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AU G U S T 2014

Welcome to WashTrends August!

August marks the end of summer. There’s still plenty of sunshine 
and fun left to enjoy, but the mood of the seasons is shifting, 
which always creates inspiration for new beginnings and ideas 
for the last two seasons of 2014 yet to come. At WashTrends 
we’re always aware of changing moods in the carwash industry, 
which often signal emerging trends and good energy for 
change, and we’ve uncovered lots of news we think will awaken 
new ideas as the rest of 2014 unfolds. 

This month, we might set your nerves on edge with a question 
about whether the nature of the carwash industry is about 
to change. Our story on self-cleaning paint is an eye opener 
on a subject which you’ll want to know all about. And have 
you considered soft skills in your business approach? Have you 
included “caring” in your strategy for success? We also feature 
two carwashes that share their approach to business. One 
carwash just got bigger and is the biggest carwash chain in the 
country. How did they do it? It’s all here in the August issue of 
WashTrends.

At WashTrends, we’re interested in sharing, learning and 
exploring all the news that’s happening in the carwash industry. 
If you have a story to share about success or strategy or a unique 
approach or product, please feel free to contact us at 410-647-
8402 or info@washtrends.com. We’d love to hear from you.

You can also check out our ongoing conversations happening all 
the time on our blog, Twitter and Facebook page.

We hope you enjoy this issue.

As always, our goal is to bring you up-to-the-minute, unbiased, 
trendsetting information that can move your business to the 
future with economic success.

Happy carwashing!

Sandy Travis Bildahl
Editor in Chief
WashTrends
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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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Mister Car Wash is the largest carwash chain in the country. Look at the map of the 134 Mister Car 
Wash locations across 14 states and follow the locations from Northwest to Southwest, Midwest 
to Southeast and up the eastern seaboard. It forms a big “W” across the USA. In an industry of 
entrepreneurial owners/operators that for the most part are locally based businesses, it is unusual 
to see the scope of Mister Car Wash’s presence in multiple markets. 

Mister Car Wash made news in mid-May when they finalized the acquisition of the six Octopus Car 
Washes in Albuquerque, New Mexico. The Octopus Snow Heights location was made famous as 
the “A1A” Car Wash in the hit television show, “Breaking Bad.” 

Albuquerque Business First reporter Dan Mayfield wrote: “ ‘Coming to the decision to sell was not 
an easy one,’ said Octopus CEO Joel Jurkens… ‘However, we are confident that Mister Car Wash 
will respect the legacy my father and family has built among our long-standing employees and 
within the industry.’” 

“Casey Lindsay, the Director of Merger and Acquisitions for Mister Car Wash, said, ‘The Jurkens 
family is a legend in the industry. We are thrilled that they elected to entrust us with their 
business.’”

When asked if the “Breaking Bad” 
carwash attracted the company 
to purchase the six Octopus 
locations, Sarah Mendez, Mister 
Car Wash marketing director 
said, “Not at all. The Jurkens 
family has done a great job 
with their Octopus locations 
all over the country. It is a very 
well-run operation and they 
were interested in selling the six 
Albuquerque locations. Also, they 
have a good management team in 
place there.” 

BY LUCIA C. REGAN

THE BIG “W”

!e Largest Carwash Chain Just Got Bigger
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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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So what are the changes that Mister Car Wash is planning at the six Albuquerque operations? The 
biggest move that the new owner will make is to change the “touchless” wash system to a new 
“friction” wash. Is it a remodel? Sarah Mendez explained, “This is a rarity to add an equipment 
package not previously in place. It is more like opening a new carwash [because we] have to shut 
down for a few days and install a new rack and equipment package inside the tunnel.” 

The other changes include “layering in marketing programs, new chemistry and wash package 
upgrades, and improvements to the lobbies,” Mendez continued. “We want to make it the best 
wash experience for the customer [because] ultimately, we are carwashers.”

Each location has unique demands. “With so many locations all over the U.S., Mister Car Wash 
supports each location with product and chemical packages that provide the best wash for the 
local environment and particular challenges, whether it is mud, dust, bugs or pollen … or all of the 
above.” Sarah Mendez clarified. 

Since the “Breaking Bad” connection is of interest to tourists and locals, Mister Car Wash will 
maintain the merchandise and memorabilia associated with the TV show. Mendez said that when 
she visited that Octopus facility, several tourists stopped by to visit the carwash that captured the 
attention of millions of viewers. 

As Mister Car Wash grows, so does its headquarters in Tucson, Arizona. The company recently 
announces that it has moved into a larger, “modern, state-of-the-art office space” in downtown 
Tucson. In a recent press release, John Lai, CEO, said, “We have known for a while that Tucson’s 
recent growth has created an environment where people want to work and live and will allow 
Mister Car Wash to continue to attract to -talent to grow our team, while retaining our current 
team of experienced industry experts.”

www.mistercarwash.com
Like us on Facebook
Follow us on Twitter

Mister Car Wash, Oro Valley, AZ
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Keep Your Queue Accurate
and Everyone is Happy
By providing a picture of each
car on a screen at your conveyor
entrance, your loader can visually
confirm that the queue is correct
and make changes quickly if it is
not. CarPics empowers your loader
to immediately fix a queue problem
before vehicles go through the
tunnel with the wrong services.

Speed Up Your Tunnel
Each car picture also shows any messages you want
to attach to the purchase. For instance, if the service
purchased includes wheel cleaning, a “badge” can be
applied to that car’s picture, allowing the loader to easily
recognize what work needs done. No more reading
receipts and slowing down production!

A New Productivity Measurement
The CarPics Vehicle Manager introduces a new statistic
called “Prep Time”. This stat is calculated based on the
amount of time it takes to prep and send each car. On busy
days, you may ask your loader to spend only 30 seconds
prepping each car. CarPics calculates this stat and makes
it available for the loader, the manager and the owner.

Bring Back the Rewash Guarantee!
A popular promotion of the 1990s was the rewash guarantee.
Offered as bad weather protection, the guarantee provided
some comfort that the consumer’s wash won’t be wasted
if it rains tomorrow. Because CarPics takes a photo of every
vehicle, the customer can be asked to confirm the vehicle
they are driving. They can be shown the picture from their
last visit if a discrepancy occurs. This control allows you to
re-introduce a terrific promotion that will further hedge
you against poor weather forecasts.

Double-Check Automatic Recharge Customers
When monthly pass customers return, CarPics shows the
current picture beside a picture from that customer’s last
visit. You will immediately see if the cars don’t match and
can take action or press a “needs attention” button. This
will prevent abuse of the monthly pass plan.

View Customer Names at the Tunnel Entrance
Any customer that you have recorded in the database
and most credit card users will have their name displayed
with their car photo on the CarPics screen. What a handy
tool to greet your monthly pass users or your VIP club
members personally, allowing you to cement the
relationship with your best customers.

The CarPics Vehicle Manager displays pictures of each queued car on a color video screen at your conveyor
entrance to increase production, reduce errors, improve controls and enhance your customer’s experience.

Any “badge” that
you configure can be
applied to queued cars,
notifying your loader
of special conditions
or work that needs
to be done

Create a better
relationship by seeing
the customer name,
when available, applied
to each vehicle

Watch the consumer’s
activity on up to four
XPTs at a time

Instantly show the
current prep time to

your loader for speedier
production time

Compare car pictures
on this visit and last

visit to make sure
monthly pass visitors

are bringing in the
same vehicle

Monitor average prep
time and other stats to

improve productivity

Improve Your Profit Picture…
with CarPicsTM Vehicle Manager

U S I N G T E C H N O L O G Y T O E N H A N C E Y O U R C U S T O M E R’ S E X P E R I E N C E

800-336-6338 Green, Ohio / www.drbsystems.com
© Copyright 2012. All rights reserved DRB Systems, Inc.

DRB CarPics ad Wash Trends:Layout 1 8/15/12 11:11 PM  Page 1
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Jon Gordon is the author of The Carpenter (John Wiley & Sons, 
2014, ISBN: 978-0-470-88854-4, $23.00, www.jongordon.com).

Caring about customers is one of the best ways to 
differentiate your business and gain long-term consumer 
loyalty. But how can employers operationalize such a “soft” 
skill?

“Your best strategy is to teach your employees what caring 
about customers looks like  
in action,” says Jon Gordon. “Suggest specific tactics they 
can employ. When they see how good it feels to care—and 
how good caring is for business—you’ll receive your team’s  
buy-in and continued participation.”

Gordon notes that most of the tips he shares can also apply 
internally. 

“Employees can apply these principles to their interactions with each other, too,” he says. 
“How you treat your coworkers is how you’ll treat customers—you can’t separate the two!”

Here, Gordon shares 11 strategies employees can use to show customers (and each other) 
that they care:

BY JON GORDON

How Can Employees Show Customers They Care?

11 Strategies to Operationalize Caring

  BE PRESENT. 

Most modern workers have so many responsibilities and distractions that it’s tempting to 
listen to clients with only one ear (or half an ear!). You know how it goes: You make the 
appropriate noises during a client call (“Mmmhmmm … I understand…. No, that won’t be 
a problem….”) while simultaneously typing an email to someone else. That’s why giving a 
client your full attention is so meaningful. Being fully present says, “I really care about you 
and what you need from this organization. You are my top priority right now.” 

“Leaders, your employees will be fully present with customers only if you give them 
permission to be,” Gordon points out. “For instance, if you ask someone why she didn’t 
respond to your email sooner and she tells you that she was on the phone with a client, 
you need to be okay with that. You can take a cue from Zappos, which encourages their 
employees to spend more time on the phone with their customers instead of creating time 
limits like many customer service call centers. Instead of rushing through calls, Zappos 
employees focus on being present and caring.”

1
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800.999.7235
www.NACHEMICAL.com

20% off
first

order!
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  SAY IT WITH A SMILE. 

Smile and be polite during all customer interactions. “Can I help you?” said with a smile has a very 
different effect from the same words said without one. If you don’t feel like smiling at any given 
time, Gordon advises you to think of your favorite joke or funny movie scene and make yourself 
smile. It has been scientifically proven that the act of smiling improves your mood and can reduce 
stress! (Actually, a fake smile produces more stress relief. Just so you know.)

2

  CALL CUSTOMERS BY NAME.

When interacting with a customer, ask her name—then remember it and use it. Referring to 
someone by name demonstrates that you see her as an individual with unique needs and 
preferences, as opposed to “just a number” or a source of income.

3

  EXTEND A GENUINE OFFER TO HELP (BUT DON’T HOVER).

It’s true; no one appreciates “that” salesperson who shadows your every step as you browse 
through a store, asking you every two minutes if you need any help. But that doesn’t mean a single, 
simple, heartfelt, “Please let me know if you have any questions or need any help while you’re here” 
won’t be appreciated. It will! Even if a customer knows exactly what she wants, where to find it, 
and how to use it, the fact that you noticed her and offered your assistance will make a positive 
impression and send a powerful message about your company.

4

  BE GENEROUS WITH YOUR TIME.

When someone does have a question or requests help, don’t rush through the task of explaining 
your company’s policy or toss off a piece of canned advice—take your time and really help the 
customer. It’s a conversation, not a lecture. Gordon suggests you ask questions and listen to your 
customers. This lets them know you care about them and their thoughts, and it helps you to better 
understand their concerns so you can help them. Keep in mind this quote from The Carpenter: 
“The world is filled with those who get things done the fastest and the cheapest, but it needs more 
artists, craftsmen, and craftswomen. When you become a craftsman in a world of carpenters, you 
will stand out, and people will clamor to work with you.”

5

  STAY CALM AND RESPECTFUL AT ALL TIMES.  
  (RESIST THE TEMPTATION TO GET DEFENSIVE.)

Sometimes it’s easier said than done, but you should always strive to treat customers with respect 
and deference. Often when a customer is upset (or perhaps even hostile), using soothing words 
that show you care can have a powerful calming effect. “I’m sorry you were dissatisfied with your 
experience. Would you mind telling me how we can improve in the future?” will be better received 
than a perfunctory, “What was wrong with your experience?” or an exasperated, “I don’t think I can 
help you!”will stand out, and people will clamor to work with you.”

6
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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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  RESPOND QUICKLY AND TOUCH BASE OFTEN. 

It’s simple: Return calls and emails promptly. Whenever possible, try not to leave any unanswered 
emails or voicemails overnight. And be proactive with updates, too. Don’t force a client to get in 
touch with you in order to learn the status of an order, for instance. Send daily or weekly updates—
whatever is appropriate. 

7

  BUILD IT UP. 

There is no such thing as a “perfect” job. Every employee in every industry has the occasional 
complaint about work. But that doesn’t mean you should dwell on them or air them gratuitously. 
When you’re talking about your company (especially if you’re on the clock), try to stay positive. 
Focus on the things you like about your work, what’s going well, and what your organization has to 
offer. Spreading discontent to your coworkers can create internal dissent—and that comes across 
to customers in your attitude, even if you never utter a bad word about your company to them. 

“Negative chit-chat damages a brand and may send an undeservedly negative impression about 
it to others,” Gordon points out. “If you care about your organization, help build it up. If you don’t 
care, it’s time for an honest self-evaluation or a new job.”

8

  SEE THE GOOD. 

In Gordon’s book, the carpenter tells his protégé, “When you see the good, look for the good, 
and expect the good, you find the good and the good finds you.” You can apply this principle by 
making an effort to stop thinking of customers as “annoying,” “needy,” “clueless” or “a waste of my 
time.” Instead, choose to see the good in them: “She is genuinely curious about how this product 
is manufactured.” Or, “I admire how responsible he is with his own company’s money.” Or, “Getting 
their business is a big win for our company.” Customers will notice and appreciate the change in 
your attitude. 

9

  DON’T MAKE IT ALL ABOUT BUSINESS. 

During any prolonged or follow-up interaction with a customer, ask them, “How are you doing?” 
Make an effort to learn about return clients on a personal level as well as a professional one and 
follow up on what you discover. If you know that an individual recently had an important event—a 
wedding, birthday, or even a big presentation—ask him how it went. People are surprised and 
pleased when you remember what’s going on with them—precisely because the assumption today 
is that most people don’t care about what’s going on outside their own bubbles.

10
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  ALWAYS GO THE EXTRA MILE. 

Constantly look for ways to make the service you provide just a little bit better. Gordon points out 
that even one percent more time, energy or thought can make a big difference. Even small actions 
(like walking a customer to the door after checking them out, taking five extra minutes to return a 
call before going home, or calling a patient to follow up after they visit your health clinic) mean a 
lot.

Gordon cites a personal example of something little that has made a big impact on him: 
“Oceanside Cleaners near my home replaces missing buttons on my dress shirts at no extra charge. 
This ‘little’ service has earned my loyalty because it shows that Oceanside cares about the quality 
of my clothes and my satisfaction with their services.” 

And those employees who, despite your best efforts, just don’t or won’t care?

“You need to move these people out of your organization (they won’t be top performers if they 
don’t care),” Gordon instructs. “Caring as a success strategy works only when all of your employees 
are on board. Think about it: It takes only one dismissive salesperson or rude customer service rep 
to drive a client away. And you can bet that client will spread the story of how poorly he or she was 
treated by your company!”

11

About the Authors:
Jon Gordon is the author of The Carpenter: A Story About the Greatest Success Strategies of 
All. His bestselling books and talks have inspired readers and audiences around the world. His 
principles have been put to the test by numerous NFL, NBA and college coaches and teams, 
Fortune 500 companies, school districts, hospitals and non-profits. He is the author of the Wall 
Street Journal bestsellers, The Energy Bus, The No Complaining Rule, Training Camp, The Shark and 
the Goldfish, Soup, The Seed, and The Positive Dog. Jon and his tips have been featured on Today, 
CNN, Fox & Friends, and in numerous magazines and newspapers. His clients include the Atlanta 
Falcons, Campbell’s Soup, Wells Fargo, State Farm, Bayer, Culver’s Restaurants, and more. Jon is a 
graduate of Cornell University and holds a master’s in teaching from Emory University. He and his 
training/consulting company are passionate about developing positive leaders, organizations and 
teams.

To learn more, please visit www.jongordon.com.

About the Book: 
The Carpenter: A Story About the Greatest Success Strategies of All (John Wiley & Sons, 2014, 
ISBN: 978-0-470-88854-4, $23.00, www.jongordon.com) is available at bookstores nationwide, 
major online booksellers, or directly from the publisher by calling 800-225-5945. In Canada, call 
800-567-4797. For more information, please visit the book’s page on www.wiley.com.
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The concept of “self-cleaning” paint may be enough to give a carwash operator heartburn.

Earlier this year, Nissan unveiled what it termed as the “world’s cleanest car” – an all-electric Nissan 
Leaf with zero emissions. To carry the “cleanest car” concept even further, the automaker gave a 
demo of one vehicle treated with an after-market paint coating that repels water, oil and grime. 

With this treatment, there would never again be a need to run the car though a carwash. At most, 
a quick rinse with clean water would remove any dirt that had not already “rolled” off. In fact, the 
detergents at the carwash would degrade the no-stick treatment.

Nissan is using a superhydrophobic and oleophobic coating created with nanotechnology to 
create an air barrier between the paint surface and the outside world. The after-market treatment 
is manufactured and distributed by UltraTech International, a privately held firm based in 
Jacksonville, Florida. The firm distributes more than 500 industrial chemicals.

BY TOM SMITH

“Self-Cleaning” Paint

A !reat or an Opportunity?

The Nissan Leaf treated with Ultra-Ever Dry to give it a “self-cleaning” paint 
surface. Nissan USA has treated one car with the coating a multi-city press tour.
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However, the international hype after the Nissan press tour may be a bit premature.

At this point, Nissan has treated only three vehicles – two in Europe and one in the U.S., according 
to Josh Clifton, a spokesman for Nissan USA. At the end of July, Nissan was just beginning to test 
the effectiveness and durability of the coating. Clifton notes that if the material passes the tests it 
will be offered as an after-market treatment for all Nissans, not just the Leaf.

UltraTech has licensed an industrial strength formulation of the coating from a small Lancaster, 
Pennsylvania, firm, Ross Technology, that developed it. UltraTech CEO Mark Shaw says his firm has 
been distributing the coating as Ultra-Ever Dry for 18 months. It has been mainly used for industrial 
purposes to keep oil, water and dirt from sticking on machinery, construction equipment and work 
clothes.

While UltraTech has licensed the industrial strength formulation, Ohio-based RPM, the parent of 
Rust-Oleum paints, has been distributing a consumer compound, NeverWet, for the last 15 months, 
says RPM spokesman Barry Slifstein.

Neither company has any plans to blend the compound into an auto paint product. A check with 
the paint industry’s trade association, the American Coating Association, found that ACA was 
unaware of any member developing a “self-cleaning” automotive paint.

john bildahl
410.991.3580

jbildahl@aol.com
bildahlphotography.com

facebook: john bildahl
CARS • CARWASH PROFILES •  PORTRAITS • EVENTS

John Bildahl Photography
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In fact, it was Nissan that approached UltraTech about 
trying Ultra-Ever Dry as a post-production paint treatment. 
Shaw says his firm was approached after someone 
at Nissan Europe viewed one of UltraTech’s YouTube 
demonstration videos that went viral.

One potential drawback of the Ultra-Ever Dry treatment is 
that it leaves the slick, glossy look of the new car paint with 
a flat matte finish. Nissan is testing the coating on white 
vehicles.

Nissan and UltraTech will be testing the durability of the 
finish. Surfaces on a car wear differently due to the high 
speeds and driving environment; thus, the treatment may 
wear away differently on various parts of a car, Shaw notes. 

At this point, he says they don’t know if the initial treatment will last a year or longer. Tests are 
needed to determine the cost effectiveness of the initial treatment and any subsequent follow-up 
treatments.

Both Shaw and Clifton see at least a full year of testing before a decision is made to introduce it as 
a viable commercial after-market product. At this point, Clifton says Nissan does not see Ultra-Ever 
Dry as a treatment applied by the manufacturer.

Due to the chemicals involved, an industrial respirator and spray equipment are needed for the 
application of Ultra-Ever Dry. Anyone applying the lighter consumer version, Never Wet, does not 
need to use a respirator. Both applications are a two-step process.

Instead of viewing the coating as a threat, Shaw says an Ultra-Ever Dry product application could 
be a new revenue stream for a carwash operator.

In fact, Shaw says his firm would be introducing “a trifecta of cleaning products – clean on the 
outside, clean on the inside and smells clean, ” all of which could be sold at carwashes, he adds.

In addition to Ultra-Ever Dry, Shaw says Nissan is testing Ultra-Ever Shield, which is a fabric 
treatment developed by Luna Innovation of Roanoke, Virginia, and licensed to UltraTech. This 
superhydrophobic and oleophobic treatment was originally developed to treat military uniforms to 
be self-cleaning, lightweight and breathable. All interior fabrics, including leather, can be treated to 
the individual fiber level, and the treated materials will shed water, oil and other liquids. The liquids 
will bead up and not penetrate and thus not leave a stain. This product is already on the market, 
but Shaw says it just has not been sold to the auto after-market.

UltraTech International’s 
CEO, Mark Shaw
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Water cascading off the surface of the Nissan Leaf treated with “self-cleaning” paint. 
With the nanotechnology, water, oil, dirt won’t stick and just rolls off the surface.

Depending upon the outcome of the Nissan tests, Shaw can see carwash operators applying Ultra-
Ever Shield as an add-on item after cleaning a car’s interior.

UltraTech has just signed a licensing agreement with Kimberly-Clark to distribute an odor-
removing compound. In disclosing this new agreement to WashTrends, he says his firm has not 
had a chance to fully explore all the properties of this yet-to-be-named compound. “A pinch can 
remove foot odors from shoes for 50 years,” Shaw says. The real-world durability of the compound 
has yet to be test by UltraTech. For the automotive accessory industry, Shaw sees the “pine tree air 
fresheners” being replaced with similar objects that absorb all the odors without leaving a masking 
scent – “zero scent.”

This product is at least six months from market – perhaps a year, he notes.
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Screaming Eagle Express Car Wash has three locations in Clarksville, Tennessee, which is the only 
city in the county and the closest to Fort Campbell, home of the Screaming Eagles. To honor those 
serving our country, several businesses in the community have chosen the name “Screaming Eagle.” 
The greater Montgomery County community of over 180,000 has embraced the base and it has 
embraced the community. Using the name is a way to express that community pride and support. 
Most business done outside of the base is in Clarksville, unless someone chooses to make the 
45-minute drive to Nashville. The newest of the three carwash locations is just across the street, 
about a half mile from the gate of the base. In an interview with owner, Jeff Burkhart, we discussed 
customer service and social media, as well as environmental factors and being a public servant.

Service Has Many Meanings

Serving !ose Who Serve

BY PAT KLETTKE
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Mr. Burkhart and Screaming Eagle participates in charity work around the community. He gives 
VIP passes, Fastpass or other special packages to local charitable endeavors for door prizes and 
auctions. In honor of Veterans Day, the carwash will be participating in a special free carwash for 
veterans and current military members. This is as part of the Grace for Vets Free Wash Program to 
be held Monday, November 11, from 7:00 am to 7:00 pm in many locations across the country. For 
a list of participating carwash locations and additional information about the program, go to www.
graceforvets.org. While being done nationwide, there is a special connection and opportunity for 
Screaming Eagle Express to honor their local heroes on that day.

SERVING ALL CUSTOMERS

When asked for his top customer service advice, Burkhart said, “Show people you care and be nice. 
That goes a long way. Washing cars is what we do. Give a free wash or give of your time to make 
customers happy. Respond with positive messages.” He provides his cell phone number to allow for 
direct communication and to show that all concerns come back to him.

Social media can certainly help in getting the word out to customers about special opportunities. 
What is important is that those customers then share the news on their posts as well. Screaming 
Eagle still uses radio spots to reach the community. Both forms of media require advance planning 
and lead time to be used most effectively.

The carwash has a website, screamingeagleexpress.com, where it states, “At Screaming Eagle 
Express Car Wash we understand life happens and there is not always time to wash your car. Our 
tunnel systems will have you in and out in three minutes or less with a sparkling clean car! We are 
locally owned and operated and committed to helping you enjoy your carwashing experience!” 
They are on Facebook, where you can join the Car Wash Text Club: Text “WASH” to 68683 for 
special deals and announcements. Customers can leave ratings and comments on the page. 
Screaming Eagle is also on Foursquare. 

SERVING THE COMMUNITY

Environmental issues and practices are important in the carwash industry. It would surprise 
Burkhart to learn of any current carwash locations that don’t recycle water. Certainly, his three 
locations do. Screaming Eagle has completed the requirements and received a Green Certificate 
from Clarksville-Montgomery County. The website for the program, www.mcgtn.org/green, 
explains it this way: “Launched in March 2011, the Green Certification Program is designed to help 
businesses learn and implement best practices in the area of environmental stewardship in an effort 
to sustain our community’s resources through a series of free workshops taught by environmental 
and other subject area specialists. The idea for the CMCGCP originated from a Leadership 
Clarksville study group and is based on successful environmental initiatives that have originated 
globally. The program is an educational component of Montgomery County Bi-County Solid Waste 
Management.”

28 WashTrends / August 2014



29WashTrends / August 2014



Screaming Eagle reclaims all water, and uses mostly recycled water. Only about 15 gallons of fresh 
water is used per wash, while a do-it-yourself wash in the driveway could use about 85 gallons 
of fresh water. The carwash also recycles empty barrels. They shrink wrap and return soap and 
treatment barrels for reuse. Natural light is used as much as possible at the carwash facilities. 
In addition, only natural, non-hazardous soaps are used in the carwashing process. To conserve 
energy, the windows are tinted and the thermostats are maintained at the same temperature during 
the day and adjusted in the evenings. “We want to be good stewards of our resources both from 
the environmental standpoint and to save money,” said Burkhart.

Other than recognizing soldiers and the numerous giveaways, Jeff looks for opportunities to spread 
positive messages on his signage and give back to the community wherever possible. In August, 
Screaming Eagle will be hosting “Wash out Hunger” at all three carwashes to support a hunger 
relief organization called Manna Café. Part of the proceeds from the carwashes will be donated 
to Manna and they will also be taking up collections. “We hope to get a lot of support. Kenny 
and Vicki York have worked tirelessly to care for the hungry in our community,” said Burkhart. 
“Clarksville is my home and I want to support the people who are doing positive things in our 
community.” 

Mr. Burkhart has been in the business over 15 years. He also serves on the boards of various civic 
organizations. He is a current councilman and is a mayoral candidate for Clarksville. Burkhart 
also proudly served as a Clarksville firefighter and assistant fire chief for 25 years. Working on 
environmental issues related to the carwash and on various boards has opened a venue for 
expressing opinions. “Serving with others helps you learn more and want to do what you can to 
help your community. It also gives me an opportunity to make sure the views of the people are 
heard,” he said.

Screaming Eagle Owner, Jeff Burkhart

www.screamingeagleexpress.com
Like us on Facebook
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icscarwashsystems.com  |  800-642-9396

32 WashTrends / August 2014



 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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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

• Employee Theft In The Carwash 
 by Buddy Royal
• What A Carwash Customer Sees
 by Pat Troy
• Spying On Your Carwash 
 by Buddy Royal
• Using QR Codes In The Carwash Industry
 by Jason Fletcher

JULY

• 8 Must-Haves for Opening a New Car Wash
 by MacNeil Wash Systems
• Team Building In The Carwash Industry
 by Craig Hanson
• ...more to come. Visit www.washtrends.com/blog.

AUGUST
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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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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. 
For more information contact Warsaw Chemical 
Co., Inc., P.O. Box 858, Warsaw, IN 46581. Phone: 
800-548-3396, Fax: 574-267-3884. Website: www.
warsaw-chem.com.

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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Please note the following correction to a story that appeared in WashTrends January 2014 
issue. In our story Giving Back Carwash Style, the quote”Nonprofits that want to participate 
in a hands-on-type of way might want to come to the carwash and hold a bake sale, tee-
shirt sale or cheerleader day at the wash,” was incorrectly attributed to Stefan Kovanlenko 
of Brown Bear Car Wash. Also noted in the Brown Bear segment of this story, the amount 
of 2,400,000 was missing a zero and should read as corrected here. This amount of money 
was also raised by local non profits, rather than donated to local non profits. 

Lustra™ Professional Car Care Products has announced the appointment of Jeff Taylor as 
regional sales manager for the southwestern U.S. Jeff has more than 13 years of experience 
in the carwash industry, ranging from equipment installations to managing customer 
accounts. Jeff brings extensive technical knowledge of carwash equipment and provides 
customers with high-quality customer service and support. 

 “I look forward to working with Jeff in this exciting new role. Jeff is going to be a huge 
asset to all of our channel partners that he will be working with through his exceptional 
industry experience, carwash knowledge, work ethic and commitment to excellence,” says 
Rob Raskell, assistant vice president western. “He will be responsible for many of Lustra’s 
close partnerships in some of the largest regions in the western U.S.” 

Taylor states, “I am looking forward to working with our customers to provide industry 
leading products as well as delivery systems. CSI/Lustra is able to provide the complete 
package.”

CORRECTION:

LUSTRA APPOINTS JEFF TAYLOR REGIONAL SALES 
MANAGER OF SOUTHWESTERN U.S. 
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Patent # - 7,764,194

866-301-CCTV
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 Mark VII Equipment Inc., the North American subsidiary of WashTec AG of Germany, the 
world’s largest manufacturer of vehicle cleaning systems, today announced that CEO Steve 
Jeffs will retire at the end of 2014. 

Jeffs joined WashTec in 2005 as managing director of its U.K. subsidiary. In 2007 he 
relocated to Colorado, where he served four years as vice president of sales for Mark VII 
prior to becoming CEO in 2011. 

WashTec is conducting a search for his replacement with the goal having his successor  
in place by January 2015. As part of the planned transition, Pierre-Yves Leclercq, director  
of operations for Mark VII Canada, and Ryan Beaty, vice president, direct sales, for Mark  
VII U.S., will assume additional responsibilities for North America operations effective 
October 1. 

MARK VII CEO STEVE JEFFS TO RETIRE AT THE END  
OF THE YEAR 

A new mural kicking off Marine Week Seattle is displayed at the Brown Bear Car Wash 
located at 1800 15th Avenue Wes.. The permanent artwork celebrates the connection 
between community, country and the U.S. Marine Corps.

On July 25, Brown Bear founder Victor Odermat joined fellow Marine veterans, active duty 
U.S. Marines and guest speaker Randy Engstrom, director of the city of Seattle’s Office of 
Arts and Culture, to unveil the commemorative mural.

A five-member Marine Mural Team created the mural over several days with products 
donated by Sherwin Williams. Each mural is unique to its host city, and this year’s mural is 
intended to serve as a gift on behalf of the Marine Corps to the citizens of Seattle for their 
support during Marine Week.

“The mural is an artistic way to celebrate our city’s bond with the Marine Corps and the 
annual celebration of the relationship,” says Odermat, who founded the company in 1957. 
He said Brown Bear will maintain the mural into the future.

BROWN BEAR CAR WASH CELEBRATES MARINE  
WEEK SEATTLE WITH PERMANENT MURAL
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Over the past eight years, the Seattle-based company has washed over 200,000 vehicles 
during twice-annual “free carwash days.” 

Brown Bear Car Wash added sparkle and shine to thousands of cars and trucks on August 
21 as the Seattle-based family-owned company offered free washes to celebrate its 57th 
anniversary. 

Brown Bear gave away free “Bear Essential” carwashes at 21 of its automated “tunnel 
wash” locations in the Puget Sound area. For the past eight years Brown Bear has provided 
over 200,000 free washes on the company’s anniversary and Veterans Day. Last year’s 
anniversary event alone generated 27,223 complementary washes.

 “We blend hard work, pride and a lot of fun into an event that benefits our customers and 
the environment. It’s a fitting way to say ‘thank you’ to our customers who have supported 
us over the past 57 years,” said Brown Bear founder and owner Vic Odermat.

Odermat started Brown Bear in Seattle with one location at 15th Avenue West in Seattle. 
Brown Bear now owns and operates carwashes throughout the Puget Sound area and 
Spokane. 

The family-owned company, through its parent company, Car Wash Enterprises, Inc., owns 
and operates a total of 41 carwash facilities in Washington State as well as a large network 
of gas stations and convenience stores. It is one of the largest privately held carwash 
chains in the U.S. and is widely recognized within the industry as being a leader in the 
environmental movement.

BROWN BEAR CAR WASH CELEBRATED ITS 57 
ANNIVERSARY WITH FREE CAR WASHES ON AUGUST 21

SONNY’S ANNOUNCES PARTNERSHIP WITH CAR WASH 
SPECIALISTS 

SONNY’S, The CarWash Factory, is pleased to announce the addition of Car Wash 
Specialists, LLC, to its SSO (Select Service Organization) network. Car Wash Specialists will 
distribute, install, and service SONNY’S Tunnel Equipment and SONNY’S AutoPilot CarWash 
Control Systems in Michigan and surrounding area markets. “Car Wash Specialists and their 
people are a perfect fit for what SONNY’S looks for in our SSO group,” states Robert Andre, 
vice president of sales for SONNY’S. “Dave Hiemstra and his team represent unparalleled 
experience helping carwash operators succeed. They have the expertise and integrity to 
support our clients before, during and after their decision to choose SONNY’S.” 

Car Wash Specialists combines many years of automotive, carwash and chemical 
experience to deliver a complete solution including design and construction, equipment, 
chemicals, merchandising, service, management, and personnel training. 

Effective immediately, Car Wash Specialists can be contacted directly with questions 
regarding the sales, service, installation and support of SONNY’S CarWash Equipment and 
control systems.
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From Breakfast Cereals to Carwashes, Marketers Are Adjusting to Changing

Lifestyles and Shopping Patterns.

Breakfast Cereal

Cereal sales were down 2.5 percent last year, as more people skip breakfast at home. 
Companies like General Mills are adjusting by emphasizing more convenient cereal bars. 
As cereal sales declined, General Mills’ snack division (which includes Nature Valley bars) 
increased by 6 percent in 2013.

Carwashes

Many carwash operators are following a similar strategy in adjusting to the customer’s 
demand for faster and more convenient options. For example, operators who have gone 
from full service to flex serve and added RFID lanes have seen their business grow. 
Carwashes with RFID FastPass lanes have enjoyed a 25.5 percent increase in traffic since 
2010, compared to 9.1 percent for other sites.

NEWS FROM DRB SYSTEMS, INC.: PEOPLE ARE 
SNACKING MORE AND LOOKING FOR CONVENIENCE.

The Board of Directors of the Automotive Maintenance and Repair Association (AMRA) 
announced that Joe Henmueller will serve as president of AMRA. 

Mr. Henmueller most recently served as interim president. “The Board of Directors is 
pleased with Joe’s performance and dedication to the AMRA members,” said Lynn Parker, 
chairman. 

“AMRA is dedicated to strengthening the relationship between the motorist and the 
automotive service and repair industry through education of the motorist and service 
provider by providing industry standards. Joe’s industry experience and leadership gives 
AMRA the foundation to grow and support our members.” 

About AMRA 

The Automotive Maintenance and Repair Association (AMRA) is a not-for-profit trade 
association formally organized September 1994 to represent the interests, common policies 
and purposes of companies engaged in providing automotive maintenance and repair 
services, their suppliers and related companies in the automotive industry when dealing 
with consumers. 

The main purpose of AMRA is to provide consumer communication programs like its 
Motorist Assurance Program (MAP), MAP Participating Facility Program and MAP-Qualified 
Technician Program for the benefit of the consumer. AMRA also provides brochures for 
consumer education that deal with a variety of topics consumers have requested that deal 
with their automotive maintenance and repair service experiences.

 JOSEPH M. HENMUELLER NAMED AMRA PRESIDENT 

42 WashTrends / August 2014



Mark VII Equipment Inc., the North America subsidiary of WashTec AG of Germany, 
the world’s largest manufacturer of vehicle cleaning systems, has been recognized in 
Convenience Store Petroleum’s 2014 Brand Perception Study as the best carwash supplier 
in three categories. 

The results of this year’s study, which surveys CSP’s readers on their brand perceptions 
across a variety of c-store product categories, ranked Mark VII “Best” in the categories of 
quality, customer service and marketing support. 

“Since carwash equipment is one of the largest capital investments a c-store operator 
makes, quality and customer service are key concerns in selecting a supplier,” said Steve 
Jeffs, CEO of Mark VII. “We work hard to ensure quality and provide superior customer 
service and marketing support, and we’re honored that CSP’s readers agree that we’re best-
in-class.”

MacNeil Wash Systems, a Ryko Solutions Company and leading supplier to the tunnel 
carwash industry, has named Tara Favretto as its new Customer Service Manager. In this 
new role for the company, Favretto will be responsible for guiding inside sales and order 
processing, working closely with the 48 members of MacNeil’s international distributor 
network and five North American sales managers to process and track customer orders. 

“Tara comes to MacNeil with a tremendous amount of organizational experience and 
technical expertise to deliver best-in-class customer care,” said Jeff Tulk, Plant Operations 
Manager for MacNeil Wash Systems. “This is a key role in the partnership we have with our 
distributors and owner-operators and I’m looking forward to having Tara lead significant 
growth on our key objectives in this area”. 

Favretto’s past experience is centered in inbound/outbound customer service and project 
management for the manufacturing and engineering sectors, as well as in logistics and 
quality control. Most recently, she worked as project manager with a custom manufacturing 
company. She has also had background as a CAD (computer-aided design) designer, and 
operated her own online CAD solutions company, giving her greater insight to the linkage 
between tunnel project designs and finished system delivery. 

“I’ve studied MacNeil’s processes and I’m very impressed with the strict adherence to 
quality that this company exhibits through all facets of its business. I look forward to talking 
with our distributors and customers and spearheading ongoing and new initiatives that will 
strengthen their businesses,” Favretto said.

MARK VII RANKED BEST CARWASH SUPPLIER  
IN C-STORE STUDY 

MACNEIL WASH SYSTEMS WELCOMES TARA FAVRETTO  
AS CUSTOMER SERVICE MANAGER 
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A Weekly Blog Posting from 
WashTrends and the Industry Leaders 
From the WashTrends.com website

BLOG

FODVVLÀHGV
Looking to sell a piece of 
equipment or an entire car wash 
location? Want to hire someone 
perfect to run your business? 

3ODFH�DQ�DG�LQ�RXU�QHZ�FODVVL¿HG�
section to maximize your exposure 
and reach just the right audience!

For Sales Information: 
Contact Tricia Miller at 
sales@washtrends.com  
or call 410-647-8402.

:DVK7UHQGV�1RZ�2IIHUV�&ODVVLÀHGV�
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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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Yes, there is an App for us! 

Download Now at the Your App Store

Our new 

WashTrends 

apps puts the 

trends at your 

fingertips. 

See our trends, 

tips, and 

resources all 

available on 

Android, iPhone 

and iPad.
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