ritz Carlton seminar on customer service
at the NRCC and I was surprised to learn that the number
one customer criteria is appearance. We as businesses are
judged daily on our appearance and that of our employees.

Does the crew have on clean uniforms, is the grass cut, and
are the grounds clean? Is the entrance to the wash attractive,
the list goes on and on. First impressions matter - a lot.

Let It Snow, But Not Too Much!

Hopefully, by the time this column is read snow will have
fallen over most of the Northeast. Certainly, the temperatures
will be considerably lower and the outside hoses at all homes
will have been turned off. I will have lowered the iceater into
the bay by my dock. I have the weep systems ready by Thanks-
giving and the floor heat on automatic by December 1. I fin-
ish up preventive maintenance work in the bays by then and
hopefully am ready for the cold and the winter wash season. I
have been wishing for a snowy winter for years here at the Jer-
sey shore. Unfortunately, last year I got my wish. Bad mistake.
Too much snow and too many storms. It wasn't really that
cold, though.

The weather patterns have shifted and the long-range
forecasts are calling for a La Nifia winter pattern. This is con-
siderably different from the El Nifio influenced winter of last
year. We will see. There is no bigger optimist than a carwasher
at the start of winter. Have a great winter
washing season! |

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

Doug Rieck

Insights with Rayj ... continued from page 34.

Think in terms of how can this be fair to all.

We are dealing with people and people are sensitive, that
also includes us.

In summary, support your customers and they will sup-
port you by being your best advertisement. Face time with
your customers has always been important and even more
so in today’s world with all of its digital connections. People
telling people is the mission. They will tell the really good
and the really bad things that happened to them.

Customers who you have a problem with often become
very loyal in the future if you stayed with them enough to
help them with the current situation. But remember, every-
day is different. Do your best everyday
and you will be rewarded. |

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

©2011 RayJustice.com

Ray Justice
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Make sure to note the dates of
the 2011 NRCC: Oct. 3-5, at the
Trump Taj Mahal in Atlantic
City. It's the LARGEST regional
trade show in the country!
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Mark Your Calendar!!!
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Your Choice of Size, Color, and Thickness
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ERC WIPING PRODUCTS, INC.

Call Today 1-800-225-WIPE (9473)

Order Online
www.ercwipe.com

P2 Trustwave | TrustKeeper
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A SIGN OF THE TIMES

The Eyes Have It!

By Perry Powell

A lack of emphasis on visual issues, when designing a
commercial on-premise sign, can lead to ineffective signage
that costs businesses profits everyday! Signs are primarily
silent communicators. They must connect with the eyes of
passing motorists to impact the revenues of any business.

Few of the commercial business signs, which are de-
signed and purchased annually, consider the basic visual
issues that are addressed, by the federal highway admin-
istration, when placing signs along the interstate highway
system.

Sign professionals often consider the sign to be a work
of art. This perception can lead sign companies to develop
signs that may be both beautiful and ineffective. Since most
business owners would rather attract spending consumers
than entertain the art-loving public, a different approach is
necessary.

A newly-installed sign may be incorrectly evaluated,
from an incorrect perspective. One may look at a nice com-
puter-generated rendering of a proposed sign or stand across
the street from a newly installed sign and think that the sign
is beautiful and will be effective. This is not the way a driver
traveling five miles per hour faster than the legal speed limit,
while practicing conflict resolution on a cell phone, and de-
fensive driving, sees and comprehends the sign.

The reality of the street is chaos. The sign must cut
through the environment of the street, and speak to the driv-
er. Drivers are being challenged by every distraction imag-
inable. Scientific research is available which demonstrates
how to overcome these visual challenges.

The Federal Highway Administration is able to commu-
nicate effectively with motorists and so must every business
owner. This can only be accomplished through careful and
thoughtful design and planning,

An effective visual acuity device or sign is one that is de-
signed to target the consumer’s eyes in the chaotic street en-
vironment. To do this one must consider that the consumer’s
physical eye is the intended target of the sign. Armed with
this knowledge, a sign can be developed that will target the
consumer’s brain through the vehicle of the eyes.

If the consumer’s brain is the intended receiver of our
commercial messages, and the eyes are the wireless remote
to the brain, then we need to be sure that the reception at
the eyes is good. In order to make this visual connection, we
need to understand how the vision of the consumer impacts
communication.

The Federal Highway Administration uses an 1100-page
manual called the “Manual for Uniform Traffic Control De-
vices” or MUTCD. This manual governs the use of street
signs in all street and highway conditions. The adoption of
and compliance with the MUTCD is a must for any govern-
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ment entity that wishes to take part in federal highway funds.

The MUTCD is a peer-reviewed document that is main-
tained by the National Academies of Sciences Transportation
Research Board. It is the culmination of the contributions
of research conducted by academics, scientist and highway
traffic safety engineers. The purpose of this document is to
make “safe way finding” the norm in highway travel.

The MUTCD is a visual-based document that makes its
underlying assumptions based on the visual ability of the
driver. Much can be learned from this document that trans-
lates to the on-premise or commercial sign. Other studies
relate directly to the on-premise sign and show the impact of
differing designs and situations on the driving public.

Factors when designing a sign to target motorists are
clean, legible graphics; correct negative spacing; readable
typefaces; landscape; topography; obstructions and speed
of traffic.

A correctly-designed sign must be site specific. Only by
looking at all the factors that impact the speaker (sign) and
the hearer (motorist) can we be sure that effective commu-
nication will occur. Introducing science, to gain a competi-
tive advantage, is not only possible but is a sound business
practice regularly employed by successful chain and fran-
chise companies.

At the end of the day one may ask, why bother? Simple.
According to statistics, 25 percent of motorists, who both-
ered to get a reservation, will not turn around and come back
to a motel if they miss it on the first pass. According to one
franchise real estate consultant, 90 percent of women will
not return to a missed site.

There are other reasons to bother, too. According to a
survey by the University of San Diego, which studied 187
businesses and their signs, adding a pole sign will add, on av-
erage, over 15 percent to the business revenues. A correctly-
designed sign should get even greater returns.

A review of your current sign program may lead to a sig-
nificant increase in the revenues of your business. Business
owners, wishing to maximize the effectiveness of their site
and sign, need to take stock of their sign regularly to be sure
the sign is continuing to represent them well with passing
consumers. |

Perry Powell is a Commercial Sign, Marketing L’;
and Image Consultant. He works with carwash
owners to assist in creating the correct image
with the public including the placement of sci- §
ence based signs, neuro-marketing menus, neu-
ro-marketing sales presentations, and conduct-
ing hearings before cities. He can be reached at
817/307-6484, perry@perrypowell.com or www. |

perrypowell.com Perry Powell

Provide your customers more options with Rowe's newest suite
of Bill Changers, now offering credit card acceptance and beth
bill-to-bill and bill-to-bill & coin changers. With these additions
to the existing line of reliable front and rear load changers,
Rowe provides the most dependable and one of the most
complete lines of changers available today.

Rowe. World Leaders in Change.

Visit www.roweinternafional.com te find a distributer in your
area or call us ot 800.393.0201.
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sPennsylvania

CAP BOARD OF DIRECTORS

PRESIDENT - Keith Lutz
Kleen Rite Corp., Columbia, PA

VICE PRESIDENT < Stuart Hammerschmidt
Shore Corporation, Pittsburgh, PA

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

ASSOCIATION MANAGEMENT
Carwash Association of Pennsylvania

430 Franklin Church Road

Dillsburg, PA 17019

Email: dawnwkeefer@comcast.net

Ph: 717/502-1909 « F: 717/502-1529

Dawn Wetzel Keefer, Executive Director

PACARWASH.ORG

DIRECTORS

Mark Neal, Elk Run Car Wash, Punxsutawney, PA
Kingsley Blasco, Blasco & Associates, Newville, PA
Keith Woolam, Car Wash Management, Clarion, PA

LOBBYIST
Jay Layman and Beth Zampogna
Capital Associates Inc., Harrisburg, PA

PAST PRESIDENT
Keith Woolam, Car Wash Management

2011
MEMBERSHIP APPLICATION

Carwash Association of Pennsylvania
430 Franklin Church Road, Dillsburg, PA 17019
Ph: 717/502-1909 < F: 717/502-1529
To join, please complete this application and mail it

with your check made payable to: Carwash Associa-
tion of Pennsylvania.

Name

Co. Name

Mailing Address

City

State/Zip

Telephone

Fax

Email

Member Category (please circle one)

$195 Single location operator

$395 Multiple location operator
(two or more) or vendor
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Hollywood Casinos in May that was well attended. Most recently; we hosted our An-

The Carwash Association of Pennsylvania (CAP) had
an active 2010. We had a great Table Top Show & Dinner at the

nual Golf Outing and picnic in October that was a great time for all attendees. We've
had increased activity on our website (pacarwash.org) and we recently launched a
page on Facebook. 1d like to thank everyone who has been active and supported the
association in 2010. The more our members see us as a resource the more beneficial
we can be for the carwash industry in Pennsylvania.

At our September board meeting, we discussed a host of new ideas for the
association. One of those ideas was the posting of industry resources on the associa-
tion website. We have posted some of these resources and are working on document

formatting to post additional ones. In the interim, we encourage you to contact our
office at 717/502-1909 so additional resources can be emailed to you. Another benefit
we have been working on for a while has been an association-sponsored carwash
Sfundraising program. There are many angles a program such as this can take, and
we discussed an array of different options. Dawn Keefer, our executive director, has
written an article about this subject in the fall edition of the CAP newsletter, and she
is asking members for feedback. Please take the time to review the article and contact
the CAP office with your input.

In conclusion, the board agreed to start a “member spotlight” that will ap-
pear in each edition of our industry newsletter. If you would like to participate in this
please contact the CAP office.

As a board it is our goal to provide members with a network of industry
experts and resources so operators are not reinventing the wheel. Just because some-
thing is new to you and your business it doesn't mean it is for everyone else in the
industry. Chances are other operators and/or vendors have the experience so why not
reach out to your association for contacts and guidance? We exist for members and
the betterment of the industry. When a fellow operator and business succeeds, the

industry succeeds and we want to foster that as your trade association.

741/ -

Keith Lutz
CAP President

RENEW YOUR
MEMBERSHIP ONLINE

TODAY AT
PACARWASH.ORG
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CoNNEcTIcUT CARWASH ASSOCIATION

PO Box 230, Rexford, NY 12148

800/287-6604 « Ph/F: 518/280-4767

E-mail: mediasolutions@nycap.rr.com

Contact: Suzanne L. Stansbury, Executive Director

OFFICERS

President ¢ Joe Tracy
Magic Minit Car Wash, 570 Enfield St.
Enfield, CT 06082, 860/741-3707

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

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

DIRECTORS

Dione D’0Occhio, Mario’s Car Wash
1698 Watertown Ave., Waterbury, CT 06708
203-756-1185

Brian Kelly, Shoreline Quick Lube & Car Wash
2 Center Road, 0Old Saybrook, CT 06475
860/388-5666

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

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

PAsT PRESIDENTS
*Ken Gustafson Sr.  Fred O’Neill

*James Rossini Mark Curtis
*Bruce Sands Doug Newman
J.J. Listro Paul Ferruolo
Alan Tracy Tom Mathes
Dwight T. Winter Daniel Petrelle
Anthony Setaro

*Deceased

CCA MisSION STATEMENT

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

WEWASHCTCARS.COM
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The Connecticut Car Wash Association (CCA) held
its annual golf invitational on September 21 at Tunxis Plan-

Joseph A. Tracy

tation Country Club in Farmington. Although the number of

players was not up to the levels of years past, everyone who participated enjoyed
themselves greatly. We were also able to honor Representative Kathleen Tallarita
Jfor her work on behalf of small business in Connecticut with the CCA Legislator
of the Year Award. Both the day and the venue were wonderful, and the delicious
meal capped off the event.

Many CCA members were also fortunate to get down to the Northeast
Regional Carwash Convention (NRCC) in Atlantic City on October 18-20. The
show was well worth it. Both the exhibits and the seminars were educational and
informative.

As we in Connecticut prepare for what we hope will be one of the salti-
est winters in recent years, the current economic climate has many of us reeling a
bit. Although people have to buy groceries and other staples to live each and every
day; getting the car washed is not a requirement (although I think it should be)! We
the operators have to do what we can to make the carwash one of the places our
customer feels he has to go. Whether it be by creative advertising, marketing or use of
technology we need to work harder to draw them into our businesses.

When this article is in the winter Northeast Carwasher, / hope we are
washing too many cars to count. But what we do, when we are not busy to create
business, shows our skill as operators.

The CCA wants to make all operators, or vendors for that matter, aware
that they are welcome and encouraged to participate in our Association and serve
on our board. Whether you are a new or former member, get involved. We Want
You! The time commitment is minimal and the events we have year round are fun
and educational.

For more information on the CCA visit our website at wewashctcars.com or
give us a call at 800/287-6604.

/

Joseph A. Tracy
CCA President

CONGRATULATIONS TO
MARK CURTIS OF SPLASH
ON HIS POSITION AS
ICA TREASURER!

Dino’s Auto Spa: From Tacos to Bikes
and Oh, Yea, a Great Wash!

By Alan M. Petrillo

Madison, CT, the home of Dinos Auto Spa, is an upscale
area with an affluent clientele that are seeking full-service car-
washes and related services. And that’s precisely what Dinos
provides them, according to operating owner Frank Paladino.

“We're the only full-service carwash in a 15-mile radius
and weTe here because of the demand,” Paladino said. “We're
30 minutes east of Fairfield County, but right on the water, and
about 75 percent of the cars we wash are imports and high-
end vehicles.”

Dinos Auto Spa is a large operation, taking up an 18,000-
square foot building that sits on 1-1/2 acres of land. Besides the
full-service/flex-serve wash with a 140-foot tunnel, Dinos also
has a four-bay detailing shop, a two-lane four-car oil change op-
eration and a large retail business.

But that’s not all - Dinos got into the food business in a
small way this past summer, renovating a former hot dog cart
into a taco cart and positioning it out in front of the carwash
from 11 am to 7 pm daily, weather permitting.

The inspiration for Dinos taco cart came from a couple of
local taco trucks that made regular stops at the carwash to ser-
vice the large number of Hispanic workers employed at Dinos.

Dinos taco cart began operations in June, and several
weeks later a local resident who writes for 7he New York Times,
published a review of the cart and its food on the Metro Page of
a Times Sunday edition in July.

“The Times absolutely loved the cart,’ Paladino said. “They
gave us a great review and we got a lot of taco business from it”

Paladino noted that Greg Sharon, the operator of the taco
cart, which they christened Taco Pacifico, “couldn’t keep up
with the traffic after the review.”

The taco cart offers tacos, burritos and quesadillas in a
choice of chicken, beef or pork, along with guacamole and salsa.
It also serves soft drinks, including a coconut milk soda.

“We have a fry-o-lator and make our own taco chips,
Paladino noted. “People were coming to the cart just to get the
chips’”

Paladino first flirted with the idea of installing a taqueria
taco shop inside the carwash, adjacent to the main retail area,
but didn’t want the hassle of running a regular restaurant.

“We're weighing the pros and cons on whether it makes
sense to our bottom line to have a restaurant inside;” he said,
“but in the meantime, the taco cart will be back in business in
April and we'll keep it out there into October.”

Paladino said he markets Dinos Auto Spa chiefly through
advertising on the back of register tapes. Coupon specials pro-
mote $3 off of a wash and up to $10 off an oil change, depending
on the time of year. Paladino said he can track how many cou-
pons are used daily and estimates between 25 and 30 percent of
his wash customers use a coupon.

Dinos basic wash runs $9.99; adding undercarriage wash,
wax, tire shine and wheel cleaning costs $13.98; and $18.98 gets
a customer all the “bells and whistles,” said Paladino. A basic
wash and interior cleaning costs $14.98.

Paladino noted he’s been trying to build up Dinos oil
change business recently, meaning people are using coupons
liberally, especially when they are discounted on an oil change
and include a free interior and exterior carwash.

“I can wash and vac someone’s car to attract their attention
on the other businesses, he said. “My electric bill runs $5,000
a month, even if I'm doing an extra 20 cars for free. The cross
marketing has really helped us”

Besides the free wash and vac with a lube job, Paladino also
recently initiated a 48-hour rewash guarantee. He also gives 20
percent discounts when a customer reloads a gift card.

“If they put $100 on it, we'll give them $120, which is our
way of trying to get the person who received the gift card to be
loyal to our businesses,” he pointed out.

Dinos retail store isn't what most people would consider a
typical carwash retail store, Paladino noted, because of the un-
usual lines of goods he sells.

“We retail greeting cards, sweatshirts with the town name
on them, reconditioned exercise equipment, and a kit motorcy-
cleline; he said. “The shop is filled with a wide range of different
items?”

Paladino recently began selling a high-end line of initialized
key chains, luggage tags and credit card holders, with the chains
selling for $7.99, and the tags and holders $12 each. Business has
been brisk, he said.

“We also sell a high-end line of auto deodorizers,” he add-
ed. “Greenleaf in South Carolina makes sachets that we sell for
$6.99 each, compared with the $1.99 Christmas trees others sell.
People are buying lots of them, and I guess we're lucky because
the higher end stuff always goes well here””

Paladino also is considering working with Electra, a Florida
company, to sell its bicycles in the retail store.

“They checked out our demographics and like us, and think
we'll do well with their bike line;” he said. “We'll set it up as a
boutique area and carry two or three of their models, stocking
maybe two or three of each”

So Dinos is not a typical carwash, Paladino maintained.

“We give everyone the best in service;” he said. “And our re-
tail area is the sum of its parts. We won't get rich off any one
thing, but we want to make it really cool when people walk in
and attract their interest” |

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor
of Northeast Carwasher. Hes the author of the mystery novel, Full Moon,
available at www.amazon.com.
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13th Annual Golf Classic

Is a Hole in One!

The Connecticut Carwash Association’s 13th Annual
Golf Classic, September 21, at the Tunxis Plantation Country
Club in Farmington, was the background for a picture perfect
day of golf and camaraderie, according to event Chairperson
Todd Whitehouse. “We couldn’t have asked for a more beau-
tiful day,’ said Whitehouse. “It certainly was a great event
and one I look forward to each year”

After an 11am shotgun start, nearly 70 golfers played 18
holes and enjoyed a hearty lunch on the course. A highlight
of the event occurred during the reception when CCA Lob-
byist PJ Cimini and CCA President Joe Tracy presented State
Representative Kathleen Tallarita, representing the 58th As-
sembly District, with the association’s Legislator of the Year
Award for her support of small business.

Tallarita graciously accepted the award and shared
some of her background and beliefs with the group.

Stanley Street Takes Home the Trophy

The winning foursome for the day hailed from Stanley
Street Car Wash including Jim Davey and Tom Sr., Jr. and Ken
Keough with an -8. McVac’s Bill Mahon went home with the
longest drive. Splash’s Brett Robinson earned the closest to
the pin prize and Kay Stack, who made the trip from New
Hampshire, took home the women’s longest drive.

Many raffle prizes including a Callaway golf bag, R9
driver, Sony stereo, digital camera, Garmen GPS and a 22"
and 32” television were also won during the event. Long-
time tourney sponsor, C.A.R. Products, also provided a $250
Home Depot gift certificate.

Event supporters included Platinum Sponsor, Micro-
logic; Gold Sponsors/Lunch, AVW, Mr. Sparkle, Northeast
Carwasher and Kleen-Rite Corp.; Silver Sponsor/Prizes,
ICS; Raffle Sponsor/Gift, C.A.R. Products; Bronze Spon-
sors/Beverage Cart Sponsor, Blendco, Mang Insurance
and National Ticket; Golf Cart Sponsor, Simoniz USA; Cof-
fee Break Sponsor, Capitol Strategies; Water Bottle Spon-
sor, ZWash Systems; Golf Towel Sponsor, ERC Wiping;
Driving Range Sponsor, Magic Minit Car Wash and Hole-
in-One Sponsor, Mitchell Auto Group. |

The association’s next invitational is slated for
Tuesday, September 20, 2011.
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The CCA Golf Invitational would not be what it is today
without the tireless efforts of JJ Listro.

Team Jet Spray Touchless - Lou Longo, Doug Lutz
and Tony Setaro never stopped having fun!

Team Connecticut
Carwash enjoyed

- the day of golf.

Tunxis Plantation Country Club in Farmington never disappoints!

kidding Mike
Benmosche!!!

- (Swing)

Jeff Arimento, Rick Moynihan, Donato DePinto and Jim Arvin strike a pose on
behalf of New England Car Wash Equipment.

Joan Larkin, Sandy Miller; Kay
Stack and Andrea Johnson

made the trip from New Hamp-
shire to enjoy the day at Tunxis.

More photos on next page!
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Team Stanley Street took home the winning foursome accolades from the outing.
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Don't worry Doug Lutz, you weren't the only golfer who went fishing for his ball!

CCA Lobbyist P] Cimini and CCA President Joe Tracy presented Representative
Kathleen Tallarita with the CCAs 2 egislator of the Year Award for her efforts

. - o y ..--: = - - _. - _.-_,- ,:_.-_ Z . 3
on behalf of small business. . — . 4

..that Motor City Wash Works manufactures complete Tunnel Systems
from the backroom all the way to the dryers and everything inbetween?

25' RWP—

Motor City Wash Works, Inc. = 1 FREE Car Wash Catalog
48285 Frank Street . > = % Call: 866-362-6377

Many were winners during the extensive after-dinner raffle, but New England Car

Wash Equipment’s Jeff Arimento took home the big prize! Wixom, MI 48393

Toll Free: 866.362.6377

www.motorcitywashworks.com /’__, Distributorships Available Nationwide

E-mail:info@motorcitywashworks.com
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LOBBYIST UPDATE

Dems Keep Control of General Assembly,
GOP Make Gains in State House

By PJ. Cimini

Connecticut voters went to the polls on Election Day
after being deluged with an unprecedented amount of cam-
paign advertising. Led by self-financed U.S. Senate candidate
Linda McMahon, who spent over $50+ million (likely the
most amount of money spent per voter in a political cam-
paign in American history) it resulted in an unprecedented
amount of political spending. It was also the first time that
many candidates for statewide office used the new public fi-
nancing system to run their campaigns.

In the hotly-contested Governor’s race, Secretary of the
State Susan Bysiewicz has declared Democrat Dan Malloy the
winner. Republican nominee, Tom Foley, conceded the race and
stated that he will not challenge the results. Foley stated in his
press conference that after investigating the ballot situation
and voting in Bridgeport, though there were irregularities, there
was no evidence to support any voter fraud. He will not proceed
with any challenges of the photocopied ballots nor the ballots
cast during the extended hours of voting in Bridgeport.

As expected, control of both the Connecticut Sen-
ate and Connecticut House of Representatives remained

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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firmly in the hands of the Democrats. House Republicans
exceeded expectations and have picked up 14 seats. Lead-
ership in both the State Senate and State House of Repre-
sentatives will remain the same in most cases. Democrats
in the House have elected Representative Brendan Sharkey
as their new Majority Leader to replace Denise Merrill who
was elected Secretary of State.

In a big surprise, Representative Steve Fontana was de-
feated in his race. Having been seen as the heir apparent to
the Majority Leader position, his loss initially threw the lead-
ership race up in the air. The House Democrats maintained
their firm grip on the House by a margin of 100 to 51, one
vote short of a veto proof majority. A few changes in commit-
tee chairmanships are likely to take place.

The Democrats maintain their majority in the Senate at
23-13. Republicans picked up one seat by defeating a veteran
Senate Democrat. One seat won by the Democrats appears
to be headed for a recount. All other statewide offices were
held by Democrats.

In the race for the United States Senate, Richard Blu-

SI<ADVERTISING+DESIGN
SMALL BUSINESS

www.sk-smallbiz.com

Logos ¢ Business Cards ¢ Stationery ¢ Brochures
Catalogs ¢« Advertising * PR + Web Design
Direct Mail « Printing Services

SK Advertising+Design Small Business
helping launch and expand businesses nationwide.

menthal defeated Linda McMahon, holding off a late surge
by McMahon.

The state’s Congressional Delegation bucked the national
trend and held all five seats in the House of Representatives. Two
of those races were judged toss-ups by national pundits.

The following are the results of the races:

Governor: Dan Malloy.

Attorney General: George Jepsen a Democrat, won eas-
ily over Republican Martha Dean.

Treasurer: Denise Nappier, Democrat was re-elected
over Newington Republican Mayor Jeff Wright.

Secretary of the State: Democrat Denise Merrill defeat-
ed Consumer Protection Commissioner Jerry Farrell.

United States Senate: Democrat Richard Blumenthal
cruised to a win over Linda McMahon despite Mc-
Mahons campaign spending in excess of $50 mil-
lion. Blumenthal’s 20 years as Attorney General
helped to carry him to victory. The contest was a lot
closer than most observers anticipated when Blu-
menthal announced his candidacy last year.

Congressional: Democratic incumbents, Congressman
John Larson (CT-1), Joe Courtney (CT-2) and Con-
gresswoman Rosa DeLauro (CT-3) cruised to easy
victories over their challengers. In two other contests

Continued on page 50 ...

CCA CALENDAR
L Maxai30 |

Mini Expo
Marriott Courtyard, Cromwell

Car Care World Expo
Las Vegas, NV
carwash.org

14th Annual Golf Invitational
Tunxis Plantation Country Club, Farmington

Northeast Regional Carwash Convention
Trump Taj Mahal, Atlantic City, N}
nrccshow.com

Holiday Gathering/Annual Meeting
Carmine's, New Haven

Clean Up Profits

with Coupon Books, Gift Cards & Gift Certificates

Simplify Multi-Wash Sales For:
* Loyal Customers

* Fleet & Limousine Companies

+ Car Dealerships

* Police & Local Government Agencies

We Specialize In:
Barcoded Tickets, Consecutive Numbering

o
7155y
1]

National
TICKET C Qe
1907

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

SINCE
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CCA Lobbyist ... continued from page 49.

Democrats faced strong challenges from Republican
candidates. But in the 4th CD, Jim Himes beat back
a strong challenge from State Senator Dan DiBicella
and in the 5th CD incumbent Chris Murphy defeated
State Senator Sam Caligiuri.

State Senate: Senate Democrats remained in firm control
of the upper Chamber (23-13) but Republicans have
picked up one seat by defeating veteran Senator Tom
Colapietro. Democrat Don Williams will remain Sen-
ate President and Senator Martin Looney will continue
to hold the title of Senate Majority Leader. Republican
Senator John McKinney will remain as Minority Leader.

Due to a number of open seats and an upset win, a num-
ber of new members of the State Senate were elected.

4th Senatorial: Democrat Steve Casano appears to have
won a close race over Chip Beckett. The result may be
headed for a recount.

5th Senatorial: State Representative Beth Bye was elect-
ed to the seat formerly held by Jonathan Harris.

16th Senatorial: Republican Joe Markley won the seat
vacated by Sam Caligiuri.

21st Senatorial: Republicans held on to this open seat
by electing Kevin Kelly.

31st Senatorial: Republican Jason Welch defeated vet-
eran Democrat Tom Colapietro.

Due to the retirement of Senator Harris and the defeat
of Senator Colapietro Chairmanships on the Public Health
Committee and the General Law Committee will be open.

House of Representatives: The State House of Represen-
tatives remains in the hands of the Democrats. The
Republicans have picked 14 seats leaving Democrats
without a veto-proof majority. Current Speaker Chris
Donovan, of Meriden, will hold on to the Speaker’s
position. State Representative Brendan Sharkey
won the contest for the Democratic Majority Leader
post defeating State Representative Andrew Fleis-
chmann. Rep. Larry Cafero of Norwalk was reelected
Republican Minority Leader

Republicans at the State House are celebrating significant

gains in the House. Their gain of 14 seats in the House changed
T———

the balance from 114-37 to 100-51, one
vote short of a veto proof majority.

The Connecticut General Assembly
will convene on January 2. ]

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

pj@csget.net. P.J. Cimini
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carwash solutions

presoaks - detergents - drying agents
tri-foam conditioners - wheel/tire/degreaser
protectants - bug & tar remover - detail

Available in 5, 15, 30 and 55 gallon!

Bio-Clean Car Wash Solutions and
our new Elite Self Serve System

go hand in hand.

The Elite Self Serve uses
less water and less energy than a
standard self serve system. With
fewer maintenance parts, no
chemical tanks, no wasted weep water
and fewer system components, the
Elite Self Serve has greatly reduced
operating costs. That'’s good for your bottom line
and good for the environment !

Bio-Clean Car Wash Solutions.
For a cleaner car and a cleaner environment!

The green car wash solution Bio-Clean is 100%
biodegradable. With in 5 days of use, no trace or
residual chemicals can be found.
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Give us call or check
out our web site for
more information !
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Self Serve Systems

Less Water. Less Energy.
Less Chemicals.

Available in 2-6 Bay Systems!

H YDRG SPBA Y 800-528-5733 - www.hydrospray.com




TIDBITS FROM COOKIE

A Look Back in Time

By Cookie Anthony

Can You Identify These Guys?

Here’s a true blast form the past photo from 1998. Can
you name the first CCA president? Who organized tabletop
exhibits for decades? How many past CCA presidents can
you find in this photo? Why were these carwashers at a fund-
raiser, and who was it for?

No answers to this quiz are supplied here. Call an old
friend to see if they know and catch up on the great times in
this industry you may have had with them.

Issue after issue we talk about carwash locations, machinery, customers and
profit centers but it is people who really make the difference. People can take an

ordinary business and make it unique and worthy of return visits.
Tell me who these Connecticut opera-
tors are! The first person I hear from
will get a credit in the spring issue!

Blast From the Past

If carwash owners could have medals for contributing to
associations, these fellows would have the rank of admirals.

_s

Fran Downey, Elliot Ganz, George Rohtstein and Bob Katseff:

All four were International Carwash Association (ICA)

directors. Bob Katseff was also president and all were New

England Carwash Association (NECA) presidents.

These four retired carwash friends are pic-
tured in Falmouth, ME, where they met for a lob-
ster dinner.

Here are some rough but impressive statistics.
Bob Katseff, Elliott Ganz, George Rohtstein and
Fran Downey represent about 100 years in the car-
wash business and have likely washed about 10 mil-
lion cars.

One individual can make a difference. Four are
even more powerful.

Have you paid your dues? Have you given of
yourself to make the industry stronger? Or, are you
on a free ride, a tourist breezing through town let-
ting others do all the work? (Thanks to Elliot Ganz
for the photo!)

Like Father, Like Son

Let me tell you about another great carwash leader. His
son is now president of the Connecticut Carwash Associa-
tion (CCA). Do you recognize Alan and Theresa Tracy?

Twenty years ago when Alan was a CCA president he
helped start the first Northeast Regional Carwash Conven-
tion (NRCC). Here’s a lesser-known story.

My husband Al and I were at a family gathering in Mas-
sachusetts and got a page (cell phones were expensive then
and the size of suitcases!) from our wash in Connecticut.

One of our employees had punched out another of our
employees in the tunnel while working, or as the sailors say
- he decked him! Both men were named Ron! We were far
away so I called Alan who drove to Willamantic and solved
the problem. The two Rons worked peacefully together for
several years afterward, and no lawsuits developed from the
incident. Alan certainly knows how to resolve conflicts and
make lasting peace.
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Alan and Theresa Tracy

Amazing But True

Odilon Coria, the manager of US 1 Brushless Car Wash
in Port Charles, NY, received a phone call from his son’s
French teacher. The teacher told him it was the first time in
his teaching career that one of his students received a perfect
score on the New York State Regents test for French. Odilon
Coria’s son Ricky had the perfect score! This is amazing and
true but there is more to the story. At that moment, a woman
pulled up in a Mercedes and asked why Odilon was so
excited so he told her about Ricky’s accomplishment.
The woman in the Mercedes said how wonderful! It
was really a big deal. She came from a poor family,
had won a scholarship to state college and afterward
went on to graduate from Harvard Law School.

About a month later, the lady in the Mercedes
returned for another wash. She handed Odilon an en-
velope for his son Ricky. She didn’t give her name and
the wash doesn’t have a customer tracking system.

When Ricky opened the envelope there were 10,
$100 bills in it.

About a month later, the lady in the Mercedes
came to the wash and Odilon Coria had a “thank you™
letter for her from Ricky. But this isn’t the end of the
amazing story. Rick received a full scholarship to Co-

lumbia University. He was one of only 272 seniors around the
country who won the scholarship.

Ricky wants to study engineering. His parents are both
from poor families in Mexico, but Ricky inherited their bright
minds and strong work ethic.

This story is fact, but sounds like a fable, and to think it
really happened at a carwash! |

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

Cookie Anthony
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Technology, Efficiency Help
Speedy Wash & Wax Succeed

By Alan M. Petrillo

Low prices were the hallmark
of Speedy Wash & Wax in New
Haven, CT, for the first couple of
years after new owners renovated
an existing wash, but these days
it's energy efficiency, technology i
and attention to customer service
that are the driving forces in creat-
ing return customers.

Nick Magnotta, operations
manager, said implementing new
technology is an important ele-
ment for carwash success.

“We took a full-service car-

wash and renovated it into an Speedy Wash & Wax in New Haven, once a full service wash, is now an express exterior with a healthy volume.

express exterior wash with a 145-
foot long tunnel and 15 free self-service vacuums,” he said.
“We added the kind of equipment needed to clean cars thor-
oughly without a lot of extra employees. For example, we
have a dozen 15-hp blowers in the tunnel”

Speedy Wash & Wax, at 286 Whalley Ave., is owned by
Dominick Magnotta, Nicks father, and Robert Brody. Dur-
ing the renovation, the owners installed variable frequency
drives (VFD) on the blowers to cut down on energy use, and
have also changed out all the lighting in the carwash to ener-
gy-efficient lighting,

FREE MARKETING IDEAS

WEEKLY
RADIO SHOW

UPDATED EVERY WEEK!

Officially sponsored by
NRCC and Ryan Carlson
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“We saw a big decrease in our electricity bills after we
did that,” Magnotta said. “And in our water use, we now re-
cycle 30 percent of the water we use in the wash, with all our
high pressure areas being recycled water.”

Magnotta noted that the carwash intends to install
more VFDs through the Connecticut Energy Fund.

“We have four other 15-hp three-phase motors and our
air compressor, which is a 10-hp motor, that we want to re-
place with VFDs,” he said. “The paperwork is in place and
we’re working through it. We put the money up front for the
drives and get repaid over time through rebates and incen-
tives, but once the units are in place, you immediately start
seeing savings on your utility bills.”

Additional Eco-Friendly Tips

Other efforts that the owners made at the carwash in-
clude cutting back on the use of paper by keeping most of the
carwash records in electronic data files, and repositioning
and changing the winter heater units so they only use nat-
ural gas and keep the tunnel heated at all times to prevent
freeze-ups.

Magnotta said they also installed radiant floor heating
under the front entrance and the exit pads, and have tankless
water heaters throughout the building.

“We're able to provide a hot wax with 100-degree wa-
ter that helps dry the car at a quicker pace and also gives a
gleaming shine,” he noted.

Magnotta also has done extensive research on solar pan-
els and wind turbines.

“Solar has a way to go because the cost savings mean you
recoup your investment six to eight years out,” he said, “but
with the smaller wind turbine units, the investment is roughly
the same, but theres a shorter return of three to four years.”

Employees Trained to Handle Repairs

Magnotta doesn't neglect the personnel side of the car-
wash either. Every employee goes through a customer ser-
vice advisor program where they learn to communicate with
customers and represent the wash in a friendly, helpful man-
ner.

He also has three out of his seven staff members handle
the majority of the carwash’s maintenance through a weekly
preventative maintenance program.

“The guys are cleaning sprockets, checking bearings and
keeping on top of the equipment,” Magnotta said. “With a
high-volume carwash like ours, anything can happen on any
day, so by getting employees involved with maintenance, you
have more people who can catch things before they become
a real issue. That’s how you know you have a good team,
when they see what you're looking for” |

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor
of Northeast Carwasher. Hes the author of the mystery novel, Full Moon,
available at www.amazon.com.

Impulse items abound prior to the enterance of the wash.

Colorful signage outlines the wash options at Speedy.

e -

There are plenty of impulse items at the wash entrance for its vac island
customers Lo use.
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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 Stanshury, executive director
PO Box 230

Rexford, NY 12148

(800) 287-6604

Ph/F (518) 280-4767

mediasolutions@nycap.rr.com

ExecuTivE BOARD
Scott Freund

Bill Howell

Mario Mendoza

George Ribeiro

Steve Switzer

PAsT PRESIDENTS

Ernest Beattie® David Bell
Richard Boudakian  Ron Rollins
Clyde Butcher*
Marcel Dutiven
Robert Laird

Frank A. Dinapoli
Sam Kuvins*

Gerald E. Muscio

Harry O’Kronick Burt Russell
Jerry Salzer Dick Zodikoff
Charlie Scatiero* Lenny Wachs

Doug Rieck Stuart Markowitz
Jeff Gheysens

Mike Prudente

Doug Karvelas

*deceased
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CWONJ News

PRESIDENT’S COLUMN

“What are you doing to survive during this really Gerry Barton
difficult period? I ask this question of every operator I speak to
and have received some very good answers. Attempting new marketing or advertis-
ing ideas, couponing with low price offers, putting items such as wash cards on sale
and selling more pre-paid items are some of the answers I have received. Some op-
erators are adjusting staff levels to accommodate a new, lower volume model. But
most are keeping a very close eye on their expense budgets. They haven't stopped
spending money, but are watching what they spend very closely. No one I speak

to is standing still and waiting for better times because no one knows when those
times are coming back.

People do business with people they like. A friend of mine shared this with
me years ago, and I use it all the time. At our wash, we really try to focus on the
Friendly Factor” That's right, we try to be friendlier than the guy down the street. We
attempt to greet each customer with a “Hi, how are you today?” and close by telling
them to "Have a great day!”

There really is not much difference in how a car looks as it exits my tunnel
compared to my competitors. We all produce a clean car. However, I think the key
to retaining that customer is how he/she is treated when the service is performed. It
may sound old-fashioned, but we think it works for us.

Just before I sat down to write this column, I was reading an e-mail regard-
ing the Grace For Vets event that celebrates our service men and women. The number
of carwashes expected to participate is up over last year. Thats great news! It is really
a worthwhile cause and a great cause for our industry.

Finally, with all the bad news we are faced with today; there is always some
good news to be found. For me, today, it is that the Giants are in first place in the NFC
East and the Dallas Cowbays have only won one game so far this season.

Feel good in a Jersey Clean Car!

\

Gerry Barton
CWONJ President

61 CWON)J MEMBERS
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New Jersey Car Wash
Looks For Facebook “Fans”

By Alan M. Petrillo

We live in an electronic world, from the way we commu-
nicate, the manner in which we get our information and even
through the equipment that operates carwashes.

'The owner of one New Jersey carwash — Manahawkin Mag-
ic Wash - decided not long ago to capitalize on electronic com-
munication to handle the wash’s marketing and promotional
efforts.

Carolyn Coates, co-owner of the wash with Doug Rieck,
said their efforts at using the social networking website Face-
book to promote Magic Wash have been very successful.

“We started with Facebook last year after I got curious
about it and determined there weren't a lot of carwashes that
used it;” Coates said. “I knew it was something I wanted to use
to market the Magic Wash, but that it would take time to stay on
top of it and constantly change it to keep people engaged”

Because many younger people “live on Facebook,” Coates
said, she engaged Rieck’s sister-in-law to handle all the details
involved with Facebook.

“We started talking about how to compensate her for the
work shed do for us with Facebook, but all she wanted were free
unlimited carwashes as payment, Coates pointed out. “That’s
what we gave her and I sporadically funnel information to her
about the carwash and she puts it up on Facebook”

For example, Manahawkin Magic Wash sponsors an annu-
al drive-through flu shot event each fall, and that event was pro-
moted on Facebook for the entire month before it took place.

Last winter, Coates started a weekly trivia contest on the
carwash’s Facebook page, posting a new question every Sunday.
The trivia question winner gets a free Five Star carwash valued
at $13.

People interested in following Magic Wash on its Facebook
page become “fans” and can post material on the page.

“If people become a fan and write something nice on our
wall (a posting place on the page), we'll send them a code that
gets them a free express wash,” Coates said. “When we first got
started with Facebook, we had that promotion going all the
time in order to draw fans, which is how we attracted a lot of
people”

Coates said that she tried to relate the first trivia questions
to carwashing. The answer to one of the early questions was the
song, Car Wash by Rolls Royce. When baseball season came
along, Manahawkin Magic Wash’s Facebook page posted a pro-
motion that anyone who showed up at the carwash dressed in
any type of Philadelphia Phillies gear would get a free carwash
that day.

“Then people would go onto our Facebook page and post
information about how they went to the Magic Wash and got
a free wash,” Coates said, “which then attracted more attention
from other people”

A lot of the trivia questions revolve around local and re-
gional sports teams, Coates pointed out, from the Phillies and
the Philadelphia Eagles (football) and Flyers (hockey) to the
New York Giants and Jets football teams.

“We have one promotion where people put guesses on our
Facebook page for the score and winner of the upcoming Flyers
game,” Coates said. “All guesses have to be posted by faceoff at 7
pm and the winner gets a free carwash”

Magic Wash’s Facebook fans jumped up to 208 people after
they started giving away free carwash codes.

“We put a carwash code up on our Facebook page and left
it there for a couple of days, but didn’t activate it Coates said.
“Then we would post on the page that the code would have to
be used on a certain date, for instance, tomorrow. Anyone who
went to our Facebook page, and saw the code and correct day,
could drive up to the auto sentry, enter the coupon code on the
proper day, and get a free $11 carwash.”

As aresult of that promotion, Magic Wash received some
interesting feedback through its Facebook page. People wanted
to know how they could go about upgrading the free $11 wash.

“That was a very good question to ask us and now we pro-
vide information on the site on how to upgrade a free wash,’
Coates said.

Magic Wash has a 90-foot express flex serve exterior tun-
nel, four self-service bays, a dog wash, a one-bay detail shop and
a Laundromat. The partners built the facility in 1983.

Coates noted that Facebook also helps when an operator is
seeking to hire someone.

“About a month ago we were looking to hire a guide-on at-
tendant and put information about it on our Facebook page;
she said. “We got 25 applicants from that posting and never had
to pay a newspaper for an ad”

Because people use Facebook as a communication tool,
Coates said it's important to keep them engaged in the site.

“On Tuesday and Wednesday we promote our Wacky
Wednesday with $2 off any carwash,” she said, “and when we
were expanding our business and putting in a dog wash, we
posted pictures as construction went on and provided informa-
tion about when the dog wash would open and how to use it

Coates even snapped a photo of a golden retriever sitting
inside the dog wash, looking out the glass door with the dog
wash logo directly over its head. Coates posted the photo on her
Facebook site.

“I think Facebook is the greatest marketing tool out there
and it costs nothing;” she said. “It’s been great for us and has re-
ally worked well” |

Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor
of Northeast Carwasher. Hes the author of the mystery novel, Full Moon,
available at www.amazon.com.
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At Waterline Auto Spa,
The Customer is King!

By Alan M. Petrillo

Tyler and Jacqueline Harley believe in offering only the
best for their customers at Waterline Auto Spa in Glassboro,
NJ, and that quality is essential to customer satisfaction, the
chief reason why they say they designed their carwash as an
auto spa.

“All customers stay in the car and drive through, with all
services provided at the exit of the wash,” said Tyler Harley.
“Our auto spa is very customer friendly, with a lot of glass,
skylights and natural light in the tunnel to assist in giving
an open feeling during the wash process. We use an all-uni-
formed staff that performs five-minute express washes, 15
minute full-service cleanings and hand-touch washes that
offer a choice of four options”

The Harleys bought an existing wash at 127 Delsea Dr.
South in the fall of 2007 in what’s considered to be a high-end
area of town.

“We took it down to the bare walls, created a tower ef-
fect on the facade with all new stone and stucco, put in a
heavy amount of landscaping and used Belgian block curb-
ing throughout the entire site;” Tyler Harley said.
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Waterline Auto Spa has auto sentry pay stations to greet
customers for both express and full-serve categories. After a
customer selects a wash, an attendant greets the customer,
verifies the wash and sends them through the tunnel.

“While going through the tunnel, there’s full glass in the
office area so customers can see what’s happening there and
we can see the activity in the tunnel,” Tyler Harley said. “The
final third of the tunnel is full glass from floor to ceiling on
both the left and right. On the left people can see the lobby,
and on the right they can see where cars are being detailed in
our full-detail bay”

Once a vehicle exits the tunnel, the driver either pulls
over into one of 12 full-serve spaces or moves over to the side
for a towel dry and then off of the lot.

“For our full-service customers, we have a quality service
inspector who checks each car before it leaves,” Tyler Har-
ley said. “While were working on the car, the customer can
lounge on the patio and enjoy outdoor music through our
in-ground Bose speakers or stay in the lobby where there’s
television and complimentary Starbucks coffee and tea, and
small snacks available on the honor system”

Jacqueline Harley said it’s extremely impor-
tant for the co-owners to know the likes and dis-
likes of their customers.

“We run our place like a family, both for
employees and customers,” she said. “We have a
customer appreciation day where we give free
washes, food, back massages and giveaways like a
sound system and tickets to Philadelphia Eagles
football games”

Waterline Auto Spa has several large fleet ac-
counts, having launched its fleet business during
its first year of operation.

“We were able to design and provide them
with a fleet card that they can insert in the pay

The Waterline Executive Team of Steven Green, Tyler
Harley, Jacqueline Harley and Bishop Keith Reed greet
customers with a smile and professional attire.

station, select the wash and go straight through without any
hassle,” Jacqueline Harley said. “We have utility companies,
state agencies, several local car dealerships, auto body shops
and police departments using our fleet cards”

When the co-owners first opened Waterline Auto Spa,
Jacqueline Harley, who's responsible for marketing, tried sev-
eral promotional approaches, including billboards, co-pro-
motions with restaurants and gas stations, and direct mail
with 3 x 5-inch postcards.

“One of the strongest areas we've been partnering in
lately is with local businesses and with community events,’
she pointed out. “So far, we've introduced ourselves in five
area townships at community events and at business meet-
ings like the Rotary Club.”

Waterline Auto Spa also does charity events, donating
carwashes to the Boys and Girls clubs of Glassboro, for in-
stance, as well as other non-profit organizations.

For regular customers, Waterline Auto Spa offers its fre-
quent wash card, a program launched this year. Called Club
Waterline, it offers unlimited express washes for $19.99 and
unlimited full-service washes at $39.99 monthly.

“The only way we'll get a share of the market is by provid-
ing a service that’s second to none,” said Tyler Harley. “And
that’s exactly what we do for our customers.” |
Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor

of Northeast Carwasher. He’s the author of the mystery novel, Full Moon,
available at www.amazon.com.

The colorful waiting area is relaxing and
accommodating to customer needs.

Tyler and Jacqueline Harley bought this wash in 2007. They took it down to the
bare walls and created a showcase in Waterline Auto Spa in Glassboro, NJ.

Waterline's auto sentry pay stations greet customers for both express and full-
serve washes.

The wash frequently holds
charity events and customer
appreciation days to give
back to the community and
s reward its customers. This

b cvent raised money for a
local boys & girls club.
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Bad things happen when you
get a group of carwashers on a bus
for more than five hours. At least this
gives me a good excuse! Last year on
the Car Wash Operators of New Jersey
(CWON]J) bus tour to visit Cloister Car
Wash and Kleen-Rite Corp., and their flagship wash in Pennsyl-
vania, each location included dog washes. While at the Kleen-
Rite site in Columbia, I spent some time talking with Keith Lutz
about their dog wash. Suddenly, dog washes started looking
interesting. Then at Cloister after seeing a little bit of carwash
heaven and two dog washes, they started to make sense to me.
When I got home I reviewed my pictures and notes and spent a
few days talking with carwash friends and doing research and
dog washing looked like a pretty good idea.

I had two stores where I thought dog washes made the
most sense. The easiest to retrofit was about 40 miles from
my main store. It had an underused extra self-service bay,
simple enough fix. I paid an architect a modest amount and
was able to quickly get a building permit. I chose to delay
doing this at this site, however, until after I built one at my
conveyor location.

But why a dog wash? Great question. Simple answer
“low hanging fruit” Like every other carwash operator and
small business, I'm looking for extra revenue and additional
marketing exposure. I also don't want to spend a lot of mon-
ey to accomplish both. By opening a dog wash at an exist-
ing store, I get an additional less weather-sensitive revenue
stream, and it is not cost prohibitive. My research indicates
that a dog wash can bring in about the same revenue as a
self-service bay, depending.

Dog washes are new and a unique, fun concept to in-
troduce at your wash. They crossmarket nicely with a car-
wash. Cleanup and maintenance are easy in comparison to
a self-service bay that can be full of mud. A lint trap of wet
dog hair weighs somewhat less than a full wheelbarrow, a
little more yucky though. The concept is not that far from
carwashing so that the risk of running a new, different busi-
ness is greatly reduced.
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Going To The Dogs

By Doug Rieck

Despite a whole lot of back and forth
with the town, Manahawkin Magic Wash
opened its dog wash door in August.

My primary carwash is a
gated-entry flex service conveyor
with four self-service bays, a Laun-
dromat and a detail shop. Now
I would be adding a dog wash. I
have always believed in multiple
profit centers, and this addition would take the concept to a
new personal height. Yet, the idea would allow me to use the
same staffing level. The problem was that I only had four bays
and did not desire to give up one for a dog wash.

The answer took a week of thought. Again, a simple el-
egant answer — add a 32-foot-long x 10-foot-wide addition to
my conveyor building replacing a garden and flagpole. Six-
teen feet of the length would be the dog wash and the 16 feet
an addition to my current office. Simple in theory and very
attractive, but it proved much more difficult to permit than
anticipated by all including my engineer or attorney.

The professional engineer and architect both suggested
just getting architecturals and applying for a building per-
mit. Good try, but they were rejected and I was told a minor
site plan was required. A minor site plan is sort of OK, and
while not inexpensive, not totally absurd. The engineer came
out and surveyed and then he and the attorney did the work
and made the submissions.

Again rejected, this time two days before the hearing.
The town engineer said that a zoning hearing was required
because carwashes are a prohibited use in my town. (I do
exist, really). We had to file again, re-notice, change plans
(which incurred a lot of additional expense) and wait four
months for a zoning board hearing. The actual hearing went
well, and the attitude of the board was supportive and great.
Time elapsed from the submission of the first architectural
prints — seven months to be exact. If I knew at the start the
permitting issues I would run into and expense I would in-
cur, I possibly would have delayed or cancelled the project.

The approval was obtained in December and we were
planning to start construction in January. We all know what
happened last winter, and then the spring rains started. We
started excavation in April, poured footings in May, and

opened in August. This was adding a 32-foot x 10-foot wide
addition using two existing walls and adding a roof. Oh well,
at least it was built on budget as per contract. The total time
of the project from conception in April of 2009 to completion
in August of 2010, 17 long months. If this is low hanging fruit,
I'd hate to see the stuff in the middle of the tree.

As 1 finish this article at the start of November, I have
my October numbers in and the dog wash is halfway to my
monthly projection in the second full month of operation.
This is with no advertising other than on site windmaster
signage and, of course, Facebook.

October is traditionally my worst month at the wash, and
this year was no exception. Every customer has been excited
about the addition, and already at least two dogs have cycled
through for a second wash. I am hoping that within a few
months I will be at my one-year revenue projection early. There
seems to be a great word-of-mouth about the dog wash. In early
October, my seven-year-old daughter’s Spanish teacher called
me at home around 8pm on a Friday. Her husband had let their
dog out in the back yard and the dog got sprayed by a skunk.
She had heard about the dog wash and wanted to know if it was
still open. Of course, I explained it to her, and told her it was
still open. She dispatched her husband and dog to the dog wash.
(Do you think the windows were open in that car?) I heard that
the de-skunking was successful and all parties involved happy.

What's involved in a dog wash? A washtub, a self-service
coinbox, a back room control box with solenoids and Demas,
and a dedicated nearby source of hot water. The concept is to
take an underused self-service bay and convert it into a dog
wash. Typically, this means to take half of an existing bay with
the closed off half serving as storage and a back room. At some
locations dog washes have been busy enough that the closed
off half becomes a second dog wash when it gets busy enough.

One of my early equipment decisions was to split my dog
wash equipment and buy the self-service coinbox from the
same computer equipment supplier that I use for my gated-
entry system. The motivation was that the same gift cards,
fleet cards and credit card clearing and journal entries would
all be from the same company. Life is too short to not stan-
dardize on one POS computer system.

Fortunately, the company that I use makes an awesome
touch screen coinbox for self-serve bays. They programmed the
touch screen so that it is completely dog centric with great visu-
als. It is so nice that youd think you were using an Apple I PAD.
I ordered it without a coin drop, just a bill acceptor, since the
startup price is high. Now, my old rotary-switched coinboxes in
the self-service bays look over at the dog wash with envy.

Next decision; whose wash tub? I had fixed in my mind
from the start to use what I call a traditional style dog wash
tub. This is a large, open stainless steel tub which has a dog
ramp at the one end and you can wash the dog from either
side. When the dog ramp is down it looks like a letter “I". It’s
a very simple, nice unit. Its one handicap is the length re-
quired. En route to the International Carwash Association’s
(ICA) Car Care World Expo, at the Las Vegas airport, I met up

Cotinued on page 62 ...

L

" For You To\Double

YourMoney!
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Upgrade Your Product Mix
With The Northeast’s Hottest
Selection of Impulse ltems!

Frank

The Team Of Merchandising Experts At
Frank Millman Distributors Will Work With
You To Select The Products & Price Points

That GCan Double Your Profits!

Distributors, Inc.

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!

Stocking The Right Selection
0f Merchandise Will Increase
Your Lobby Sales & Your Profits!

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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Going To The Dogs ... continued from page 61.

with an old carwash friend who introduced me to one of his
friends on the same flight who has two dog washes. During
the taxi ride we talked and we met up on the show floor. I
found out about a different style of washtub that requires less
space. This style of washtub looks more like a letter “T” when
the ramp is down. The bottom line is that with this style of
tub I can fit two washtubs into the same 10-foot deep x 16-
foot wide dog wash room. It was an easy decision.

The plan is to install one washtub now, then when busi-
ness builds install a second tub with a toilet stall style barrier
between the washtubs. From my two months of dog wash ex-
perience, and in talking with dog wash veterans, Saturdays
and Sundays are when you need the capacity of a second tub.
That seems to be true so far for me as well, and one Saturday
I had one dog waiting outside while the first was washing,
actually a nice problem. Hopefully by next spring, I will be
installing a second washtub. The utilities already exist and I
installed extra electric circuits and ran a spare Cat 5 line back
to the server just in case.

The dog wash room size was based on the space avail-
able. I filled in an existing garden, which backed up to the
former walkway at the tunnel. This way I was able to use part
of the old walkway as the backroom for the water heater and
plumbing and controls. The old garden was 10-feet wide x
34-feet in length. This meant that I was able to use 16 feet of
the length for a new office and the other 16 feet of length for

<

the dog wash. Considering that the existing office at the car-
wash was 10-feet deep x 8-feet wide, adding another 16 feet
in length was great.

When the dog wash was built I finished it with white
FRP, and heavily sealed all seams with silicone. This was for-
tunate because I found that some dog wash customers really
make a mess. The idea was to make it as clean and bright as
possible. As part of the clean and bright, Iinstalled very large
storefront glass windows. Then I added a mini split system
heat pump for heat and air conditioning. I believe that the air
conditioning plus an exhaust fan are needed to help control
humidity and doggy odors.

In conclusion, dog washes are cool. They provide an ex-
tra profit center and they don't eat labor and are fun to mar-
ket. All the customers, bar none, have loved it and feel that
there is great value. When the customers compare my price
to that of a groomer, they are very happy.

Another service I provide for my customers is that by
washing their dog with me, all the mess stays with me. Since
I designed the dog wash as a wet room, the mess is easy to
clean. I still can’t believe the amount of hair they leave be-
hind, though. Just as I have learned to love dirty self-serve
bays, I am learning to love wet dog hair. Pretty soon I'll start
on the second location adding the dog wash. |

Doug Rieck operates Manahawkin Magic Wash and is a past president
of the Car Wash Operators of New Jersey. He also sits on the NRCC
board of directors and was inducted into the 2010 NRCC Hall of Fame.
You can reach him at 609/597-SUDS.

X;Bﬁm’ﬁmroduces Re-Designed Ninja Brush™
- —TheLabor-Saving, Rim-Friendly,
~__Ultra-Safe Wheel Cleaner!

= Featuring ultra-safe NeoGlide® closed-cell wash material, the brush diameter has been increased to

“Since installing SONNY'S® Ninja brush™

we can safely wash any type of rim

without any type of worry. The Neoglide® -
foam Ninja brush ceans as well as polishes the
rim resulfing in a terrific shine.”

Tim Weigel (left), and George Kelly

Owners — NYACK Car Wash
Nyack, NY e

L=

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

125 inches to provide deeper penetration inside rims, while the durable NeoGlide foam stars
eliminate any potential for disturbing clear coat finishes.
The new brush is modular — letting operators replace each 6 inch section separately.
Entrance and exit ends of any tire-brush always wear first. With the new Ninja
Brush; operators can save a significant amount of money on maintenance

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

Replaceable 6in sections

s .
SOHNY'S

THE CAR WASH FACTORY ; T
SonnysDirect.com/go-direct/ We make car washing easy!

SONNY’S is the largest manufacturer of conveyorized car wash equipment, parts, and supplies in the world.
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RonJon Knows Where
To Get His Ride Washed,

Every area has its own celebrities and Long Beach Is-
land off the ’Jersey shore is no different. One of the celebri-
ties who frequent this hamlet is Ron Dimenna, AKA, Ronjon,
the founder and owner of the surfing store chain Ronjons.
He started as a surfer opening a surf shop on LBI in the mid-
1960’s and now has more than 11 surf shops throughout the
United States. His main store is located in Cocoa Beach, FL.
It is a mega store open 24 hours. His stores are spectacular,
and a homage to the surfing and beach lifestyle.

RonJon lives and runs his stores from a Custom Woody
themed rock-star-styled tour bus in which he travels from
store to store. Magic Wash washes and waxes his Woody
whenever he visits Long Beach Island. Obviously, it’s a bit
too big for the conveyor or self-service bay. Magic Wash
washes it instead in front of their self-service bays. It’s quite
the sight to see! |

Engaged!

Congratulations to CWON] Treasurer Al Villani of
Supreme Car Wash in Newark and his lovely fiancé Karen
Giuciano. Best wishes for a long, happy and healthy life
together! |

Get Your Wash
On the Web Today

The Car Wash Operators of New Jersey (CWON]), at no
cost to our members, can help you improve your business
via the Internet. If you have not signed up to be listed on our
website and link page, simply fill out the Website Informa-
tion sheet on page 66 and fax it to us today. Any questions?
Contact Suzanne Stansbury at 800/287-6604.

If you would like your carwash to have its own website,
Joycemedia will also provide web page services to members
at a discounted rate.

Remember to check in weekly with our association web
page at www.cwonj.com to learn more about upcoming
meetings, events and issues. |

Proactive May Be Good,
But Reactive May Be Faster

In old Western movies, the good guy never shoots
first. Usually, the fellow in the black hat draws his gun -
and then gets cut down by a faster shot.

That’s the movies. But according to a report on the
MSNBC Web site, scientists think there’s some validity to
the notion that we react faster than we act.

In a series of experiments (set up as simulated gun-
fights) testing reaction speed, volunteers tended to move
about 10 percent faster — approximately 21 milliseconds
- when they were reacting to a partner’s movement than
when they were initiating an action. Twenty-one millisec-
onds isn’t much, but it may be enough to dodge an oncom-
ing car or a charging lion.

Although the reactive volunteers were faster, they
were less accurate than their opponents - meaning that
maybe the good guy should have drawn first. |

ﬂ:}:é:'ng oj _/r’ayz'ng 0% j’efﬁ'ny?

RoOSs BROTHERS INC

CAR WASH BROKERS

SERVING THE TRI-STATE AREA SINCE 1947

JEFF BELL
WWW.MYCARWASHBROKER.COM

ISELIN, NJ ROCKVILLE CENTER, NY

OFFICE-516.766.7977 CELL-201.522.0157
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LEGISLATIVE UPDATE

Christie Appoints Education
Effectiveness Task Force

By Patrick Stewart

Governor Chris Christie announced the appointment of
members to a newly-created Education Effectiveness Task
Force. The nine-member Task Force, established by Execu-
tive Order No. 42, is charged with recommending a fair and
transparent system of educator evaluations that weighs mea-
suring student achievement using demonstrated practices of
effective teachers and leaders. The Task Force shall provide
the Governor with an initial report no later than March 1.

The Task Force will be chaired by Brian Zychowsky, Su-
perintendent of Schools in North Brunswick Township, and
include as members: Derrell Bradford, Executive Director
and Director of Communications for Excellent Education for
Everyone (E3); Jesse Rector, Clinton Hill Campus President
of North Star Academy Charter School; Ross Danis, Associ-
ate Dean of Education at Drew University; Donna Chiera,
an Executive of the American Federation of Teachers and
Special Education Resource Teacher; Rafael Fajardo, former
President of the Elizabeth Board of Education; Rev. Edwin
Leahy, Headmaster of St. Benedict’s Prep in Newark; Jane
Cosco, retired teacher and Director of Operation Goody Bag
and PeggySue Juliano, Executive Board Member of the Lacy
Township High School PTA.

Christie Creates Red Tape Review Commission

Governor Christie announced the appointment of mem-
bers to a newly created Red Tape Review Commission. The
nine-member Commission, created by Executive Order No.
41, will review administrative rules and regulations and so-
licit public input on regulatory barriers in order to analyze
the impact on job creation, economic growth and invest-
ment throughout the State.

The Commission will be chaired by Lt. Governor Kim
Guadagno and include Senator Steven Oroho, Senator Brian
P. Stack, Assemblyman John Burzichelli, Assemblyman Scott
Rumana, Mayor Brian D. Levine, Edward B. Deutsch, John
Galandak and Tony Monteiro. These direct appointments by
the Governor do not require Senate confirmation.

The Commission will make recommendations to the
Governor for improving New Jersey’s regulatory climate by
providing periodic reports, and serve as an ongoing advisory
resource to the Governor. The Commission succeeds the Red
Tape Review Group, another bipartisan body with represen-
tatives from both the Legislative and Executive Branches of
State government that was created by Executive Order No. 3.

Christie Cancels Hudson River Tunnel Project

Governor Christie cancelled the Hudson River Tunnel
Project. Formally known as Access to the Region’s Core, or
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ARC, the tunnel would have doubled train capacity to and
from New York City by the end of 2018.

At a press conference in the State House in late fall, Chris-
tie announced that he had accepted the recommendations of
the ARC Project Executive Committee to terminate the ARC
Project based on a 30-day review which concluded that the
project is expected to substantially exceed its current budget.
Based on calculations by the Federal Transit Administration
and the New Jersey Transit, the final budget is expected to top
$11 billion and could exceed as much as $14 billion, compared
to the project’s current budget of $8.7 billion. Members of the
ARC Executive Steering Committee, which unanimously rec-
ommended that the project be terminated, are James Wein-
stein, Chairman, Executive Director, NJ Transit; Anthony Cos-
cia, Chairman, Port Authority of New York New Jersey; Chris
Ward, Executive Director, Port Authority of New York New Jer-
sey; Bill Baroni, Deputy Executive Director, Port Authority of
New York New Jersey; Paul Blanco, CFO, Port Authority of New
York New Jersey; Kim Vaccari, CFO, NJ Transit; Lynn Bower-
sox, Assistant Executive Director, NJ Transit and Transporta-
tion Commissioner James Simpson who was recused.

The federal government earmarked $3 billion for the proj-
ect, with another $3 billion coming from the Port Authority
of New York and New Jersey and the final $2.7 billion coming
from New Jersey. Christie said that the federal commitment is
capped at $3 billion and that any costs above the original bud-
get estimate of $8.7 billion would have to come from the State.
According to Christie, the cost overruns are estimated to be in
the range of $2 billion to more than $5 billion.

According to the ARC Executive Committee the actual
cash spent on the project through September 30, 2010, was ap-
proximately $478 million. The funds have been expended for
engineering, property acquisition, construction, insurance and
professional services. In its report to the Governor, the Commit-
tee acknowledged that terminating the project might cost the
state $3 billion in discretionary federal New Starts money.

The Governor said he had directed transportation offi-
cials to explore other approaches to modernize and expand
rail capacity into New York. The Governor
did not discuss the possibility of shifting
the tunnel project funding to the Trans-
portation Trust Fund, although given the
Governor’s vow not to increase the gas
tax to pay for the fund there has been

growing speculation that he will do so. H o
Patrick A. Stewart is a lobbyist with Public Strat- ‘
egies Impact. You can reach him at 609/393- A
7799 or email him at pstewart@njpsi.com.

Patrick A. Stewart

Flu Shot Clinic

Manahawkin Magic Wash owners Doug Rieck and Caro-
Iyn Coates again welcomed the community to partake in
their annual flu shot clinic. According to Coates, about half
as many shots were administered this year as last, approxi-
mately 450. She said this seems to be the norm across the
state this year. The event took place over a three-and-a-half
hour period at their self-serve bays. |

Visit cwonj.com for more information

on our April 19 bus tour and lunch!
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- Manutscturers of the
wisrkd's finest walsr
sEviR] Bqulpment
at atlordable prices!

« Producing over 26 varons
Water Recovery and
Bpat Free Rinses Byitems
to the vehicls wazhing
Indusiry sisce 1971,

CWON] CALENDAR

General Membership Meeting, Crowne Plaza
"What To Know BEFORE OSHA Comes Calling!"

Carwash Tour

Car Care World Expo
Las Vegas, NV
carwash.org

Golf Invitational
Suburban Golf Club, Union

Northeast Regional Carwash Convention
Trump Taj Mahal, Atlantic City, N}
nrccshow.com
December 6
General Membership Meeting (TBD)

JOYCE Oj%MEDIA

Web Design
Web Hosting
Search Engine Submissions
Full website management

FREE SITE UPDATES
UP TO1THOUR PER MONTH!

info@joycemedia.com

www.JoyceMedia.com

toll free

888.503.9955
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I copy this form and complete a form for each location you want listed. If you have any questions please call Suzanne Stansbury at

Help Eliminate Charity Washes!
Join the CWON]/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 CWON]
members 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 situation where all parties benefit. Charities and non-profit

organizations can raise money for their causes, the Depart-
ment accomplishes their goal of protecting water quality, and
CWON] members gain valuable exposure in the community.
In addition, CWON]J members have the satisfaction of know-
ing 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. ]

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 |

i 287-6604, Fax (518) 280-4767 or send your information to: PO Box 230, Rexford, NY 12148.
1

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
Convenience Store

Other

Self Service

Express Wax
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Are you a carwash manufacturer or supplier? (Give a brief de-

scription of the service(s) you provide.)

(800)

(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 o 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

DCotd 'L

£ Up to You New Jexsey




= Mid-Adantic
MCA i
Association

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
Anthony Ferretti

Sonny's Enterprises/Triangle Car Wash

973 East Main Street, Palmrya, PA 17078
717-273-8036 + trianglewhse@comcast.net

PAsT DISTRIBUTOR VICE PRESIDENT
David West, Washtech

1621 Quail Run Road

Charlottesville, VA 22911

540-845-5303 <« Laserwest@aol.com

SECRETARY
Pam Piro, Unitec Electronics, Elkridge, MD
800/4UNITEC < ppiro@unitecelectronics.com

TREASURER

Sean Larkin

Westminster Car Wash & Detailing

4 Sullivan Avenue, Westminster, MD 21157
410-848-6966 < larkzuech@yahoo.com

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

DIRECTORS

Dan Callihan Larry Bakley

Matt Bascom Hank Walter

John Lynch Scott Eichlin
WWW.MCACARWASH.ORG

If you have an MCA story idea or

wash you think we should feature,

drop us an email at:
mediasolutions@nycap.rr.com.
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PRESIDENT’S COLUMN

I would like to thank each of you who participated in

Mike Ashley

this years Northeast Regional Carwash Convention (NRCC). I
especially want to thank Dave DuGoff for all of his diligent work
and countless hours which he invested in making this show go on as well as it did. As
you all know, there are many people who work hard to make the show what it is.
would never be able to fully include all of the names of those involved, but I want to
say “thank you.I feel that this was by far one of the best shows ever.

This NRCC was hosted by our own MCA and with the change in venue we
all had our worries. However, it was a success. 1 got to see many fellow carwashers

from various associations. As always, it was a pleasure just to see each other and
share our stories and plans for the future.

In my last column I mentioned that we had a meeting in Woodbridge, VA,
on LEED certification and how it applies to the carwash industry. We took a tour
of the nation’s first LEED-certified carwash (Smart Wash of Dale City, VA). Many of
us came away with a lot of ideas on how we could all “go green” at our washes. (See
page 70 for some pictures from that meeting).

Our November meeting is in Shepherdstown, WV, at the Bavarian Inn. It
has always been a great location. The topic is on the International Carwash Associa-
tion’s (ICA) Watersavers program presented by Claire Darminin, ICA Chief Operating
Officer. She will fill us in on all of the new certification requirements and let us know
how this program could be of benefit to all of us. After this meeting, we will have our
annual board retreat where we plan for the year ahead.

MCA now has a new newsletter which is also posted on our website. If you
are interested please go to www.mcacarwash.org.

If MCA can be of help to any of you, please contact me.

A e

Mike Ashley
MCA President

LOOK FOR A RECAP OF OUR NOVEMBER
17 MEMBERSHIP MEETING AT THE
BAVARIAN INN IN SHEPHERDSTOWN,
WV, IN OUR SPRING ISSUE.

THE MEETING WILL FEATURE ICA COO
CLAIRE DARMININ WHO WILL UPDATE
THE GROUP ON WATERSAVERS.
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MCA Tours Virginia Washes at

Fall Membership Meeting

The Mid-Atlantic Carwash Association (MCA) toured
Tackett’s Mill Carwash in Woodbridge, VA, The Prestige Car-
wash in Manassas, VA, and The Smart Carwash (soon to
become the nation’s first LEED certified carwash) in Dale
City, VA, at its September .
29 Membership Meeting in
Woodbridge, VA. Co-owner,
Eric Rosencranz, along with
representatives from five com-

-,

panines involved in the cre-
ation of the wash conducted
a tour and answered attendee
questions. A dinner meeting |

Dana and Scott Eichlin toured The
Prestige Carwash in Manassas, VA.

Eric Rosencranz answered
questions about Smart
Carwash in Dale City.

70 | Northeast Carwasher, Winter 2011

Bliad-Alantic
CARWASH

Associston

MC

followed at Dak’s Restaurant Grill in Dale City, VA. Rosen-
cranz did a presentation called “Behind the Scenes - Creat-
ing a LEED Certified Wash” after dinner.

The tour and meeting were sponsored by WashTech, Inc.ll

A @

Attendees enjoyed the tour
of Tackett's Mill Carwash in
Woodbridge, VA.

WashTechs Craig Hanson educated attendees on the LEED certi-
Sfied wash.

LISTSERV Now Available to
MCA Members

Mid-Atlantic Carwash Association members can now
communicate with each other seamlessly through the use of
LISTSERY, an electronic mailing list software application.

LISTSERV was the first electronic mailing list software
application consisting of a set of email addresses for a group
in which the sender can send one email and it will reach a
variety of people. Since its launch in 1986, LISTSERV allows
members to exchange information and ideas through the
use of email. You simply send an email to the LISTSERV ad-
dress and all of the people on LISTSERV receive your mes-
sage. The recipients can choose to reply to everyone on the
list or just to you.

All MCA members are automically subscribed. You may
unsubscribe by going into your member profile and uncheck-
ing “e-lists.” For more information contact the MCA office at
www.mcacarwash.org or call 800/378-9209. |
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New ENcLAND CAR WasH AssOCIATION, INC.

OFFICERS

President: Ron Bousquet

Randy’s Car Wash

277 Middlesex Avenue, Medford, MA 02155
617/538-6758 - Rh244@aol.com

Vice President: Adam Korngold

Waves Car Wash

1680 VFW Parkway, West Roxbury, MA 02132
617/848-4237 - adam@waveswash.com

Treasurer/Secretary: Joe Mead

East Falmouth Car Wash

154 E. Falmouth, Rte. 28, East Falmouth, MA 02536
781/264-3872 - eastfalmouthcarwash@comcast.net

Immediate President: Patti Kaplan
Starlite Car Wash

107 Main Street, No. Reading, MA 01864
508-361-2998 - Starlitecw107@aol.com

OPERATOR DIRECTORS

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

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

Gary MacKenzie, Quick & Clean Car Wash
of Waltham, Inc.

P.0. Box 550064, Waltham, MA 02455

781/891-0430 ext. 23

gfmackenzie@quickandcleancarwash.com

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

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

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

SuPPLIER DIRECTORS

Steve Crowell, Autowash Maintenance
Corporation

90 Canal Street, Malden, MA 02148

617/590-5589 - steve@autowashmaintenance.com

Donato DePinto, New England Car Wash
Equipment

16C Brookfield Drive, Groton, MA 01450
978/844-6056 - ddepinto@necarwashequipment.com

ExecuTive DIRECTOR
Sherri L. Oken, CAE

NECA

591 North Avenue, Suite 2-3
Wakefield, MA 01880-1617
781/245-7400 - fax: 781/245-6487
neca.org@verizon.net

WWW.NEWENGLANDCARWASH.ORG
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PRESIDENT’S COLUMN

First, I would like to personally thank Patti Kaplan for
doing an outstanding job as president the last two years. God Ron Bousquet
knows the last two years have not been good carwashing years.
With business down, Patti has led our association to work with the Massachusetts
Department of Environmental Protection (DEP) and had them recognize us as
good stewards of water. They even put that on their website with the help of Bob
Katseff and Paul Vercollone. Also under her leadership, Adam Korngold and his
committee have came up with a great plan to help local charities while educating
the public about the merits of professional carwashing. Another new program that
will be starting this year is a Scholarship Program. Any employee or direct family
member of an employee of a NECA member is eligible. You can read more about
that on page 74 or visit the NECA website where you can download an application
today. We encourage you to let your employees know about this new program.

Ifyou didn't make it to Atlantic City for the Northeast Regional Carwash
Convention (NRCC) you missed a great learning experience. First, the education
was the best of any carwash show I have attended in a very long time. The show
floor was the largest of any of the regional shows and attendance was strong
with plenty of opportunities to network with other operators from around the
region. For those who didn’t attend the show or don't know, Sprite Airlines leaves
Boston three times a day and flies to Atlantic City for a really low fare. You could
fly down in the morning and fly back that night, or even stay one night at the
reasonably priced Trump Taj Mahal where the show is now located (right on the
boardwalk!). The 2011 NRCC is Oct. 3-5 so mark your calendar! You really cannot
afford to miss this show.

Your board of directors will continue to work hard to keep and improve
our relationships with state and local regulators, and to help you achieve your goal

to be the best professional carwasher you can be.

Ron Bousquet
NECA President NECA
encourages
members to do

business with
members!

Eliminate Reclaim Odor !

www.autowashonline.com
Serving The Carwash industry since 1968

Easy to use. Just drop 3 tablets a week
into your carwash pit, it's that easy.
Save on fresh water use more reclaim.
Visit us at www.AutowashMaintenance.com
for more info or contact one of our Bio-tab
specialists toll free at 1-800-395-2155

Buy a bucket of 50 online for only $249.00

Best Prices on Cat
2o 310, 530, 623, 820,

C RN

1 %

Sy the Pl wr Dirwg at a Tong

Call Us For All Your Hydraulic Needs.
Motors, Fittings, Pumps, Hose,

Proportionators, Speed Controls,

and Complete Hydraulic Units

Phone 1-800-395-2155

90 Canal Street, Malden, MA 02148 Fax 1-781-324-2735




NECA Launches Annual
Scholarship Award

The bar has been raised ever higher on the
need for post secondary education. With col-
lege tuitions and other program costs on the
rise, every little bit can help. That is why NECA
is stepping in to offer an exclusive scholarship opportunity.

After much research and collaboration, we have devel-
oped the requirements and an application for a scholarship
award for which employees or direct family members of em-
ployees of a NECA Member can apply.

To be eligible, an applicant must:

« Be an employee, full or part time for at least 1 year,
or direct family member of an employee, of any New
England Carwash Association member company

« Not be an owner, or direct family member, of a
NECA member company

« Have graduated high school or the equivalent

< Beenrolled, or plan to enroll, at an accredited post-
secondary educational institution full or part time.

Recipients will be evaluated and chosen based on their
high school/academic standing, leadership capabilities, com-

munity involvement, strength of character, personal achieve-
ment, plan of study and future goals, and financial needs.

Applicants must complete and submit the following no
later than April 30, 2011

« A Scholarship application (available on www.new-

englandcarwash.org )
% An Essay

< 2 Letters of recommendation: One from a represen-
tative of the NECA member company and one from
someone in the 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 mail no later than June 1,
2011. The Award will be presented at the New England Car
Wash Association Annual Golf Outing on Sept. 12th, 2011.

Proceeds from the 50/50 and live auction at the 2010 Golf
Outing have been allocated to fund our first scholarship award.

This program was modeled after the long-running CCA
Kenneth M. Gustafson, Sr. Scholarship Program. |

DID YOU FORGET SOMETHING?

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

Please be sure to return your application with any
additions or corrections with your dues to the Q

NECA office:

\

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

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

If you need another copy of your invoice call 781/245-7400.
Please pay your dues asap to retain your membership privileges.
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www.pdginc.com
PDQ Manufacturing, Inc. 1698 Scheuring Rd. De Pere, W1 54115 Usa  T-800-227-3373

FASERPUMARSH

[

Pl/) offers the freedom fo choose your equipiernt
Tor aptimum customer satisfaction,

LASERUWASH

Jouch free

rre/oucsr

PDQ raises the standard again with the LaserWash® Touch Free In-Bay Automatic and the
Tandem® RiteTouch Hybrid Wash Systems.

From Revenue Enchancment improvements to Faster Wash Throughput — a superior
customer experience that will continue to grow your Car Wash Business.

jil.l m g |
Vehicle Wash Systems
A COMPANY




NEGA S0GN PROGRAM - & NEW DESIGNG! “Customers choose our =

4 color process, digitally printed on coreplast, sized for standard Windmaster frames (28” x 44” inserts).
2 car wash because of the
. n-line with paymen a L n
‘iz environmental benefits.

/ _ F } 2. By fax with payment by credit o C hUCk Kaady, Kaady Car WaSh

GIVE HER n card, fill in the form below
CLEAN CAR and fax to 781/245-6487

R 3. Payment by check - Fill out the Ma ke Sure your CUStomerS knOW that your Car

form below and mail with your

check, payae (o NECA, 0 wash reduces its use of fresh water and returns

591 North Avenue, Ste. 3-2

Wakefield, MA 01850-1617 clean water to the environment.

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

REMEMBER

FATHER'S DAY

GET DAD WHAT HE REALLY WANTS...

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

Current NECA Members and Members of NRCC affiliated associations:
$279.99 for the EIGHT-sign set; Individual signs $45
Non members: $339.99 for the EIGHT-sign set; Individual signs $55

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

Note: Signs are shipped when payment is received in full. You can save the cost of S/H by picking up your signs. Please call for details.

NECA SIGN PROGRAM DATE,

MEMBERS: # SET (s) x $279.99 = § # INDIVIDUAL SIGNS X $45 = §

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

TOTAL SIGN COST $ pLUs $ S & H® TOTAL $ ENCLOSED
NON MEMBERS: # SET (s) x $339.99 = $ # INDIVIDUAL SIGNS X $55 = § :
FOR INDIVIDUAL SIGNS, SPECIFY SIGN #(S) AND QUANTITY OF EACH INDIVIDUAL SIGN (EX. 2 OF #3) 7, e L e ._- ; ™ o
TOTAL SIGN cosT $ pLus $ S & H®=® TOTAL cosT $ ENCLOSED OR CHARGE MY CREDIT CARD N e T _'}‘ Become a member Of Watersavers / an enVITOHmental

®0rders within New England - Please add $30.00 S/H for signs 1-8; $60.00 S/H for signs 9-16 and so on. 1 1

If not in the NE region (MA, NH, CT, RlI, VT, lower ME), please call for shipping rates. markEtIng program from the |ntematl0na| CarwaSh
i £ PTG . 3
COMPANY CURRENT MEMBER OF (CIRCLE ONE) NECA CCA NYSCWA CWONJ  MCA ey ASSOClatlon p and get the Support you need to dlﬁerentlate
CONTACT PERSON TITLE g — e £
our car,wash from the competition.

DELIVERY STREET ADDRESS CITY. .
STATE 2IP - E-MAIL .
TELEPHONE ( ) FAX ( ) . e
MC “VISA AMEX DISCOVER # EXPIRATION ____/___ NAME ON CARD ‘ a (RiIormation and to regISter your
BILLING ADDRESS (IF DIFFERENT) CITY STATE 2P ‘ C VEI ‘ Org. I
E} PACKAGES CANNOT BE DELIVERED TO POST OFFICE BOXES. UPDATED 9/1/08

WaterSavers™ An Internai‘lepall_Ca_rwash Association™ Program ** 7
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QUAL CHEM'S DRYING AGENT

Q DRY"®

IS REVALOUTIONIZING
THE CAR WASH INDUSTRY!

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

@ Free of MSO (mineral seal oil)

@ Does not build up on cloth

@ Does not smear surface of vehicle

@ Uses less water to rinse

@ Saves critical drip space

@ Requires less horsepower to effectively dry

@ Reduces surface tension even with spot free final rinse

SEE FOR YOURSELF!
Visit our YouTube channel at
WWW.QUALCHEM.BIZ
to see the results of the Drying Agent
being applied before the final mitter.

NORTHEAST DISTRIBUTION by:

SYSTEMS,INC.

(ph)781-341-9274 - (£)781-341-9275 « 1zona@zwashsystems.com
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Treasurer’s Report

New England Car Wash Association
Period January 2010 - September 2010

Income
INEEIEST INCOME ..ot e et et eeeeeeanes $354
MEEEINGS. ..oevveveveveeeeieieteteteeeere ettt s s ssssn s sesenas $43,525
Member Services... . . . .. $2,709
MEMDBEISNIP.....vivieieiieieieieete e $14,575
NRCC ottt ettt ettt e treeeebaeesbaesssaeeessaessssaensseannns $12,823
Other . . . . . ... $200
Total Income $74,186
Expenses
Board Expenses . . . . ..$1,989
Charitable CONTrBULION w..oo.veeeeeereeeeeeeeeeeeeeeeeeeee et eeeaes $-
INSUFANCE .ottt ettt tesse s essesseesessesneons $1,802
Management Fee ......... . . . $28,503
MEEEINGS. ....cevvveeerieeetet ettt ettt seseas $37,456
MEMDET SEIVICES ...ttt eeeeteeeeesessesseeseeseeneens $3,570
Membership.. . . . . .. $1,026

Office Expense.......... $2,420

Professional Expense $2,005
Total Expense $78,771
Net Income $(4,585)
Cash Balances
The Cooperative Bank CD . . . $100,000
Citizen’s Bank SAVINGS ........c.cceviviievevereririeeieteeeeeeeeeveseeasaes $94,473
Gtizens ChECKING ......c.oveviviiieieieiieieie e $17,674
Total Checking / Savings $212,147
4 )

Car Wash Services
& Equipment, LLC

New England’s Car Wash Professionals
Winter Special

Belanger DuraShiner $13,999

To find out more about our specials,
please contact us at 888-516-2440
or visit our website www.carwashservicesllc.com

Car Wash Services & Equipment, LLC
193 Walton Road - P.O. Box 1259
Seabrook, New Hampshire 03874

PH (888) 516-2440 - FX (603) 474-3303

Iditommaso@carwashservicesllc.com

Member Benefit:
Marketing through NECA

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

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

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

R
0‘0

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 NECAs
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: http://www.newenglandcarwash.org/category/3370/
opportunities-for-our-industry-partners-supplier-members.htm

Welcome to Our Newest Members

Podgurski Corporation

Contact: Tom Constantin

Canton, MA

Products/Services: Removal of sediment/sand from recir-
culation and reclaim systems; analytical and legal disposal of ma-
terials, pipeline cleaning.

InPhase Power

Contact: Roger Fritz

Concord, MA

Products/Services: Energy efficient motor controls, util-
ity state, local rebate assistance; turn key energy efficient projects.

Visit the NECA web site (www.newenglandcarwash.org)
and click on the “Search Members” tab for a directory of
all our members and links to their web sites.

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

Distributer
Inquiries

Economatic Reclaim System

+ Single, Double or Triple
Hydro-Cyclonic Action

+ Automatic Fresh Waster Over-
rides (low/high water protection)

+ UL Listed Control Panel

+ Easy Retrofit Applications

+ Proven Odor Control

We also offer a full line of SoBrite “Spot Free” Rinse Systems.

Distributer Inquiries Welcome

0 o A ;

SYSTEMS,INC.

Contact Leo Zona at email: 1zona@zwashsystems.com
Phone: 781-341-9274 » Fax 781-341-9275
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NECA Tackles Driveway Washing

Many carwash owners have mixed experiences with
charity carwashes. While they provide a great service help-
ing out local community groups, there are many logistical
problems. Have you spent money printing wash tickets for
a charity and then the charity does not sell as many as they
promised? Have you waited months to get paid from the
charity? Or not paid at all?

The NECA Board has voted to invest up to $15,000, in-
cluding $3,000 for public relations, to develop a state-of-the-
art social media web site to assist charities and community
organizations in their fund raising efforts. The site is being
developed as a convenient and environmentally friendly
year-round alternative to driveway and parking lot charity
washes.

The website allows charities to create a page online
where they will ask for donations from their supporters. For
every $10 in donations, a free basic carwash will automati-
cally be e-mailed to the donor who will be able to select any
participating NECA member carwash in their geographic
area. All transactions are completed with a credit card, and
money will be dispersed monthly. If the donor does not use

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.

www.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

the coded ticket within a specific period of time, the ticket
will expire, and there is no cost to the wash.

The carwash will receive $4.65 for every carwash coupon
e-mailed, regardless of whether the customer redeems the
coupon. The charity will receive $4.65 and will be assessed a
$25 administrative set-up fee. There are no set-up fees for the
carwash. The remaining 70 cents will cover the development
costs, credit card fees and website hosting.

The website will allow the charity to sign up, post a
picture or logo of their charity, and create a goal of funds
needed. The charity will receive its own unique URL such as
Natickhighfootball.newenglandcarwash.org. The charity will
be responsible for promoting this website to its supporters.

From the website, the charity members can e-mail
their friends and promote the offer on Facebook or Twitter
to raise additional money. Also, the website will show how
much money has been raised so far which should encour-
age its supporters to promote the website until the goal has
been reached. We have contracted with www.divvydeal.com
to design the website. DivvyDeal has a similar platform as
Groupon or LivingSocial that will be integrated in our site.

For our members, it will build positive community re-
lations and expand their marketing to new customers. For
the New England industry as a whole, it will help to educate
the public about the advantages of professional carwashing
and the detrimental effects of allowing untreated water from
curbside washing to enter the storm water system.

This is a complimentary service to all NECA mem-
bers who opt into the program and honor the tickets. The
program is designed to enhance their existing efforts since
members can continue with their own programs as well as
participate in this one.

This program will be a capital expense for the Associa-
tion, but the program has been designed to pay for itself as
well as provide a valuable member benefit. The plan is to
recoup the development cost within three years. The formal
launch of the site is scheduled for January 2011. |

For more information call the NECA office at: 781/245-7400

SUPCAION ™ o con
VEHICLE WASH SYSTEMS, INC.

Automatic and Self-Service Car Wash Equipment Sales & Service

MARTIN GELLER
800-344-8700
Cell: 617-413-3160
Fax: 781-331-8701
Local No. 781-331-8700,

P.0. Box 414
Weymouth, MA 02188
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*We Do Whate_ﬁyer It Takes To
| Life Easier!

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

WHAT OUR 30+ YEARS OF EXPERIENCE INTHE
CAR WASH INDUSTRY MEANS FORYOU...

QUALITY EQUIPMENT AT A FAIR PRICE
We sell and service only the finest, most reliable equipment on the market today
and at a price that, feature for feature, can’t be beat.

VALUE
We're car wash people too and know value when we see it.
INTEGRITY
We do everything necessary to earn and keep your trust.

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

JSA CarWash
Supply, LLC

Jerry Servais

Cow Wasd Snoody. L

315.255.9063 - Office 315.277.1504 - Mobile

WASHWRLD CAROLINA PRIDE

. CARWASH SYSTEMS & SOLUTIONS
-
-
ICSe” - @(‘0

Innovathve Control Systems CAIWASH SYSTEMS




OFFICERS

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

Paul Vvallario, 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 Benmosché, treasurer
Mang, Clifton Park, 518/383-2910
mike.benmosche@manginsurance.com

BoArRD 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@clean20.com

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

PAsT PRESIDENTS

Tom Hoffman Sr.
Ron Burton
Raymond Justice
Steve Voll

Mark Kubarek
Tom Hoffman Jr.
Dan Kailburn
Don Scordo

Ken Knightes
Walt Hartl
Dennis 0’Shaughnessy, Sr.
Steve Knightes

ExecuTive DIRECTOR

Suzanne L. Stansbury

Ph/F: (518) 280-4767
mediasolutions@nycap.rr.com
P.0. Box 230, Rexford, NY 12148

WWW.NYSCWA.COM

WWW.NORTHEASTCARWASHER.COM
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PRESIDENT’S COLUMN
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Well, I don't know about you but I'm glad the elections

are behind us. The political ads were over the top this year. Why Mark Kubarek

would anyone who has any respect for themselves, or their coun-
try, put ads like that on television? What does it teach the next generation about our
country if all you have to do is tell people this person is to blame for your lot in life?
1didn’t see any candidates who told us how they were going to fix the problems in
our state, just what the other one had done wrong. Don't tell me what's wrong. I know
whats wrong! Tell me what we're going to do to fix it.

1 guess I'm just disappointed at how much things have changed. When I was
a child election day was a big deal for the Kubarek family. My grandfather made it that
way. He immigrated from Poland in 1911 with $3 in his pocket. Being an American citi-
zen was so important to him and Election Day meant that he was a member and had a
voice. He used to put on his Sunday suit and take me in the voting booth with him after
he showed his little card to the lady at the desk. He carried that card everywhere. I used
to see it on his nightstand. My grandfather could not speak or read much English, but
he knew that card meant that he was an American. He was so proud. I think if he saw
what the process has turned into today he would be heart broken.

A Worthy Cause

1 hope all of you participated in Grace for Vets this year, the Veterans Day
fund-raiser to honor our veterans. It is a small token that we can give to the service
people who have served our country. And a belated happy Veterans Day to my fellow
carwashers who have served and to the Veterans in our K & S Carwash family -
Joseph Kubarek, Army Air Corp 357th Fighter Group WWII and Jeffery Shutter, Army
Airborne 1982-1986. THANK YOU!

Outstanding 2010 NRCC

The Northeast Regional Carwash Convention (NRCC) was a great show! The
show committee deserves a big pat on the back. The switch from The Borgata to Trump
Taj Mahal was a good one as the show floor was packed with the most vendors we have
ever had exhibit. If you were not there you do not know what you missed, honestly! Make
plans to attend next year’s show, Oct. 3-5, again at the Trump Taj Mahal. You will love it.

1 think that most of the vendors at the NRCC had some type of equipment in
their booth to save energy, water and product. As a result, we decided as a company
to launch an intense conservation program and find equipment to reduce expenses.
This came after the realization that we cannot control taxes or insurance expenses,
but we can control utility and material expenses.

We have started to shop for the right tools to get this done. Some examples
include LED lighting, HE boilers and heaters and solution delivery systems. Most
of these projects are covered by New York State Energy Research and Development
Authority (NYSERDA) rebates or Government tax credits which calculate into less
out-of-pocket expense. Try simply changing your worn nozzles and you will experi-
ence significant water saving. We will keep you posted on our findings!

Continued on page 84 ...

Adhere To The Zero-Loss Culture

By Mike Benmosché

One of the worst messages a carwash owner can afford
to convey is, “accidents happen.” This supports the idea that
nothing could have been done to prevent what happened.
However, the reality is often there were other steps that
could have been taken to avoid an incident.

I know operators that budget a percentage of reve-
nue to claims paid that are not reimbursed by insurance.
Once again, this sends a message that claims are an ac-
ceptable event.

Let’s try a new approach — ZERO losses. The goal is to end
each year without any damage to property or injury to cus-
tomers or employees. But where do you begin? I would like to
offer a few suggestions that may help. For instance, very often
if you review past claims you will discover all efforts were con-
centrated toward taking care of the problem and moving on.
Consider adding a few more steps to this process.

First, list everything that is reported. By reviewing this
report, you may be able to observe certain patterns that may
lead to a simple solution that would prevent future prob-
lems. Do not leave anything out; no matter how small.

Another step would be to develop a process to investi-
gate each accident. This includes looking into how, where
and why. Was the claim a result of employee error, equip-

ment maintenance, conditions of the property, training, etc.?
Past experience should be a vital tool in developing a
plan that can mitigate and eliminate the chances of losses at
your location. To accomplish this, you must institute a for-
mal program to maximize the results. Believe it or not, most
of the time the cost for the preventive measures are minimal.
Finally, make past losses a part of your safety meetings.
Discuss all aspects of what happened and what process can be
designed to fix the problem. An example of how this can work
is illustrated by an event at a manufacturing plant a few years
ago. An employee was lifting a box and hurt her back. After
the accident investigation by the safety committee it was dis-
covered that the injury occurred while searching for a specific
box that required lifting several cartons to find the one with
the right size item. The simple no-cost so- o
lution - stack all the boxes by size soitwill = -
always be the first one on top. The result
has been minimized lifting exposure.
Make ZERO the motto at your lo-
cation! |

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

Mike Benmosché

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

e Been Insuring kv

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

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

Vesh Shes For Fifteen Years

MCA = NEE=

e RELAND CATRARR & RGO L TIO N
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Mississippi 1
Mississippi 2
Mississippi 3
Mississippi 4
Mississippi 5
By Ray Justice

How long will you take to notice me? (Hint: 5 seconds is too long.)
The longer you take, the smaller I feel.

How long will I wait?

The sooner you notice me, acknowledge me, the more important I feel.
Do you know I'm here? Do you care?

Just a nod, eye contact, a wave of the hand.

Aware ... are you?
Notice ... did you?
Acknowledge ... will you?

Important ... am I?

Do you see me?
Do you care?

Will L, (your customer), come back?

1..2..3..4..5

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

©2011 RayJustice.com Ray Justice

f

By Ray Justice

There is

a thin line

between life and death
between pleasure and pain
laughing and crying.

Show me the boundaries
of darkness and light
night and dawn

of friends and lovers

of faith and fear.

Always among us
everywhere

in everything

this thin, thin line between

telling us

quietly and powerfully
appreciate

what is

Now.

© raymond justice, 2011

The Thin LinD

\ ThoughtCompass.com )

President’s Column ... continued from page 82.

Great Albany Meeting impressive program. The panel also
presented this program at the NRCC

to rave reviews.

We had a great meeting in
Albany in September. We went on a
tour of four unique washes, had a This year our Spring Member-
guest speaker from the Department ship Meeting will focus on the latest and
of Labor with some updates on labor greatest innovations in the industry. This
law, and an outstanding panel discus- meeting will be in the Poughkeepsie mar-
ket and will include a carwash tour. Our
Fall Membership Meeting in Albany will

include a carwash tour as well and focus

sion with operators who have reinvest-
ed in their businesses. Id like to thank
Walt Hartl, Tom Hoffiman, Jr., Doug

Kleeschulte, Dennis O'Shaughnessy, on Energy Savings Tips with a number of
Sr. and Gary Baright for their exper- energy vendors on hand to educate us on

tise and time in making it a really how to save money and energy. Make sure
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you check our website frequently to get the
latest information on our programming
and issues affecting New York State opera-
tors at nyscwa.com.

I wish you and your families a
safe and happy holiday season!

et §4C

Mark Kubarek
NYSCWA President

i

ERIE e Highest Quality * Highest Value ¢ Cost Effective * Made in the U.S.A.

The Erie Poodle Brush
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PEX@ Filament
ALSO AVAILABLE IN

Erie’s Gentle Foam™, Nylon, Polypropylene & Erie’s Supreme Cloth

BENEFITS

Maximum Density of Neatly Trimmed, Highest Quality Filaments
Dynamically Balanced with Solid, Precise Construction

Toughest steel shaft

Comes with Keyed Shaft or 4 Bolt Mount
Custom and Standard 4 Bolt Mount Spindles & 5 Bolt Mount Spindles also available

Strongest possible, solid wound core prevents bending & denting

Brushes can be custom made to your specifications
(length, overall diameters, filament, shaft, size, all colors available)

U.S. & CANADA ,«AJI IL —
TEL: 800-711-3743 (ERIE) FAX: 800-798-3743 (ERIE)

WORLDWIDE ERI E

TEL: 773-477-9620 FAX: 773-477-6030
860 W. FLETCHER CHICAGO, IL 60657 W
Website: eriebrush.com E-mail: sales@eriebrush.com




Albany-Area Raindancer Car Wash
Gets Facelift, New Curb Appeal

By Alan M. Petrillo

An exterior tunnel carwash in Loudonville, NY, has un-
dergone its second renovation since owner Stephen Hoff-
man purchased the location 25 years ago.

Raindancer Car Wash at 496 Albany-Shaker Road re-
cently completed a renovation that began in October of
2009 and completely altered the exterior of the facility and
ramped up its curb appeal.

“We had renovated the carwash after we bought it in
1985 and added four self-service bays,” said Hoffman, “but in
the 25 years since we did that, things had gotten tired. Our
volume was going down and we had to either renovate or
sell”

Hoffman said he got his inspiration for the renovation
from reading “Good to Great - Why Some Companies Make
the Leap and Others Don’t,” by Jim Collins.

“I read it again and again, and realized once you know
yourself and what you want, it’s very easy to build something
based on your values and what you like,” Hoffman said.

Raindancer Car Wash is housed in a structure that looks
like a barn with a greyish-blue stain on it, so Hoffman used
burgundy and white paint to splash on the building and give
it the look of a weathered and peeling New England barn. He
also added depictions of cars from the 1950s at the roofline

of the building that are painted over the top of each bay.

“At first we met with people saying a lot of negative
things about it, but now that it’s finished, it’s become a retro-
looking carwash and is accepted,” Hoffman noted.

To improve the carwash’s curb appeal, Hoffman added
a pond in front with three waterfalls, galvanized steel beams
and stones placed around planters.

“T used a very systematic process to the renovation,
starting with the color of the building and the renovation
of the bays, then putting in coin meters and stone arches in
the bays,” Hoffman pointed out. “Also, we have 40 feet of win-
dows in the building so we put in a garden of trees, shrubs
and flowers that are between the rinse and blowers. The gar-
den faces East and gets the morning sun, so it takes advan-
tage of the natural light”

Everyone does a ride-through in the carwash, so occu-
pants of each vehicle get to enjoy a view of the garden.

Hoffman also has a Raindancer Car Wash location at 172
Freeman’s Bridge Road in Glenville, NY, that has a 90-foot
automatic tunnel and a 90-foot touch-free bay with drive-
through blowers, five self-service bays and a detail shop.

Both Raindancer locations do fleet work, including tax-
is, auto dealers, body shops and police departments.

Hoffman said he doesn’t do much advertising, preferring
to market through word-of-mouth.

“We have a very good and loyal base of customers,” Hoff-
man said. “People talk us up and friends tell others about us.
That’s how it works”

Hoffman, who also owns a real estate company, said he
has no plans for expansion of either wash at the present time,
and new carwash sites don't interest him.

“With the two carwashes and the current housing mar-
ket, I have enough on my plate right now;” he said. |
Alan M. Petrillo is a Tucson, AZ, freelance writer and contributing editor

of Northeast Carwasher. He’s the author of the mystery novel, Full Moon,
available at www.amazon.com.

GET BLASTED!

the wash is easy to read.

Attractive signage throughout

The stone treatment was another feature Hoffman developed in his bays
to make it feel more like a barn than a wash.

¢l # PLEASE..
NO LOUD MUSIC
‘OR BLOCKING BAYS
WHILE OTHERS

ARE WAITING

Raindancer Car Wash in
Loudonville, NY, underwent
a serious makeover last year
that cost approximately

$125,000 including some
equipment upgrades. Owner
Steven Hoffinan said it was
time to upgrade or sell. Even Hoffinan’s
i storage shed is
by clad with the
/ . burgundy and
| \ white paint.

Wash packages are
clearly stated in

Owner Steven Hoffinan _é} Al m
stands next to the bird {819 1

bath he built out of field o\ 8t this attractive sign,
stone for about $1,000. | again with a barn
- theme feel. |

More photos on next page!
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Raindancer Car Wash ... continued from page 87.

The innovative bird bath is sure to please its feathered friends and cus- Yet another added charm of the wash is the drift wood scattered
tomers alike. throughout the wash. Hoffinan has found these pieces at various locks
throughout the Capital District.

\ Inside the bays there is a 50's car theme. When a customer activates the bay the tail lights on the
car turn on. The front of the car is evident on the fascade of the wash.
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NYSCWA CALENDAR

Carwash Tour & Membership Meeting
Poughkeepsie Market
More details to come on nyscwa.com

Carwash Tour & Membership Meeting
Albany Market
More details to come on nyscwa.com

Mets vs. LA Angels
Empire Party Suite
Night Game
More details to come on nyscwa.com

BT i O N

ALsson
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WASH FOR SALE

RUB-A-DUB CAR SPA
10 Station Road, Brookfield, CT 06804

The property is comprised of .794 acres of land improved by a
4,498 square foot, colonial style building constructed in 2006,
which has been operated as a full-service carwash and detail-
ing center. The layout consists of the 2,337 square foot carwash
tunnel complemented by the 2,161 square foot modern, fully
finished, air conditioned retail space with two bathrooms, me-
chanical and storage rooms, which further enhances the eco-
nomic opportunity of this location. Equipment includes, but
is not limited to, an environmentally-friendly and cost-saving
water reclamation system, a fire suppression system, a security
system complete with cameras and a fully computerized oper-
ating/POS system. Selling price is $925,000. Attractive financ-
ing terms are available to qualified buyers. Owner will also
consider a lease with an option to buy.

Contact Jeff Ryer, Ryer Associates

Commercial Real Estate:
203/797-0200 or mjryer@ryer.com

SEND. CLASSIFIED ADVERTISING TO:
mediasolutions@nycap.rr.com
ph/f: 518.280.4767
Media Solutions
2214 Budd Terrace, Niskayuna, NY 12309

" Treasurer’s Report

Pr Oﬁt & Loss - January-October, 2010

Income
MEEtiNgS INCOME ......ovevirieieieiieieeieeei ettt ereenens 14,305.60
Membership Dues 16,780.00
NRCC. ettt ettt 19,947.63
Promotional Fees 1,915.81
SEIVICES .ttt ettt ettt es 450.00
Vendor Sponsorships 1,450.00
Total Income 54,849.04
Expense
Credit Card FEES.......c.ciiiririeieeiirieteieeceeeieiee s 574.46
Director Fees 12,000.00
Entertainment EXPENSE .......c.oveveriereiereiereieeeeeereseesesesnesennes 105.95
Insurance Expense 1,513.00
Legislative EXPENSE ........coveveereriereriereeieresietesieressesesessesesnesenees 202.73
Legislative Fees 9,000.00
MEELING EXPENSES .....oevvievieiereeieieeieeeeieeer et evesseveseeseeeens 17,855.53
Office Expenses 250.27
POSTage EXPENSE ..ottt 533.08
Printing/Graphics 102.00
Professional Services fees ..........ooveeivinreeininnieeecces 700.00
Telephone/Conference Calls 243.06
TrAVEL ...ttt 216.21
Website Host 230.00
Website MaiNteNaNCE ..........coeveevierieieienieeeeeeeeeveevevenes 1,612.50
Total Expense 45,138.79
Net Income 9,710.25
Checking Acct 26,746.65
Money Market ACCE. ........c.eveviiereieiieiieeeteeeeereieieans 39,022.88
Total Account 65,769.53
Submitted by Mike Bensmocheé, NYSCWA treasurer. Mike will pro-
vide an accounting of the association’s finances in each newsletter.

\If ‘you have any questions, please call him at 800/891-9274. )

IntelliSites

the smart choice for web design

Web Site Design

Web Site Hosting

Application Development and Design

Search Engine Marketing

E-Commerce

518.465.0659
www.intellisites.com
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NYSCWA Fall Meeting a Huge Success
Despite Rain!

The New York State Car Wash
Association (NYSCWA) weathered the
rain on September 28 to host a car-
wash tour and Fall General Member-
ship Meeting in Latham that attracted
nearly 60, according to President Mark
Kubarek. “The rain didn’t keep us from
visiting five outstanding washes,” he
said. “Even in the rain you can learn
from your fellow operators.

The washes on the tour included
Glenmont Car Wash in Glenmont, Hoff-
man Car Wash in Wynantskill, Broadway
Auto Clinic in Menands, Colonial Car
Wash in Guilderland and Wet Willy’s in
Latham. “Fach location has a lot of per-

sonality and a variety of different profit
centers, said Kubarek. “There was alot of
take-home value from seeing each one”

After heavy hors d'oeuvres and a
buffet dinner the group was updated
on recent changes in the state labor
law by NYS Department of Labor
Chief Labor Standards Investigator
Michael Burkard.

The group then was treated to a
panel discussion and slide presenta-
tion on “Investing in the Future of
Carwashing” Hoffman Car Wash’s
Walt Hartl moderated the panel that
consisted of Tom Hoffman, Jr., Dennis
O’Shaughnessy, Sr. of Glenmont Car

Wash, Gary Baright of Foam 'N Wash
and Doug Kleeschulte of K & W Car
Wash. The panelists shared their be-
lief in reinvesting in the industry and
how they decided to do what they did
to improve upon their operations. This
seminar was also featured at for the
Northeast Regional Carwash Conven-
tion (NRCC), October 20.

Meeting sponsors included Em-
pire Chemical Sales, ICS, Mang, Mi-
crologic, Northeast Carwasher maga-
zine and PDQ/New England Car Wash
Equipment. Simoniz USA was the tour
bus sponsor. |

Continued on page 92 ...

Glenmont Car Wash in Glenmont boasts numerous profit
centers including an exterior-only tunnel, inbays and onsite
Sfull detailing services.

SELF TOUCH
SERVICE 8 FREE
WASH ‘hd’ WASH
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NYSCWA Fall Meeting ... continued from page 90.

Colonial Car Wash in Guilderland features a tunnel and self-serve bays on highly traveled Rt. 20.

Long Island operators Steve Benfante, Mark Margiore and Paul Vallario made the trip for the tour. Team O'Shaughnessy (Dennis Jr. and Sr.) were able to
show off their first-rate facility.

he events panel presentation, “Investing in the Fu
ors Tom Hofffinan, Jr., Dennis O Shaughnessy, Sr., G

NYS Department of Labor Chief Labor Standards Investigator
Michael F. Burkard updated the group on labor laws.

Wet Willys was the newest wash on the tour with a handsome
fascade and state-of-the-art equipment in Latham.

BECOME A MEMBER TODAY!

To join the NYSCWA complete the following, and
Mail your check for $250 to:
NYSCWA, PO Box 230, Rexford, NY 12148
MAKE CHECKS PAYABLE TO “NYSCWA”

NAME

CARWASH

Broadway Auto Clinic includes an extensive autobody shop, detail ADDRESS

center and lube as well as two inbays (one friction and one friction-
less), as well as a dog wash, vacs and vending. —
Hoffman Car

Wash's Walt
Hartl moder- .
ated the lively |

and informative
panel complete
with an exten-
sive slide show.

CITY/STATE/ZIP

PHONE

FAX

EMAIL
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LEGISLATIVE UPDATE

Broadway Bridge Labor Violations
Carry Huge Black Eye for Industry

By William Y. Crowell, IIl

In the second week of October, the New York State De-
partment of Labor (DOL) announced a $1.9 million settlement
with the operators of the Broadway Bridge Carwash, located
at 5134 Broadway in Manhattan. The Department of Labor in-
vestigation covered the period of June 1, 2003, through August
23, 2008. Broadway Bridge Carwash failed to pay $1,273,664 in
minimum wages, overtime wages and earned tips to employ-
ees, according to the DOL. This non-payment applied not only
to employees who were on payroll records, but also to a num-
ber of unidentified employees who were paid in cash.

The Department of Labor also assessed the following:
interest on the unpaid wages in the amount of $345,000, lig-
uidated damages of $127,366, and civil penalties of $214,581.
The Department of Labor originally sought $4.6 million but
settled for $1.9 million. This case was investigated based on
an employee complaint.

An article in Crains New York Business stated that *. . . in-
vestigators found that nearly 80 percent of carwash operators
in New York City are guilty of wage and hour violations. State-
wide investigators have uncovered nearly $10 million in unpaid
wages in an industry where workers earn just $16,570 per year.”

The Department of Labor reports that it has investigat-
ed at least 150 carwashes since 2008, which represents ap-
proximately 20 percent of the total number of carwashes.

These labor law violations by Broadway Bridge Carwash
result in a huge black eye for the entire carwash industry in
New York State. Despite the fact that this involves only one
carwash, it creates a negative impression for all operators —
the overwhelming majority of whom are small businessmen
who are compliant with all the laws and regulations impact-
ing their business.

California was the first state attracting significant publici-
ty for labor violations at carwash operations. In fact, California
may be instructive in terms of possible responses to carwash
labor violations. Under a recently enacted statute, California
carwash operators are required to register annually and to pay

B Susiness Kegping

-L

I'he detail professional
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a $250 registration fee, along with a $50 restitution fund as-
sessment, and to provide a $15,000 surety bond. The restitu-
tion fund and surety bond provide assets for payment of wage
judgments when the employer is either unable or unwilling to
pay a wage judgment. There is also a provision in California’s
statute extending liability for unpaid wages to operators who
take over an operation with a wage judgment.

Another outgrowth of the carwash labor violations in
California is a campaign by the United Steelworkers Union
to organize carwash workers and to bargain collectively on
their behalf. — -

The carwash industry in New York g
State should make every effort to be pro-
active on labor issues to avoid a legisla-
tive and regulatory over-reaction direct-
ed at the bad operators. |

William Y. Crowell, IIl is a partner with the Al-
bany-based law firm of Whiteman Osterman &
Hanna LLP. He can be reached at 518/487-7677. William Y. Crowell, 111
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An assortment of O original greeting cards
that speak to both romance and inspiration, based on the

“Poetry of Connection” series by Ray Justice.

Visit ThoughtCompass.com zo purchase a gift set of

6 intimate greeting cards for someone special.

Ray Justice is a Western New York entrepreneur, author and personal
awareness coach. He uses the theme of “Connection” in his poetry
books “Whispers of Intimacy” and “Arms of Oneness” available at
ThoughtCompass.com

Follow Ray: Facebook.com@Thoughtcompass | Twitter.com@ThoughtCompass
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Defergents

Drying Agenls

Sealers/Polishes

Tire Dressings
(manual & online)

Green Chemistry
Reclaim Chemistry
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Online Detail Supplies

Cleaners
Polishes
Waxes
Compounds
Accessories
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has evolved ta mimic
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like the Monarch butterfly in order to survive.

cleaning power, fragrance and color.

/" The Viceroy Butterfly

For more than 15 years, Blendco has been demonstrating
compare to SuperSat, the powder system standard.

the convenience and cost effectiveness of powder
formulations with the patented SuperSat®
Detergent System. SuperSat detergents have proven
This system makes a full range of detergents continuously
and automatically at your wash. No other system can
Try it today to see why it is the best!

formulations for
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SuperSat® Custom Detergent Systems

where one organism tricks another into
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BLENDCO

One Peari Buck Court » Bristol, PA 19007 = www.blendco.com = 1.800.446,2091



Auto Sentry‘flex

All entry systems take money - Auto Sentry flex makes you money.

At over 1,000 carwashes worldwide, the Auto Sentry flex proves its worth through its
reliability and its marketing capabilities. Utilizing our signature touch screen with
customizable video and graphics, the Auto Sentry flex offers the most user friendly
experience your customers have ever encountered. The payment area is ergonomically
designed to promote speed and ease of use. The industry’s only terminal to dispense up
to 3 denominations of bills provides for faster cash transactions, and less frequent
dispenser reloading. Instant card clearing encourages credit card use which raises
ticket averages; while our credit card processing boasts the lowest rates in the industry.

Increase Profitability

The Auto Passport RFID system builds
customer loyalty and satisfaction, and
evens out monthly cash flows. Generate
recurring revenue with monthly club
programs and automatic, recurring billing.




