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Welcome to WashTrends April! 

As always, there’s so much great news in the carwash industry, 
and we experienced a lot of what’s new and exciting at The Car 
Wash Show held at the beginning of the month in Chicago. We 
not only had the chance to see, learn and experience everything 
“carwash,” but our WashTrends booth was always busy with 
people ready to share what’s happening in the industry. We 
talked to many carwash owners who are thriving and eager to 
learn about what’s going on, and many said they keep up with 
the latest news by reading WashTrends. It was nice to get great 
feedback and know that carwash owners value the WashTrends 
style and trendsetting information we work hard to uncover 
and share. We appreciate our readers and their opinions!

The Car Wash Show was also a reminder of the unique character 
of the carwash industry. There’s a friendly, sharing, inquisitive 
style of doing business in this big industry that shares a 
comfortable camaraderie. 

At WashTrends we’re all about following trends and talking 
about new products, but we also like another side of the story. 
We like the behind-the-scenes, inventive, inspirational news 
about people who have a desire to see this industry grow and 
meet the needs of customers and their communities. 

Our April issue features a full range of news that features 
everything from an industry leader profile to pet wash 
promotion, social media truth from a successful carwash and 
solid tips for employee management. Our goal is always to bring 
you up-to-the-minute, unbiased, trending information that will 
move your business to the future with economic success.

We hope you enjoy this issue of WashTrends. And don’t forget 
to check out our very popular blog!

Happy Spring!

Sandy Travis Bildahl
Editor-in-Chief
WashTrends
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BY TODD PATKIN

14    Things    Your    Employees    Are    Dying    to    Hear    from    You:
Phrases to Help You Revive Wilting Employee Engagement !is Spring
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What were your last 10 or 15 employee conversations like? Chances are, they included phrases 
like, “I need you to finish that projection by the end of the day,” or, “I’m putting you on the 
Brown account,” or, “How much longer do you think it’ll take to finish that PowerPoint the client 
requested?” After all, you can’t run a business without addressing these types of issues. And 
chances are, unless they were delivered in a, shall we say, forceful tone of voice, your employees 
don’t mind hearing pertinent instructions and questions. So why does their morale seem to be, 
well, wilting? 

The problem might not be what you’re saying, but what you’re not saying. The good news is, with 
a few well-chosen words, you can nurture employee relationships and help their engagement 
blossom this spring. 

In the midst of the everyday chaos of running a business, leaders often don’t think about what 
they could or should say to motivate their employees. Often, leaders assume that their employees 
know how they feel—about each person’s individual performance and about the company’s health 
in general. Usually, though, that’s not the case.

I speak from experience. For nearly two decades, I was instrumental in leading my family’s auto 
parts business, Autopart International, to new heights until it was finally bought by Advance Auto 
Parts in 2005. One of my most reliable growth strategies was proactively nurturing my employees’ 
attitudes about their jobs by engaging them in conversation. Now, I translate that experience 
into consulting with organizations to help them build corporate morale and promote greater 
productivity. 

They’d never bring it up themselves, but there are certain phrases your employees really want to 
hear from you. Some have to do with affirmation; others center on encouragement, reassurance, 
respect, gratitude or trust. When you verbalize these things—which takes only a few seconds 
of your time!—you will notice a big change in your employees’ motivation, commitment and 
productivity.

If you start incorporating these phrases into your at-work vocabulary, your employees’ 
engagement will “blossom” this spring:

1. “I need your help.” 

The age of rule-with-an-iron-fist, top-down leadership is fading fast. More and more, organizations 
in all industries are realizing that there’s an almost-magical power in the synergy of teams. Here’s 
how that applies to you: Your employees all have unique skill sets, experiences and ideas—so tap 
into them! 

Yes, your employees will be looking to you to steer your company in the right direction, but I 
promise, they know you’re human, and they don’t expect you to have all the answers. So the next 
time you’re facing a difficult decision or brainstorming options, ask your team for help. Rather than 
losing respect for you as a leader, they’ll appreciate that you treated them as valued partners—and 
they’ll feel more invested in your company’s future because they had more of a hand in creating it.
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2. “How is your family?” 

The truth is, people don’t care how much you know (or how good you are at your job) until 
they know how much you care. Your employees will be more loyal and more motivated if they 
feel valued as individuals, not just as job descriptions. So get to know each team member on an 
individual basis and incorporate that knowledge into your regular interactions. For instance, if you 
know that John in Accounting has a daughter who’s applying to college, ask him which schools 
she’s considering. Or if Susanna in HR just came back from vacation, ask to see a few pictures. 

Showing genuine interest and caring is the greatest motivator I know. When you dare to “get 
personal,” your employees’ desire to please you will skyrocket. That’s why, when I was leading my 
family’s company, I took advantage of every opportunity I could think of to let my people know I 
was thinking about them. I recommended books I thought they might enjoy. I sent motivational 
quotes to employees who might appreciate them. I attended all weddings, funerals, bar mitzvahs, 
and graduations I was invited to. And you know what? Not only did I fuel my employees’ 
engagement, but I also formed a lot of meaningful relationships that continue to this day.

3. “What do you need from me?” 

Often, employees are anxious about asking the boss for what they need, whether it’s updated 
office equipment, more time to complete a project, advice, etc. They may fear a harsh response, 
want to avoid looking needy, or simply feel that it’s “not their place” to ask for more than you’ve 
already provided. By explicitly asking what you can give them, you extend permission for your 
people to make those requests—and they’ll certainly appreciate it. 

Be sure to treat any requests you receive seriously. If you can’t give an employee what she asks 
for, explain why and work with her to find another solution. Either way, this question, and the 
conversations it sparks, can give you valuable insight regarding how to improve your company’s 
operations, facilities and culture. It can also show you how to best develop and support individual 
team members.

4. “I noticed what you did.” 

Every day, your employees do a lot of “little” things that keep your company running smoothly 
and customers coming back: Refilling the copier with paper when it’s empty. Smiling at customers 
after each transaction. Double-checking reports for errors before sending them on. And so 
forth. Unfortunately, in many organizations, these everyday actions are taken for granted, which 
(understandably) has a negative effect on employee morale.

Your employees want to know that you notice and value the mundane parts of their jobs, not just 
the big wins and achievements. That’s why I recommend making it your mission to “catch” as 
many of your employees as possible in a good act. Then, point out exactly what it is about their 
behavior that you appreciate. Phrases like, “Sal, I’ve noticed that you always take such care to 
keep the file room neat. Thank you!” take about five seconds to say, but they can pay long-lasting 
dividends for your company in terms of morale and motivation.
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Did You Know? Six of SONNY’S last eight car wash equipment 
innovations were retrofitable to our existing equipment.

Chris Himes     
Four Seasons Car Wash
Cedartown, Georgia

Increase customer satisfaction 
and revenue while reducing labor 
& chemical costs with SONNY’S 
SIMONIZ Tire Shine Machine.

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

© 2008 SONNY’S Enterprises, Inc.  All prices & availability subject to change without notice.

We make car washing easy!

NE
W

SONNY’S 2008
Car Wash Systems 
& Equipment Catalog.
Order your copy by visiting
www.SonnysDirect.com

SONNY’S SIMONIZ

Tire Shine Machine$10,295

TSA101

     SONNY’S 80MT — Up to 100 cars per hour   
Whether your going Express Exterior, Flex Serve or Full Serve;
                            view sample site plans and quote this or any other 
                               SONNY’S system on line at www.SonnysDirect.com

“Tire dressing is one of the 
fastest growing extra services on the 

market today. I added a Sonny’s Simoniz Tire Shine 
Machine to my wash and increased my revenue per car 
without increasing labor.  Sonny’s tire dressing machine 

provides a consistent application day in and day out, 
and my customers love the long 

lasting shine”

SONNY’S is the largest manufacturer of conveyorized car wash equipment, parts, and supplies in the world.
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5. “Thank you.” 

Yes, your employees may crave recognition for doing the mundane parts of their jobs, but that 
doesn’t mean that they won’t also appreciate a heartfelt “thank you” for bigger accomplishments. 
Whether it’s “Thanks for staying late last night,” “Thanks for being so patient with Mrs. Smith—I 
know she can be a difficult customer,” “Thank you for making our first-quarter marketing 
campaign a success,” or something else, your people will treasure your appreciation more than 
you realize. 

People love to hear positive feedback about themselves, and in most cases, they’ll be willing to 
work a lot harder to keep the compliments and thanks coming. Praise, especially when it comes 
from an authority figure, is incredibly fulfilling. (And sadly, it’s also rare.) On that note, make sure 
that you praise and acknowledge your people in a positive way more often than you criticize them. 
That’s because negative feedback tends to stick in most people’s memories longer, so you need to 
counterbalance it.

6. “Hey, everyone—listen to what Riley accomplished!” 

Everybody loves to be recognized and complimented in front of their peers. So don’t stop with a 
“mere” compliment when an employee experiences a win—tell the rest of the team, too! Whether 
correctly or incorrectly, many employees feel that their leaders point out only their mistakes in 
front of the group, so make it your daily mission to prove that perception wrong.

When I was at Autopart International and I saw that one of my people did something noteworthy, 
I made sure that everyone else knew about it by emailing the story to the entire chain. I could 
literally see the glow on the highlighted employee’s face for weeks, and I also noticed that many 
of the other team members began to work even harder in order to earn a write-up themselves. 
Other successful recognition strategies included writing thank-you notes to my employees and 
publishing a company-wide monthly newsletter highlighting our “stars.” Sometimes, I would even 
call my employees’ homes to brag on them to their families!

7. “What would you like to do here?” 

Sure, you originally hired each of your employees to do specific jobs. But over time, your company 
has grown and changed—and so have your people. That’s why it’s a good idea to check in with 
each one of them periodically to ask what they’d like to be doing. You might be surprised to learn, 
for instance, that your administrative assistant would like to be included in the next marketing 
campaign design team. You might be even more (pleasantly!) surprised to find that her social 
media engagement ideas yield impressive results.

Annual performance reviews might be a good time to discuss this topic with your employees. No, 
you won’t always be able to accommodate every employee’s preferences. But whenever possible, 
keep job descriptions within your company fluid and allow your people to have a say in matching 
their skills to the company’s needs. This is one of the best ways I know to build loyalty and 
encourage your employees to really take ownership of their jobs. After all, they’ll have had a hand 
in designing them!
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The car wash starts here. Welcome your customers with a “wow”  
by partnering with Unitec, giving  them much more than simply  
a spot to pay. Your car wash payment entry system can create an  

experience – one that is simple, convenient and designed  
with the needs of your customers in mind.

Learn more about our products and the bene!ts of  
partnering with us by visiting  

www.StartwithUnitec.com.

You have one chance to  
make a !rst impression. 

Make it a good one, with Unitec.

7125 Troy Hill Drive, Elkridge, MD 21075  |  443.561.1200

 
Unitec’s diverse line of product 

o"erings can streamline your 
operations, improve your 

e#ciency and boost your bottom 
line revenue. Our payment 

entry systems are designed to 
automate the transaction process, 

while maximizing customer 
loyalty through use of innovative 

marketing tools and programs.

Products pictured left to right: C-Start, Sentinel, Portal.
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8. “I have bad news.” 

You certainly don’t mind sharing good news with your employees, but bad news is a different 
story. Your instinct might be to play down negative developments or even keep them to yourself 
entirely. Nobody wants to be the person who says, “We’re going to have to eliminate some 
positions over the next six months,” or, “Unfortunately, our company can’t afford to provide raises 
or bonuses this year.”

Nevertheless, your employees deserve to hear the truth from you as soon as possible. They aren’t 
stupid and will be able to tell when something is “up” even if you don’t acknowledge it. By refusing 
to share bad news, you’ll only increase paranoia and anxiousness—neither of which are good for 
engagement or productivity. But when you treat your people like responsible adults by being 
honest and open, they will appreciate your transparency--and often, you’ll find that they’re willing 
to voluntarily double their efforts to help you turn the tide.

9. “What do you think?” 

Maybe you’ve never put much emphasis on the thoughts and opinions of your employees. After 
all, you pay them a fair wage to come to work each day and perform specific tasks. As a leader, 
it’s your job to decide what those tasks should be and how they should be carried out, right? Well, 
yes—strictly speaking. But this unilateral approach to leading your team sends the impression that 
you’re superior (even if that’s not your intent) and also contributes to disengagement. 

Employees who are told what to do feel like numbers or cogs in a machine. Often, their 
performance will be grudging and uninspired. To unlock buy-in and achievement, make your 
employees feel like valued partners by asking them for their opinions, ideas, and preferences. 
Again, they’ll be much more invested in your organization’s success because they had an active 
part in creating it. And guess what? Your employees probably won’t care as much as you think 
they will if their suggestions don’t become reality. Mostly, they just want to know that their voice 
was heard by the people in charge.

10. “Here’s how our company works and where we stand.”

In many companies, employees in Sales don’t know much about what’s happening in Accounting. 
Likewise, the folks in Accounting aren’t really familiar with how things in the warehouse work 
… and so on and so forth. Generally, this state of affairs doesn’t cause too many problems. But 
helping your employees make connections regarding how your company works from top to 
bottom will streamline internal processes, reduce misunderstandings, and promote team spirit.

Again, this is all about transparency and treating employees like partners. When you make a point 
of showing everyone how your business “works” and how their specific job descriptions fit into 
the overall “machinery,” you’ll find that us-versus-them thinking tends to decline and that profit-
minded solutions begin to proliferate.

At Autopart International, one of the best management decisions I ever made was showing 
my employees “the numbers” on a regular basis. I made sure that everyone understood the 
relationship between their performance and the bottom line—and thus their own pay. Several 
employees told me that my transparency prompted them to think more carefully about how their 
own everyday choices and efforts affected the bigger picture.
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800.999.7235
www.NACHEMICAL.com

20% off
first

order!
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 by

Bringing the Best to  
Your Car Wash Business

www.HydroSpray.com  |  800-528-5733

Looking to upgrade your touchless in-bay equipment?  
 

Find a match in the Kondor® or the Saber®.  

 The Kondor® product suite is customizable to fit 

every bay and every budget! Featuring a sleek design 

in an open environment and LED lighting designed for 

in-bay navigation and marketing aesthetics, this series 

is sure to impress. The suite includes a one-arm KL1 

series and a two-arm KL2 series, each available in four 

custom models.  

 The Saber® SL2 is a true wash and dry touchless 

automatic with built-in appeal for both operators and 

customers. This machine is built to maximize an opera-

tors ROI via reduced maintenance needs, auto-reset-

ting breakaway arms and high vehicle output software. 

Standard features include two-step presoaks, triple 

foam, two wax applications, and the DuoDry® system 

that offers on-board and drive-through drying all on the 

same machine.

In need of Soft-Touch In-Bay Equipment?  
 

 The Freestyler® soft-touch automatic features a 

ClearBay® design created for an open, airy and pleas-

ant wash experience. The powerful five-brush system 

provides a fast and effective wash sure to please cus-

tomers and operators alike. Additional benefits of this 

machine include an overhead gantry design, a variable 

frequency drive, and damage prevention technology. 

Looking to upgrade your self-serve system?  
 

  An Elite Pro or an Elite Series 

Self Serve System is sure to fit 

your business needs. Both sys-

tems easily adapt to existing 

car wash equipment. Featuring 

variable speed motor control, a 

plug and play design, a compact 

stainless steel frame, and a  

multi-pressure system, these 

systems are some of the best on 

the market. 

For More Information Contact Cliff Reed at Hydro-Spray

800-528-5733  |  511 Spruce Sreet, Suite 1  |  Clearfield, PA 16830  |  cliff@hydrospray.com

Offering unmatched delivery 
performance that your  

customers will recognize! 

6-bay system shown

 by

Designed for  
rapid and  

sustained return on investment.

 by

High-flying  
performance, 
down-to-earth pricing.

An easy and  
smart decision  
for all operators.

 by

®
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In business, mistakes are going to happen. And in many instances, the impact they have on your 
company revolves around how you as a leader handle them. Sure, lambasting an employee who 
has dropped the ball may make you feel better in the short term, but it’ll negatively impact that 
employee’s self-confidence, relationship with you, and feelings for your company for much longer.

Don’t get me wrong: You shouldn’t take mistakes, especially those involving negligence, 
incompetence, or dishonesty, lightly. But when your employees have made an honest mistake, 
try to be as understanding with them as you would be with your own family members. Take a 
deep breath and remind yourself that the employee feels very bad already, and that yelling or 
lecturing won’t change the past. Instead, focus on figuring out what went wrong and how to keep 
it from happening again. Did the employee (or the company as a whole) learn something? Should 
a process or procedure be tweaked going forward to reduce the chances of something similar 
reoccurring?

Also, never forget that mistakes are an essential part of growth. The innovation and creativity it 
takes to grow a business will be accompanied by setbacks and slip-ups. You don’t want to create 
an environment where people don’t take potentially productive risks because they’re afraid you’ll 
get mad if they screw up.

12. “You deserve a reward.” 

Simple things like gratitude, respect, and autonomy make people far more happy than, say, big 
salaries and corner offices. However, he isn’t denying that more tangible rewards like bonuses, 
vacation time, prime parking spaces, benefits, and more have their place in raising employee 
engagement. The truth is, you’ll be hard-pressed to find an employee who doesn’t appreciate 
these things. 

When resources allow, look for ways to reward your employees for their hard work. Remember, 
nobody wants to work for a Scrooge! At Autopart International, I thanked employees with 
everything from sports tickets to door prize drawings to lavish company parties to vacations on 
Martha’s Vineyard. I found that when I treated my employees like kings and queens, they worked 
extra-hard to be the recipients of these perks--and they were much more resistant to moving 
when offers to work for “the other guys” occasionally came their way.

13. “I know you can do it.” 

Of course you should try to hire employees who are confident and self-directed. But even the 
most self-assured individuals appreciate an explicit vote of confidence from their leaders! 

Constantly challenge your people and push them to improve while reassuring them that 
you believe in them. Everyone, no matter how capable or experienced they are, appreciates 
encouragement. At Autopart International, I found that tying verbal votes of confidence to 
something more concrete—specifically, employees’ pay—was one of the best ways to motivate 
them.
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Specifically, I told my employees that I believed in their ability to help our company grow—so 
much so that I wanted to introduce the concept of performance-based pay with no cap. I found 
that when a leader is willing to bet large amounts of money on employees’ potential achievements, 
those employees will work harder for you—and for themselves!—than you ever thought possible. 
With this strategy, everyone wins.

14. “This task is in your hands—I’m stepping back.” 

Most micromanaging leaders don’t set out to annoy or smother their employees. The problem is, 
they care—a lot!—and want to make sure everything is done just so and that no balls are dropped 
or opportunities missed. The problem is, excessive hovering can give employees the impression 
that you don’t trust them or have faith in them—a belief that actively undermines engagement.

Once you’ve delegated a task, step back and let your employees do what you’ve asked of them. 
Yes, I know that can be easier said than done. If you have to, lock yourself in your office or go for a 
walk around the building to keep yourself from hovering! It may also help to remind yourself that 
you hired each of your employees for a reason, that you have faith in their potential, and that if 
they do need help, they know where to find you.

Remember, business is always personal. Specifically, it’s about reaching and motivating each of 
your employees on a personal level so that they care about contributing to your organization’s 
ultimate success. This spring, which phrases will you be adding to your at-work vocabulary?

About the Author:

Todd Patkin, author of Finding Happiness: One Man’s Quest to Beat Depression and Anxiety 
and—Finally—Let the Sunshine In, Twelve Weeks to Finding Happiness: Boot Camp for Building 
Happier People, and Destination: Happiness: The Travel Guide That Gets You from Here to There, 
Emotionally and Spiritually (coming 2014), grew up in Needham, Massachusetts. After graduating 
from Tufts University, he joined the family business and spent the next eighteen years helping to 
grow it to new heights. After it was purchased by Advance Auto Parts in 2005, he was free to 
focus on his main passions: philanthropy and giving back to the community, spending time with 
family and friends, and helping more people learn how to be happy. Todd lives with his wonderful 
wife, Yadira, and their amazing son, Josh.

About the Books:

Finding Happiness: One Man’s Quest to Beat Depression and Anxiety and—Finally—Let the 
Sunshine In (StepWise Press, 2011, ISBN: 978-0-9658261-9-8, $19.95) is available at bookstores 
nationwide, from major online booksellers, and at www.findinghappinessthebook.com. 

Twelve Weeks to Finding Happiness: Boot Camp for Building Happier People (New Focus Press, 
2012, ISBN: 978-0-9885092-0-7, $13.99) is available from Amazon.com.

16 WashTrends / April 2014



17WashTrends / April 2014



BY LUCIA REGAN

Darrin Baum travels — a lot. As the vice president and general manager 
of Zep Vehicle Care, he could be meeting with his team at the Eagan, 
Minnesota, office for the first part of the week and then calling on 
customers later that same week. Or maybe he is at a trade show and 
then stopping in at the Zep Inc. headquarters in Atlanta. 

Zep Inc. acquired the assets of the Ecolab Vehicle Care business in 2012, 
which included the commercial vehicle wash rights to the Blue Coral, 
Black Magic, and Rain-X brands. Zep already had commercial vehicle 
wash rights to the Armor All Professional brand. Baum was named vice 
president and general manager in 2013. He leads the team to implement 
the “Five Year Growth Plan:[of] Organic Growth; New Business Platforms; 
Acquisitions.”

We caught up with Baum recently, and he answered our questions about his experience and how 
to stay ahead in the carwash business.

Wash Trends: When did you start your career in the carwash industry? What led you to Zep Inc.?

Darrin Baum: I started working in the carwash industry two weeks after my 15th birthday. I was 
waiting for a bus headed to winter league baseball tryouts when my mom came by to pick me up 
saying my dad needed help at the carwash. I spent the next eight hours vacuuming cars. When 
I arrived home and mentioned I was glad that was over, my dad responded by telling me he 
expected me back the following Saturday. I ended up working in and managing carwashes while 
going to college, expecting to get a “real job” when college was over. 

I enjoyed running washes quite a bit, so I continued to do that after receiving my degree, until I 
joined Blue Coral Systems in 1997 as a territory manager, which was a front line sales role. Blue 
Coral Systems was acquired by Ecolab in early 1999, and over the years I held various sales 
leadership positions within Ecolab Vehicle Care, eventually becoming the senior VP of sales and 
service, a role I continued with as part of Zep Vehicle Care when Zep acquired the Ecolab business 
in late 2012. In November 2013, I took on the responsibility of vice president, general manager of 
the Zep Vehicle Care business.

WT: What are the growth areas for carwash owners? 

DB: Now more than ever is the time to embrace the changes in our industry. More consumers are 
washing than ever, and they are demanding the new experiences, which creates opportunities 

Communicate. Communicate. Communicate.
Darrin Baum, ZEP Inc. Communicates with WashTrends!

Darrin Baum, VP & GM 
of Zep Vehicle Care
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in the industry. Loyalty clubs, extra services to protect and shine vehicles, good service, clean 
facilities, extra theater and show, speed, throughput, and convenience for consumers will help 
drive growth. 

WT: What are the steps an owner should take to “fine tune” his or her business?

DB: One of the great things about the carwash industry is the willingness of people to help one 
another and share ideas. Talk to others, your suppliers, your associations, and other owners. All of 
these resources can provide value to help an operator get better. See what else is going on in the 
industry and where you can gain. Additionally, be open to what is happening in other industries 
and look for ways to apply those. Sometimes we can get closed off in the carwash industry 
thinking we are different, when in fact there are many industries that face the same challenges we 
do, with the same ultimate goal of making customers happy. 

WT: You have extensive experience 
in “Organization Change 
Management,” “Identifying Creative 
Solutions” and “Team Building.” Tell 
us more about how a small business 
would implement organizational 
change?

DB: Change is challenging for most 
people. People often fear what they 
don’t know, and without adequate 
information about the change that 
is occurring, they will expect the 
worst. Whether the organization is 

large or small, creating a strong vision and articulating where you want to go and why is critical. A 
leader must engage others to share the vision and passion and drive relentlessly toward the goals. 
Communicate, communicate, communicate. 

WT: What would you suggest to encourage readers to think creatively about their everyday 
business concerns?

DB: Once again, I think there are opportunities to look at other highly competitive, customer 
service-oriented industries for ideas and inspiration. Looking for ways to use technology to make 
things easier and faster for consumers is at the top of the list and is something our industry 
has started to embrace. I think there are more opportunities in that area, and I’d look at how 
companies like Apple focus on the entire experience of their customers, or how Southwest Airlines 
became a top performer by having a highly engaged workforce that helped make the flying 
experience fun. Finding ways to take those philosophies, and apply them to your business can help 
build a culture of continuous improvement and high levels of customer satisfaction and business 
growth. 

ZEP Inc. Team Photo - 2014
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WT: Several carwash companies have had great success with team building. What do you think are 
the most important elements for a successful team?

DB: Building a strong team comes back to establishing a clear vision, articulating it well, and 
creating strong alignment among team members around the vision, as well as specific goals and 
objectives. High-performing teams have diversity of thoughts and idea, but work together in 
achieving common goals. They challenge, inspire and support one another, focused on a joint, clear 
vision of what success looks like. 

The Original 
EPRO™ ELIMINATOR 

Built in the USA by Crane Water 

www.cranewater.com 

Crane Water: 730 Commerce Drive / Venice, FL 34292 USA Tel: 800-828-2447 Email:lhayward@cranewater.com  

Call us today for a system 
quote. 800-828-2447 

Designing, Manufacturing and Supporting 
Innovative Approaches to Clean Water 
Since 1863 

EPRO Duel ELIMINATOR 

•� Spot-Free Rinse for Carwash 
•� Available from 1,500 to 20,000GPD 
•� Eliminators are available direct (save 

thousands $$$) at OEM prices in most 
locations* 

•� Parts and service available for all 
Eliminators and other Crane RO systems 

•� All systems built in the USA and backed by 
150 years of innovation. 

*Call for details 

EPRO ELIMINATOR 

Mention code (WT239) 
And receive additional 
discounts on membranes and 
other in- stock parts. 

www.zepinc.com

Like them on Facebook

Follow them on Twitter

Watch them on YouTube
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The service industry is all about one-stop shopping, and carwashes are keeping up with this 
multitasking trend. Saving time, being efficient and offering great service have created the now 
popular carwash/dog-wash operation. Carwashes across the country are offering car and pet 
owners the opportunity to wash their auto and Fido at the same location. But adding on a pet 
wash isn’t the only key to success. Promotion goes hand in hand with letting consumers know 
that the carwash is also a convenient place get two jobs done at the same time. 

Glen Burnie Car and Dogwash
The trend is working. Glen Burnie Carwash in Glen Burnie, Maryland, 
converted one of its self-service carwash bays into a dog wash last year. 
Owner Dan Calllihan is pleased with the results so far. Two stainless steel 
tubs offer owners the chance to wash their pooch for 15 minutes. The site 
offers shampoo, flea and tick repellents, and conditioner. There’s even a 
two-speed dryer and special fragrances to give your pooch’s coat that 
fluffy, pleasant scent.

Promotion is the key to success. There’s a large sign at the carwash 
promoting the dogwash bay, but beyond that, Glen Burnie Car and 
Dogwash is utilizing local cable television, which offers production services  
and placement of its ad within target market shows dealing with pets, etc. 

BY SANDRA LOEPKER

PET WASH PROMOTION 
AT THE CAR WASH

Glen Burnie Car and Dogwash.  
Owned by Dan Calllihan. Photo by Pat Troy.

Dan Calllihan,  
Owner of Glen Burnie 

Car and Dogwash
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Their website, www.glenburniecarwash.com, was recently updated to 
show off the dog-washing facility. “People like the dog wash because 
everything’s there,” explains Dan. “They don’t have to mess up their own 
tub and bathroom at home.” 

Foam & Wash Car Wash

you’re a night person, the Foam & Wash Car Wash is perfect for you 
and your pet. The self-service car and dog wash is open 24 hours a day. 
Manager Justin Chenevert has customers coming in at midnight to get 
their cars spotless and Rover looking good. The operation offers vending 
machines that take coins, bills and credit cards so you can wash your 

pet with a choice of three kinds of shampoo. If your dog has an unfortunate encounter with a skunk in 
the area, there is even special skunk deodorizer available. His customers especially like the waist-high 
position of the washing tubs that are a lot easier on the back than bending over the bathtub at home.

Justin attributes the success of the operation to several things, 
including word-of-mouth endorsements, but the operation also 
uses radio advertising and flyers to promote the car/dog wash. 
They also have a webpage: www.foamandwash.com and followers 
on Facebook, www.facebook.com/foamandwash. The company 
also participates in an annual community event called “Paws In 
The Park,” where vendors, owners and dog lovers get together to 
show off their pets and find out about all the latest and greatest 
products and services available in the area.

It must be working. Justin estimates the Poughkeepsie dog wash 
sees about 2-3 dozen dogs a week. It’s been in operation for 
four years and the company has expanded. They now offer dog 
washes at their Newburgh and Fishkill, New York, locations as well.

The Pampered Pooch in Colorado
Smudge Car & Dog Wash in Colorado Springs takes the car/dog wash to new levels with custom-built 
tubs made from actual truck beds so even the Great Danes and St. Bernards have room to bathe. 
Owners can wash their own pets or pamper themselves by making an appointment for grooming 
services offered onsite. The company’s website, www.smudgewash.com, gives a complete list of 
services available for the do-it-yourselfer or the you-do-it-for-me customers. There’s even a dog park 
next to the wash so your canine companion can air dry or show off his freshly coiffed style to his 
friends.

To get customers to come back once they try the dog wash, Smudge Wash offers monthly discount 
packages. They even team up with other service providers. In April, they are holding a Well Animal 
Institute for pet owners who make reservations. Canine teeth cleaning and other services are offered. 
By working with other pet care professionals, the operation increases its advertising reach by reaching 
potential customers through the partner businesses.

Dog Wash Station  
at Glen Burnie Car  

and Dogwash

Behind the Scenes of the 
Dog Wash Station at Glen 
Burnie Car and Dogwash

It’s never too late to wash your dog. In Poughkeepsie, New York, if
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Patent # - 7,764,194

866-301-CCTV
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 LustraFoam with Carnauba Wax gives you the 
opportunity to upsell and experience the technology 
DQG�EHQHÀ�WV�WKDW�WKH�8OWUDÁ�H[�V\VWHP�RI�SURGXFWV�DQG�
equipment provides. 
 Call Lustra today to have your customers start 
H[SHULHQFLQJ� WKH� EHQHILWV� WKDW� /XVWUD)RDP� ZLWK�
Carnauba Wax provides. ®

Div of        

800-225-2231  www.LustraBear.com

ONE Product
CAN INCREASE YOUR PROFITABILITY

Long-lasting Shine  Surface Protectant
Pleasing Unique Scent  Ability to Add Color

with

Pleasing Unique Scent 

Click the QR code to 
see LustraFoam® with 
Carnauba Wax being 
applied.
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They say if you want to learn about something, find someone who knows. At the NRCC carwash 
show last year, a roundtable discussion on social media was led by Sara Park, marketing manager 
with Hoffman Car Wash. Sara’s insight, as it directly applied to the carwash industry, was invaluable. 
When assigned to write on social media, I did not hesitate to call on Sara, who may well be 
regarded a master in carwash marketing. She graciously shares her experience and expertise.

Social Media in the Carwash Business:
How One Company Makes it Work

BY DEB MURPHY

“If you want to learn something, 
read about it. If you want to 
understand something, write 
about it. If you want to master 
something, teach it.”
-Yogi Bhajan
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Wash Trends: How long has Hoffman Car Wash Company been in business? 

Sara Park: Since 1965. We are very excited to celebrate 50 years in business next year.

WT: And how long has social media been a part of your business? 

SP: Only for about the last two to three years. We knew we needed to jump on the Facebook and 
Twitter bandwagon, but we haven’t spent a lot of time developing this area of our business. We’ve 
been sending email since about 2008. We’ve also been using YouTube for a while now. Social 
media isn’t just Facebook and Twitter any more. Email, YouTube, blogging, Instagram and Pinterest 
are all on the rise.

WT: How has it impacted your business positively? 

SP: Social media has its pro’s and con’s. We don’t see it a huge driver of business or profit.

WT: How about negatively? 

SP: Customers are allowed to post their complaints in an open forum. We often find that they have 
already contacted our customer service manager, but we haven’t had the time to respond to the 
customer yet. They are angry so they share their story with everyone before we have a chance to 
resolve the issue. When this happens we address the customer within the open forum. We never 
delete or block their posts. We answer open and honestly. I believe this shows our character and 
our values to our other customers.

WT: What social media venues do you find most effective? 

SP: I’m not sure that we’ve found anything that beats email. Our current email club consists of 
approximately 85,000 customers. These emails do generate more revenue than any other source 
of social media.

WT: Who monitors your social media programs and what is the cost associated with maintaining a 
social media campaign? 

SP: We hired people to manage our social media programs and we never find anyone who 
understands our business as well as we do. In the end it becomes tiresome and frustrating and we 
end up managing the campaigns ourselves. We now have a digital marketing specialist on staff, 
and he handles all of the social media posts. We often post our emails on Facebook and Twitter. 
There’s no point in wasting that creative outlet. Having someone in-house who knows the business 
has been the best way for us to maintain and manage these campaigns.

WT: How do you see social media impacting the future of the industry? 

SP: Honestly, I’m not entirely sure. At one point Facebook had mentioned they would open up 
e-commerce options for businesses. This would have allowed us to sell our carwashes online via 
Facebook as well as our website. However, Facebook withdrew from that business-focused idea. 
They maintain their vision of being a communication application for all of their users. They even 
beat Google for most used online application.
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A Division of National Pride Equipment

Same Day 
Shipping

Expanded 
Inventory

Multiple  
Distribution 

PointsQuality First, 
Service Second  

to None

No Part #
No Customer #

No Problem

Full Line  
Self-Serve  

Equipment

www.CarWashSuperstore.comOrder Now: 877-ONE-WASH
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If a carwash company can find a way to make what they do personal 
and interesting, then they will be successful with social media. If their 
followers feel as though they know the person who is posting, then 
they have found the magic key to making social media work. People 
don’t follow a carwash company to be sold carwashes 365 days a 
year. They follow a carwash company to know more about a business 
they like and one that they enjoy patronizing. Followers like to feel 
as though they are on the ‘in’ by following a specific business. They 
like special offers to Facebook or Twitter members only; pictures and 
video of new equipment and how it works; funny stories about what 
you found when you cleaned out the pit. 

The biggest hit is posting information about community events. With 
22 stores, we haven’t been able to find a way to make our posts as 

personal and engaging as we would like. However, when we post about food drives and Veteran’s 
Day, we get a lot of feedback and sharing because these are engaging topics for our followers. A 
wash company with two to three washes may be able to master the fundamental skill of how to 
engage followers and how to personalize their posts.

We hope to roll out a blog by the end of 2014. The blog will live on our website but will be posted 
into our social media sites as well. By blogging two to four times a month, we hope to improve our 
website’s SEO (search engine optimization). For companies who have a hard time being found on 
Google, this would be my first recommendation. Write a blog and create a link on your webpage 
to access the blog. Google’s web crawlers will pick up two helpful things within your blog. One will 
be the relevant key words and phrases that you write in your blog. If you write a blog about a new 
hot wax product, Google will pick up on key words such as “hot wax” and it will be more likely to 
display your website to those searching for hot wax in your area. The second thing Google’s web 
crawlers will pick up on is new content. If you are blogging two to four times a week, then Google 
will be more likely to boost your site up on the search results. Free content is important to Google. 
They like to include those websites closer to the top of page one.

The other big social media application for business is YouTube. I can’t forget to mention the 
importance of YouTube. If you visit our website, you’ll see YouTube links that explain our detail 
services. These videos are posted on YouTube on our Hoffman Car Wash YouTube channel. 
Customers can browse different videos about different detail services we offer. Eventually, we 
would like to offer short videos that explain each of our services. This accomplishes two things. This 
provides links from our site to YouTube and it increases our SEO ranking. This also addresses the 
younger demographic and their affinity for watching a video rather than reading a description of 
a service. You still need to list the descriptions, but adding a short YouTube video to better explain 
that service would be beneficial. Such a huge percentage of people window shop online before 
making a purchase--so make sure your website gives them all of the information they will need to 
make a well-informed purchase.

www.hoffmancarwash.com

Like them on Facebook

Watch them on YouTube

Interviewee, Sara Park, 
Marketing Manager with 

Hoffman Car Wash
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icscarwashsystems.com  |  800-642-9396
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Hogs Hair FoamMaster® 
Product #212302 

 
 
 
 
 
 
 
 
 

Hogs Hair Tri-Level Squeegee  
Product #224906 

�

ERIE Hogs Hair Brushes Achieve: 
 

� Less Wear 
� Produce a cleaner car 
� INCREASE your profits  
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Carwash Words is a weekly blog, with 
a new post each weekend. Posts are 
written by an array of carwash industry 
folks on carwash related topics of their 
own choosing. It is my observation 
that innovation in the carwash industry 
springs from individual hard work and 
flashes of genius, coupled with a healthy 
competitive environment. 

The trends don’t trickle down from a few 
people at the top. On the contrary, they 
seem to percolate up from the bottom. In 
my opinion, that is why a magazine like 
WashTrends is important to the industry. 
Somebody needs to keep an eye on what 
is driving change and report it throughout 
the industry. 

BY PAT TROY, PUBLISHER OF WASHTRENDS

A Weekly Blog Posting from WashTrends and the Industry Leaders 
From the WashTrends.com website

BLOG

• Survival Tips: What I Learned From The Car Wash Show 
 by Brent McCann

• The Importance of Online Visibility in Carwash Industry 
 by Clint Allerton

• Innovative Advertising Strategies in The Carwash Industry 
 by Alec Gardner & Aldo Bocanegra

• Carwash Industry: Constructive Criticism In The Workplace 
 by Buddy Royal

APRIL

• Building Your Carwash & Detailing Business From The Ground Up 
 by Clint Allerton

• Dealing With Weather In The Carwash & Detailing Business 
 by Clint Allerton

• The Carwash Industry Perseveres 
 by Brent McCann

• Managing by Metrics 
 by Derek Martin

MARCH
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Buyers GuideBuyers Guide

AMERICAN GARAGE DOOR SUPPLY, INC.
1225 Industrial Park Dr SE
Bemidji MN 56601
United States
kevin@americandoorsupply.com
http://www.carwashdoors.com

American Garage Door Supply Inc. designs and 
manufactures door, operator and radiant heater 
WYVK\J[Z�ZWLJPÄJHSS`�MVY�JHY^HZOLZ��4HU\MHJ[\YLK�
products include the Survivor Polycarbonate Carwash 
Doors, Supralift and NuMax Air-Powered Operators, 
Stainless Steel Track & Hardware, Magnum SP 
Rollers, Daystar Stainless Steel Infrared Heaters, and 
products designed for maximum performance in tough 
conditions. Complete line of universal and brand name 
replacement products for renovation or repair.

ARIMITSU PUMPS
700 McKinley St., NW
Anoka, MN 55303
(763) 205-8341 (phone)
(763) 433-0404 (fax)
greg@arimitsupumps.com
www.arimitsupumps.com
Product List: Arimitsu Pumps

Since 1923, Arimitsu Pumps has been providing 
[OLZL�J\Z[VTLY�YLJVNUPaLK�ILULÄ[Z!�8\PL[�:PTWSL�
8\HSP[ �̀�7YV]LU�OPNO�LѝJPLUJ`�HUK�YLSPHIPSP[ �̀�(YPTP[Z\�
delivers lower cost of ownership. Learn why more 
owners and operators now specify Arimitsu Pumps 
on their new or existing equipment while migrating 
away from old and costly habits.

BLENDCO SYSTEMS, LLC
1 Pearl Buck Court
Bristol, PA 19007
215-781-3600 (phone)
215-781-3601 (fax)
kswope@blendco.com
http://www.blendco.com
Product List: SuperSat Custom Detergent Systems, 
Red Rhino Waxes and Dressings, Two Clean, 
Durashield Total Car Protectant, Tunnel Vision, Total 
Tunnel, Diamond Magic Tire Shine, NEW Cool Dry, 
NEW SuperSat 700 Plus

Blendco Systems, LLC manufactures and supplies 
a full line of transportation cleaning products, 
including formulated powders, liquids, SuperSat 
Custom Detergent Systems and Red Rhino waxes 
and dressings. Blendco has been providing the 
transportation cleaning industry with innovative 
detergent solutions for more than 30 years. At 
Blendco, we\’re dedicated to providing you with the 
very best in car wash products to take you where 
you want to go- putting out cleaner cars faster and 
easier and improving your bottom line.

CARWASH SOLUTIONS
23 East First Street, SE
Leesburg, VA 20175
571-220-6997 (phone)
703-777-7994 (fax)
tighegillis@carwashsolutions.net
www.carwashsolutions.net
Product List: Belanger equipment-Belanger 
manufactures the following well known brands: 
Vector™, Freestyler™, Enduro Class 60™, Pro Class 
100™, insta-Kleen™, Duratrans™, DuraShiner™ and 
8\PJR-PYL�
Carwash Solutions is a service-driven company with 
customers in Virginia, Maryland, Washington DC, North 
Carolina, South Carolina parts of West Virginia and 
Pennsylvania. Our customers are car wash retailers, gas 
station operators and auto dealers. Carwash Solutions 
proudly sells Belanger equipment. In addition to our 
WYVK\J[Z��^L�HSZV�VќLY�[OL�MVSSV^PUN�]HS\L�HKKLK�
ZLY]PJLZ�[V�PUJS\KL!�ZP[L�L]HS\H[PVU��ZP[L�KLZPNU��ÄUHUJPHS�
consultation, engineering support, project management, 
installation expertise, sales training, service training, and 
marketing support. We look forward to earning your 
business!

CLEAN EDGE CO.
3121 Wilmarco Drive
Baltimore, MD 21223
443-524-0864 (phone)
1-800-982-2436 (toll-free)
info@cleanedgeco.com
www.cleanedgeco.com
Products List: “CleanGreen” earth friendly 
products,”Clean-Concentrate” super concentrates, 
9LÄSSHISL�JVU[HPULYZ��LSPTPUH[LZ�KY\T�KPZWVZHS�HUK�JVZ[�
of 55 gallon drums, “Safe-Acid” wheel cleaners (non hF 
formula)

Clean Edge is a custom blender of car wash chemicals. 
>L�^PSS�KLZPNU�WYVK\J[Z�[V�TLL[�`V\Y�ZWLJPÄJ�JOLTPJHS�
needs. We Service Belanger and many other major 
brands of equipment. Our service department is open 7 
days a week.

DIAMONDSHINE
1340 East 289th Street
>PJRSPќL��6/���� �
440-585-1100 (phone)
440-585-1195 (fax)
customerservice@diamondshine.com
www.diamondshine.com
Product List: Green&Clean, WeatherGuard, Black 
Diamond, Vividplus, Sensations, Assault, GrimeBuster, 
Cleantech, Foamtech, Fast Break X55, Bead Up, 
Premium, Wheel Guard, Blitz, Infusions

+PHTVUK�:OPUL�0UJ���OLHKX\HY[LYLK�PU�>PJRSPќL��6OPV��
is a family-owned business manufacturing quality 
chemical solutions for more than six decades. Products 
are manufactured and distributed globally from its 
106,000 sq.ft. facility, allowing for sustained growth 
now and into the future. Diamond Shine has built its 
reputation on long-term relationships and customer 
satisfaction and prides itself on providing cutting-edge 
JOLTPZ[Y`�HUK�JVZ[�LѝJPLU[�ZVS\[PVUZ��+PHTVUK�:OPUL�
VќLYZ�WYLTPLY�ZLY]PJL�HUK�THYRL[PUN�Z\WWVY[�[OYV\NO�H�
team of distributors and representatives committed to 
helping operators achieve product performance, cost 
LќLJ[P]LULZZ��HUK�WYVÄ[HIPSP[ �̀

DRB SYSTEMS, INC.
3245 Pickle Road
Akron, OH 44312
800-336-6338 (phone)
330-645-2299 (fax)
info@drbsystems.com
www.drbsystems.com
Product List: POS Systems, Self Pay Terminals, Tunnel 
Controller, RFID

Computer solutions for the car wash and quick lube 
industry. Our point-of-sale cash register system tracks 
your sales and labor as well as connects to your tunnel 
controller. We provide strong marketing solutions like 
loyalty promotion, customer tracking, ticket book control 
and prepaid cards. Our popular products include 
SiteWatch®, TunnelWatch®, Portable Touch Terminal, 
Xpress Pay Terminal®, FastPass®, and the Automatic 
Recharge Module®.

DULTMEIER SALES
13808 Industrial Rd.
Omaha, NE 68137
800-228-9666, 800-553-6975 (phone)
402-333-5546, 563-386-5448 (fax)
dultmeier@dultmeier.com
www.dultmeier.com

Dultmeier Sales has been supplying and manufacturing 
equipment and supplies for the carwash industry 
since 1982. Bill and coin meters, triple foam systems, 
pumping stations, foam brush, spot-free rinse systems 
and pressure washers are just a few of our product 
VќLYPUNZ��+\S[TLPLY�HSZV�YLWYLZLU[Z�V]LY�����WYVK\J[�
lines and manufacturers. With two warehouses and over 
a million items in stock, we can easily meet your supply, 
parts and equipment needs. Give us a try!!

EXTRUTECH PLASTICS, INC.
5902 West Custer Street
Manitowoc, WI 54220
888-818-0118 (phone)
920-684-4344 (fax)
info@epiplastics.com
www.epiplastics.com
Product List: P2400 Wall Panel, P1300 Ceiling Panel, 
Colored Panels, Corrosion-proof PVC Doors

Extrutech Wall and Ceiling Panels create a bright, 
clean, inviting experience for your customers. For use 
in self-serves, automatics, tunnels and perfect for new 
VY�YLM\YIPZOLK�JVUZ[Y\J[PVU��7HULSZ�HYL�H]HPSHISL�PU���ґ�
HUK���ґ�^PK[OZ��HUK�J\[�[V�[OL�PUJO�MYVT�SLUN[OZ���[V����
feet. Install quickly with no exposed fasteners, providing 
a smooth easy to clean surface. Come with a ten year 
^HYYHU[`�HUK�*SHZZ�(�ZTVRL�HUK�ÅHTL�YH[PUN�
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HAMILTON TRANSACTION KIOSK
ADVANCED TECHNOLOGY. 
RUGGED CONSTRUCTION.

Hamilton Manufacturing has been in 
business since 1921 and in the Car Wash 
Industry for over 30 years. We are recognized 
as an industry leader in the development, 
manufacturing, and support of automated 
point-of-sale transaction systems; Data Access 
Networks, and token/change machines.  
Hamilton products are designed and built to 
improve customer convenience and loyalty, 
while o!ering contemporary technology, and 
durability. 

PROUDLY MADE IN THE U.S.A.

For more information about our full line of  
carwash products, visit us online or call:

888.723.4858
hamiltonmfg.com 

Hamilton Transaction Kiosk (HTK)
!e Hamilton Transaction Kiosk (HTK) is the next generation of point-of-sale transaction 
systems o"ering convenience, security and increased marketing capabilities in one machine.  !e 
HTK o"ers access via the Internet to view and print audit reports, clear so# errors, change prices 
and display messages.  Added security features such as a high security door, password protection, 
heavy duty interior and exterior locks, a security camera and a separate locked chamber o"er 
unattended car wash owners peace of mind. !e brilliant display on the HTK is ideal for 
promoting other areas of the car wash owners business and allows for promotional messages and 
custom graphics as well as video capabilities.  !e HTK’s features can be customized to meet the 
individual needs of car wash owners.  Available features include touch screen, bar code reader, 
custom graphics, voice and videos and a dual bill dispenser.  

Contact – For more information or to request a quote, contact Hamilton Manufacturing Corp. 
directly at (888)723-4858, or visit us online at www.hamiltonmfg.com.
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HOWCO, INC.
1521 East 3rd Street
Charlotte, NC 28204
704-731-2073 (phone)
704-333-4399 (fax)
howcosales@howco.com
www.howco.com
Product List: Howco, INC., Turtle Wax, Armor All, Hanna 
Jim Coleman, Istobal USA, Autec, INC.

HOWCO dedicates itself in providing superior quality 
car wash equipment, supplies, and chemicals. Above 
all else though, HOWCO is about supporting car wash 
investors and operators with the hands on assistance 
they need to keep their projects moving. HOWCO’s 
strength is in its people, experience, and reputation. 
Utilizing the latest equipment and processes, HOWCO 
employees provide assistance in sales, project planning, 
installations, parts, chemicals, and service in the 
Southeast and Mid-Atlantic geographical areas.

HOWCO is a full line distributor of professional car 
^HZO�JOLTPJHSZ��>L�VќLY�[OYLL�JOVPJLZ!�;\Y[SL�>H_��
Armor All Professional, and HOWCO private label 
brand. Our relationship with our manufacturers allows 
\Z�[V�IL�H�JVZ[�LќLJ[P]L�KPZ[YPI\[VY�VM�[OL�P[LTZ�`V\�
need. We know the demands professional car wash 
VWLYH[VYZ�OH]L�HUK�^L�HYL�WYV\K�[V�VќLY�[OL�TVZ[�
innovative items in the industry to help you achieve 
cleaner cars. Turtle Wax and Armor All Professional 
VќLY�H�JVTWYLOLUZP]L�SPUL�VM�WYVK\J[Z�[V�TLL[�`V\Y�
car washing needs. Using these two name brand 
manufacturers can help you earn co-op points towards 
`V\Y�THYRL[PUN�LќVY[Z�

ICS (INNOVATIVE CONTROL SYSTEMS)
1349 Jacobsburg Road
Wind Gap, PA 18091
610-881-8000 (phone)
icscarwashsystems.com
Product List: WashConnect®, Tunnel Master® wbc, 
;\UULS�4HZ[LY���1Y���(\[V�:LU[Y`��ÅL_��(\[V�:LU[Y`��
Petro, Auto Passport™

Innovative Control Systems is the leading provider of 
innovative business solutions for the carwash industry. 
Our mission is to help our operators achieve success 
through advanced control products and management 
solutions. We maintain an extensive distribution network 
throughout North America and Australia.

JBS INDUSTRIES
2550 Henkle Dr
Lebanon OH 45036
1-888-745-0720 (phone)
sales@jbsindustries.com
jbsindustries.com

8\HSP[ �̀�PUUV]H[PVU��ZLY]PJL�HUK�]HS\L�HYL�[OL�MV\Y�N\PKPUN�
principles that make JBS Industries a trusted chemical 
provider for the car wash industry since 1979. We 
simply deliver higher dilutions, more fragrances, brighter 
JVSVYZ��ZOPUPLY�]LOPJSL�ÄUPZOLZ�HUK�JSLHULY�JHYZ��*HSS�
us today at 1-888-745-0720 or visit us online at www.
jbsindustries.com. We are Just Better Soap.

LUSTRA PROFESSIONAL CAR CARE PRODUCTS
1997 American Blvd.
De Pere, WI 54115
(800) 225-2231 (phone)
(920) 337-9410 (fax)
cwsales@lustrabear.com
lustrabear.com
Product List: Presoaks, bases, boosts, Sealants, 
Conditioners, Drying Agents, Accessories

3\Z[YH��VќLYZ�OPNO�X\HSP[ �̀�PUUV]H[P]L�JHY�JHYL�
products, exceptional service and creative marketing. 
<S[YHÅL_�PZ�3\Z[YH»Z��HK]HUJLK�Z`Z[LT�VM�\S[YH�
concentrated, environmentally-friendly car wash 
products, packaging and equipment. This allows you 
to create an extraordinary Car Wash Experience for 
your customers, while controlling operating costs, 
and improving safety and handling. Lustra’s™ global 
network of distributors provides local support when 
you need it. Let Lustra™ make your car cleaning and 
WYVK\J[�VќLYPUNZ�[OL�ILZ[�PU�`V\Y�THYRL[�

MANNI’S WASH SYSTEMS
1131 Greensburg Rd.
Lower Burrell, PA 15068
(800)552-4492 (phone)
(724)337-8554 (fax)
Frank@manniwashsystems.com
www.manniwashsystems.com
Product List: In-bay automatics, complete self-serve, 
ÅVVY�OLH[��JOHUNL�THJOPULZ��WHY[Z�HUK�Z\WWSPLZ
Manni’s Wash Systems has been in business for 34 
years! Buy direct and save today.

PDQ MANUFACTURING, INC.
1698 Scheuring Road
De Pere, WI 54115
920-983-8333 (phone)
920-983-8328 (fax)
sales@pdqinc.com
www.pdqinc.com
7YVK\J[�3PZ[!�7+8»Z�WYVK\J[Z�PUJS\KL�3HZLY>HZO��HUK�
Tandem® RiteTouch in-bay wash systems, WashTools 
tunnel wash systems, MaxAir dryers, Access® 
Customer Management Systems, Wash Access Loyalty 
Systems (WALS), and Site- Management Systems 
(SMS).

LaserWash® Touch Free In-Bay Vehicle Wash System 
·�7+8�4HU\MHJ[\YPUN��H�+V]LY�*VTWHU �̀�PZ�H�SLHKPUN�
designer and producer of vehicle wash systems. 
LaserWash® and Tandem® brands of in-bay systems 
and WashTools conveyor tunnel products are cleaning 
vehicles in thousands of facilities around the globe. 
7+8�HSZV�WYV]PKLZ�^HZO�THYRL[PUN��J\Z[VTLY�SV`HS[`�
and wash payment products under the ACCESS® 
IYHUK�UHTL��:PUJL�� ����7+8�4HU\MHJ[\YPUN�OHZ�
YLWYLZLU[LK�7LYMVYTHUJL��+LWLUKHIPSP[`�HUK�8\HSP[`�
with outstanding products, and support that contribute 
[V�V\Y�J\Z[VTLYZ»�WYVÄ[HIPSP[ �̀

UNITEC
7125 Troy Hill Drive
Elkridge, MD 21075
443-561-1200 (phone)
410-579-6827 (fax)
marketing@startwithunitec.com
www.StartWithUnitec.com
Product List: C-Start, Sentinel, Portal, Wash Select II, 
WashPay and EZ Trak

Unitec develops, manufactures and services automatic 
payment stations for unattended car washes. Our 
technology enables car washes to run 24/7, helping 
owners increase revenue and improve their marketing at 
the same time. From swipe-and-go credit card kiosks 
to internet-enabled touch screens integrated with fuel 
pumps, Unitec machines work in any environment, with 
any type of car wash control system. We design custom 
solutions, as well.

WARSAW CHEMICAL CO., INC.
P.O. Box 858
Warsaw, IN 46581
800-548-3396 (phone)
574-267-3884 (fax)
www.warsaw-chem.com
Product List: Car Choice®, MicroDrum®, Green Line 
Solutions™

>HYZH^�*OLTPJHS�*V���0UJ��VќLYZ�V]LY�[^V�O\UKYLK�
Car Choice® Brand car wash and Maintenance 
products internationally and throughout the United 
States. The Car Choice® line includes products for 
self-service, automatic, and conveyor carwashes, 
including pre-soaks, detergents, foam brush shampoos, 
clear coat conditioners, the MicroDrum® ultra-
concentrate packaging line and Green Line Solutions™ 
environmentally friendly products.

WASHTECH
P.O. Box 573
Earlysville, VA 22936
800-448-4735 (phone)
434-978-4328 (fax)
washtech@laser-washtech.com
http://laser-washtech.com
Facebook: facebook.com/Washtech
LinkedIn: Click to view
7YVK\J[�3PZ[!�7+8��3HZLY>HZO��4HJ5LPS��*HYVSPUH�7YPKL��
3\Z[YH��.PUZHU���<UP[LJ��<S[YHÅL_
Washtech sells, services and supplies car wash 
equipment to all segments of the Car Wash Industry. We 
operate the largest service department in the industry 
with same and next day service throughout VA, MD, NJ, 
DE, PA,and WV.
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Liberator easily connects inside your Hamilton Auto-Cashier 

to give you these additional features:

Hamilton Auto-cashiers are top of the line. 
Why not make something that’s great, even better? 

See how Liberator can take your bottom line to the top while minimizing downtime.

by

TURBO CHARGE
Your Hamilton Auto-Cashier
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Unitec recently announced the appointment of Tom Furey to its leadership team as vice 
president of operations. In this role, Mr. Furey is responsible for manufacturing, engineering 
and customer service activities.

“I am excited to be part of a team that has such deep experience and a leading reputation 
in the market,” said Mr. Furey. “Yet even with such a strong history, Unitec is focused on the 
future, making positive internal changes in order to enhance company performance while 
innovating solutions to help our customers better achieve their objectives. My professional 
career has been built around product and process innovation, and Unitec’s culture and 
strategy align perfectly with my personal business philosophies.”

Prior to joining Unitec, Furey worked in various manufacturing companies in operations 
and general management roles. Most recently, he was president of the Industrial Business 
Unit at Standard Register. Prior roles included chief supply chain officer, vice president of 
manufacturing at Standard Register, and director of operations at Avery Dennison. Furey 
is a veteran of the first Gulf War. Additionally, he holds a B.S. in mathematics from the U.S. 
Naval Academy,and master’s degrees in industrial engineering, mechanical engineering and 
business administration from California State University Northridge and the Massachusetts 
Institute of Technology.

“We’re extremely pleased to have someone with Tom’s exceptional operational background 
paired with strong engineering and product development expertise,” said Pam Piro, 
president and CEO of Unitec. “Tom’s abilities and focus aligns flawlessly with Unitec’s 
greater emphasis on enhancing the customer experience through product innovation and 
customer service.”

Furey is a sports enthusiast, participating in lacrosse, mountain biking and weightlifting. 
He is married with children aged 23, 16 and 8. He and his wife Karen will be relocating their 
family to the Baltimore area.

UNITEC ANNOUNCES APPOINTMENT OF TOM FUREY TO
LEADERSHIP TEAM AS VICE PRESIDENT OF OPERATIONS 
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On April 1, the International Carwash Association proudly recognized carwash industry 
pioneer Leo Russeau and inducted him into the Car Wash Hall of Fame. He received 
the honor posthumously in recognition of his place in history as the father of the first 
automated carwash machine, the “Minit Man.” The award was presented today by ICA 
board President Gary Dennis at The Car Wash Show 2014 in Chicago.

Rousseau developed the Minit-Man system, a five-step carwashing production process 
that took the industry by storm after World War II. Prior to this, carwashes, known as 
“automobile laundromats,” consisted of men washing a car by hand as it was moved from 
station to station. The Minit-Man system revolutionized the industry by providing a chain 
conveyor, side brushes, a top brush, vacuums and blowers for $16,000. “Given that the 
carwash industry is celebrating 100 years of carwashing in 2014, we thought it was fitting 
to recognize one of the industry founders,” said Eric Wulf, CEO of the International Carwash 
Association. “His invention literally spawned an industry.”

The 2014 Hall of Fame Award was presented in conjunction with The Car Wash Show 2014, 
the largest carwash event in the world, taking place March 31 to April 2, 2014, at McCormick 
Place. Cynthia Watson, granddaughter of Leo Rousseau, accepted the award on his behalf.

Zep Vehicle Care, a division of Zep Inc. and the largest provider of carwash products and 
chemistry to the professional carwash industry, today announced the release of the Assure 
Precision Dispensing System (PDS), a compact and easy-to-install chemical dispensing 
solution for conveyor carwash sites. 

The innovative and ultra-compact Assure PDS is designed to accurately and consistently 
dispense up to 12 of Zep Vehicle Care’s highly concentrated chemistries, utilizing Hydra-
Flex’s patented Aqua-Lab technology. The direct-inject system uses boosted pressure 
to optimize chemical performance and provide improved vehicle coverage, yet takes up 
less space and requires less maintenance than traditional mixing, dosing and pumping 
equipment. The Assure PDS system includes air-actuated stainless steel valve panels, a 
primary and back-up pump, and motor controls – all mounted on a Line-x protective coated 
rack and delivered pre-wired and pre-plumbed for fast and easy installation. 

“We are happy to be working with Hydra-Flex, which is a known leader in dispensing 
systems for our industry,” said Darrin Baum, vice president and general manager of Zep 
Vehicle Care. “We are excited to be able to offer this advanced dispensing system as part 
of our new Assure Platform. Together with our advanced super hyper chemistry, new 
“cubitainer” packaging and reservoir system, the Assure Car Care System makes managing 
operations easier, safer, and better for our customers.”

LEO ROUSSEAU INDUCTED INTO CAR WASH HALL OF FAME

ZEP VEHICLE CARE UTILIZES HYDRA-FLEX TECHNOLOGY TO 
INTRODUCE THE ASSURE PRECISION DISPENSING SYSTEM 
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SONNY’S Enterprise Inc. names Kevin J. Collette as vice president of sales - Compact 
Tunnel Organization (CTO). In his new role for CTO, Collette will create and oversee the 
distribution network for SONNY’S line of mini tunnels, as well as all sales to high-volume gas 
station, c-store, and self-serve automatic sites. 

“We welcome Kevin to our team and feel that his wealth of knowledge and experience will 
greatly benefit SONNY’S and help our customers grow their businesses,” said SONNY’S 
CEO Paul Fazio. “We are confident that our Xtreme Xpress mini tunnel line is the perfect 
addition to help them grow profitability.”

Collette was a co-founder of Istobal USA, where he served as president and was responsible 
for Istobal operations in the United States and Canada. He studied at the University of 
Maine, where he majored in business.

SONNY’S, the largest manufacturer of conveyorized carwash equipment, parts and supplies 
in the world, and Superior Auto Extras, leading national distributors of merchandise to 
the carwash industry, have announced a new strategic relationship. Superior Auto Extras 
will take possession of the assets of the auto accessories/impulse division of SONNY’S 
Enterprises Inc., marketed in the Auto Accessories catalog.

 “When my sister Barbara came to me and explained her two-year plan to move to North 
Carolina and retire, that seemed like a long time in the future. Turns out that was two 
years ago and her last days with us will be spent in Chicago at the ICA Car Wash Expo 
saying goodbye to the clients and vendors she has worked with for years. Barbara’s main 
responsibilities centered on the catalog side of Sonny’s and more specifically focused on 
the Auto Accessories division. With her departure, we decided our clients that buy auto 
accessories would best be served by a company in our industry that specializes in this 
market, so we called Gene and Eddie at Superior,” said Paul Fazio, CEO of SONNY’S The 
Car Wash Factory. “Having gotten to know these guys over my years in the industry, I am 
very comfortable with this decision.

“We were going to introduce our new 2014 Accessories catalog at the show in Chicago. 
The only change of note was to be in the free freight policy in moving the minimum order 
amount to $300 from $200. With the increases we have absorbed the last few years 
from the shipping companies, we found we needed to increase the order size to make it 
economically feasible to continue the freight policy. Based on the numbers we provided to 
Superior, it is my understanding that they have decided to accept our recommendation and 
go with what was to be our new policy,” said Fazio. 

SONNY’S APPOINTS KEVIN COLLETTE AS VICE PRESIDENT 
OF SALES FOR COMPACT TUNNEL ORGANIZATION

SUPERIOR AUTO EXTRAS TO PURCHASE AUTO 
ACCESSORIES DIVISION OF SONNY’S
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“We are very excited and look forward to servicing the SONNY’S Auto Accessories division 
customers. Superior will continue to offer the same SONNY’S program with a much 
expanded product offering of profit builders for their carwash lobby and showrooms.”

“We’ve been working behind the scenes to put in place the necessary systems to support 
existing SONNY’S accessories clients while creating a strategic relationship with SONNY’S 
that will deliver better value to clients of both companies moving forward,” said Superior 
Auto Extras President Gene Student. With shipping locations in Tennessee and California, 
we are positioned perfectly to service these clients.” To ensure a seamless transition, 
Superior will begin servicing existing SONNY’S accessories clients immediately.

Superior looks forward to servicing the SONNY’S customers, and by the introduction of a 
broader product line, make each of these customers’ showrooms more profitable.

The world’s largest carwash convention and trade show drew more than 5,600 industry 
professionals to Chicago for three days of education, networking and learning about 
new products and services. The Car Wash Show 2014, presented by the Chicago-based 
International Carwash Association (ICA), saw steady traffic among the 300 exhibiting 
companies on the show floor. 

Among the biggest highlights of this year’s show was the keynote address featuring 
Daymond John and Robert Herjavec from the ABC hit TV series Shark Tank. Two carwash 
professionals won a contest and presented their entrepreneurial ideas onstage to John 
and Herjavec during the show. Another highlight for attendees was the 100 Years of Car 
Washing Celebration at the House of Blues.

“The 100 Years of Car Washing Celebration was a great way to kick off an exciting week in 
Chicago,” said Eric Wulf, CEO of the International Carwash Association. “We were thrilled to 
see so many new faces at the show this year.”

ICA is celebrating the 100th anniversary of the carwash industry throughout 2014. The first 
production line carwash in the world is thought to be the “Automobile Laundry” founded by 
Frank McCormick and J.W. Hinkle in Detroit, Michigan, in 1914. Prior to this, car cleaning was 
largely done by hand. 

THE CAR WASH SHOW WRAPS UP A SUCCESSFUL  
WEEK IN CHICAGO
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A Weekly Blog Posting from 
WashTrends and the Industry Leaders 
From the WashTrends.com website

BLOG
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WashTrends Magazine is a publication geared toward carwash 
professionals. It focuses on trends, innovations and impacts in the 
carwash industry. It is an educational benefit to carwash operators, 
employees and suppliers.

WashTrends markets visibility with social media, and creative thinking.

WashTrends is all digital with more OPTIONS than ever before!!!

If you would like an EXCLUSIVE TOUR of WashTrends magazine in the 
digital format contact us today at Info@WashTrends.com
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