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S E P T E M B E R 2014

Welcome to WashTrends September.

Fall has arrived. Back to school, back from vacation, back to 
work with vigor is the tune of the season, which brings with it 
renewed energy. 

The carwash industry is active with news and inspiration, and 
WashTrends’ writers have been busy investigating and talking to 
a wide range of industry leaders, carwash owners and business 
experts to reveal information that we think you will not only 
enjoy reading, but we hope will enhance your everyday business 
solutions.

Have you considered the impact of Big Data? Our story 
on the subject highlights a new perspective on collecting 
information and then using it effectively to impact and power 
your marketing strategies. We also ask: “Are your people skills 
getting flabby?” You might want to assess your skills and see 
how you’re doing. We also highlight two carwashes. Success 
always offers inspiration and new ideas.

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, 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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Every business operator hopes for that “ah-ha” moment when the light bulb is switched on for the 
next great idea.

That next great idea or new business strategy won’t be found in mountains of operational data 
or statistics, says Dr. Chuck Bamford, an adjunct professor of strategy and entrepreneurship at 
the University of Notre Dame. Bamford is also the managing partner of a business-consulting 
firm, Bamford Associates, of Charlotte, N.C., and a frequent speaker at International Carwash 
Association meetings. “An awful lot of companies think data is strategy.”

Instead, Bamford advocates the systematic collection of customer opinions as one part of a 
process to set and then monitor a business strategy for your carwash operation.

Customer communication or feedback is essential to craft any business strategy. Bamford 
advocates the constant surveying or polling of your customers as a key tool for an operator to 
determine if the carwash is meeting customers’ expectations – and thus the businesses’ goals.

BY TOM SMITH

The Big Data Trend:
Customer Feedback and Data Important in Setting Business Strategy

Brian Janezic monitoring his carwash operation on his tablet using his WashStat app. 
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“There is no way to do a strategy without a keen understanding of who is your customer and a 
keen understanding of who is the competition,” he says. For carwash owners he also adds that you 
need to remember that competition also includes those who wash their cars at home and those 
who don’t bother to wash their cars at all.

You need to focus on what you do that is unique, he notes. Is there something you do so that 
customers drive past the competition to get to your operation?

“You need to know what are your unique aspects and then 
test to see if these unique aspects are achieving what you 
are trying to achieve. I use data to tell me how to get better 
at what I am trying to do. If it does not work after a period of 
time then I need to change my strategy,” he explains.

While it is important to understand what differentiates 
your business from a competitor, Bamford notes that 95 
percent of what you do is the “standard stuff” that every 
operator does, and this is what will make you competitive. 
The “standard stuff absolutely has to be monitored 
and controlled.” And, yes, you should be collecting this 
operational data just to run an efficient business, he notes.

In setting any business strategy, Bamford notes that it is 
35 percent science and 65 percent is art. “You are either 
good at the art or not. We can only get you so far with 
the science and the rest is talent.”

Strategy is not crafted in a vacuum. Business intelligence or 
data is needed. The customer feedback is one data set, your operational data is another, and a 
third data set is industry data. The industry data provides the big picture on national trends and 
customer spending habits.

“Big data” is one of the latest business buzz terms that is used for industry data. Wikipedia defines 
“big data” as an all-encompassing term for any collection of data sets so large and complex 
that it becomes difficult to process traditional data processing applications. If you are not a 
data-generating company such as Google, Facebook or the phone company, then “big data” is 
frequently harvested by consultants or industry trade associations. The International Car Wash 
Association has completed a massive survey of the industry that will be released this fall.

Bamford, spoke about the survey at a September 23 seminar, where he explained how to mine the 
survey for relevant insights. He notes there are more than 400 insights or industry observations 
within the survey.

Once you have this data, Bamford explains, it is time to craft a business strategy to give your 
operation a competitive advantage. Even the smallest operator can find insights in this industry 
data to determine what they can do that is unique and sets them apart from the competition.

Dr. Chuck Bamford
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Size does not matter when using big data. “A one-location operator can take what they got and 
use their own business insights and knowledge and then ask what can I do to attract this customer. 
Different operators may pick different insights because there are different customer groups.”

And if you don’t have access to big data provided by large companies, you can also create your 
own version. Here’s the Bamford process to create your own information resource: 

• Determine a couple unique things about your operation that you can strengthen and 
develop into a business growth strategy.

• Determine up to eight questions that will provide you with the information to measure 
customer perceptions against your goals.

• Collect the email addresses of your customers.

• To maintain contact with your customers, send them a “thank you” email and ask them to 
answer up to eight questions on their experience and preferences. Consider offering an 
incentive, such as a coupon, for answering the questions.

• The surveys should be a constant, ongoing part of your business.

• Tally the survey results and study the trends at least monthly. If the volume is great, look at 
the results weekly. Once a quarter is not frequent enough.

• Use the survey data to determine if you are moving forward on your strategy’s goals. If 
you are not seeing the results and the customer feedback is not supportive, then use the 
information to chart changes to reach your goals.

A few suggestions about the mechanics of the survey:

• Training is not needed.

• Consider using an online survey instrument, such as Survey Monkey.

• Hire a high school student to handle the survey and data collection.

• Dump the data into a spreadsheet. A sophisticated database is not needed.

• A response rate of 15 to 18 percent is the goal to get substantially valid information. Once 
you have 400 observations, you will have a 95- to 97-percent confidence level that the 
findings are real. Less than a 10-percent response rate and you only have the extremes – 
those who either love you or hate you – and you are then struck drawing conclusions for the 
viewpoints in between.

Of course, operational data is important too. While Bamford focuses on using ‘big data” and 
customer surveys to set strategy, an Arizona carwash operator is now marketing a tool to help 
monitor your operational data.

Brian Janezic, 27, has the app WashStat, which permits an operator to remotely monitor the 
chemical usage at one or more locations. The app provides a dashboard so the operator can see 
the cost per car for the chemicals.
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The data is also matched with the weather so that car counts can be matched over time with that 
day’s weather.

Janezic first developed the software a year ago to monitor the chemical drums at the eight Auto 
Wash Express locations his family operates. The original application was built using an Apple 
database product, Filemaker Pro, and Janezic ran it off his iPhone and iPad. In February, Janezic 
rolled out the commercial version this one built on a common commercial platform, My Sequel.

“We now have sites pretty much coast to coast with a handful of users. It is slowly taking off and 
we see more and more using it,” he says. WashStat can monitor up to 20 chemical drums with 
remote sensors. It is also plugs into an operator’s car counter. The sensors feed the information to 
WashStat’s Internet cloud-based database. Janezic says this approach permits remote monitoring 
with a smartphone or tablet and saves the operator the costs of building a computer network 

with a central server. 
There are one or two 
other firms selling 
monitoring systems 
based on the central 
server approach.

Alerts can be built 
into the system so an 
operator is notified if 
a drum’s level drops 
too fast. Janezic 
notes the application 
notified him of a 
stuck valve that 
was rapidly draining 

one drum. With the dashboard, the owner of multiple locations can compare usage patterns 
among the locations. Armed with this knowledge, equipment can be adjusted for more efficient 
operations. “This has helped us to be more consistent. It has saved us money on shipping since we 
can do more bulk orders,” he notes. He does not have hard numbers on his savings.

In addition to monitoring the chemical levels, Janezic is using WashStat to measure traffic patterns 
among his 24-hour self-serve locations. He has noticed one of his seven Tucson locations has a 
spurt of activity at 2:30 a.m. while the Sedona location has very little traffic after 9:00 p.m. “I am 
now making sure everything is clean and all the lights are still bright at 2:00 a.m. On the other 
hand, at the other location we cut down on our lighting at night.” 

There may be a “big data” future for the product. Janezic is considering aggregating of the data 
so that an operator can compare cost-per-car ratio against similar operations elsewhere as a 
benchmarking tool. Before that takes place, he notes he needs to deal with privacy concerns and 
make the data anonymous so competitors are not knowingly monitoring each other. A pre-med 
major, Janezic did all the coding himself. To write the commercial application, he taught himself 
computer code using Sanford University’s free online computer courses.

View of the WashStat app’s dashboard.
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You can’t miss the very large and very pink elephant in downtown Seattle. It welcomes 
residents, tourists and anyone who needs a clean car--inside and out. But it isn’t the only 
pink elephant in Seattle; there is a “pack” of elephants. Elephant Car Wash has more than 
15 locations throughout western Washington and a location in Arkansas.

It all started in 1951 with the Anderson brothers. Dean and Eldon Anderson “invented 
hands-free machines, which cleaned cars safely and reliably, eclipsing the plastic bristle 
brushes in use at that time.” Bob Haney purchased the operation in 1982 and expanded 
the locations and improved the carwashing technology. 

Today, lifelong friends Steve Haney and Mike Hakala are in charge, and they are very busy. 
They purchased the business from Steve’s father several years ago. And the Elephants are 
multiplying, with two new carwashes set to open soon in the South Puget Sound area.

Elephant Car Wash has a mix of tunnel, in-bay automatics and self-serve units. Steve 
Haney and Mike Hakala have worked over the years to perfect the chemicals and the 
exact water pressure used in the “touchless” washes. “This is a challenging area weather-
wise. We have worked with different manufacturers to get the right mix of chemicals for 
the Northwest climate. We are now the distributors for two chemical companies,” Steve 
Haney explains.

BY LUCIA REGAN

The Elephant in Seattle
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The Sign
Tube Art Display (now Tube Art Group) built the original Elephant for the first carwash 
location on Fourth Avenue South in Seattle. While that sign drew attention and customers, 
it was the second location, opened in 1956, at Battery Street and Aurora Avenue in 
downtown Seattle that put the Elephant on the map. Tube Art Display also made the Pink 
Elephant Car Wash signs that are in Rancho Mirage, California. Relatives of the Andersons 
moved south to California and opened an Elephant Car Wash many years ago. 

The Elephant draws a crowd. Many tourists like to photograph two iconic images at the 
same time--the Space Needle and the big Pink Elephant. Over the years the carwash has 
had so many groups of tourists taking pictures of the Elephant and the Space Needle that 
they had to move them away from the driveway entrance to the carwash. 

During the Ken Griffey Jr. era with the Seattle Mariners, the Pink Elephant appeared 
in a Nike TV “Hit it Here” ad. It featured a fan holding a target sign at various Seattle 
landmarks; the Elephant Car Wash sign is one location. The Elephant Car Wash sign has 
appeared on t-shirts and in a video game. It is truly a landmark.

The sign draws in business, but the carwash delivers a very affordable and thoroughly 
clean car. When a customer pulls up to the entrance of Elephant Car Wash, attendants 
vacuum the inside floorboards and seats. The car then goes through the tunnel. As 
it comes out of the tunnel, an employee moves the car into a drying line where other 
attendants clean the windows inside the car and completely dry the outside of the 
automobile. Steve Haney mentions, “For years we would wash the President’s car and 
motorcade when he was in town.”

The business keeps growing, and Tube Art Group still works to keep the big pink Elephant 
turning and lighting up the night.

Like us on Facebook
Follow us on Twitter

Watch us on YouTube
www.elephantcarwash.com
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Your People Skills Are Getting Flabby:

Seven Ways to Strengthen Your Communication  
Skills by Loosening Your Smartphone Grip
BY GEOFFREY TUMLIN
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Digital connectivity is no guarantee of a human connection. Here, I share seven ways to 

step away from the screen and strengthen the communication skills that are essential for 

productive and meaningful relationships.

In the always-on digital age, we’re all guilty of indulging in communication shortcuts. 
We email our colleague Jim instead of walking 10 steps to his office. We half-heartedly 
listen to our kids while fooling around on our smartphone. We let an incoming call go 
to voicemail and reply with a text message instead of picking it up. We email a client 
instead of scheduling a face-to-face meeting, which we know would be better. These 
shortcuts save time, but they are costing us something valuable: Some of our “old school” 
communication skills are getting dangerously rusty.

Our overwhelming preference for quick and easy communication is causing our more 
difficult communication skills to erode from lack of use. It’s easy to email a client but far 
more difficult to persuade the same person in real-time that our product is best. Telling 
squabbling colleagues to “grow up” might make us feel better momentarily, but helping 
them resolve their conflict might improve their relationship forever. And complaining that 
our boss “just doesn’t get it” is much easier than trying to engage her in a productive 
discussion about a legitimate work issue.

To keep our more difficult, but essential, communication skills limber in an environment 
where quick and easy communication is the norm, it’s essential to regularly exercise our 
higher-order communication skills. The kinds of productive and meaningful relationships 
we want can’t be sustained by emails and texts alone. When we reach for our more 
difficult higher-order communication skills, we need them to be up to the challenge.

Here, I share seven ways to strengthen our vital higher-order communication skills:

  OFFER PRAISE. 

Praising sounds easy, but it’s harder than it looks because we do it infrequently and 
because it often creates an awkward moment. A common disconnect in organizations is 
that supervisors think they give plenty of praise, but subordinates feel like they never get 
enough. Remedy that by looking for opportunities to provide work-related compliments.

Delivering praise in real time (that is, face to face or by phone) is a higher-order 
communication exercise because it forces us to push through the awkward moment that 
often accompanies a compliment for a job well done. And persevering past awkward 
conversational moments without abandoning an interaction helps inoculate us against 
giving up too easily.

1
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  GIVE NEGATIVE FEEDBACK.

We may praise infrequently, but our record for providing negative feedback is much 
worse. Most feedback never gets communicated for a simple reason: We don’t like giving 
it, and the other person doesn’t like receiving it. And people who claim they like giving 
negative feedback aren’t giving feedback at all—they’re criticizing. Unfortunately, there’s 
one small problem with criticism: It never works!

The failure to give negative feedback is a major opportunity lost. An enormous amount 
of organizational learning never happens because it’s easier to sit on important feedback 
than to give it. Giving timely and relevant negative feedback is a true test of our higher-
order communication skills because it forces us to do something we’d rather not do, and it 
forces us to continue past the resistance to our message.

2

  PERSUADE.

Trying to land a client? Negotiating a deadline with a colleague? Trying to convince your 
spouse to spend the holidays with your family this year? See how well you do in a real-
time conversation instead of hunkering down to write an email.

Sending a computer-mediated message doesn’t test your ability to think on your feet and 
adapt your persuasive message in real time. No matter how good you are at organizing 
a persuasive email, some of your important influence attempts will happen face to face. 
Instead of being caught flatfooted—especially when the stakes are high—exercise your 
real-time persuasion skills with enough frequency so you stay quick on your feet.

3

  ARGUE.

Few skills have suffered more in the digital age than our ability to argue intelligently. 
Online comments are filled with ad hominem attacks, invective, and worse; accusatory 
emails fly back and forth between otherwise rational people; and it often seems like all we 
are doing online is arguing right past each other. We need to make a concerted effort to 
shed the counterproductive arguing habits we’ve picked up in the digital age and revitalize 
our ability to thoughtfully and effectively make our points.

Arguing is an essential communication skill. Knowing how to express ourselves when we 
disagree is what prevents small issues from becoming large problems. Arguing—sensibly, 
smartly and effectively—is a higher-order communication skill we can’t afford to lose. 
It’s never been easy to keep emotions from seizing control of arguments. But without 
practice, we won’t stand a chance, and our most important relationships will suffer the 
damage.

4

23WashTrends / September 2014



john bildahl
410.991.3580

jbildahl@aol.com
bildahlphotography.com

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

John Bildahl Photography

  OFFER SUPPORT.

Sometimes, posting a condolence note on Facebook or sending a supportive email to a 
struggling colleague just isn’t enough. When the chips are down for people we care about, 
we need communication skills that can step up and provide real comfort. 

Face-to-face messages of support are just plain powerful, but they often don’t get 
delivered because we convince ourselves that we don’t know what to say. But that’s a 
mistake. 

A good rule of thumb when providing support is the less certain you are about what to 
say, the simpler your message should be. Tell a colleague who’s just received a career 
setback that you believe in her. Tell your grieving boss that she’s in your thoughts. Tell your 
upset friend that you’re there for her. That’s enough to show that you care and to make a 
connection.

And if your support happens to cause an outpouring of emotion, perfect words still aren’t 
necessary. When comforting, you never have to worry about finding just the right words. 
Your expression of support and your presence are what really matter.

5
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  RESOLVE A CONFLICT.

What happens when no one at work knows how to effectively defuse a conflict between 
feuding colleagues? Or when there’s no one around who can deescalate a squabble at 
home? Offices and homes without an effective peacemaker are minefields of anxiety, grief 
and drama. 

Conflict resolution is a challenging communication skill. Encouraging people to climb 
down from entrenched positions and set aside differences requires diplomacy and 
precision. But it’s the peacemakers who get people talking again and who prevent 
relational damage from taking a wider toll.

6

  DON’T SAY SOMETHING.

For a major communication challenge, try not talking when you really want to. Why’s that 
so hard? 

The clearest signal you shouldn’t say something is usually an overwhelming feeling 
that you should. But it’s the ability to choke back impulsive and harmful words that 
distinguishes great communicators from everybody else.

Some of our most significant communication “victories” actually happen when we don’t 
say a thing. The criticism we let die on the vine, the smart question we don’t ask, the 
comeback we choke back, and the insult on the tip of our tongue that stays there are 
unsung communication heroes, silently protecting our most important relationships. Some 
of the best evidence our higher-order communication skills are strengthening will come 
from all the things—the fights, the damage and the relational turmoil—that never happen. 
Nothing seems more antithetical to the digital age’s “express yourself” ethos than sitting 
on your words, but not saying something is a skill that’s never been more important in our 
hypercommunicating era.

Not all of our communication can happen effectively along lower-order channels. 
Sometimes we need to do difficult things with our communication, like resolve a 
simmering conflict, persuade a reluctant client or lend support to a struggling friend. 

Even though it takes longer and is more difficult, walk over and talk to a coworker instead 
of sending an instant message. Call a friend who’s mourning the loss of a parent instead 
of posting your condolences online. And fire up the car and go visit your client instead of 
just sending another email. The kinds of deep, productive and meaningful relationships we 
want can’t survive on quick and easy communication alone.

7
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served as an infantry officer in the Wolfhound Regiment of the 25th Infantry Division in Hawaii. He 
received the Eyes of Texas Excellence Award in 2010 for his work as the assistant director of the 
Center for Ethical Leadership at the University of Texas at Austin. He was a faculty fellow at the 
University of Texas at Austin’s RGK Center for Philanthropy and Community Service and a Cátedras 
Laboris Fellow at the University of Monterrey in Nuevo León, Mexico.

Tumlin currently serves as trustee of the National Communication Association’s Mark L. Knapp 
Award Individual Endowment, the most prestigious interpersonal communication honor bestowed 
annually by the National Communication Association in recognition of career contributions to 
the academic study of interpersonal communication. Geoffrey has taught thousands of people 
about communication and leadership, and he has consulted with some of the most prestigious 
organizations in the world, including Shell Oil, Wyeth Pharmaceuticals, the Boston Scientific 
Corporation, Hibernia National Bank (now Capital One Bank), Blue Star Management, and the 
Honolulu Police Department. He lives in Austin, Texas. 

You can learn more about Geoffrey Tumlin at www.tumlin.com, and you can reach him by e-mail at 
geoff@tumlin.com.

ABOUT THE BOOK:
Stop Talking, Start Communicating: Counterintuitive Secrets to Success in Business and in Life 
(McGraw-Hill, August 2013, ISBN: 978-0-0718130-4-4, $20.00, www.tumlin.com) is available at 
bookstores nationwide, from major online booksellers, and at www.tumlin.com. 

Photo from tumlin.com
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800.999.7235
www.NACHEMICAL.com

20% off
first

order!
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In these days of impersonal multinational corporations, it’s refreshing to hear about a family-owned 
business that is old and thriving for all the right reasons. Patrick N. McGinnis (March 26, 1930 - Sept. 
13, 2009), opened In and Out Car Wash in Charleston, S.C., in September of 1960, and today – 54 
years later – it still flourishes under the leadership of McGinnis’ daughter, Sandra Ellett, president, 
and granddaughter, Blake Hart, administrative assistant and cashier. Its current employees boast 
a combined 400-plus years of tenure with In and Out, a statistic that would make many veteran 
business owners envious.

McGinnis, who graduated from The Citadel with a business degree, laid eyes on his first automatic 
carwash in 1951 while stationed with the Army in El Paso, Texas, and became fascinated by it. He 
didn’t have much time to think about it, though, because he was soon deployed to Korea. Upon his 
safe return from the war, McGinnis couldn’t get the carwash off his mind. In 1958, McGinnis returned 
to his hometown of Charleston and started researching the relatively young field of carwashes. He 
decided he wanted to build one.

With a wife and five young children (ages 7, 6, 4, 2 and 6 months), and a little financial help from 
his father, the young entrepreneur began building his dream. In September 1960, with McGinnis 
working over 12 hours a day and his wife running the cash register, In and Out was finally open. 
People came from miles around to see this modern and exciting new way to wash a car. The price 
of a carwash: $1.50.

McGinnis devised a very effective and time-efficient method to clean and dry a car, which is still 
used today, explained Ellett. “He started with a damp towel folded in fourths and developed a very 
specific set of motions. Every car was consistently wiped and dried so that no area was missed. 
We still have employees today who can be blindfolded and completely wipe down the exterior of a 
car,” she proudly states.

In and Out Car Wash,  

est. 1960: Where “Nice Matters” 

BY ELLEN KINSELLA
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In 1960, there were only five pieces of automatic carwash equipment: commercial vacuums with 
overhead rails and drops; a conveyor to pull the car through the tunnel; tire brushes powered 
by a Steam Jenny to clean whitewalls; a rinse-arch activated by a wand; and a 200-mph blower. 
“Everything else was done by hand; we didn’t even have hot wax yet,” comments Ellett, adding, 
“and yes, I’m old enough to remember!”

As explained by Ellett, the process of an automatic carwash five decades ago was something like 
this: 

1. The car was driven onto the guide rails and a worker would lean down and hook one end 
of a chain under the front bumper and the other end onto the moving conveyor. 

2. Four workers would vacuum the car’s interior. 

3. Inside the tunnel were five employees with a soft brush in one hand and a white, fluffy mitt 
on the other. They stood in the “pit” of soapy water and, again, using a very specific set of 
motions, would actually wash the car. 

4. Two workers washed the upper car, two washed the lower part, and one did the front and 
rear bumpers.

5. At the exit end, another employee would unhook the chain and put it on the chain return 
(or into a wheelbarrow to be run back if the return couldn’t meet demand).

In and Out has now been in operation 54 years, and although none of the original crew remains, 
many other employees have been on staff for 20, 30, and 40-plus years – over 400 years of 
collective experience. Photos of employees, along with the number of years they have worked at In 
and Out, decorate the walls of the lobby. Customers frequently express surprise when they see this 
degree of company loyalty. Ellett believes the many years of cumulative experience to be of great 
benefit to the customers and calls it a crucial element to the business’ success. “It’s priceless,” she 
notes. “We can answer questions and anticipate outcomes, and our auto damages are extremely 
rare.”

Until recently, all three cashiers had 25-45 years’ experience and worked together as a team. When 
one sadly had to retire for medical reasons, Ellett’s granddaughter, Blake Hart, decided to start 
learning the business and became the third generation in training. “These ladies are amazing,” 
declares Ellett. “I never have to worry about honesty or scheduling – I am blessed to have such a 
wonderful team for that key position.”

One current employee, Manager Perry Capers, has worked for In and Out for over 53 years. Capers 
was hired six months after the carwash opened and worked his way up the ladder. “Perry is pretty 
much a legend in Charleston,” states Ellett. “He just likes people. All people. And he has an uncanny 
ability to turn bad situations around to make them positive.” His philosophy is that if you really 
listen to someone before responding, they will know they have been heard. Capers is firm, but fair, 
with employees. “In and Out’s customers adore him,” compliments Ellett.
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Ellett greatly respects all of her employees, explaining, “The employee-employer relationship is 
only successful as long as it is mutually beneficial. They work very hard every day. The manual work 
done on a car is physically demanding, especially in the stifling heat or freezing cold.” Based on the 
longevity of most of In and Out’s staff, they seem to have gotten it right.

In and Out strives to 
give customers honesty, 
dependability and a pleasant 
experience. Ellett explains the 
majority of their business is 
repeat business, and some 
of the babies coming in with 
their parents today are fourth-
generation customers. “Being 
served by friendly, familiar 
faces gives people a feeling of 
security not found at a wash 
that has constant turnover of 
employees,” notes Ellett. “It’s 
more than friendliness; it’s 
pleasant banter with the staff, 
buffing out a small scratch, or 
simply going that extra mile to 
find an answer to a question. 

I once saw a sign that said, ‘Because Nice Matters.’ Most of us have internalized that idea.” Even 
“difficult” customers almost always return, Ellett proudly points out.

Ellett admits In and Out is not on the cutting edge of technology, but they do upgrade all 
equipment they replace. They now have a totally touchless blower and a new tunnel computer 
system. Environmental responsibility has always been a priority, and In and Out has always recycled 
its wash water. They also use products that don’t contain phosphates or hydrofluoric acid – they 
use EnvirOEdge products by Zep. Ellett also comments that although she has been taken “kicking 
and screaming” into the world of computers and social media, it has been vital to gaining and 
retaining customers. Her niece from New York City, who works for littledigitalco.com, has done a 
fantastic job branding them and managing their website, inandoutcarwashcharleston.com. They 
also have a blog, Facebook page and Google Business Page, and they use the Loyal Blocks app, 
which rewards customers with a free $25 Rainbow Wash for every tenth visit.

Other ways that In and Out rewards its customers is with a mail-out “Saver,” a senior citizen 
discount, and also a certificate for a free carwash that is sent to new residents moving into the 
area. “We also donate carwashes to church events, charity golf tournaments, teacher appreciation 
projects, etc.,” states Ellett. 

Larry, a loyal customer, with Manager,  

Perry Capers, a 53 year long employee.
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Many customers love the shopping area of In and Out. In fact, some come to shop even if they’re 
not getting their cars washed. In addition to auto-related merchandise, they carry about six lines 
of greeting cards and also have a unique section called Antiques and Old Things. “My sister and 
83-year-old mother have fun finding gently used treasures for the shop,” explains Ellett. 

Although Ellett works hard, she loves her job, and it’s mostly the people who make it interesting. 
One of her favorite carwash stories involves an auto damage claim. “Once a guy had his car washed 
and then reported to me that we had scratched his brand-new used Gremlin. Upon inspection I saw 
a perfectly drawn heart and the word ‘LUV’ scratched into the paint. He told me my machines had 
done it – he actually tried to argue the point and left threatening to call his lawyer!” 

In and Out is no stranger to celebrity customers. Among its current customers are Bill Murray 
(Ghostbusters, etc.) and Frank Abagnale (Catch Me If You Can). Past visitors include James Brown, 
Jimmy Ellis (heavyweight champion), local pro golfer Beth Daniels and Morgan Fairchild. Thomas 
Gibson (star of Dharma and Greg and Criminal Minds) had his first job at In and Out. 

To see a celebrity at In and Out, simply take your car there to be cleaned. You will be a celebrity  
(or at least be treated like one)!

In and Out Carwash Waiting Room

inandoutcarwashcharleston.com
Like us on Facebook
Follow us on Vimeo
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9 Maximize your properties revenue potential with our 
site layout engineering team that creates over 13,000 
site-specific drawings each year for many of the most 
profitable car washes on the planet.

9 Eliminate  costly project delays with as many as 50 
pages of mechanical drawings, free of charge, with 
every equipment purchase backed by a company 
with Dun & Bradstreet’s highest rating since 1997.

9 Protect your investment with Sonny’s retrofit-able 
Foundation Frame architecture.  You’re able to mount 
additional components to increase wash throughput 
and retrofit new technologies as your site matures.

9 Grow your business with new training, technology, 
and equipment innovations engineered to adapt 
to your existing Sonny’s tunnel and ensure your 
competitive advantage for generations to come.

Sure, our equipment is reliable, easy to 
maintain, and affordable, but that’s only a 
small part of why Sonny’s is the bestselling 
conveyorized car wash equipment in the 
world.  When you choose Sonny’s, you’re 
getting a partner that has been washing 
cars since 1949 with the hands-on operating 
experience to guide you every step of the way.

www.SonnysDirect.com | 800-327-8723
We make car washing easy!

The Tunnel Experts TM

Thank You for Making SONNY’S the Largest Manufacturer of Conveyorized Car Wash Equipment In The World!

YOU 
CAN’T
FAKE
EXPERIENCE.

Sonny’s Car Wash Massachusetts, 1956

The thing about SONNY’S is that they’re not just car 
wash manufacturer’s; they’re car wash operators and 
owners, they’ve been in it for over 60 years. They 
manufacture equipment that they know works, 
they sell you equipment to be successful!
Jack Barrett
Owner  
Superwash Express Car Wash
Port Orange, FL

Testimonial

Call today to claim your free site evaluation. Whether you’d like to evaluate how a 
component upgrade could improve customer satisfaction, or run a complete proforma 
to retrofit your site to a different wash format, we’ll show you your potential, with 3D 
renderings you can take to the bank.

You be the judge!
FREE Site Evaluation

Designed Here. Built Here. Backed Here.™

35WashTrends / September 2014



36 WashTrends / September 2014



37WashTrends / September 2014



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

• Car Washing in the Desert
 by Nithin Mathew
• Working at the Carwash: Is the Customer Always Right?
 by Deandre Simms

SEPTEMBER

• 8 Must-Haves for Opening a New Car Wash
 by MacNeil Wash Systems
• Team Building In The Carwash Industry
 by Craig Hanson

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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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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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.

Buyers GuideBuyers Guide
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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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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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PDQ Manufacturing Inc., leading manufacturer of in-bay automatic vehicle wash systems, 
is pleased to announce that an upgrade to its Wash Access Loyalty System (WALS) now 
allows drivers to sign up for unlimited subscription wash programs with recurring billing 
cycles through PDQ’s Access® Entry Station located at the entrance of a vehicle wash.

“Subscription wash programs with unlimited washing for a pre-established dollar amount 
are the next big thing in vehicle-washing applications,” says Brian Garavaglia, business 
development manager for PDQ Manufacturing. “This type of program provides a certain 
amount of monthly revenue for the wash operator while allowing easy transactions for the 
wash customer. Also, think of it this way: There is no more fear for customers that they may 
wash one day and see it rain the next; instead, they can just come back the day after and 
wash again with all wash charges covered by their monthly subscription.”

WALS was originally released in 2003 and currently has more than 1.2 million members 
enrolled. WALS is an easy-to-use customer-relationship management software that helps 
build loyalty programs that are both impactful and relevant to all customers. The addition 
of subscription capabilities at the Access Entry Station allows customers to sign up for a 
monthly wash program before they enter the wash. This also limits the amount of work 
for wash attendants in regard to account creation. The program includes an e-commerce 
Member Portal that also allows customers to register and/or purchase washes on the 
Internet. Customers can also manage their accounts through this portal.

PDQ UPGRADES WASH ACCESS LOYALTY SYSTEMS

Hosting its biggest Mike’s Mentors Kids event to date, Mike’s Carwash in Indiana  recently 
contributed $111,555 to Big Brothers Big Sisters. 

The money was raised during the annual fundraiser, in which half the proceeds of every 
Works wash, a $15 value, was donated to Big Brothers Big Sisters.  The event took place 
at 40 Mike’s Carwash locations, supporting 11 different Big Brothers Big Sisters agencies in 
Indiana and Ohio.

Mike’s donations will help offset the cost of programming for one-to-one youth mentoring 
in the communities where the fundraisers were held.

“We are very appreciative of the work that Big Brothers Big Sisters accomplishes.  We are 
committed to their mission of bringing positive change to young people,” says Mike’s CEO 
Bill Dahm. “We’re very excited that we are able to donate nearly $20,000 more than 2012, 
and we are extremely grateful to our customers who helped make it happen.”

Big Brothers Big Sisters provides youth with enduring, professionally supported one-to-
one relationships that focus on three targeted areas related to high school graduation and 
lifelong success: avoidance of risky behaviors, socio-emotional competency and educational 
success.

CHANGING LIVES FOR THE BETTER: 
ONE-DAY EVENT NETS $111,555 DONATION
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CLEAN TOUCH ANNOUNCES FOUR BEST-IN-CLASS
CLEANING SOLUTIONS TO INCREASE CARWASH REVENUES

Touch Car Wash Formulas introduces four new cleaning solutions designed to drive 
revenues and deliver a best-in-class carwash shine while simultaneously honoring the 
professional carwash operator’s commitment to eco-friendly business practices. Clean 
Touch is an innovative producer of the industry-desired environmentally safe and 
sustainable cleaning solutions for all self-serve, in-bay, and conveyor operations in the 
professional carwash marketplace.

The four revolutionary new solutions are:

• UltraShine Max Tire Shine, an oil-based product delivering a high-gloss instant shine that 
can be used with any type of tire shine applicator. Its viscosity is balanced to ensure an 
even and consistent shine on each tire by keeping the product on the pad and off the 
floor to drastically minimize “sling.” UltraShine is the perfect solution for those operators 
who prefer not to use water-based tire shine.

• SunShield, the best-performing surface sealant product in the marketplace. It offers a 
long-lasting protective layer from all types of environmental elements including UV rays, 
and best of all, it’s per-use application cost is well below competitive products.

• Final Shine Protectant, a concentrated foaming clear coat that can be used in all types 
of foaming wax or clear-coat arches, including the Color Wave. Unlike competitors’ 
products, Final Shine contains an advanced polymer that will leave a protective layer on 
the vehicle surface, and will not only rinse quickly and thoroughly, but also aid the drying 
process. Customers will be doubly impressed with its bright yellow foam and tropical 
scent.

CleanTouch Formulas Introduces Four New Cleaning Solutions

2-2-2-2-2 

• Orange Shine Pro is a highly concentrated foaming wax that can be used with the same 
arches accommodated by Final Shine. It can be used with or without Final Shine to 
ensure maximum rinsing and drying ability in the carwash, and features a vivid orange 
color with a cherry scent.
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To support operators in driving repeat business, the Clean Touch Car Wash Formulas 
program includes a variety of product marketing tools and custom graphic marketing 
pieces, and site specific revenue generating programs to ensure each Clean Touch customer 
maximizes their bottom line profitability. Furthermore, the company’s entire product line 
conforms to all of today’s most important environmental standards, including:

• Recyclable packaging
• Non-corrosive cleaning solutions
• Readily biodegradable solutions
• No VOCS
• Free of ozone-depleting compounds
• No formaldehyde
• Phosphate free
• No nonylphenol ethoxylates (NPE)
• No hydrofluoric Acid (HF) or Ammonium Bifluoride (ABF)
• Non-flammable / non-combustible solutions

On Aug. 29, prompted by the suggestion of an employee, PDQ Manufacturing, Inc., a 
manufacturer of in-bay automatic vehicle wash systems, proudly participated in the 
Summer of 2014’s cultural phenomenon—The ALS Association’s Ice Bucket Challenge. 
Approximately 25 PDQ employees took part, including Ken Dollhopf, vice president of 
marketing and new business development, and Scott VanderHeiden, operations manager.

True to its reputation as an innovator in the carwash industry, PDQ’s Ice Bucket Challenge 
had a unique spin, according to PDQ web administrator Ben Dolar: “As a leader in the 
carwash industry, we like to do things a little differently. We used a 300-gallon tank of ice 
water, fed through a LaserWash® 360 bridge in our carwash bay, to soak a group of willing 
employees.”

Click on this link: https://www.youtube.com/watch?v=yKvmSm6mgq4 or go to PDQ’s 
YouTube channel to see a video of the PDQ employees taking part in the Ice Bucket 
Challenge, as well as Dolar challenging “our entire world-class distributor network” to take 
part in the fundraising event. In addition to completing the Ice Bucket Challenge, PDQ 
Manufacturing will be making a monetary donation to The ALS Association to aid in its fight 
against amyotrophic lateral sclerosis (ALS). This is just the latest charitable contribution 
that PDQ has made in recent years with the Make-A-Wish® Foundation of Wisconsin, 
Service League of Green Bay and Child Life Services Program at St. Vincent’s Hospital, past 
recipients of the company’s benevolence.

PDQ MANUFACTURING, INC., EMPLOYEES TAKE PART
IN THE ALS ASSOCIATION’S ICE BUCKET CHALLENGE
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“I am proud of the success we have achieved at Ryko and am excited about the solid 
foundation that has been built for future growth,” says Ryko CEO.

Ryko Solutions Inc., the largest provider of managed carwash systems in North America, 
announced that Steve L’Heureux has transitioned out of his role as president and CEO into 
the position of vice chairman of the company’s board of directors.

In L’Heureux’s new role, he will help provide guidance on Ryko’s long-term growth plans, 
key strategic initiatives and merger and acquisition opportunities. Ryko’s board of directors 
has started a search for a new CEO to continue the company’s growth trajectory and to 
lead day-to-day operations.

L’Heureux has provided strong leadership during the past three and a half years, helping 
the company almost double in size during that time period. Under L’Heureux’s tenure Ryko 
has also completed six add-on acquisitions and become the largest provider of managed 
carwash systems in North America.

Today, Ryko offers an integrated, end-to-end clean vehicle solution consisting of equipment 
and cleaning products, supported by a national technical services organization.

Hydra-Flex, Inc. Ranks No. 2905 of the 2014 Inc 5000 with Three-Year Sales Growth of 126%

Inc. magazine today ranked Hydra-Flex, Inc. No. 2905 on its 33rd annual Inc. 500|5000, 
an exclusive ranking of the nation’s fastest growing private companies.  The list represents 
the most comprehensive look at the most important segment of the economy –- America’s 
independent entrepreneurs.

Hydra-Flex Inc. was founded in 2002 by Jaime Harris and Gary Brown, who met while 
working together in product development at a prior organization.  HFI Manufacturing 
began as two men, a beer fridge and a machine shop but was quickly transformed by 
their desire to “find a better way” to manufacture innovative products for the vehicle wash 
industry.  Today their core values of innovation, reliability and accuracy are evident as 
they continue to add to their team, develop new products and expand into other vertical 
markets.

“In our early days, if you looked at our numbers they didn’t make sense, but we were too 
blind and stubborn to give up,” says Jaime Harris, Hydra-Flex CEO. “It’s exciting to see our 
organizational mission align with creating value for our customers in a manner that delivers 
real results that are quantifiable.  Our customers are our most valuable asset.  We are only 
on this trajectory because they have been believers and strong advocates for us.”

RYKO CEO TRANSITIONS TO VICE CHAIRMAN POSITION

HYDRA-FLEX, INC. LISTED ON INC. MAGAZINE’S 2014 INDEX 
OF AMERICA’S FASTEST GROWING PRIVATE COMPANIES – 
THE INC. 5000
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“What surprises me, even though I know it’s coming, is the sheer variety of the paths our 
entrepreneurs take to success, thematically reflecting how our economy has evolved,” says 
Inc. president and editor-in-chief Eric Schurenberg.  “This year there are far more social 
media and far fewer computer hardware businesses than there were, say, six years ago.  But 
what doesn’t change is the fearsome creativity unleashed by American entrepreneurship.”

As an Inc. 5000 honoree, Hydra-Flex now shares a pedigree with companies such as Intuit, 
Under Armour, Microsoft, Jamba Juice, Oracle and other notable alumni.  Complete results 
of the Inc. 5000 can be found at www.inc.com/inc5000.

 Autobell Car Wash Inc. recently awarded 132 employees in four states its 2014 academic 
scholarships toward the college or university of their choice, with this year’s gifts totaling 
$154,000. Since its inception, the Autobell Scholarship Program has awarded over 
$750,000 in academic funds to employees.

The Autobell Scholarship is an annual program open to current Autobell employees who 
are graduating high school seniors or have received a high school diploma. Along with a 
completed application, candidates must submit references, an acceptance letter from an 
accredited college or university, and an essay that discusses an educational or creative 
aspect of their employment experience. The Autobell Selection Committee reviews all 
applications and chooses the scholarship recipients.

Headquartered in Charlotte, North Carolina, Autobell Car Wash is America’s third largest 
conveyor carwash company. Founded in 1969 in Charlotte by the late Charles Howard Sr., 
Autobell remains privately held and operated by the Howard family, with 65 locations in 
North and South Carolina, Virginia and Georgia. The company is well known for its civic 
involvement and water conservation procedures and has received numerous recognitions 
from utilities, governments and media for its environmental commitment, community and 
employee relations, and its scholarship and charity carwash programs.

AUTOBELL® CAR WASH INC. AWARDS 2014 ACADEMIC 
SCHOLARSHIPS
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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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