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Letter from the Editor:

AU G U S T 2015

Welcome to WashTrends August!

Ahh, summer. It’s that time of year when the season is still 
full tilt hot, but there’s an ending in sight. In just a few 
weeks, back to school, back from your getaways, and back 
to a normal routine returns. The vacation mindset swerves 
out of vision and renewed focus is back on track. Which 
means there’s no better time to gear up for success with 
new ideas. Tweak what works, investigate better strategies 
and rev up inspiration with information and news that can 
make a carwash turn the corner on higher profits.

And WashTrends has lots of great ideas to share in our 
August issue. We’ve been tracking the trends, and what 
we’ve found out can impact your future today. We’re 
featuring Anything Car Wash, a carwash that’s luring 
customers with bubbles, flashing lights and more--and it’s 
working. And how about all the worry about the drought 
that’s been in the news? Did you know there’s an upside to 
the problem? We also feature a problem with a downside, 
and that’s the profits you make from resentment. The good 
news is that we’ve got solutions for a turnaround strategy 
that works. On a practical note, we’ve got the inside scoop 
on printing that can save you money and aggravation. Our 
own Pat Troy has years of experience on the subject, and 
she shares her advice in this exclusive story. 

And now we know you want to relax, and we’ve got the 
perfect solution. We suggest you sit back and open the 
August issue of WashTrends. We think you’ll be revived, 
inspired and ready to take on what’s left of the sultry 
summer with success on your mind.

We’d also like to know about any tips for success that can 
make a difference in a carwash. You can email editor@
washtrends.com and we’ll be in touch.

We invite you to open the pages of WashTrends August. 
Explore and be inspired!

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 from everyone at WashTrends!

Sandy Travis Bildahl
Editor in Chief
WashTrends

IMPORTANT NOTICE: WashTrends Magazine is now MONTHLY!

WASHTRENDS PUBLICATION INFORMATION 
WashTrends consists of the following family of publications:

WashTrends Magazine — MONTHLY  — Flipbook/PDF publication containing fresh, 
professionally written editorial content. The magazine also contains links to Blogs 
published weekly. This magazine is available by subscription and online. “Apps” for 
Apple and Android smart phones and tablets are also available. 

WashTrends Blog — PERIODIC — Blogs written by carwash operators and other 
industry insiders. 

Advertising packages are available that include logo/link ads, special promotions, 
and classified, as well as conventional display advertising.

Call 410.647.8402 or email info@washtrends.com.
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Proven Tools for Reaching 
and Retaining Customers

With SiteWatch® from DRB Systems, Inc.®

SiteWatch is used by quality operators 
around the country, including:
• Seven Flags Car Washes, Vallejo, California
• The Car Wash Barn, Killeen, Texas
• Triple Play Car Wash, Attleboro, Massachusetts
• Rainstorm Carwashes, Forsyth, Illinois
• Cactus Car Washes, Charleston, South Carolina

Contact DRB Systems at 1-800-336-6338, or visit 
www.drbsystems.com for more information.

Proven Performance
 in the Real World

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 2013. All rights reserved DRB Systems, Inc. 

• Through Mobile and Email Marketing with
 SmartCodes® – Create your own barcodes and
 QR codes for digital coupons and prepaid washes 
 sent to customers’ smartphones and email inboxes.

• Offsite with WashCAP – Sell washes from 
 retail fuel pumps, even when you don’t own  
 the service station!

• Online with Website ConnectTM – Generate 
 viral buzz online by offering Internet-only specials  
 on your website. 

• Onsite with Loyalty Promotion Module – 
 Offer frequency discounts and VIP club incentives.

• At the Point of Service with Intelligent 
 Receipt Messaging – Print targeted sales 
 messages on receipts.

• With Monthly Passes Using ARM® (Automatic 
 Recharage Module®) – Recharge passes every
 month to lock in customer loyalty.
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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 benefits of  
partnering with us by visiting  

www.StartwithUnitec.com.

You have one chance to  
make a first impression. 

Make it a good one, with Unitec.

7125 Troy Hill Drive, Elkridge, MD 21075  |  443.561.1200

 
Unitec’s diverse line of product 

offerings can streamline your 
operations, improve your 

efficiency 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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Flashing Lights  
and Bubbles:

the Latest Lure  
to Drive Business

BY TOM SMITH

Carwash operators are now investing tens of thousands in their operations by adding 
entertainment value to boost profits.

With the goal of giving the customer “a different experience riding through the tunnel,” 
operators are now investing to set themselves apart from neighboring competitors, says 
Dave Pearcy, president of Anything Car Wash, a Kissimmee, Fla.-based carwash equipment 
distributor and consulting firm. “They need to be bigger and bolder.”

Pearcy provides extensive consulting services in Florida, including site selection, permitting, 
facility design prior to the construction and then marketing and employee relations’ advice 
once a site is operational. WashTrends recently asked Pearcy what trends, from his vantage 
point, he sees impacting the industry.

“It is now not uncommon for top wash packages to top out at $18,” Pearcy explains. These 
top washes can include the use of premium applicators, premium chemicals and increased 
marketing within the tunnel.

“What is driving the market right now are cascading foamers or bubblers on elaborate arches 
as a different way to apply the chemicals to the car,” he says. These premium applicators  
are applying foaming premium pre-soaks, carnauba wax and total body protectant.  
Typically, operators are installing two or more foaming applicators.

The applicator arches are augmented by multi-colored LED lights on the arches, light bars  
and ribbon lighting. The lighting “is all for entertainment value. It is not utilitarian in any way. 
The LED lights have higher upfront costs but are much more efficient over the lifetime.”
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In the last 12 months these new features have become standard for new builds or retrofits. 
There is now “momentum” to add these features, he notes. In general, it has only been 
about two years since any operator has put these features into service.

Adding the foaming applicators, lights and high-pressure rinses can cost $40,000-plus  
in upfront costs.

These features provide the operator with the opportunity to increase pricing and drive 
new business. However, Pearcy says it is difficult to quantify the real rate of return owners 
are getting on their investments. 

Another trend is the addition of buff and dry machines at the end of the tunnel.  
These friction components provide a better finish and are another premium offering.

Full-service tunnel operators are installing the buff and dry units to reduce their labor 
costs. If an operator can reduce the number of employees hand-finishing a car by just 
one employee per hour of operation, they can quickly recover the cost of the equipment, 
which ranges from the high teens for a single top brush-drying unit to well north of 
$50,000.

With the installation of the buff and-dry unit in a full-service tunnel, the operator can 
usually downsize his dryer system. However, in an express exterior environment, operators 
still need a full complement of dryers for those buying the less expensive washes,  
Pearcy notes. The installation of the buff and-dry units is dependent upon having the 
space at the end of the tunnel for the extra equipment.

The overriding trend in the industry continues to be the express exterior tunnel operation. 
“This is the category killer--the Walmart of our industry--because it provides a good return 
on investment with minimal staffing for the owner and a high-value experience for the end 
user,” he says.

Lightning Express Car Wash
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Coupled with free vacuums 
and a range of other self-serve 
offerings, express exterior 
tunnels have been the driving 
trend for more than eight years, 
particularly in the Southeast and 
Florida, which has decent year-
round weather. This trend has 
even reached into the petroleum 
and self-serve segment of 
the industry now, with the 
conversion of automatic bays to 
mini-tunnels becoming common. 

The exterior express tunnel “is a 
value-driven proposition with the 
base wash now  
in the $4-$5 range. It is 
frequently an impulse purchase 
rather than a planned purchase.”

It costs more to develop an 
exterior express tunnel than a 
full-service tunnel because  
self-service pay islands need to 
be installed. Generally, some of 
this additional equipment cost 
is offset by a smaller building 
footprint that does not require a 
waiting room or lobby. 

Pearcy began Anything Car 
Wash in 2001 as an equipment 
distributor, also handling 
installations, servicing and 
chemicals. It currently distributes 
the MacNeil Wash Systems’ line 
of tunnel equipment. While over 
time it has added and expanded 
its consulting services, he notes 
that equipment sales continue to generate the lion’s share of the revenues. The firm now 
has 12 employees.

Clients range from the new investor to the veteran multi-unit operator.

Pearcy also runs Lightning Express Car Wash. He uses the tunnel to demonstrate new 
equipment and provide hands-on-training as part of the sale and consulting services.

http://anythingcarwash.com/Default.aspx

OVER 55 YEARS OF SKYLIGHT 
DESIGN AND MANUFACTURING.

713.673.7710 | skylights@plasteco.com | plasteco.com

Stand Out with Skylights that Stand 
the Test of Time.  

As one of the most experienced skylight providers in the industry, 
Plasteco delivers quality skylights on time and designed to meet 
your needs. Whether you need a custom design for a new building 
or to retrofit an existing structure, we offer a range of skylights and 
a hassle-free process. 

Trust Plasteco to make your car wash stand out against the 
competition with more than 30 years of experience designing and 
manufacturing skylights for the car wash industry. 

Let Us Design the Perfect Skylight for Your Car Wash.

REQUEST A QUOTE 
713.673.7710 | skylights@plasteco.com
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6150 NE 92nd #100
Portland, OR 97220
www.nwestco.com

Vehicle Wash & Fuel Systems

NOBODY DOES IT BETTER.

Authorized for parts & service for Autec, PECO, Mark VII, 
Turtle Wax, Washworld, as well as stocking parts inventory
*Chemical distribution and inventory available 

Certified factory service & parts for Gilbarco, 
VeriFone, and other major petroleum 
equipment manufacturers

Specialized in LED lighting: CREE, LSI, and other 
electrical installations

BRANDED 
CAR WASH 
CHEMICALS

(800) 262-3369

PARTS SERVICE INSTALLATION SALES
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The Upside of Drought
 The Carwash Benefit

BY TOM SMITH
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The four-year drought that has dried out the western U.S. represents  
an opportunity for carwash operators.

“The professional carwash is the answer to the problem,” says Brad Hooper, 
president of the Western Car Wash Association and managing partner  
of Rossmoor Car Wash in Orange County, California.

In California, water districts have not at this point restricted home carwashing, 
Hooper notes. However, many are imposing limits on home landscaping watering. 
Some districts urge homeowners to wash their vehicles on the lawn to reduce 
water run-off and water the grass.

If the home carwash is taken away as water supplies tighten, Hooper says  
the professional carwash should benefit.

He notes that nowhere in California has a water district imposed restrictions  
on carwash operations. “And I don’t anticipate any,” Hooper adds. Carwash 
facilities do face the same restriction as many businesses on watering landscaping.

In San Diego County, charity carwashes at church or school parking lots  
are now forbidden.

California water districts have a scale of restriction to match the severity of the 
drought. Currently, most districts are at stage 2 or 3 with stage 5 marking the 
worst possible conditions. To meet state water reductions, the cutback targets  
vary widely even in adjoining water districts. Hooper notes one neighboring city 
has a 6-percent reduction target while an adjoining city has a target of 20 percent.
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The situation is different this summer with neighbors now “calling out” neighbors  
for excess landscape sprinkling. “Are we seeing dirtier cars? I think so.”

The potential to grow in a time of crisis is based on the assumption that a carwash 
operator has installed water reclamation and recycling equipment and is following the 
industry’s guidelines. Any business that does not have a water conservation program  
in place may have problems with its water districts if tighter restrictions are imposed.

“We are not the first state to go through a drought. Texas and Georgia are two  
that come to mind where the professional carwashes dealt with it head-on,” says Hooper.  
“Studies were done for politicians and regulators on the contributions of the industry.”

Hooper advises carwash operators to get to know their water district regulator. 

“Do everything you can to show you are compliant, but also have a relationship  
with your water district so they know who you are, they know what you do, and that  
you are the answer to the problem.” 

Invite them to your business to see how you are reclaiming water and how you are 
handling your landscaping. In some cases, “progressive water districts” have befriended 
carwash operators as the solution to the home carwash with promotions on water bills  
and utility websites.

Water conserving operators attract “green” consumers. “We advertise our efforts  
to conserve,” Hooper explains. “Customers have told us they switch because we are  
doing the right thing. It is good for business.”

Rossmoor Car Wash
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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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As an established operation, Hooper says his business does not have all the  
state-of-the-art water-saving devices and systems. He estimates that he re-uses  
about 50 percent of his water.

Carwash operations that install recycling and reclamation systems during the initial 
construction are now re-using about 80 percent of their water with closed-loop systems.

Hooper notes that 100-percent re-use is impossible with loss due to evaporation  
and water clinging to cars as they depart the lot.

An operator should install as complete a water-conserving system as feasible with 
his or her location, Hooper urges. While an installation at an existing business will be 
inconvenient and disrupt business, he notes the water bill will go down with reduced  
water consumption.

“Anyone that does not have a system,” he explains, “needs to look at getting one.  
In some restricted areas, you may not have a choice.”

For example, if an operator is using fresh water with the wheel blaster  
that consumes 40 gallons a minute, “you are not a good steward.”

Rossmoor Car Wash: 
www.gocarwashgo.com
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LustraFoam® with

Carnauba Wax

800-225-2231  •  www.LustraBear.com

LustraFoam® with Carnauba Wax is a supreme foaming polish  
and sealant that is fortified with NATURAL CARNAUBA WAX 

providing a deep, glossy shine with UV protection and an 
appealing orange-vanilla scent. 

Provide greater value to your customers by offering LustraFoam® 
with Carnauba Wax and keep them coming back again and again!

See for yourself, contact your Lustra® 
representative today 1-800-225-2231.

100% Satisfaction GuaranteedMarketing 
Available!

2-Sided
Driveway 
Antenna Sign

Scan the QR code to 
see LustraFoam® with 
Carnauba Wax being 
applied.

Facebook “f ” Logo CMYK / .eps Facebook “f ” Logo CMYK / .eps
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800.999.7235
www.NACHEMICAL.com

20% off
first

order!
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How to Buy Printing:  
An Insider’s Perspective 
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BY PAT TROY

Most carwashes need some kind of printing done from time to time. It might be 
promotional flyers, signs or banners. Or perhaps you want to do a direct mail piece. 
Whatever it is you need, you probably want to keep an eye on cost. Quality and 
turnaround time also matter, and so does customer service. 

The fact is that not all printers are the same. Some offer digital quick printing while 
you wait, while others use the offset process. Some printers offer signs and banners, 
as well as even logo merchandise. Direct mailing service is offered by many large-
volume printers. There are also, of course, all of the online printers that have become 
very popular in the last few years. 

Printers either do the work themselves or they outsource it. Chances are you will pay 
more if a job is outsourced and you will have added another layer of staffing, giving 
more opportunity for things to go wrong. Most printers are very candid, when asked, 
if they do the work “in house,” and they will tell you the areas where they have special 
experience and expertise. 

Here are few tips if you want to “do it yourself” when it comes to printing 
arrangements. 

1. MATCH YOUR JOB TO THE PRINTER’S CAPABILITY. Ask what the printer 
specializes in, and if it is not what you need to have printed, consider shopping 
around. 

2. ASK TO SEE WORK SAMPLES. Most printers will be glad to show you their 
work. If the quality is bad, consider it a warning.

3. GET QUOTES, BUT NOT EVERY TIME. When you first need a project printed,  
it is good to get three or more competitive bids. When you need to have a 
similar project printed, you should not have to get competitive bids. Just ask 
the printer you are using to give you a quote. 

4. KNOW WHAT YOU WANT. In order to give a quote, a printer must have all  
of the specifications. At its most basic, that means size of the finished product, 
paper weight (60# is regular copy paper), gloss, matte or offset texture, 
ink (black and white or full color), quantity, binding, and delivery location. 
Understand that digital printing doesn’t get much cheaper with high quantities, 
but offset printing costs drop quickly as quantity goes up. 

5. BE HONEST ABOUT THE DATE NEEDED. Printers are governed by real needs. 
They will go to great lengths to help you meet your delivery needs, but you 
need give them the “real” date needed. Don’t expect the printer to compensate 
for the time you lost prior to submission. If you find yourself in a tough spot, 
you can ask the printer about paying a “rush fee.” 
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6. DO IT RIGHT THE FIRST TIME. EDIT YOUR WORK THOROUGHLY BEFORE GIVING 
IT TO A PRINTER (OR A DESIGNER). If your work must be modified after the design 
is done or after being submitted to the printer, substantial costs will be involved 
to make the correction. Remember that printing requires high-resolution photos 
– 300 dpi minimum. One of the biggest challenges for printers these days is that 
people pull 75 dpi photos from the Web. Another thing to remember is that printing 
requires that the page count be divisible by four. Each page is one-fourth of a sheet 
of paper, though the paper size may vary. The bigger the press, the more the savings 
with quantity.

7. PREPARE YOUR FILE CORRECTLY. These days almost all printing copy is created 
digitally. Many printers have very sophisticated sites for FTP (file transfer protocol) 
transmission. If you send a PDF version of a file, be sure to send the “printer’s 
version,” as that version will have alignment marks printers need. This will also 
ensure that all the fonts are transferred. 

8. DON’T EXPECT A PAPER PROOF. Forget the old days of “blueline” proofs. Today’s 
proof is a digital version of what you submitted digitally. Unless something has really 
gone wrong, you won’t find problems with the digital proof. For certain very special 
jobs, printers still offer press checks. 

9. REMEMBER, A QUOTE IS THE COST, BUT IT IS ALSO THE SPECIFICATIONS. If you 
change the specifications, expect to pay any additional charges. There are times 
when a printer makes an error, and that can be grounds for a reprint or a discount.  
If the customer makes an error that requires a reprint, printers often will do the 
reprint at cost. 

10. WHAT YOU PAY MAY BE DIFFERENT FROM THE QUOTE. A printer can charge  
you up to 10 percent over the quoted price if the quantity printed exceeds the 
quoted amount. This is rare these days, but know that it could happen,  
and it is all perfectly legal. 

If all of this seems overwhelming, there are some other options that will ensure you get 
quality printed products. Remember that printers prefer to get their files from others  
within the industry because they know that the quality will be acceptable. Even online 
printers will often provide an “industry discount.” This means that you may well be  
paying more if you deal directly with the printer. 

One of the big challenges printers face today is the proliferation of inexpensive,  
easy-to-use desktop publishing software designed for novices. When a non-designer 
spends an hour to two with this kind of software he/she can create something. It may  
not look that great. The person who made it loves it because they made it. Others will 
notice the clear signs of “beginner’s design” and won’t take your company that seriously. 
When a printer sees one of these jobs come in, he/she will anticipate problems and take 
that into account in the pricing. 
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Here are two approaches that will help you get a professional product and a fair price  
with very little hassle. 

1. Ask the printer to provide design services. Many printers have ongoing 
arrangements with one or more freelance designers. 

2. Arrange for your graphic designer to take care of the printing coordination. 

3. Work with a print management firm who will ensure that you get professional 
printing and design.

4. With printing, as with anything else, relationships matter. Whether you deal  
with the printer, a graphic designer, or a print management company/publisher,  
treat them fairly. They will return the favor. 

Pat Troy, in addition to being the publisher of WashTrends, is the president 
of Bay Media, Inc, a publication management firm she founded in 1989. 

www.baymed.com

www.sunheatsolar.com • 1-844-3-SOLAR-3 (844-376-5273)

Go Solar and Save!
Free Energy Pays for Itself

CALL TODAY 
for free custom 

info packet!

TAKE ADVANTAGE OF:
• 2015 Solar Tax Credit
• Cash Back Solar  

Incentives

SAVE ON NATURAL GAS  
WITH SOLAR HOT WATER

• Solar-Assisted Water Heaters

• Super-Efficient Heaters  
& Water Tanks

-NEW EQUIPMENT AND EXISTING RETROFIT-

SAVE ON ELECTRICITY  
WITH SOLAR ELECTRIC PANELS

• Solar Canopy & Awning

• Solar Rooftop
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PA 
Corporate 
Office and 

Production 
Facility

CA
Sales and  
Technical Support
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CARWASH ALERT: 
DO YOU PROFIT FROM RESENTMENT?

How to Measure and Neutralize the “Bad Profits”  
That Drive Customers Away

BY JEFF SAURO
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Nobody likes to pay for a subpar or overpriced product or for  
less-than-impressive service. When one of your customers is forced  
to do so anyway, you’re making bad profits—and they may come  
back to bite you later. 

At first glance, it may seem like there’s no such thing as a “bad” profit. Isn’t the point of business 
to make money? Well, yes, but money obtained under negative circumstances brings with it some 
troubling baggage. As a consumer, you’ve probably felt the weight of that baggage yourself when 
you:

• Paid the check at a restaurant after receiving terrible service and mediocre, at best, food;

• Paid a cable bill for over a hundred channels when you watch fewer than 20 of them  
on a regular basis;

• Paid $150 to change your airline ticket reservation to a different flight.

The carwash industry isn’t immune to the same type of bad profit situations and customer 
dissatisfaction. And once the “bad news” gets out, a ripple of discontent can harm all the good  
you do. The best intensions can be obscured and your reputation hurt.

We’ve all been there. We know what it’s like to be annoyed and angry when we didn’t feel we  
got what we wanted or deserved. While we handed over the money we owed, we certainly  
weren’t happy about it—and we definitely weren’t eager to repeat the experience.

When carwashes can benefit financially from a bad customer experience, those are bad profits. 
The term “bad profits” was coined by a customer loyalty guru named Fred Reichheld, who also 
developed the Net Promoter System.

Bad profits are like bad karma for companies. Sure, you get the sale now, but the bad experience, 
price, or product will come back to hurt you. 

It just makes sense. In virtually all fields, customers have choices—and next time, they may choose 
your competition. Plus, it takes only a few seconds for a disgruntled customer to log onto a social 
media account and share with the world just why people shouldn’t do business with you.

As outlined in the book, Customer Analytics for Dummies, you can measure each stage of the 
customer journey, use the right analytics to understand customer behavior, and make key business 
decisions based on them. The following tips can create a turn-around situation, transforming bad 
profits into good ones.

FIRST, FIGURE OUT WHAT PERCENTAGE  
OF YOUR PROFITS ARE “BAD.” 
Your company’s Net Promoter Score (NPS) is a useful tool to gauge what percentage of your 
profits are bad. If you aren’t familiar with NPS, it is based on the question, “How likely are you 
to recommend [product or service] to a friend or colleague?” and is presented as a percentage. 
(Customer Analytics for Dummies explains how to compute your organization’s NPS.)
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NEVER STOPS
WORKING
FOR YOU

Smart. Smooth. Attractive. And always at work. 
The Hamilton HTK is an automated transaction kiosk designed and built to 

improve customer convenience and grow your business through 
technology, security, and legendary Hamilton durability.

CONVENIENCE
Cash

Credit Card
Coins

Barcode Reader
Tokens
RFID

Coupon Codes
Dual Bill Dispenser

À La Carte

INNOVATION
Custom Decals
Custom Display

Video
Special Event Times & Pricing

Customer Value Cards
Hamilton Tokenotes®

Hamilton Hosted Solutions 
(cloud-based, real time reporting)

SECURITY
High Security, 11 Gauge Door

Alarm
Standard Security Camera

Password Protection
Heavy Duty Locks

Separate Locked Cash Chamber
Email & Text Notifications

For information on our full range of high performance 
products, visit us at hamiltonmfg.com or call 888-723-4858

ALWAYS LEAD. NEVER FOLLOW.
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By combining your NPS data with customer-by-customer revenue data, you can estimate the 
amount of revenue derived from bad profits. This will be easiest if your product is sold for one 
price. When there are multiple products and prices, you’ll need to do a bit more work to match  
up customers’ attitudes with their historical revenue. 

So, once you’ve done the math, how much revenue is too much from detractors—in other words, 
dissatisfied customers who are likely to talk negatively about your product? While that depends 
on the industry and the switching costs—more competition leaves less room for detractors, for 
example—a common threshold is to obtain no more than 10 percent of revenue from detractors. 
In other words, if more than 10 percent of your profits are bad, you should work to eradicate them 
with a sense of urgency. 

NEXT, UNCOVER WHY THESE PROFITS ARE BAD. 
Chances are, you already have some idea of why customers might be dissatisfied with your 
product or service. But it’s always a good idea to go directly to the source before making changes. 

Survey your customers using open-ended questions about why they would or wouldn’t 
recommend your company and about what they think could be improved. Pay special attention  
to analyzing the feedback from your detractors. Their comments might not be easy for you to read, 
but they will help you gain an accurate understanding of what factors are driving your bad profits.

IDENTIFY THE LOW-HANGING FRUIT FIRST. 
After surveying your customers, you’ll likely have identified a variety of factors that might be 
driving your bad profits—and you may feel overwhelmed at the thought of addressing them all. 
That’s why I recommend going for the most obvious solutions first as an effective place to start.

In other words, what is the one change that would make the most difference to the most 
customers? If you try to tackle too many changes at once, you’re likely to get overwhelmed.

Consider these four common sources of bad profits:

• QUALITY: Are your products and services high quality? Or are they unreliable  
and don’t work as expected?

• VALUE: Customers don’t like to feel ripped off and like a bargain. The price relative to what 
customers receive for their money can generate a lot of detractors or promoters, especially 
for business-to-consumer products and services.

• UTILITY: Do your products offer all the essential features your customers need and value?  
A product doesn’t have to do everything, but it should do the right things for your 
customers.

•  EASE OF USE: A product or website can have all the bells and whistles, but if it’s hard  
to use or is a frustrating experience, the features might as well not work.
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THEN, FIGURE OUT HOW TO SOLVE  
THE PROBLEMS YOU’VE IDENTIFIED. 
Understanding the reasons why you’re earning bad profits and identifying the low-hanging fruit 
is (relatively) simple. Doing something about the information is usually harder because it often 
involves adjusting price, quality and/or features to meet customers’ expectations. (But that’s 
usually what separates the best-in-class companies and carwashes from the rest: their ability  
to make changes based on data.)

Starting with your low-hanging fruit, then moving on to less straightforward problems, figure out 
how to solve the issues that are leading to bad profits. This might involve revising existing policies 
and procedures or creating new ones. It might mean adjusting your pricing or making changes  
to your products. It might also involve empowering employees to take immediate action when  
they encounter a situation that might lead to bad profits. 

STOP SELLING TO PERPETUALLY DISSATISFIED CUSTOMERS. 
SOME PEOPLE ARE NEVER HAPPY.
What happens after you’ve addressed as many causes of bad profits as you reasonably can? How 
do you handle those detractors you just can’t seem to satisfy? While it may seem crazy, in some 
cases, getting rid of mismatched customers may better your reputation and increase your profits  
in the long run.

Realize that some people are simply determined to be unhappy and that you may not be equipped 
to give others the product or service they need. In these instances, apologize for not meeting 
customers’ expectations and refer them elsewhere. Meanwhile, take a fresh look at your marketing 
and branding, and make sure 
that they are geared toward 
attracting customer segments 
that are  
a good fit.

Bad profits are a ticking 
time bomb. They lead to 
customer resentment and 
a decrease in customer 
loyalty and eventually impact 
profits negatively. In today’s 
competitive market, you 
simply can’t afford those 
things—so be proactive about 
turning bad profits into good 
ones.

About the  
Author:

Jeff Sauro is a Six Sigma-trained statistical analyst  
and pioneer in quantifying the customer experience.  

He specializes in making statistical concepts understandable  
and actionable. He is the founding principal of MeasuringU,  

a customer experience and quantitative research firm. 

He publishes weekly articles online at www.measuringu.com and 
daily updates on Twitter (@MeasuringU). His book, Customer 
Analytics for Dummies (Wiley, 2015) is available at bookstores 

nationwide, major online booksellers or directly from the publisher 
by calling (877) 762-2974. For more information, please visit the 

book’s page at www.wiley.com.
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SELF-SERVE UNDERBODY SYSTEM

 Looking for an easy way to increase 
your customers time in the self serve 
bay? The Self-Serve Underbody System 
provides a simple, fast and easy way to 
add a unique service option to your car 
wash.

Features include:

  Compatible with all self-serve car wash equipment
  Easily adapts to any existing high pressure pump 
  Controlled by the rotary switch on any existing meter box
 	 Pre-wired	and	pre-plumbed	for	easy	field	installation

 An Elite Pro™ is an industry leading self-serve system 
sure to attract more customers and produce cleaner 
vehicles from your car wash business. Consumers feel 
more value and enjoy better cleaning power as a result 
of the Elite system’s Advanced Product Delivery, 
which gives car wash operators the ability to 
customize the delivery pressure for all functions. 

Other	benefits	include:

800-528-5733
w w w . h y d r o s p r a y . c o m

c o n t a c t   u s 

TODAY

Equipment that adds value!

Standard Functions Include: 
Rinse, Soap, Wax, Pre-Soak, Wheel 
& Tire, Foam Brush, Spot Free, Foam 
Polish & Extra Service9

  Integrated System Design
  Industry Standard Parts
  Multi-Pressure Delivery, 0 – 1500 PSI
  Quick Purge Functionality
  Maintenance Friendly
 	 2	–	6	Bay	Configurations
  Pump Options: CAT, GP & Arimitsu
 	 5	HP	Efficient	Motors
  1 Year Warranty, 90 Day Labor 
  (Subject to Terms & Conditions)

MORE REVENUE!
Add a New Service & Generate

Plug & Play
Installation

Easy
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BY PAT TROY, PUBLISHER OF WASHTRENDS

A Periodic Blog Posting  
from WashTrends  

and the Industry Leaders From  
the WashTrends.com website

Carwash Words is a periodic blog. 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. 

BLOG
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Arimitsu 313
Upgrade From All Brands

•	 Self	Serve	and	Single	Gun	Prep
•	 PN-61000	Left	(as	pictured)
•	 PN-61001	Right

Self Serve

313

516

Dual Gun Prep

508

Why to ask for Arimitsu Pumps:

Since	1923,	Arimitsu	Pumps	has	been	providing	these	customer	recognized	benefits.	
Proven	high	efficiency	and	reliability,	deliver	lower	costs	of	ownership.	
Learn	why	more	now	specify	Arimitsu	Pumps	on	their	new	or	existing	equipment,	and	are	
migrating	away	from	old	and	costly	habits.	

arimitsupumps.com  l  763.205.8341  l  greg@arimitsupumps.com

Upgrade Now

Enjoy the benefits	 of	 a	 quieter	 and	 more	
efficient	pump.	UPGRADE	to	Arimitsu	Pumps	
on	your	equipment.

Quiet & Simple

Etowah Valley 
Equipment

Coleman 
Hanna 
Carwash 
Systems Sonnys Carwash 

Factory

National 
Pride 
Equipment

•	 View “Resources” at arimitsupumps.com for helpful tips!
•	 Request Arimitsu Pumps when refurbishing old or building new!
•	 Special pricing when mentioning this ad!
•	 Call us today: 763-205-8341!

Arimitsu 516
Upgrade From All Brands

•	 Self	Serve	and	Single	Gun	Prep
•	 PN-61002	Left	(as	pictured)
•	 PN-61003	Right

Arimitsu 508
Upgrade From All Brands

•	 Dual	Gun	Prep
•	 PN-61004	Left	(as	pictured)
•	 PN-61005	Right

QUIET

SIMPLE

QUALITY

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

American Garage Door Supply Inc. designs and 
manufactures door, operator and radiant heater 
products specifically for carwashes. Manufactured 
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 
these customer recognized benefits: Quiet.Simple.
Quality. Proven high efficiency and reliability, Arimitsu 
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 
QuickFire™

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 
products, we also offer the following value-added 
services to include: site evaluation, site design, financial 
consultation, engineering support, project management, 
installation expertise, sales training, service training, and 
marketing support. We look forward to earning your 
business!

CARWASH SUPERSTORE
3350 Hwy 309 N
Byhalia, MS 38611
877-ONE-WASH (663-9274)
Sales@CarWashSuperstore.com
www.CarWashSuperstore.com

Car Wash Superstore has been known for providing 
superior, personalized service since 2003. We carry a 
complete line of car wash parts, supplies, and vending 
to help your business be the best it can be. Recently, we 
teamed up with National Pride Equipment which makes 
us bigger, stronger and better than ever. Our partnership 
allows us more buying power that means bigger 
savings for you. Your order is always shipped same day 
and now from multiple distribution points. Car Wash 
Superstore: Quality first, service second to none.

DIAMONDSHINE
1340 East 289th Street
Wickliffe, OH 44092
(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

Diamond Shine Inc., headquartered in Wickliffe, Ohio, 
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 
chemistry and cost-efficient solutions. Diamond Shine 
offers premier service and marketing support through a 
team of distributors and representatives committed to 
helping operators achieve product performance, cost 
effectiveness, and profitability.

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®.

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 
or refurbished construction. Panels are available in 12″ 
and 24″ widths, and cut to the inch from lengths 4 to 20 
feet. Install quickly with no exposed fasteners, providing 
a smooth easy to clean surface. Come with a ten year 
warranty and Class A smoke and flame rating.

HAMILTON MFG. CORP.
1026 Hamilton Dr.
Holland, Oh 43528
(888)723-4858 (phone)
sales@hamiltonmfg.com
www.hamiltonmfg.com

Hamilton Manufacturing Corp. is a recognized industry 
leader in the development, manufacturing, and support 
of automated point-of-sale transaction systems, parking 
access systems, Data Access Networks and token/
change machines. Hamilton products are engineered 
and built to meet the demanding needs of the 
unattended car wash and parking industries, as well as, 
amusement, coin laundry, weigh stations and various 
other customized applications. Hamilton products are 
designed and built to improve customer convenience 
and loyalty, while offering contemporary technology, 
legendary Hamilton durability and superior security.
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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, 
Tunnel Master®, Jr., Auto Sentry® flex, Auto Sentry® 
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.

PLASTECO, INC.
PO Box 24158
Houston, TX 77229
(713) 673-7710 (phone)
www.plasteco.com

Plasteco has manufactured skylights since 1957 and 
supplied the car wash industry for more than 30 years. 
With skylights available for new construction and 
retrofitting, we provide on-time delivery and a trouble-
free experience to meet your skylight requirements. 

Where Form Follows Function.
713.673.7710
skylights@plasteco.com
www.plasteco.com

SONNY’S ENTERPRISES, INC.
5605 Hiatus Road
Tamarac, Florida 33321 U.S.A
800-327-8723 (toll-free)
954-720-4100 (International & Local)
Sales@SonnysDirect.com
www.sonnysdirect.com

SONNY’S The CarWash Factory is the largest 
manufacturer of conveyorized car wash equipment, 
systems, and parts in the world. With over 65 years of 
experience Sonny’s is committed to making car washing 
easy through their four departments of service: Car 
Wash Equipment, Parts and Accessories, CarWash 
College, and Auto Pilot Control. Discover more by 
visiting, www.sonnysdirect.com

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

Lustra™ offers high-quality, innovative car care 
products, exceptional service and creative marketing. 
Ultraflex is Lustra’s™ advanced system of ultra-
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 
product offerings the best in your market.

PDQ MANUFACTURING, INC.
1698 Scheuring Road
De Pere, WI 54115
(920) 983-8333 (phone)
(920) 983-8328 (fax)
sales@pdqinc.com
www.pdqinc.com
Product List: PDQ’s products include LaserWash® and 
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 
— PDQ Manufacturing, a Dover Company, is a leading 
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. 
PDQ also provides wash marketing, customer loyalty 
and wash payment products under the ACCESS® 
brand name. Since 1984, PDQ Manufacturing has 
represented Performance, Dependability and Quality 
with outstanding products, and support that contribute 
to our customers’ profitability.

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™

Warsaw Chemical Co., Inc. offers over two hundred 
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
Product List: PDQ, LaserWash, MacNeil, Carolina Pride, 
Lustra, Ginsan , Unitec, Ultraflex

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

HYDRO-SPRAY WASH SYSTEMS INC.
511 Spruce Street, Suite 1
Clearfield, PA 16830
Contact: Cliff Reed/ Thom Miller
(814) 765-9097 (phone)
(800) 528-5733 (toll free)
(814) 765-9107 (fax)
info@hydrospray.com
http://www.hydrospray.com

Hydro-Spray is a full-service car wash and pressure 
wash equipment provider based in Clearfield, PA. Our 
company offers more than the equipment and supplies 
our customers need; we provide the service and 
support to make it all work. Hydro-Spray manufactures 
superior Touchfree Automatics, durable Self Serve 
equipment and Ancillary Equipment. Our Rainmaker 
Touchfree Automatic integrates the latest technology for 
the best possible touchfree wash performance. Our Elite 
and Elite Pro Self Serve System equipment is designed 
to offer years of trouble free operation. For replacement 
parts or new wash systems, Hydro-Spray meets your 
needs.
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ü 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.

ü 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.

ü 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.

ü 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.™
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The carwash business in Europe is changing: The profile of owners, the types of carwashes 
and the expectations of customers are all evolving. To serve a changing market, you need 
new ideas and new networks. 

Car Wash Show Europe, produced by the International Carwash Association:

• is a perfect fitting for the European carwash owner and operator; 
• is focused exclusively on the carwash business and related industries; 
• offers seminars held by leading carwash operators from around the world, networking 

events, carwash tours and product and service displays;
• showcases many products never before seen in Europe. 

Sunday, October 4, will feature visits to four carwash locations in the Amsterdam area, 
culminating with a special welcome event for participants. Register for this tour through 
the regular registration process; only those registered for the tour will be permitted at each 
location in order to manage traffic for the host operators.

Carwash tours include Bob Autowash, CarwashPlus, iClean, Loogman.

CAR WASH SHOW EUROPE

SAN FRANCISCO ROADSHOW AND CAR 
WASH TOUR DRAWS BIG CROWD 

WCA’s latest Roadshow and Car Wash Tour was another success, with more than 100 
attendees traveling to San Francisco for the two-day event. Attendees were taken on  
a tour of some of the Bay Area’s leading carwashes, departing from South San Francisco 
and making their way down the South Bay. Attendees were also treated to a private tour  
of Levi’s Stadium, the new home of the San Francisco 49ers professional football team. 
Photos from the event are now available on WCA’s Facebook page. WCA would like to 
thank everyone who made it to the San Francisco Roadshow. Stay tuned for details on our 
next Roadshow and Car Wash Tour, which will be coming to the Inland Empire in October.
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CARWASH FUNDRAISER: OVER $1,100 FOR ROTARY 
COMMUNITY CORPS OF PARKER, COLORADO

On Saturday, July 11, 2015, the Rotary Community Corps (RCC) of Parker, Colorado, raised 
more than $1,100 at its carwash fundraiser held at Kwik Car Wash. In addition to earning 50 
percent of Kwik Car Wash’s wash sales from the fundraiser’s duration, RCC members and 
volunteers were able to raise additional funds by vacuuming and cleaning windows.

The RCC of Parker is designed for special needs adults 18 years and older to become active 
in their community, learn leadership skills, feel like a vital part of their community, become 
socially active and give back to their community through service projects and fundraisers.

“The proceeds of the carwash will go towards the RCC Book Club, Adopt a Family at 
Christmas, the Parker Task Force Back Pack program, and many other projects,” explains 
RCC founder and advisor Kam Breitenbach.

Project Healing Waters Raises Nearly $1,000 at Carwash Fundraiser

—On Saturday, June 27, the Project Healing Waters Fly Fishing (PHWFF)— Denver Group 
was able to raise nearly $1,000 at their carwash fundraiser hosted by Kwik Car Wash. Fifty 
percent of carwash sales from both Parker and Littleton Kwik Car Wash locations were 
donated to the group. Volunteers were on site serving a free BBQ lunch and offering fly-
casting demonstrations.

“Thank you, Kwik Car Wash, for putting on the Great Grill Give-Away again this year,” 
expressed PHWFF Denver Program Lead David A Carrillo. “It is a superb event that provides 
a much appreciated donation to PHWFF. Every bit helps us provide great rehabilitative 
services to our emotionally and physically disabled military service personnel and veterans 
through fly fishing and related activities.

RANDY WINGERT JOINS MARK VII 

Mark VII Equipment Inc., the North America subsidiary of WashTec AG of Germany, the 
world’s largest manufacturer of vehicle cleaning systems, has named Randy Wingert as 
manager of special projects. 

Wingert’s background includes over 25 years in marketing management positions in the 
car care industry at Turtle Wax and Ryko Solutions. He will be based at Mark VII’s factory in 
suburban Denver. 

“Randy is a great addition to the team,” notes Mark VII’s CEO Chris Andersen. “His broad 
experience in all facets of the car care business will bring a fresh perspective to strategic 
initiatives critical to meeting our growth objectives.”
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CSI HIRES NEW MANAGER

Cleaning Systems Inc. (CSI) of De Pere, Wisconsin, hired Brett Phillips to the position of 
Lustra regional sales manager, covering western regions across Washington, Oregon, Idaho 
and Montana.

Phillips, from Olympia, Washington, has over eight years of experience in the carwash 
industry.

Phillips was quoted as saying, “I am excited to be a part of a company that is constantly 
improving and evolving to meet the needs of this dynamic industry.”

Dave Krause, president and CEO of CSI, remarked, “We are pleased to welcome Brett to the 
CSI team. His vast array of industry knowledge and experience will be a tremendous asset 
to both our organization and to our customers in the western United States.”

Cleaning Systems Inc. is a leading manufacturer of cleaning and protection chemical 
products, as well as chemical application technology, for the global transportation industry. 
Founded in 1976, Cleaning Systems Inc. is based in De Pere, Wisconsin, and is an ISO 
9001-2008 and ISO 14001-2004 registered company, whose products are known for 
high quality, value, effectiveness and environmental sustainability, as well as cutting-edge 
industry-leading technology. CSI’s product lines include Lustra, servicing the professional 
carwash industry, including Ultraflex ultra concentrated technology, as well as a full line 
of commercial transportation cleaning products and an array of chemical application 
technology solutions. 

Questions about Phillips’ hiring should be directed to Mercedes Mannino at (920) 337-4420 
or via e-mail at mmannino@cleaningsystemsinc.com.
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MacNeil Wash Systems, in partnership with Hydra-Flex Inc., introduces the CleanTouch 
Echo Chemical Dispensing System.

The CleanTouch Echo is a compact, single chemical control panel, powered by Hydra-Flex’s 
patented chemical dispensing technology, that delivers the precise amount of chemistry to 
up to 15 applicators in the tunnel, dramatically simplifying the back room. Unique features 
were added, including on-board injector storage, drip tray, and pressurized air and water 
lines for cleaning.

“We are thrilled to have another partner bringing this technology to the marketplace-
-a partner that is known for their high-quality products and shares our core values of 
innovation, reliability and accuracy,” says Tim Loughrey, director of sales at Hydra-Flex.

“Our objective is to develop deliver best in class customer-centric solutions to our 
customers,” says Jim Belanger, vice president of tunnel sales for Clean Touch Formulas 
and MacNeil. “Although we manufacture very high-quality solutions for a lot of what our 
customers need, we regularly collaborate with the industry’s leading companies to help 
us provide the very best integrated solutions from their areas of expertise. The Echo is a 
perfect example of this type of collaboration. No one does chemical control better than HFI, 
so we teamed up with them to create the Echo.”

CLEANTOUCH ECHO 

Motor City Wash Works held its seventh annual open house in early July, hosting customers 
and industry partners at its Michigan facilities.

Following tradition, this yearly event benefits a favorite charity: St. Jude Children’s Research 
Hospital. This year the company raised nearly double the $10,000 original goal, and the 
result was a donation of $18,000 to the hospital.

According to a St. Jude representative, a donation that size enables the hospital to fund 
nearly a full day of treatment for a patient (one full CT scan, one day of chemotherapy, 
two hours of physical therapy, two days of oxygen, three blood-cell transfusions, one chest 
x-ray and two complete blood tests). Despite the high cost of these treatments, no St. Jude 
family ever receives a bill.

Motor City Wash Works is also a sponsor of the 2015 Ann Arbor St. Jude Run/Walk to End 
Childhood Cancer. The event takes place on Saturday, September 26, and has already raised 
over $60,000 for the kids. Residents can register to run/walk at www.stjude.org/walkrun.

MOTOR CITY WASH WORKS OPEN HOUSE BENEFITS CHARITY
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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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