




Published by:
BAY MEDIA, INC. 
550M Ritchie Highway, #271 
Severna Park, MD 21146 
410.647.8402 
Email: info@baymed.com 
twitter: @carwashtrends 
Facebook: WashTrends  
Website: www.baymed.com 
Patricia H. Troy, Publisher 
© 2012 Bay Media, Inc. 
 
WashTrends Contributors: 
Publisher: 
 Patricia H. Troy 
Editor-in-Chief: 
 Sandy Travis Bildahl
Editorial Advisor: 
 Pam Piro 
Designer: 
 Kelsey Schaible
Social Media:
 Daune O’Brien 
Website: 
 Anne Benjamin
Editorial Content:
 Wendi Winters 
 Daune O’Brien 
 Lucia Regan
 Sandra Loepkers 
Advertising Sales: 
 Debra Mowbray-Conroy
 Tricia Miller 
Support: 
 Doralee Billings 
 Patty Blakeney 
 Laurie Plemons 
 Sea Williams

Advertising Sales:  
sales@washtrends.com or call  
410-647-8402

Want to Connect?
Call, email, or twitter, facebook… 
dauneobrien@baymed.com

ON THE COVER:
ORIGINAL WATERCOLOR BY
PHYLLIS SAROFF

Phyllis Saroff is both an 
illustrator and fine artist. 
She illustrates children’s 
books, magazines and 
scientific wildlife pieces, 
and exhibits her fine art 
in an Annapolis gallery. 
She feels fortunate 
to be able to paint 
what she loves, and it 

shows in her work. She often says that she 
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father who made sure she could become 
an artist. www.saroffillustration.com

Letter from the Editor:

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 during the month. Available by subscription and online, as 
well “apps” for Apple and Android smart phones and tablets. Includes Product 
Guide. 

WashTrends Blog – WEEKLY – Blog written carwash operators and other 
industry insiders. 

Trends Report Report – ANNUAL (Summer) Spotlights top industry trends 

Advertising packages 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.

Issue 2013.3

Welcome to WashTrends. We’ve got a terrific lineup of 
stories to keep you up to date on the latest news in the 
carwash industry. Our weekly WashTrends Direct and 
blog posts have been generating great feedback and 
interest and they’re all assembled here, in WashTrends, 
for convenient reading and as a great resource when 
you’re looking for strong ideas that work. 

One trend we’ve noticed is the rise of creativity, whether 
for problem solving, communication or business 
solutions. It’s this kind of thinking which is making so 
many carwashes thrive. And carwashes are really getting 
creative with the add-on services they offer—everything 
from 50’s style restaurants to laser shows and rock and 
roll bands. Who knew that a carwash could be a great 
place to hang out?

We hope you enjoy our latest issue. And we hope you 
join us on Twitter and Facebook to take part in the 
conversation that’s lively, friendly and informative.

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

Best wishes for a prosperous and creative Fall season!

Sandy Travis Bildahl 
Editor-in-Chief 
WashTrends
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HAVING A HEART IS 
GOOD FOR BUSINESS

WRITTEN BY WENDI WINTERS

Why Charities and Carwashes  
Work Well Together

During an interview for a newspaper article a few years ago, a woman stunned me 
three times in one breath. “You’re a freelancer,” she said bluntly. “That means you work 
for free, right? How much do I hafta pay for this ad? I get to see this before it runs, 
right?” My answers were: “Nope. Nothing. And no way!”

I realized she was not alone. Many people – and most small business owners – don’t 
know the difference between public relations and advertising. (Hint: You pay for 
advertising and can control not only what it looks like but where and how often it is 
published, broadcast or displayed online. But an editorial article has at least 3 ½ times 
the perceived value of a paid advertisement because a third party – the media – is 
saying something about you or your business. An editorial article also costs nothing.)

WashTrends talked with Mark Curtis, CEO of Splash Carwashes, a 16-shop chain in the 
Connecticut area. This carwash began with one shop and a big heart. The heart led to a 
public relations marketing strategy that’s paid off.

Splash recently donated $3,053 to DARE (Drug 
Abuse Resistance Education) program and has 
donated over $30,000 to the DARE program 
during the past 18 years. From left to right: Chief 
William Hayes, Detective Joseph Communale, CEO 
Mark Curtis (Photo courtesy of Splash Carwash).
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“Cause-related marketing has been part of our DNA for thirty years now,” said Curtis. 
“From promoting raffles for local churches to fundraisers for charities. We took it to a 
different level with churches and charities, developing successful fundraising programs 
and mutual awareness.” Early in the company’s history, Splash Carwashes offered 
“free carwash days” in return for donations for a specific charity. Curtis would ask the 
charity to promote the event in exchange for the donations at the gate. The company 
and charity would promote the event through editorial and advertising in newspapers, 
radio, TV, and via the hand distribution of flyers.

“We probably doubled our volume on those days,” Curtis reminisced. “The exposure 
and goodwill was immense. People would comment about a specific event ten years 
later.” He stated his business increased by 50 percent the first year his company began 
doing the events. In the following years, he noted 10 to 15 percent increases each 
year. Now, with 16 locations, Splash doesn’t do “free carwash days” anymore. Now it 
promotes holiday gift cards or certificates and splits the proceeds with a specific local 
charity. Sometimes, one of his washes donates $1 from each wash or a portion of the 
day’s receipts to a charity.

Win an Infiniti g37 convertible at the Wash It and  
Win Fundraiser (Photo courtesy of Splash Carwash).
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A recent Splash Carwash Fundraiser made it 
possible to give $2,486 to the Cardinal Lacrosse 
Team. Left to Right: Sophie Waine, Molli Haimerl, 
Emma Christie, Mark Curtis, and Emily Johnson.
(Photo courtesy of Splash Carwash).

One of his favorite projects is a national 
program called Grace for Vets. November 
11 is known in the U.S. as Veterans Day. In 
other countries it is called Remembrance 
Day or Armistice Day. Each year on that 

date, Splash Washes join with thousands of wash companies throughout the U.S. 
and three other countries to wash the cars of active duty military personnel and 
veterans. “It’s a national program with a local feel,” Mark explained.

Though Splash Carwashes maintains updated lists of local media in each of its 
markets, it often relies on a participating charity to “push the agenda” or, promote 
the event, Curtis adds. In its various markets, the company positions itself as media 
friendly and an expert source on carwash industry and environmental issues. “The 
media knows to come to us as a source of information. In turn, we’ve provided them 
with media releases on programs we’ve done with the Water Savers Program.”

The company keeps its website up to date and easy to use. “We stay as current as 
we can,” said Mark. “We want to make it easy for the media – and for customers 
 – to contact us.”

Splash has also found another way to make a splash. Recently, for the sixth year 
in a row, it gave away a car. This year’s prize was a 2013 Infinity G37 convertible, 
valued at approximately $37,350. “This promotion gives us HUGE visibility,” said 
Mark. “It creates significant buzz. All 16 locations are involved. Three people are 
selected from each location and given a car key. There are 48 keys. Only one key 
will work. Those who do not win the car will, instead, receive hundreds of dollars in 
Splash services as a consolation prize. It’s promoted through radio, TV, newspapers, 
Facebook, Twitter, texting and word of mouth.”
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Vinny’s Backyard Grill. Left to Right: Splash Marketing  
Paul Clark, CEO Mark Curtis, 95.9 Fox DJ Peter Bush  
(Photo courtesy of Splash Carwash).

“When we had only one location, we gave a car to 
the millionth customer,” says Curtis. “People enjoy 
this contest and we have a good time putting it on. 
We hold the drawing at the Infiniti dealership. All 48 
key holders are there. They bring their families. The 
media is there, too, to cover it. It gets crowded. The 
atmosphere is electric as one person after another 
tries their key in the ignition.”

Mark has some suggestions for other carwashes 
looking to create their own buzz. “I would absolutely suggest getting connected with a 
local charity that is well-connected and well-regarded in the community. Talk with their 
officials in terms of fundraising. Some charities have 10,000 to 15,000 names on their 
mailing lists.”

He suggests having an employee dedicate a certain amount of time daily to 
“marketing the wash on a viral basis. The message should be: “’We’re the good guys at 
the carwash. We’re helping this charity…’ People will regard the carwash as a supporter 
of a cause they like.”

Curtis also pointed out, “86 percent of those surveyed on this subject said they’d 
patronize a business that supports a charity they like. They might not donate to that 
charity, but they like it.”

He urges wash owners to “Start with Grace for Vets. Sign up online and wash veterans’ 
cars for free on November 11. Wash the cars of servicemen and servicewomen who are 
returning home. Wash the cars for free and let the media and local VFW and American 
Legion Halls know what you are doing. Get it on your Facebook page. It’s a huge 
value.”

Wash It and Win Video Link Here!
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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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WRITTEN BY BRENDA GRACELY

The Hub Car Wash & Diner
Clean Wheels & Classic Meals

The Hub Car Wash — a tribute to the famous Route 66 — is a full-service carwash and 
detailing shop plus a ‘50s-style diner.

Without question the ‘50s are alive in this dining and wash combination - each business 
is successful on its own, but together they “rock ’n’ roll.” Visitors not only experience 
the fun of the ‘50s vibe, but they also enjoy the type of personal service that’s 
reminiscent of another era. 

Here, time slows down, meaning customers aren’t rushed through the carwash 
experience. Quality, informed choice and customer service is what this carwash is all 

12 WashTrends / 2013.3



about. At The Hub Car Wash the emphasis is on quality over speed. There is no service 
choice signage. Instead, choices are discussed in a one-on-one conversation with a 
carwash employee so the customer really understands the possibilities. This process 
promotes the variety of services available and builds good customer relations and 
satisfaction. 

The ‘50s come alive as customers have a choice of services like The Hub’s “Shake 
Rattle & Roll” that includes a foam soap carwash, all interior vacuum, front to back 
hand drying, and window, dash, mirrors and door jam cleaning. They can then move on 
from there to request a “Route 66” that in addition includes a rust inhibitor and foam 
polish. Or how about a “Flash Cadillac” or a “Hub Supreme?” The choices and additions 
are almost endless. Full Service Unlimited Wash Packages and Exterior Express 
Unlimited Wash Packages that save the customer 10 to 55 percent off regular prices 
are also available.

The Hub is especially well known for its expert Premium and Express Detail Services 
that include special extras like upholstery and carpet shampooing or hand-cleaned 
rims and polished waxing. Examples of some of the “added value” offerings are rock 
chip window repair and headlight restoration.

“Our detailing services are definitely our biggest business,” says owner/manager Shane 
Squib. “In marketing our services, it’s always a matter of finding the tipping point.”

DINER FARE

The diner, with its fun ‘50’-style décor and its large 90-seat capacity, is a friendly and 
relaxing gathering place for groups of all kinds to have their meetings and enjoy the 
diner fare. Breakfast and lunch are offered all day and include a special kid’s menu. A 
local business lunchtime crowd also enjoys the diner’s burgers, sandwiches, shakes and 
daily specials.

EXTRAS

The Hub’s diner plus an outdoor patio provide a pleasant place for customers to wait 
for their car in comfort or enjoy an entree or snack. Also, the gift shop offers a variety 
of unique and fun gifts, greeting cards and lots of car items.
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Genesis Modular Carwash Building 
Systems is your one stop solution for your 
carwash building needs. The Genesis System is 
designed exclusively for the harsh environment 
of a carwash. Unlike any other carwash building, 
the Genesis System arrives on your site complete. 
We furnish a fully engineered system that includes 
complete electrical and plumbing systems, 
concrete floors, and a PVC interior in the wash 
bay designed not to rust or rot. Genesis also 
takes delivery of your equipment at our factory 
and installs and tests the complete carwash 
system before ever leaving our facility. Contact us 
today for your next in-bay automatic, express or 
full service carwash.

n DESIGN AND APPROVAL 
Genesis designs with over 75 years of engineering and 
manufacturing and assembly experience within the modular 
industry.

n PROJECT MANAGEMENT 
Genesis coordinates the entire carwash building development 
from concept to completion, making sure nothing is overlooked.

n CONCRETE FLOORS 
Genesis utilizes steel frames for support of the concrete floors 
and incorporates a custom designed floor heating system when 
required.

n BUILDING MANUFACTURING 
Genesis fabricates the structural steel frames in accordance to 
ASTM and AISC standards.

n LOW MAINTENANCE INTERIOR 
Genesis installs 100% virgin PVC panels for the wash tunnel that 
are designed not to rust or rot.

n EQUIPMENT INSTALLATION 
Genesis installs the carwash and ancillary equipment completely 
wired and plumbed.

n DELIVERY AND SETTING 
Genesis loads and transports the carwash on custom designed 
trailers.

n COST OF OWNERSHIP 
Genesis provides speed-to-market with the tax benefit of 
accelerated depreciation.

The Only TRUE Modular Carwash

Genesis Modular Carwash Building Systems 

1.888.GENWASH • Email: info@genwash.com • Web site: www.genwash.com

“Genesis has been building our carwashes for over 10 years. Since that partnership, 

we together have developed over 100 washes. Their product has helped streamline 

our carwash development making Genesis a key asset in our Constuction program.”  

       —Douglas Knisely, Sheetz

NASCAR Car Wash partners 
with Genesis to Develop their 
Signature Model in Joliet, IL

14 WashTrends / 2013.3



SPECIAL OFFERS

A wide variety of special deals are offered at The Hub. A customer can save $10 by 
choosing the “Hub Double Deal” that combines two services or adds a diner entree for 
just $6.95 to any Express Detailing service. Customers choosing “The Blitz Blizzard” 
Express Detail Service also receive a free diner entree. Tuesday is 10 percent off for 
military personnel, and seniors receive the same discount on Mondays. Sunday is family 
day wash rates with a 10-percent discount on food. To find more great savings, “like” 
The Hub on Facebook.

CAR SHOWS AND CHARITY RUNS

A successful marketing tool for The Hub is promoting car club meetings, car shows 
and charity runs for both car clubs and motorcycle groups. Choosing a “Route 66” or a 
“Hub Scrambler” diner entree for breakfast provides a fun way to start the day before 
heading out on the road.
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Good Clean Fun At 

Happy Cow Carwash

WRITTEN BY LUCIA REGAN

There are a lot of reasons to go to a carwash besides getting your car clean. Some 
of the “feel good” reasons for a customer to drive into a commercial carwash are 
convenience, it’s better for the environment, it uses less water, and the carwash 
produces a clean car at a good price.

But what about fun? Do customers think of driving through a carwash as fun? Folks 
in El Cajon, California, like to go to Happy Cow Carwash when they want a little bit 
of “disco” with their wash. Welcome to the Happy Cow Laser Show Carwash. That’s 
right–a laser show with music and lights and fog and soap and rinse and a blow dry, all 
in one bay.

Happy Cow Carwash has been an “all self-serve carwash” since 1970. Three years ago, 
owner Mark Wilson converted one of the bays into a “Laser Show Carwash.” This is how 
it works: A customer drives into the bay. The doors lower, the driver tunes his car radio 
to the music, and BAM– lights, lasers and LEDs of every color start pulsating, fog rolls 
up around the car, music rocks from the speakers, a digital cow appears to be dancing 
on the car hood, soap blasts the car from every angle, and then the rinse cycle douses 
the car. Before you know it, the dryer has blown the car dry and the doors raise.

Customers are on their way with a clean car and a smile!
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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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Wilson advertises Happy Cow Carwash on Yelp and other popular social media 
platforms. When he opened the Laser Show Carwash three years ago, a review by 
“SubPrimeTime T.” summed up the experience well:

Rain or shine, Happy Cow is a “fun trip” for the kids. After cleaning up the house over 
the weekend, we drove down to Happy Cow as a reward … in the rain.

• New Show, More Lasers!

• Great Wash.

• Kids loved this experience, have been begging to come back. (Will use Happy 
Cow as leverage the next time I want the toys picked up.

Wilson said he had seen the Monster 
Carwash in Anchorage, Alaska, 
several years ago and talked with 
the owners about their Laser Show. 
“They had a laser show in one of 
their bays,” Wilson explained. He 
thought it would be a good idea 
to have one in his carwash, so 
he worked with Josh Gilson, his 
“technology guy,” to develop and 
build the Laser Show Carwash from 

Gilson Tech in San Diego. They invested in lights and lasers and built the controller 
for the laser show carwash. The equipment is similar to what a DJ would use at a 
nightclub, except for the controller, which is proprietary equipment.

Happy Cow Carwash looks like most other carwashes. It offers:

• 7 self-serve wash bays

• 2 automatic carwash bays

• 7 turbo vacuums (with 3 motors)

• All major credit cards accepted

• ATM (dispenses $10 and $20 bills)

• Vending machine with car products and drinks

• 2 covered canopy areas

• 16 video security cameras on-site
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Mr. Wilson runs his carwash with computer technology. Happy Cow Carwash is 
open 24/7, 365 days a year, yet there are no employees on site. He keeps track of 
the business in “real time” with his computer and iPhone. Regarding security, Wilson 
explains, “We have bright ‘gas station type’ lights and security cameras, and I can 
see what is happening at the carwash. If there is a problem, I call the police and they 
respond right away. There is no loitering or other problems because they know the 
police will respond. The carwashes are in good locations as well.”

Happy Cow Carwash has a full time technology person to handle all of the social 
media, website and Laser Show Carwash needs. They advertise on Yelp, Google and 
Facebook and have a social media presence on Facebook, Twitter, Google Plus, You 
Tube, Yelp and Foursquare. This is a high level of social media activity. It is important 
to respond when followers post something about the carwash, and this is an aspect 
of customer service that Wilson understands. When customers see all of the posts 
and the response of the owner, they see that their concerns or questions are being 
addressed.

The best way to see it is to drive your car to the Happy Cow Laser Show Carwash. 
If you can’t do that, the next best thing is to go to YouTube and enter “Happy Cow 
Carwash.” Several videos will pop up that show the viewer the experience. It is a pretty 
good way to see what kind of fun you can have in a not-so-typical carwash.

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

Visit our youtube channel
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Dan Callihan, MCA board member, Wash to Save the 
Bay Chairman and owner of the Glen Burnie Carwash 
in Glen Burnie, Maryland.

Photo courtesy of Pat Troy.

Pat Troy, MCA’s executive director, 
noted in an earlier issue of WashTrends 
that many MCA members live and 
operate their carwash businesses 
along the creeks and rivers that 
feed into the Bay, the world’s largest 
estuary. “It is only natural that the 

group would be attracted to this environmentally focused fundraiser,” Troy 
stated. “This innovative program speaks to the important role professional 
carwashing plays in keeping soaps, road salts and other chemicals out 
of our waterways.” She added, “The amount of water used to wash a car 
professionally is usually much less than consumed in driveway washing.”

The “Wash to Save the Bay” has raised $7,000 (including pledges) to 
support the efforts of the Chesapeake Bay Foundation (CBF), a nonprofit 
organization that strives to save the Bay through education, advocacy, 
litigation and restoration. More than 20 professional carwash businesses, 
with a total of more than 30 locations, participated in the campaign. The 
individual washes donated a portion of sales that day to CBF.

The Mid-Atlantic Carwash 
Association Scores a Win-Win

Photo courtesy of Brian Wessner, Chesapeake Bay Foundation

June 1, 2013 was the first MCA “Wash to Save 
the Bay” Day. The campaign made quite a splash! 
Plans are already in the works for next year.

This year’s event was MCA’s first combination 
fundraising and public education effort – one 
that can make a difference in the life of the 
Chesapeake Bay. Dan Callihan, owner of the 
Glen Burnie Carwash in Glen Burnie, Maryland, 
initiated the concept for the campaign and served as the chairman of “Wash 
to Save the Bay.”

WRITTEN BY WENDI WINTERS
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At the MCA Fall Maryland meeting on September 11, CBF representatives will be on 
hand to formally acknowledge the donations. The event will be held at the Hotel at 
Arundel Preserve in Hanover, Maryland. It is open to operators and industry suppliers. 
For more information go to mcacarwash.org.

CRAB WITH A MESSAGE

For the campaign’s launch on March 27, noted illustrator Phyllis Saroff was tasked with 
creating an original logo unique to MCA. “My design process starts with small sketches 
where I try to convey the idea of the story in a compelling, visual way that also looks 
good,” Saroff said of the logo featuring a friendly Maryland crab wearing a cap printed 
with the words “Carwash.” “I needed to combine imagery of the bay and a carwash.” 
The artist hopes her part in the campaign contributes to “awareness about our water 
use and the impact of our lifestyles on the natural world.”

MCA joined with CBF in part because of the nonprofit’s multi-pronged successes in 
Save the Bay efforts. In turn, much of CBF’s work throughout the Bay’s watershed, 
which spans six states and Washington, D.C., is made possible through the generous 
support of corporate and organizational partners. Often, these partnerships evolve into 
annual programs that become a cherished tradition in a partner’s town or city.

“CBF has been a champion of the Chesapeake Bay and clean water for 40 years,” said 
MCA president David DuGoff, owner of the College Park Carwash. “Significant progress 
has been made, but there’s still work ahead. MCA represents carwash operators 
whose livelihood depends on water.” He added, “It is very important that the public 
understand that professional carwashes are both water efficient and environmentally 

“Wash to Save the Bay” logo

Photo courtesy of the  
Mid-Atlantic Carwash Association
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Dave DuGoff ( MCA President), Pam Wilson and Brain Wessner 
(Chesapeake Bay Foundation) and Dan Callihan (Project Chair).

Photo taken at September 11, 2013 MCA Meeting

friendly in the way we discharge water after the wash. Sponsoring events like ‘Wash 
to Save the Bay’ is one way that we hope to educate the public. Many carwashes also 
participate in the Water Savers program.” (WaterSavers is a program offered by the 
International Carwash Association that promotes the wise use of water and responsible 
business practices. For more information, go to www.carwash.org/for-operators/
watersavers.) “Next year, we hope to have greater participation, raise more money for 
CBF, and hopefully earn some attention in the media for doing a good thing for our 
community.”
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CBF’S ROLE

The MCA event schedule was posted on the CBF website calendar along with a link to 
the MCA website to direct people to the details of locations and activities. According 
to Pam Wilson, director of corporate and foundation relations at CBF, information was 
also posted on CBF’s social media sites to encourage people to support “Wash to Save 
the Bay.” She concurred that it’s important for the public to know that professional 
carwashes are environmentally friendly.

“Unlike school or church parking lots where organizations often hold ‘fundraising’ 
carwashes or individual driveways and streets where homeowners often wash their 
cars, professional carwash facilities are regulated and required to handle their wash and 
rinse water responsibly and not discharge that water into storm drains or allow it to run 
off into local waterways,” she said “They are expected to be diligent about the types 
of soaps, finishes and rinses used and appropriately treat and dispose of them so that 
none of these chemicals run off into streets or storm drains–which empty directly into 
the Bay, contaminating the water.”

Brian Wessner, a CBF volunteer, was invited to the March 27 MCA meeting to discuss 
the state of the Bay. “When speaking with interested parties on behalf of CBF, I always 
try to help them connect personally with the Bay and its health. That connection 
makes them think twice before doing something that may degrade the Bay,” he 
said. During the meeting, Wessner said, “I was very impressed with the MCA folks 
and their commitment to CBF. They were very engaged during the state of the Bay 
presentation.” A tour provided by David DuGoff had an impact on Wessner. Afterwards, 
he said, “I better understood the technology they bring to the table.”’

Brian Wessner, Chesapeake Bay Foundation 
volunteer who spoke at an MCA meeting to 
educate MCA members about the Chesapeake 
Bay Foundation and the health of the watershed.

Photo courtesy of Pat Troy.

Since that meeting, Wessner has had 
other CBF speaking engagements 
and discusses the value of carwashing 
responsibly. “Most folks I talk with are 
amazed at the difference they can make 
by using a carwash facility.”
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A MANUFACTURER’S VIEWPOINT

Unitec Electronics, based in Elkridge, Maryland, is not a carwash business, but as a 
designer and manufacturer of carwash entry systems, auto cashier equipment and 
other tools for the carwash industry, it plays an important role.

“While Unitec’s products are not directly related to water issues, we are committed 
to promoting the efforts of our industry to promote water conservation and 
environmentally friendly water reclamation processes,” said Unitec CEO Pam Piro 
and MCA board member. “We spread the word of industry programs such as the 
ICA WaterSavers and the MCA ‘Wash to Save the Bay’ programs in our marketing 
communications. We offer marketing tools that tie into ‘green’ marketing programs, 
such as coupons with a smiling earth and other coupons with green and blue color 
themes.”

“The partnership between the MCA and the Chesapeake Bay Foundation represents a 
truly landmark partnership for our regional carwash operators,” said Piro. “It reinforces 
the important message that professional carwash operators are environmentally 
responsible and professional carwashes are more environmentally friendly than 
driveway washing. It also represents a commitment of our members to protect the 
Chesapeake Bay, upon which our region depends.”

She feels the “Wash to Save the Bay” message is an important one. “To maintain 
revenues in challenging economic times for the service sector, our industry must 
strive to correct the misconception held by some who believe that driveway washing 
is ‘greener.’ This is a critical marketing message that the industry as a whole must 
embrace. It is also environmentally responsible to educate the public on this so that 
they make a better, more environmentally friendly decision.”

For its part, Unitec announced the “Wash to Save the Bay” campaign to its entire 
customer database in its monthly newsletter. The newsletter included an article, 
graphics, and the link to the MCA’s “Wash to Save the Bay” website. A couple days 
before the event, Piro sent out an announcement to all Unitec employees reminding 
them of the event and providing a link to participating carwashes.
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Article promoting Wash to Save the Bay from Unitec’s CONNECT with Unitec. Spring 2013e-news. 
Courtesy of Unitec.

“As a member of the carwash industry in the Chesapeake Bay area, we are committed 
to both our industry and the waterways upon which we all depend,” Piro stated. Of 
the program, Piro said, “I am extremely impressed with success in our inaugural role 
of the ‘Wash to Save the Bay’ program. There was a tremendous commitment of our 
regional operators to support the program, which was supported with solid marketing 
tools. This success gives the MCA tools to deliver a strong PR message next year, which 
should be a tremendous boost to the program.”

Going forward, she said, “The MCA has also solicited feedback from this year’s 
participants on the marketing tools and logistics to enhance the program in the future. 
We also have an opportunity to leverage this program with the Chesapeake Bay 
Foundation and other organizations.”

FROM A CARWASH OWNER

Clean Machine in Charlottesville was one of the program’s participating businesses. Its 
owner, Matt Bascom, feels “it is very important that the public knows the environmental 
benefits of professional carwashes versus home washing and traditional charity 
carwashes. Moving more people out of the driveway and into a professional carwash 
has obvious benefits for the carwash industry and will have a significant impact on 
pollution that makes its way into the Bay.”

Speaking for his business, Bascom said, “Our washes promote the use of recycled 
water and our membership in the ICA ‘WaterSavers’ program. We have also been 
heavily involved in the development of the Carwash Certification Program with the 
Albemarle County Service Authority.”
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Formula 600 
Micro Pak
AP Pre-soak

The economical, ecological, 
ergonomic alternative.

New premium hyper-concentrated 
liquid alkaline pre-soak. 

Micro Pak!

Warsaw Chemical Co., Inc.
P.O. Box 858, Warsaw, IN 46581
Phone: 800-548-3396
Fax: 574-267-3884
warsaw-chem.comCar Choice®. “If your car could choose.”

• Easy to fill & mix (stays in solution)
• Easy to recycle bottles and boxes
• One skid = 12 30-gallon drums
• Reduce shipping and storage costs
• No bulky drums or messy powders
• Unique Micro Pak blending station

Micro Pak excels in frictionless or reduced-
friction cleaning and can be used as a 
single stage or part of a two-stage system. 
Get the whole story at warsaw-chem.com.
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He explained how his company promoted the “Wash to Save the Bay” campaign: 
“We were happy to take part in the first ‘Wash to Save the Bay’ and promoted our 
participation with signage on-site, as well as via social media and press releases. During 
the ‘Wash to Save the Bay’ event we operated normally and informed customers that a 
portion of their wash purchase would be donated to CBF.”

“My hope is that a consistent message from members of MCA and organizations like 
CBF will result in improved education about the environmental harm of driveway 
washing. I think we can do more to promote charity washes within professional 
carwashes that will benefit the charity, the carwash, and the environment.”

Looking to the future, Pam Wilson of CBF observed, “It would be great to see 
carwashes advertise not only their services, but the environmental value and 
importance of using professional carwashes rather typical driveway washing or parking 
lot carwashes.”

“Another terrific opportunity would be for carwashes to promote themselves to 
community organizations, such as schools, scouts or churches, to host a fundraising 
carwash at their carwash facility, doing something similar to what they did for CBF,” 
Wilson suggested. “It could create good community partnerships, great opportunities 
for messaging about clean water and a healthy environment, and everyone doing their 
part to make a difference. It would be a real win-win!”

Publisher’s Note: Washes throughout the country offer various ways to work with 
charities. If your wash is offering a charity fundraising alternative, let WashTrends know 
about it. We are always looking for washes to feature.

Video: Chesapeake Bay Foundation http://www.youtube.com/watch?v=o7kB7-UN7m4
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Keep Your Queue Accurate
and Everyone is Happy
By providing a picture of each
car on a screen at your conveyor
entrance, your loader can visually
confirm that the queue is correct
and make changes quickly if it is
not. CarPics empowers your loader
to immediately fix a queue problem
before vehicles go through the
tunnel with the wrong services.

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

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

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

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

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

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

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

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

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

Instantly show the
current prep time to

your loader for speedier
production time

Compare car pictures
on this visit and last

visit to make sure
monthly pass visitors

are bringing in the
same vehicle

Monitor average prep
time and other stats to

improve productivity

Improve Your Profit Picture…
with CarPicsTM Vehicle Manager

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

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

DRB CarPics ad Wash Trends:Layout 1 8/15/12 11:11 PM  Page 1
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The inside of a Tommy Mini Tunnel. Innovations (features) shown here include:

The patented Tommy building which features a polycarbonate ceiling for easier maintenance 
and natural light. Floor-to-ceiling windows on vaulted side walls provide an exciting “micro-
brewery” appearance in an open-feeling environment. The Patented Tommy POD system 
brings chemicals and pump stations out of the back room so that water, soap, and utility 
costs can be reduced by easy line-of-sight adjustments. The stainless steel Tommy Arch and 
Ladder Rack system provides a neat, clean, and reliable installation that is attractive and 
easy to service. 

Photo courtesy of Tommy Carwash Systems.

What Makes A 
Carwash Work?

WRITTEN BY SANDRA LOEPKER
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Ryan Essenburg (pictured below), chief operating officer for Tommy Carwash Systems, 
knows a thing or two about making a carwash work. His father, Tom, founded the 
company 16 years ago to help business owners build carwashes. The company has 
grown and provided innovative solutions to give proprietors and their clients great 
carwashes at reasonable prices, but it’s not by doing everything the same way every 
time. Ryan carries on the family tradition and adds his own take on the nature of the 
business today.

When your father started, what were the biggest 
challenges in the carwash business?

Back then, the basic challenges were the same as 
today [for entrepreneurs wanting to start a business]–
finding land and getting money–but the real problem 
was designing a custom carwash to fit one specific 
property. Using a one-size-fits-all approach doesn’t 
work. In each instance there were mistakes made in the 
facility and things left out that weren’t optimized.

Can you talk about learning from mistakes?

Over the years, we used the mistakes made to innovate 
and provide customized solutions for our customers. 
Many of the ideas we have incorporated: stainless 

steel tunnel construction, bright signage and ATM style entry machines that free up 
employees to work in other areas, have all come out of deficient designs or less than 
optimal operation. Whether owners are building a new carwash from the ground up, 
or looking for ways to improve an existing location, we can look at their issues and 
hopefully improve their productivity and their bottom line.

Your company works with owners to establish state-of-the-art facilities. What 
are the most important elements of today’s modern carwashes?

The most important element today is the experience. Successful franchises today offer 
experience, not food. People don’t go to McDonald’s for the best burgers, and many 
people don’t prefer Starbucks coffee for the taste. It’s all about atmosphere, speed and 
experience. In carwashing today, things are similar. The quality of the carwash is still 
important, but what really makes a carwash tick is the experience: things like monthly 
wash clubs, the dual belt conveyor system, the “wow” factor of the wash, and free 
vacuum centers are all components that contribute to the carwash experience.
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Your company works with owners to establish 
state-of-the-art facilities. What are the 
most important elements of today’s modern 
carwashes?

The most important element today is the experience. 
Successful franchises today offer experience, not food. 
People don’t go to McDonald’s for the best burgers, 
and many people don’t prefer Starbucks coffee for the 
taste. It’s all about atmosphere, speed and experience. 
In carwashing today, things are similar. The quality of 
the carwash is still important, but what really makes 
a carwash tick is the experience: things like monthly 
wash clubs, the dual belt conveyor system, the “wow” 
factor of the wash, and free vacuum centers are all 

components that contribute to the carwash experience. If you think customers in your 
region are different and don’t mind waiting 40 minutes for a full-service wash, you 
are mistaken. Modern flex-serve facilities or express washes with vacuum stations will 
provide a better experience and win those customers.

The Tommy Dual Belt Transporter. 
Customers can easily self-load on this 
gentle conveyor. Accidentally applying 
the brake or turning the wheel during 
the wash will not interrupt business. 
Allows extremely large and small cars to 
be equally centered, achieving a better 
quality wash for these customers. It is 
also friendly to wide, performance tires 
and expensive sport wheels, expanding 
potential customer base. 

Photo courtesy of Tommy Carwash 
Systems.

 If you think customers in your region are different and don’t mind waiting 40 minutes 
for a full-service wash, you are mistaken. Modern flex-serve facilities or express washes 
with vacuum stations will provide a better experience and win those customers.
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Grace For Vets thanks those that  
honored ALL military service with  

a FREE wash on November 11.   
  

Want to get involved in 2013? 
Join Today – It’s Fast, Easy & FREE!

Register your wash today at graceforvets.org.  
Once registered, you’ll have access to FREE marketing  
materials available to promote your participation!

Why Join? 
• Your recognition of being part of an industry-wide program 
 that supports ALL military service
• Helps increase wash locations honoring military service 
• Great PR for your wash & the car wash industry
• A way to reach out to your military community 

Who Can Participate?
Any type of wash can participate as long as they are giving  
FREE washes. It’s all about giving back and recognizing those 
who have and are currently serving their country. 

• Hand Wash • Self Serve 
• In-Bay Automatic • Exterior Service Automatic 
• Full Service 

For more information about Grace For Vets 
visit graceforvets.org

JOIN TODAY!

THANK you
– 2012 –

A RECORD- 
bREAkING

YEAR!
 OveR 100,000  
 washes given

 OveR 1800 lOcatiOns

 4 cOuntRies
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Tommy Carwash Systems recently launched a new carwash management 
software program. What are its features and how does it help managers?

After a long wait we have finally launched the Tommy Manager App. We are so 
excited about what this is going to do for carwash operators. We saw an immediate 
transformation at our own facilities after rolling it out. The application defines the roles 
and responsibilities of the staff. Rather than having a random patter to the day, they 
are now accountable to checklists and daily tasks. The analytics help them identify 
problems.

In addition, the program analyzes chemical costs per car. A dashboard reporting 
system showcases key aspects of the facility, like the percentage breakdown of 
wash packages, utility cost trends, causes of claims, and inventory tracking for parts, 
tools, and equipment in use. Another tool we delayed launching was for a chemical 
reordering algorithm. We find that operators often place chemical orders a bit loosely, 
sometimes buying too much of one product or placing an order too late or only 
ordering one or two drums at a time. The chemical reordering system allows you to set 
preferred stock levels of each product. The application automatically creates an order 
queue with a minimum quantity per order to save the operator money and potential 
errors.

In order to stay competitive and keep operations profitable, owners and managers 
have to work to minimize expense while maximizing services.

Follow this link here to view the video, “The 5 Factors to Building the Ultimate 
Carwash” presented live in Las Vegas at the ICA 2013 Show. This 60 minute video 
identifies and explains groundbreaking concepts for ca wash success based on 40-
plus years of carwash operations experience. It was written and presented by Ryan 
Essenburg for the benefit of current wash owners as well as new investors.

tommycarwash.com
Follow us on Twitter
Like us on Facebook

Read our Blog
Watch our live web cam
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Everything’s Bigger In Texas: 
Monster Carwash Bar & Grill 
Has Something For Everyone

WRITTEN BY SANDRA LOEPKER
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It’s a carwash. It’s a bar. It’s a restaurant. No wait, it’s a concert hall. Actually, Monster 
Carwash Bar & Grill is all those things and more. Located in Edinburg, a college town 
in southern Texas, this monster of an operation has almost too many functions to 
mention. Started in 2007 by owner Cesar Barbin, the drive-through carwash was paired 
with a restaurant, conveniently providing patrons with a clean car and a bite to eat in 
one location. The bar added a gathering spot for locals to watch games on multiple 
screens while having their cars detailed and enjoying a beverage in what their website 
calls “the Margarita capital of the Rio Grande Valley.”

WOULD YOU LIKE A SONG WITH 
THAT CARWASH?

Soon after the carwash opened, a local 
band approached the owner about 
playing for the night- time restaurant 
customers in the area that housed the 
car detailing operation during the day. 
The evening concerts were such a 
success that the outside patio area was 
expanded and a stage built to provide a 
larger concert venue. With a combined 
seating capacity in the restaurant and bar of just under 
300, Monster Carwash Bar & Grill now has regular performances on Wednesday 
through Saturday nights. Wednesday night features country music (this is Texas, after 
all). Thursday is College Night. The University of Texas Pan American campus is just 
down the road. On Friday nights it’s a mixture of Top 40s or International music, and 
the Saturday crowds enjoy ’80’s tunes or a featured DJ.

Occasionally, groups play in the afternoons, thus making it possible to have your 
carwashed and detailed while you enjoy lunch and a few tunes and watch your favorite 
team on TV.

HOW ABOUT SOME FRIES ON THE 
SIDE?

It seems logical that the restaurant/carwash 
would feature burgers and fries, but sushi? 
If the “Mercedes Cheeseburger” doesn’t 
quite meet your culinary needs, the Monster 
Carwash Bar & Grill features an all-you-can-
eat lunchtime sushi buffet. Naturally curious 
about the popularity of sushi just minutes 
from the Mexican border, Cesar Barbin says 
it’s not your typical sushi. It is Latin inspired 
and caters to local taste buds.
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It’s a carwash. It’s a bar. It’s a restaurant. No 
wait, it’s a concert hall. Actually, Monster 
Carwash Bar & Grill is all those things and 
more. Located in Edinburg, a college town in 
southern Texas, this monster of an operation 
has almost too many functions to mention. 
Started in 2007 by owner Cesar Barbin, the 
drive-through carwash was paired with a 
restaurant, conveniently providing patrons 
with a clean car and a bite to eat in one 
location. The bar added a gathering spot 
for locals to watch games on multiple 

screens while having their cars detailed and enjoying a beverage in 
what their website calls “the Margarita capital of the Rio Grande Valley.”

WOULD YOU LIKE A SONG WITH THAT CARWASH?

Soon after the carwash opened, a local band approached the owner about playing 
for the night- time restaurant customers in the area that housed the car detailing 
operation during the day. The evening concerts were such a success that the outside 
patio area was expanded and a stage built to provide a larger concert venue. With 
a combined seating capacity in the restaurant and bar of just under 300, Monster 
Carwash Bar & Grill now has regular performances on Wednesday through Saturday 
nights. Wednesday night features country music (this is Texas, after all). Thursday is 
College Night. The University of Texas Pan American campus is just down the road. On 
Friday nights it’s a mixture of Top 40s or International music, and the Saturday crowds 
enjoy ’80’s tunes or a featured DJ.

Occasionally, groups play in the afternoons, thus making it possible to have your 
carwashed and detailed while you enjoy lunch and a few tunes and watch your favorite 
team on TV.

SO IS THIS THE WAVE OF THE FUTURE?

Barbin believes it is. He sees a need to maximize the available real estate. In addition, 
the synergistic combination allows for cross-marketing. With a strong Internet 
presence as a carwash, restaurant, bar and entertainment venue, any number of people 
can “hit” on their information. It’s an idea Cesar wants to expand to other locations in 
the region.

It’s obviously an idea that has people interested. About a year ago, a New York 
production company filmed a pilot for what they hope will be a reality series about the 
carwash/restaurant/bar crew and their daily adventures. Who knows? Maybe we’ll be 
tuning into “Monster Carwash Bar & Grill Uncovered” someday soon.

www.monstercarwash.com
Like us on Facebook

Watch our promo on outube
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A Carwash “Un-Franchise” Story
WRITTEN BY LUCIA REGAN

Change is the only constant in life, and in the carwash business, change can be good 
for business. In a recent WashTrends Direct story about franchising, we found one 
carwash that recently had “un-franchised.” Boomerang Carwash, based in Arkansas, 
has gone through several management configurations. The most recent change was in 
December 2012 when the board formed Boomerang Holding Company LLC.

THE BEGINNING

Boomerang Carwash was originally 
established in 1995 as Arkansas Carwash 
Systems (ACS). Ed Colvard, vice president 
of sales and marketing, explains, “It was 
founded as a self-serve carwash developer 
and distributor. We built and sold facilities 
to independent owner-operators and 
provided equipment, service and chemicals. 
That division of the company is still active 
but not the main focus or revenue generator 
today.”

THE FRANCHISE

In 2004 ACS became a developer for Rapido Rabbit brand. The company sold 
franchised facilities, built them and provided a management agreement. In 2005 
Rapido Rabbit died and Boomerang Carwash brand was launched. The brand/franchise 
conversion was offered to all existing Rapido Rabbit projects. In late 2007, 10 of the 17 
franchise facilities were converted over to a sale/leaseback, whereby the properties 
were sold by their owners to an investment group and they leased the facilities 
back to Boomerang. Boomerang paid monthly leases and assumed all operating 
responsibilities, including profit. Boomerang continued to support the seven franchised 
facilities until December 2012.

Sheridan Avenue, Tulsa, Oklahoma. 
Photo courtesy of Boomerang Carwash
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Touch Screen 
Payment Terminals
for Every Car Wash 
Business Model

icscarwashsystems.com  |  800-642-9396
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THE “UN-FRANCHISE”

Franchises of any kind are as complicated as the franchisees and the franchisors. 
The entrepreneurs who buy into a franchise are, generally, independent-minded. 
The franchisors, on the other hand, have created products, systems and marketing 
materials that are central to the business identity. It is often difficult to maintain strict 
quality and customer service standards in a franchise arrangement.

In December 2012 John Bailey structured an agreement with all property owners to 
form Boomerang Holding LLC. Boomerang management proposed that the franchise 
owners use their carwash property assets to buy into a newly formed holding 
company. These owners would then become board members and shareholders. “We 
were able to achieve this structure by the in-kind contribution of franchisee and facility 
owners of the Boomerang Carwash locations. Individual ownership equities in the 
various properties were all contributed for stock ownership in Boomerang Holding 
LLC,” Board Chairman John Bailey stated in an April 10, 2013, press release.

Impressively, all but one of the owners bought into Boomerang Holding LLC.

It is, as Colvard illustrates, “a story of American business survival through ownership 
changes, management blunders … a lot of intrigue and twist and turns…. But through 
it all, the brand lives and means something.” When Boomerang Carwash formed the 
holding company, the management team put the company on strong financial ground. 
This allowed the company to establish more system controls and to develop new 
products for its core business. Its newest product is the Joey Punch Power Shine.

Colvard is enthusiastic about the Joey Punch Power Shine. It is “conceived from 
experience and research, developed with strategic validity, supported by ownership, 
loved by customers and feared by competitors. We start with a curtain of yellow 
fragrant foam, which works as a detergent enhancer. It holds the pre-soak on the 
surface longer for better cleaning and lubrication–brightly lit for the wow factor. Then 
at the end we rain down a heavy double dose of clear-coat protectant right before the 
spot-free rinse. The rich, fragrant scent, purple tone, and bright red LEDs make it look 
like it’s on fire! And when the blowers hit–you get the OMG factor!”

Boomerang Carwash went on radio to promote the new product in all of its markets.

Boomerang Carwash radio commercial for the Joey Punch Power Shine. Click here to 
listen: boxingboomerangpromo2013 (1)

The Joey Punch Power Shine was introduced to customers in May 2013, and the 
response from customers has been excellent. Colvard says, “Our numbers are up. The 
Joey Punch Power Shine, even though relatively new, has shown signs of raising our 
ticket significantly. Not only is it an additional draw, but it has shifted our wash mix 
upward, with almost 25 percent selecting our top package at $15.”
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The challenges of running a business are not what the customer sees. The customer 
doesn’t really care about the structure of a business. The customer wants a clean 
and shiny car. Colvard sums it up well: “We control our own destiny, quality and 
performance according to our goals and vision…. We exceed or die based upon 
providing the best wash experience and customer service for a fair price.”

The Boomerang Carwash story is like many American business stories, filled with 
dramatic changes, hard decisions and passionate commitment. And it always comes 
down to the clean, shiny car and a happy customer.

Power Punch Shine youtube video. Click on link. Don’t miss this one!

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

First coat of the Joey Power Punch Shine. 
Photo courtesy of Boomerang Carwash.
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Car dealerships often use fleet programs. Here, a car from a dealership goes 
through a Splish Splash Carwash. Photo courtesy of Splish Splash Carwash 
(partners with Carwash Express).

Keeping fleets of cars, buses, vans or trucks clean and presentable is a direct reflection 
of any business. Fleet carwashing offers the potential of an attractive business model 
for companies looking for an affordable, add-on profit center.

INITIAL INVESTMENT

The question is, should carwash owners consider offering fleet carwashing services? 
Is this a costly add-on or will the investment become a profitable additional revenue 
center?

Converting to a high-volume tunnel wash can be easy, affordable and profitable. For 
example, MacNeil In-Bay Express Wash Conversion (www.macneilwash.com) offers an 
in-bay conversion that can triple throughput to as many as 50 or more cars per hour, 
perfect for servicing fleets of vehicles. With as little as 35 feet of bay space, there is 
minimal down time and little or no site change.

Keeping fleets of cars, buses, vans or trucks clean and presentable is a direct reflection 
of any business. Fleet carwashing offers the potential of an attractive business model 
for companies looking for an affordable, add-on profit center.

Managing Your Fleet Carwashing Operation
WRITTEN BY BRENDA GRACELY
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Professional                Car Care Products
®

Simply No Drums
Why would anyone use big, bulky drums 
if they didn’t have to? With Ultra� ex® by 
Lustra, you have the ability to eliminate 
di�  cult handling, you will clean up your 
back room and give your customers a 
better experience, all while reducing your 
car wash chemical costs. Call Lustra at 
800-225-2231 or visit LustraBear.com to 
� nd out how you can eliminate the need 
for drums with Ultra� ex by Lustra. 

800-225-2231  •  www.LustraBear.com
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INITIAL INVESTMENT

The question is, should carwash owners consider offering fleet carwashing services? 
Is this a costly add-on or will the investment become a profitable additional revenue 
center?

Converting to a high-volume tunnel wash can be easy, affordable and profitable. For 
example, MacNeil In-Bay Express Wash Conversion (www.macneilwash.com) offers an 
in-bay conversion that can triple throughput to as many as 50 or more cars per hour, 
perfect for servicing fleets of vehicles. With as little as 35 feet of bay space, there is 
minimal down time and little or no site change.

THE ENVIRONMENTAL SIDE

Fleet managers face many environmental challenges: water regulations, product 
toxins, toxic runoff and EPA regulations. The United States has felt the effects of 
water regulations, especially in the southeastern and western regions of the country. 
Municipalities have begun to enforce tougher regulations on both carwash operators 
and fleet managers, forcing them to re-examine their practices.

Operators also need to consider the ingredients in the cleaning products they use and 
whether they endanger the health of their employees.

Toxic runoff is another big concern. All those chemicals don’t just go down the drain 
and disappear. Phosphates, brake dust, oil, gasoline and other contaminants can lead to 
significant ground and surface water contamination. Compliance with EPA regulations 
is essential. In the U.S., businesses must comply with the Clean Water Act or face fines

Water reclamation systems may offer one answer to the water regulations dilemma. 
But buying a water reclamation system is a major investment and upgrade in 
infrastructure. What if there was an easier and more cost-effective way to clean fleet 
vehicles?.

Fleet managers must have product effectiveness and labor and cost efficiencies. “Many 
companies are looking to engage in sustainable practices. For anyone who has a fleet 
of cars to clean, going ‘waterless’ is a quick and easy way to do so,” says Marc Fogerty 
of Ultimate Detailing in Irvine, California. 

Colorado State Patrol 
Car. Splish Splash 
Carwash has the State 
Patrol account. 

Photo courtesy of 
Splish Splash Carwash 
(partner with Carwash 
Express).
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Dedicated lane for fleet and fast pass customers. Splish Splash Carwash services 15 fleets 
at their Grand Junction, Colorado location. Many of these accounts are for oil field trucks. 
They installed a special mud blaster to handle their washing requirements. Photo courtesy 
of Splish Splash Carwash (partners with Carwash Express.)

Waterless carwash technology satisfies both those needs. Eco Touch Inc., (www.ecotouch.
net), a U.S. manufacturer, is leading the way in the introduction of waterless carwashing. 
Eco Touch Waterless is a non-toxic and biodegradable formula that effectively cleans and 
polishes the vehicle’s surface. Polymers in the formula add surface protection that repels 
dust, dirt and rain. Fleet managers who use the formula repeatedly find that their cars 
remain cleaner longer. Eco Touch products preserve natural resources, are harmless to 
humans and the environment, and yield time, labor and cost efficiencies.

FLEET SERVICE SUPPORT SYSTEMS

WashCard Systems (www.washcard.com) is a popular and profitable system that provides 
excellent marketing capabilities. WashCard has the ability to tie multiple manufacturers, 
services and locations together with a single card system. The fleet service operator can 
market and manage multiple locations without replacing existing equipment. It provides 
a flexible solution that allows tunnel operators to cross-market multiple locations and run 
promotions that involve other wash services on site. Proximity keyfobs, magstripe card or 
RFID window stickers are available within the system. And WashCard offers a fully web-
based management system, enabling the operator to work from anywhere.

DISCOUNTS AND LOYALTY PROGRAMS

Usually fleet carwash managers offer discounts and promotions for fleet carwashing. 
For example, Carwash Express, operating five carwashes throughout the Denver metro 
area, offers substantial discounts from its already low carwash prices for fleet/ bulk sale 
purchases. This car cleaning program is specifically designed for high-volume carwash 
users. Its fleet/bulk sales carwash discount program is perfect for business vehicle fleets, 
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high-volume users, gifts for others or employee incentives. Franklin’s Auto Spa in 
Frazer, Pennsylvania, offers an e-mail club so customers can have discounts and 
promotions delivered right to their in-boxes.

Loyalty cards are great for customer retention. Operators can create different ways to 
reward customers, such as a free carwash after 10 paid washes, a free wash on their 
birthday, or a 24 hour clean car guarantee. Loyalty programs allow operators to build a 
database to see who their customers are, how often they are frequenting the carwash, 
and from what geographic areas they are traveling. This database allows for intelligent 
decision making regarding where to spend marketing dollars. The information can also 
be used to direct market existing customers. The point of a loyalty program is not just 
to give something away, but to be used as a powerful tool to retain customers and get 
them to wash more frequently.

PAYMENT SYSTEMS

Industry data supports the importance of implementing some sort of cashless payment 
method. According to Ryan Carlson, industry expert on consumer buying trends and 
carwash promotional marketing technologies, the most cost-effective upgrade is the 
investment in software solutions to improve business operations and profitability.

For example, the Foam & Wash Soft Cloth operations throughout the New York 
Hudson Valley area offer the flexibility of a fleet carwash program that can be tailored 
to meet wash and payment options using the Commercial Business Accounts Program. 
Commercial Business Accounts is a quick and hassle-free system that is a totally 
cashless procedure. This program offers fleet owners and managers peace of mind 
with monthly records that include time and date of each wash, total dollar amount 
used, billing by vehicle-specific identification, and customized services. Fleet vehicle 
operators do not handle money or credit cards, and they don’t have to worry about 
collecting and turning in receipts.

Wild Blue Carwash is locally owned and operated with two locations in Colorado 
Springs. “We don’t actively promote fleet washing,” says manager Mike Griggs, 
“but they sometimes come to us. We’ve serviced car dealerships, rental cars, small 
company fleets and some body shops that will bring in a car after the work is done. 
We offer a minimum $25 monthly charge and will set them up with a ‘fleet card’ 
that they can swipe through our regular automated gate.” They also offer an RFID 
windshield tag by Innovative Control Systems (ICS).
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BROWN BEAR 
AT WOODLAND PARK ZOO

WRITTEN BY LUCIA REGAN

Bear Affair at Woodland Park Zoo. Courtesy of Brown Bear Carwash.
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The bears tear into coolers, tents, garbage cans and all sorts of containers. They are 
looking for food and putting on quite an educational show for the visitors and media 
folks at Woodland Park Zoo in Seattle. It is the Bear Affair – the once-a-year party for 
the bears in the Northern Trails Exhibit, which seeks to educate people about how to 
safely enjoy the outdoors with our wildlife friends, and Brown Bear Carwash plays an 
important part in this special day.

You don’t normally think of a carwash when watching bears frolicking through a 
simulated campsite, but at the Woodland Park Zoo, the Brown Bear Carwash name 
has long been associated with the zoo, and especially the bears. Vic Odermat, founder 
and owner of Brown Bear Carwash, “has always had a strong affinity for the brown 
bears that he experienced in his home state of Alaska while growing up; as such, he 
and his family were grateful for the opportunity to support the local community and 
the environmental efforts of the Woodland Park Zoo when they created the Northern 
Trails Exhibit,” explains Steve Palmer, chief financial officer and marketing director at 
Carwash Enterprises, Inc.

According to the Woodland Park Zoo 
website, “The award-winning exhibit 
features various elements for the bears, 
including a stream and deep pool that 
maintains 20-30 live trout, many that have 
lived in the pool for several years. The bears 
actively ‘fish’ for the trout, occasionally 
teaming up to corral and capture the trout…. 
Brown (grizzly) bears are an endangered 
species in the lower 48 contiguous United 
States (U.S. Fish and Wildlife Service). We 
[the Zoo] partner with the Western Wildlife 
Outreach to protect bears and teach local 
communities how to live in harmony with 
these magnificent animals.”

In addition to the state-of-the-art bear 
exhibit that the Odermat family helped build with their contributions, they have 
frequently partnered with the zoo in sponsoring and supporting numerous events 
such as the zoo’s Jungle Party, their Pumpkin Bash, the restoration of the Historic 1918 
Carousel, and their favorite event, The Bear Affair. Since 2008 Brown Bear Carwash 
has sponsored the Bear Affair at Woodland Park Zoo, which helps teach people how 
to safely enjoy the outdoors in areas near bears. As Palmer says, “This has been a great 
event for us. We have received a lot of positive feedback on the Bear Affair and our 
involvement with the zoo. Even the bear wildlife expert from the zoo has commented 
on our support.” There are comments on the Brown Bear Carwash Facebook page.

The Bear Affair is one example of the ongoing education that the Zoo provides. It is 
important because in the Pacific Northwest bear sightings are relatively common. 
People camp, hike and climb mountains. People live in developments that used to be 
home for wildlife.

Sign at entrance to Northern 
Trails Exhibit Courtesy of 
Brown Bear Carwash
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Over the years there have been countless news 
reports and amateur videos of bears foraging 
in back yards, “trashing” campsites and clawing 
car windows to get at food. Seeing the bears go 
after the food in the garbage cans and containers 
brings home the lessons about safety and how to 
avoid an up-close bear encounter.

Brown Bear Carwash’s sponsorship of the zoo 
events is a win-win. Palmer sums it up well: “They 

are a great organization and are a real good fit for us both from a mission standpoint 
as well as a marketing perspective.” In 2012, Woodland Park Zoo attendance was 
1,167,041.

Besides the zoo, the company’s community involvement includes many non-profit 
water conservation groups and children’s charities. The non-profits are listed on Brown 
Bear’s home page as well as their Facebook page. When asked if the company sees a 
direct benefit from their sponsorship of zoo 
events and other charitable activity, Palmer 
said that it is “sometimes hard to measure 
how each individual effort translates to 
business success, but in the aggregate it is 
clear that being a strong supporter of the 
community and our local environment is a 
big win.” With the emergence of Facebook, 
Twitter, and other social media outlets, the 
positive effects of community and charitable 
involvement are even more amplified.

Palmer cited an example of the power of social media in this year’s Customer 
Appreciation Day. Every fourth Thursday in August for the last seven years, Brown Bear 
Carwash has celebrated its Customer Appreciation Day with a free “Bear Essential” 
carwash to say thank you to their customers and the community. “This year we pushed 
it out on Facebook and found that a tremendous buzz was created,” says Palmer. 
“When people dropped in and were told that they were getting a free carwash, these 
customers texted it and Tweeted it out. There was a viral effect that kept customers 
coming in to enjoy the free carwashes all day.” This anniversary event set a record for 
27,223 cars washed!

Brown Bear has 45 carwash locations throughout Seattle and the Puget Sound 
region. Their market area is large so they have to use many marketing tools to bring 
in customers: social media, advertising, environmental stewardship, sponsorships and 
even a mascot.

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

Watch a Bear Affair Youtube video

Brown Bear 
Mascot at 
Woodland Park 
Zoo Courtesy 
of Brown Bear 
Carwash
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Detailing Times Two
A carwash and a haircut add up to a great new look!

WRITTEN BY LUCIA REGAN

Time is a precious commodity. We are all looking for ways to “make the most of the 
time we have.” Several carwash owner/operators have made the logical and lucrative 
step toward giving customers more useful ways to spend their time.

COACHWORKS CARWASH AND BEE CAVE BARBER, AUSTIN, TX

Pull into the carwash and tell the attendant which detail package you want. Pick up a 
cold beer or a frosty soda and meander into the barbershop. While your car is getting 
an oil change, wash and shine, you are relaxing in the barber’s chair and taking a 
break from the business of life. Is this a dream? a movie set? I tell you what–this is the 
Coachworks Carwash and Bee Cave Barbershop in Austin, Texas.

You don’t have to be a movie star to be treated like one at Coachworks Carwash. The 
high level of service is bundled into one business because the owner, Gary Domel, 

wants his “guests” to have fun and enjoy their visit. 
“When we opened in 1999, we did not have a barber 
shop–that was added about two years ago in a 
tower of our main building. We do a large volume 
of detail services, and I thought that people could 
take advantage of the longer wait time for haircuts, 
shaves and neck massages,” explains Domel.

Besides the barber shop and carwash, Coachworks 
also offers a “state inspection bay, windshield 
repair, head light repair, lube shop and full detail 
department,” says Domel. If someone has more 
work done besides a carwash, then he might want 
a comfortable place to wait–or take care of other 
business.

Domel’s goal is to make each guest enjoy the experience and keep returning. “Our 
business is far from the typical “transactional” style, where customers come in and pay 
and leave. We invite them to linger, get to know us personally, and do business with 
friends they know they can trust. We are trying and succeeding in making the carwash 
a fun place to be. We always have to keep our employees aware that the interaction 
with the guest is a long-term relationship, each visit, for years! People come here 
because they like the service and us!”

Bee Cave Barbershop 
Courtesy Coachworks Carwash
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DR. GLEEM CARWASH, HOUSTON, TX

The Dr. Gleem Carwashes in Houston offer customers a wide array of services: carwash, 
lube, restaurant, hairstyle and shoeshine; they even have a Bible study group meeting 
once a week.

Matt, a satisfied Dr. Gleem 
customer of the 3103 Ella 
Boulevard location, wrote on 
Yelp! 

“This place is pretty solid…
not only is it a good, full-
service carwash with lots of 
ancillary services like wax 
and interior cleans, but it’s 
also a delicious cafe, a barber 
shop, a shoe shine, and an oil 
change facility. Some serious 
convenience there BOTTOM 
LINE: Great carwash…
sandwich, shoe shine, and 
haircut!” August 7, 2013 www.
YELP.com

Dr. Gleem Carwash has four locations throughout Houston. The Dr. Gleem at 3103 
Ella Boulevard has a barber shop and the busy Facundo Café. The Houston Chronicle 
has published a couple of stories about Dr. Gleem highlighting the restaurant and 
the hair salon: “There are three other Dr. Gleems scattered around town, one at 5803 
Bellaire, one at 14610 Tomball Parkway, and the last at 3211 FM 1960 West. All of them, 
says [owner Kevin] Jenkins, have different attractions, and he’d like to add to the list 
farmers’ markets and dry cleaning services. Already they have Bible study once a week, 
and the FM 1960 location provides exercise bikes.” Claudia Feldman, Houston Chronicle 
9-4-2011

WASH AND CUTS, MEMPHIS, TN

This is an example of a full-service barber shop and salon adding the carwash and 
detail service for their customers’ benefit. Look at their website www.washandcuts.
com; most of the photos are of the barbers busily taking care of their customers. The 
store’s outgoing phone message gives callers the opportunity to make an appointment 
with a barber or hair stylist. This is interesting because the other businesses featured in 
this story are clearly carwashes that want to provide extra personal services. This is a 
salon that is offering carwashes–just like the others–only different.

There are many examples of diversification of services in every business sector because 
the more time your customer spends in your establishment, the more likely they will 
use the various services and spend more money.

Lobby Lounge at Coachworks Carwash 
Courtesy of Coachworks Carwash
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If You Build It, They Will Come. 
The Renovation Option.
WRITTEN BY SANDRA LOEPKER

It worked for Rydell Carwash. They just broke their previous August record with 16,000 
washes!

rydell 
carwash 

four month 
progression

1

2

3

4
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Every carwash owner struggles with the necessity and timing of improvements to 
his or her operation. Is it wise to completely overhaul the tunnel, or would replacing 
a few key parts be more cost effective? If it’s time to remodel the entire facility, how 
expensive will it be? Will it be possible to get financing? Eventually, the decision to 
renovate comes from a combination of factors that vary from property to property.

For Ben Cahalan of Rydell Cars in Grand Forks, North Dakota, the decision was 
complicated by the fact that his company’s carwash is part of a major car sales 
dealership. It’s not a place the consumer usually associates with getting his car cleaned. 
The operation was always open to the public but was primarily used to clean cars for 
the display lot or for customers after auto servicing. In addition, the only other carwash 
in the area didn’t offer express tunnel washes. Once the decision was made to make 
the carwash more accessible and known to the public, they knew it needed to be 
updated. That’s when Tommy Carwash Systems stepped in.

CONSIDERING THE OPTIONS

The Rydell Corporation evaluated four companies’ proposals before deciding on the 
Tommy design. “They weren’t the cheapest,” admits Cahalan, “but we felt it was worth 
the extra expense for their service and additional knowledge.”

The job required gutting the old in-bay automatic chain wash in favor of the conveyor 
stainless steel and glass Tommy tunnel. The new design was not only more efficient, 
but with its flashing multi-colored lights and high-tech look, it appealed to the 
carwashing public. Its automated features also made it less labor-intensive for Rydell’s 
staff.

CONSTRUCTION IS ALWAYS A CHALLENGE

Anyone who has ever taken on a renovation project–commercial or personal–knows 
how challenging it can be. Whether you are remodeling your kitchen or redoing a 
110-foot-long carwash tunnel, issues always arise. For Rydell Cars, the biggest problem 
was the weather. You have to be hardy to live in Grand Forks, but you have to be 
downright brave to rebuild your carwash in the middle of a North Dakota winter.

In addition to the normal features, Rydell’s carwash has a heating system that produces 
2.5 million BTUs of heat in the tunnel. The tunnel’s drying area blows the water off 
passing cars at a desert-like 130 degrees. Even the parking lot is heated.

The new facility opened in January of this year. One might think they wouldn’t have 
any business until the spring thaw, but the word got out and the company did 5,500 
washes the first week. By the way, temperatures that week ranged between a balmy 10 
and 15 degrees below zero!
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In addition to the normal features, Rydell’s carwash has a heating system that produces 
2.5 million BTUs of heat in the tunnel. The tunnel’s drying area blows the water off 
passing cars at a desert-like 130 degrees. Even the parking lot is heated.

The new facility opened in January of this year. One might think they wouldn’t have 
any business until the spring thaw, but the word got out and the company did 5,500 
washes the first week. By the way, temperatures that week ranged between a balmy 10 
and 15 degrees below zero!

IF YOU BUILD IT, THEY WILL COME

Of course, the great initial response could have been because the company gave away 
free carwashes for the first week it opened, but the success has continued. “In our best 
month with the old facility, we did 4,400 carwashes. In June this year, we did 14,000,” 
says Cahalan. “We couldn’t be more pleased.” The new tunnel has the capacity to wash 
100-plus cars per hour as compared to 30-40 with the old carwash.

“We don’t do much advertising,” explains Cahalan. “The company gives customers a 
month of unlimited carwashes when they purchase a car. We keep our express carwash 
prices in line with the local gas stations, plus we offer express detailing or full detailing 
by appointment.”

THE RETURN ON INVESTMENT

“While the advertising for the car sales operation and customer retention aspects of 
the carwash have great value for the company, we do expect to make money with 
our new facility,” notes Cahalan. The initial figures projected that the renovation costs 
would be recouped in three years.

“Nine thousand to 10,000 carwashes a month would have pleased us.” Obviously, if 
the numbers continue, the return for the investment will be a lot faster than originally 
projected.

Last minute update- Rydell Carwash broke their previous record in August with 16,000 
washes.

www.rydellcars.com
Like us on Facebook

Visit our youtube channel

60 WashTrends / 2013.3



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

JULY 5, 2013
BY MAGGIE RIVERA–AMICO

Website Design For Today’s 
Carwash and Garage

I’ve noticed in my research how many carwashes and garages either have an 
unmaintained website or no website at all. The same goes for their Facebook and 
Twitter pages. Believe or not, it’s all about content and changes.

THE IMPORTANCE OF ONLINE PRESENCE

This is 2013, in order to not fall by the wayside as a business owner, you must have 
internet presence. Online visibility is important in the garage and carwash industry 
because:

• Customers do not use the Yellow Pages anymore
• The majority of the population owns either a smartphone or cell phone which 

perform internet searches
• Customers, while at home or work, perform internet searches to find what they 

are looking for

BLOG
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THE IMPORTANCE OF MAINTAINING YOUR ONLINE PRESENCE

If you have spent the money to have a web designer create your website, you have 
to at least occasionally look at it and give it some attention. I’ve seen many beautiful 
home pages of carwashes and garages, and then there is not much else. Just having 
a picture of a beautiful sports car on your home page is not going to be enough to 
draw people to your business. Anyone can copy and paste a $400K Bentley onto their 
website. Now if it happens to be a picture of that vehicle while your employees are 
working on it that will be a better attraction then just a copy & paste job.

TIPS ON KEEPING YOUR WEBSITE MAINTAINED:

• Post pictures of your employees performing a task while at your facility
• Post pictures of your facility with a high end or specialty vehicle in attendance
• Post a video of a specialty service you provide (to see our video , click here!)
• Make sure your website is user-friendly
• Websites that are too complicated do not hold the consumer’s attention

Most likely you are paying a company to host your website, and it may be a significant 
fee, maybe $25-$50 per month. If this is the case then make the web developer work 
for you. If you are paying a much smaller fee to a web hosting company such as Go 
Daddy or Hostgator, then you have to make the changes yourself. Maybe there is 
a really cool custom or classic vehicle that comes to your shop. Take a picture of it 
and give it a caption about why it’s there. Then make a request to your web hosting 
company to put it up onto your website for you. You should change things out from 
your website once in a while, too. People get bored easily; they want to see different 
things. Today’s consumer is always looking for newer, bigger & better.

THE BONUS TO AN UPDATED WEBSITE

A lot of people do not know that when you change your website by way of adding 
or removing content it helps give it higher ranking and presence on the big search 
engine companies. Now I divulged a little trick for S.E.O. (Search Engine Optimization) 
that you didn’t even have to pay for! This is why you should make changes every 
month or so, even a small addition to your website will help you get noticed on 
general internet searches.

www.thepersonaltouchofrye.com
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MAGGIE RIVERA-AMICO

Maggie Rivera-Amico is co-owner of “The Personal Touch of 
Rye, Inc..” DBA Rye Station Garage, a full service facility hand 
carwash, detailing center, mobile marine detailing, auto repair, 
auto body facility, located in Rye, NY. 

She grew up in Pelham Manor, NY and attended Mercy College 
in Dobbs Ferry, NY where she obtained a Bachelor’s Degree in 
Business Administration specializing in Marketing. She and her 
husband owned “The Personal Touch of Pelham” an all hand 
carwash from 1995-2009. 

In the early years of owning the Pelham shop she spent her 
days off from the marketing world at their Pelham location. 
On April 18th, 2006 her life and her family’s life was changed 
forever. Her ten year old son, Jarrid, was struck and killed by 
an elderly male driver while he was riding his bicycle in their 
neighborhood. She immediately left the marketing world, and 
for at least 6 months did absolutely nothing. 

She then began running the Pelham location full time, while 
her husband ran the Rye location and his mobile marine 
detailing units. They sold the Pelham shop in 2009. In 2010 
they moved their Rye location to a bigger facility nearby. They 
incorporated their hand carwash, detailing business with full 
auto repairs and auto body repairs.
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JULY 12, 2013
BY BUDDY ROYAL

Total Vision: Being More  
Than a Carwash to Your Community

TOTAL VISION:  
THE RIGHT PERSON; THE RIGHT PLACE; THE RIGHT TIME  

At our carwashes we stress the concept of “Total Vision,” a concept I’m certain you all 
understand. Having total vision generally refers to each of us—manager, supervisor, 
employee staff member—being consciously aware of our surroundings. Each seeing 
not only the immediate task in front of you, but seeing and understanding what is 
going on all around you.

Total vision coupled with total discipline (which I wrote about here) creates a work 
environment where mistakes are avoided, errors do not occur and every day is fulfilling 
and profitable. That pretty well sums-up an average day at your carwash doesn’t it? I 
know it’s not representative of our typical day (but it is what we strive for).

TOTAL VISION AND THE CUSTOMER EXPERIENCE

Our job is to give each customer a “WOW” experience with each wash. We get very 
focused on:

• Watching for maintenance problems before they become problems 
(preventive maintenance);

• Watching for quality issues to ensure we are doing things like getting enough 
chemical on the right spot at the right time;

• Greeting each customer with a sincere, friendly smile and personal greeting;
• Helping each other look sharp by being in proper uniform and having the 

proper tools on hand for the job being performed;
• Checking every coupon and counting every dollar;
• Ensuring the time clocks accurately record work time;
• And on, and on, and on.

64 WashTrends / 2013.3



TOTAL VISION: BEING MORE THAN A CARWASH

Then one day I experienced what “Total Vision” really means by observing the actions 
of our Senior Bookkeeper.

A woman had driven onto our lot and parked her car away from the wash entrance. 
Two of our Service Advisors passed by the parked car as did our Drive Supervisor. 
Soon George, our Senior Bookkeeper (names are always changed to protect the 
innocent), was headed out to the cashier station walking with a sense of urgency, an 
attribute we stress to all of our staff, to make his noon cash drop. His route did not 
directly pass by the woman in her car. His “Vision” saw a car parked in an unusual spot. 
His “Total Vision” saw a woman in distress sitting behind the steering wheel, sobbing 
deeply.

George left his immediate task and went to the lady in the car. She explained that she 
was lost. Her husband was being released from prison that morning and was waiting 
for her to come take him home. She had been driving around the area for an hour, she 
was hopelessly lost with no idea where the prison was from here and was already late.

George gently escorted her into our lobby and got her a soft drink and some tissues. 
He bought her a map and highlighted the route from our carwash to the prison. George 
then called prison officials to have them alert her husband that she was on her way and 
would be there in about 30 minutes.

Our cash drop was 10 minutes late being made, but our world didn’t end. Instead, 
everyone at the wash that day had their world raised a little higher as a result of the 
“Total Vision” of our Senior Bookkeeper.

BUDDY ROYAL

Buddy Royal has survived life through over 45 years 
of management and business ownership experience in 
manufacturing, insurance, advertising, and most recently 18 
years in the convenience store and carwash industries. 

A combat veteran Army Officer with a Masters Degree in 
Communications, Buddy Royal worked through the world of 
muscle cars and hippies in the late 60’s, the disco “Workin’ 
At The Carwash” 70’s, the booming 80’s, the growth of 
the 90’s, to Y2K, 9/11, the “Great Recession,” the so-slow 
recovery and finally retirement. Technology has changed 
unbelievably over the years, people and the basic truths for 
running a successful business have not. Sometimes we just 
need to take a moment and look back to learn what’s going 
to work best for the future. 

65WashTrends / 2013.3



JULY 19, 2013
BY WILL RONGHOLT

Chemicals & Products: A Candid  
Discussion From An Industry Professional

Product is a very touchy subject when it comes to carwashes and detail centers. My 
goal here is not to tell everyone that the products I use are the best, but simply to 
educate owners, GM’s or others responsible for buying their chemicals and products 
for their business or themselves.

EVALUATING COST VERSUS PERFORMANCE

Many owners are only focused on the amount of money they are spending on 
chemicals and not how well they perform or how the cost breaks down in price per car. 
There are so many chemical companies for carwashes out there and most of owners 
in the business know what I am talking about. They are like insurance salesmen: always 
stopping in with the same tagline: “If I can save you money would you switch?” There 
are even the sales people that shouldn’t be sales people because when you say no 
they will insult you—yeah that’s what sold me on the product— the insult! The most 
important thing to me is the cost per car, not the barrel, which everyone should realize 
is what counts the most. If you can get you cost per car on a base wash under $0.30, in 
either a full service or flex serve wash, most people would be very happy.

BEYOND THE PRODUCT: THE IMPORTANCE OF STELLAR 
CUSTOMER SERVICE

Another thing that people should think about when picking their chemical company 
is how they treat their customers and what they do besides sell you product. I have 
talked to sales reps from all the big companies, and as a result we have recently 
switched to Ver-Tech Labs, a chemical company based out of Rockford, MN. The Ver-
Tech sales reps know what you—as a business— need to be successful, so they are 
successful because they think that way, and they have some of the best sales reps.

An effective sales rep will teach an owner or GM all you need to know about the 
products that are going to be used on the line and what you could do to improve the 
quality of each carwash. Ver-Tech reps are also knowledgeable on the mechanical 
aspects of the line, which is a big help when they are explaining how and why their 
products work. I don’t know how many people know how to tell you what your price 
per car breakdown is, or how to titrate the chemicals on the line, but this is just one of 
the many things that I was taught how to do from my Ver-Tech Lab sales rep.
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LEARNING THROUGH PRODUCT USE & EXPERIENCE

In a detail business, you always want to use top-quality products on the customer’s 
vehicles. I have tried almost every product out there, from buffing compounds, 
polishes, waxes, cleaning products and protective products. For the longest time I 
was using a variety of other products, but then I found out about Griot’s Garage. I feel 
that they have raised the bar just a bit more with their entire line of car care products. 
Griot’s Garage might induce some sticker shock at first glance, but the quality, quantity 
and longevity makes up for the price. For example, a lot of people are worried about 
swirl marks in there paint caused by the weather or poor buffing. Every business buffs 
differently, but Griot’s makes it easy, even with black vehicles!

EDUCATING THROUGH PRODUCT USE & EXPERIENCE

Just like Ver-tech, Griot’s sales reps know their product and know what they can do. 
They have tons of tutorial videos available to teach you how to use specific products, 
and are focused on making detailing easy for people to do at home in their own 
garage. Even as a detail shop business owner myself, I like this strategy and ease of use 
because there are people out there that would rather do it themselves, and you really 
can’t stop them! So why not teach them how to do it right? And though I always help 
out our customers that have questions about how to use a product, or which product 
would be best for a specific task, it is nice to have that online resource as well.

www.shipshapeec.com

Follow us on Twitter

Like us on Facebook

WILL RONGHOLT

Will Rongholt is the owner of Ship Shape Plus, a full service 
carwash and detail center in Eau Claire, WI; 2012 – Present. 
He has been washing and detailing cars since a young 
age, and previously owned Crossroads Detailing before 
purchasing Ship Shape Plus. Will served in the Marine 
Corps Reserves for 8 years as an infantryman, B.A. Business 
Administration at Globe University and AS Business 
Management at Chippewa Valley Technical College. He is 
married with one son and living in Eau Claire.
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JULY 22, 2013
BY DEE MEURKES

Why Consider Expansion: 
Your One Stop Shop Carwash

WHY ARE WE EXPANDING OUR CURRENT LOCATION?

When Washtrends Magazine invited me to guest blog this month, I will be honest with 
you— I was stumped. We are right in the middle of a huge construction expansion at 
one of our locations and my mind is not the best these days….

As I was thinking of a topic, the thought came to my mind: “why are we expanding our 
current location?” Well, we want to be “a one stop shop” for our customers.

CATERING TO A VARIETY OF CARWASH USERS

We all know there are two different types of carwash users; you have your self-serve 
people who like to do their own wash and we have the customers who love their 
automatic carwashes. We are currently installing a “state of the art” five-brush soft 
touch roll over automatic carwash to enhance our one location. I call this “the carwash 
for ladies.” No conveyor to drive up on— you just sit there, look pretty and smile!

AMENITIES AT THE ONE STOP SHOP

• Both our locations offer outside vacuums with shampoo and spot remover. 
Our vacuums are used a great deal by our customers. I love to market our 
vacuums as: ”Try our vacuums, they really suck.” We offer the ever so popular, 
“Air Shammee” in one bay at each location. This device is great for cars and 
motorcycles. Also, all of our self serve bays have in-bay vacuums. Lots of times 
you will see customers vacuuming their vehicles in the rain.

• We also offer self-serve dog washes at both of our locations. This has been the 
greatest business venture that myself and my husband could have added to our 
carwashes. Countless times we see dad washing the vehicle and mom and the 
kids washing the family dog at the dog wash. We offer a selection of vending 
supplies for our dogs too. Towels, ear wipes and homemade honey and flax seed 
dog treats. Our dog Jake just loves them. We have customers that will stop on 
their way home from work to just run into the dog wash and purchase the treats 
for their dogs.
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• Our one stop shop offer reverse osmosis water for our customers. We all know that 
this business is very saturated with bigger companies and so many competitors. We 
have priced ourselves accordingly and we offer replacement caps for a quarter on an 
honor system. Our locations are drive up, always well lit, safe and clean. You will even 
catch our dog Jake drinking this water.

• Our self-serve bays at both locations allow are customers to pay by coin, VISA, 
Mastercard or our own Enviro-clean Car and Dog Wash discount Washcard that can 
be either purchased on line at our website www.caranddogwash.com or at the CDR 
at our one location. Our vacuums and dog wash will also take all the different forms 
of payment as mentioned before.

The plan at Enviro-clean Dog and Carwash is to offer a one-stop shop to all our 
customers—One step at a time to make it easy for customers to wash and dry their 
vehicles, their dog, get their water and vacuum out their cars.

Check out our video here!

www.caranddogwash.com

Follow us on Twitter

Like us on Facebook

DEE MEURKES

Dee has been in the self-serve carwash business  
(Enviro-clean Car and Dog Wash) with her husband Jim 
since 2007. They opened up their second location in 2010. 
Both washes are located in Chatham, Ontario Canada. Dee 
won the Chatham-Kent Chamber of Commerce Award for 
Entrepreneur of the Year in 2011 and volunteers as Director 
of Registration for the Chatham-Kent Cougars Football Club. 
She loves NASCAR (#34 David Ragan in particular), RVing, 
country music, and spending time with friends and family.
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AUGUST 2, 2013
BY BRENT MCCANN

Being An Effective Manager  
in The Carwash Industry

A successful manager possesses a set of skills separating them from others— they 
have a trained eye to ensure a business runs efficiently in all facets of operation. From 
customer service and preventative maintenance to cash accountability and employee 
evaluations, as the delegated leader, you hold the greatest responsibilities on the wash 
site. It’s very difficult to run a site on your own; I know on days without one of my shift 
managers I am definitely worn out by the end of it, yet the significance of a great team 
of workers is priceless. There’s nothing like having the assurance of having employees 
who are strong, confident workers. Here’s a few key points to building your team to be 
the best in the area.

EMPLOYEES NEED TO BE VALUED

Honest and sincere communication is essential to lead effectively. Listening, sharing, 
laughing, and showing genuine care for an employee will emotionally captivate them—
once they feel valued, they will follow your directions and needs at the wash.

Think of the old saying, “To lead yourself, use your head; to lead others, use your heart.”

SHARE THE VISION

What is the objective of your carwash/detail shop? Share it with your employees! 
When a manager explains these goals with their employees, it unifies the team and 
gives each person a sense of purpose. Also, when everyone understands their role in 
reaching these goals, group cohesion and excellent service will occur.

CREATE PERSONALIZED GOALS FOR YOUR EMPLOYEES

Give each employee tasks that are specific and catered to their skillset. For example, 
if you have a newer employee, have them on the computer station in order to attain 
a greater knowledge of each wash package and pricing. With a more seasoned 
employee show them a few things in the back they can maintain daily and focus on 
during operation.

70 WashTrends / 2013.3



BELIEVE IN YOUR EMPLOYEES

No one wants to fail. Often leaders are apprehensive in relinquishing responsibilities to 
others because of fear of failure, thinking, “Only I can do this right, no one else can.” If 
you want a strong team of workers, give them responsibilities. Whether it’s greasing 
the bearings or making a phone call to a customer, your belief in your employees will 
encourage growth and confidence—plus, it will lighten your load and allow you to focus 
on other priorities.

DEMONSTRATE YOUR EXPECTATIONS

Leaders lay the groundwork for employee’s demeanor; if a manager is easily stressed 
or upset, the employees will see and feel that stress. Likewise, if a manager is polite, 
well-tempered, and maintains a professional standard at all times, employees are more 
likely to follow suit should things get dicey.

CUSTOMER EXPERIENCE STARTS AND ENDS WITH ATTENDANTS

As manager, it’s impossible to be on site during all hours of operation. Take the 
time to show your employees you care about them; share laughs, listen, tell stories 
between cars, train them on new things, and even treat everyone to pizza on a busy 
day. Remember, they’re your ambassadors while you’re away from the business. If 
they don’t feel valued or trusted, chances are they might not work as hard when 
needed, give unsatisfactory customer service, or even quit without notice. As their 
leader, set the standard of what it means to be a hard worker and a great employee by 
demonstrating it. Iron sharpens iron— the question is whether or not you are willing to 
do whatever it takes to be the tip of the spear.

www.theroyalwash.com

Like us on Facebook

BRENT MCCANN

Brent has been the General Manager for the Royal Carwash 
since October 2012 and has been with the company for a year 
and a half. Prior to entering the carwash industry he served 
4 years Marine Corps Reserves and obtained his bachelor’s 
degree in Adolescent Education and History. He’s currently 
looking to propose to his girlfriend, Jenn, soon and start a new 
life with her and her 4-year-old son, Dom.

Being An Effective Manager  
in The Carwash Industry
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AUGUST 9, 2013
BY BUDDY ROYAL

Viewing Your Carwash Icognito

WHY “INCOGNITO”?

As you have perhaps discovered, when your employees see you coming, they 
astonishingly are almost always doing the right things, the right way. Yet, you still 
get customer complaints about your staff, or your quality, or the appearance of your 
facility, or your . . . well, you get the idea. So you hire some “Mystery Customers” to get 
you the REAL story on your carwash. Unfortunately, Mystery Customers mysteriously 
ALWAYS find numerous problems with your facility and your people as they often go 
into their carwash task looking for errors, and usually finding them. Perhaps that’s not 
the most objective source for learning how your carwash performs.

So, for only a few thousand dollars (maybe more than a few) you can install a multiple-
camera security audio/video system that allows you watch your carwash after-the-
fact, in your spare time. And, for a few thousand dollars more your camera system can 
be linked in real-time to your computer allowing you to watch your carwash almost 
anywhere at any time ($$$$!!!).

Or, you can go undercover and spy on your team “incognito.”

HOW DO YOU DO “INCOGNITO”

A fake beard (not real effective for female owners or managers), a wig, using your 
neighbor’s car and talking like a college professor from Germany may provide some 
level of disguise . . . maybe not.

More effectively, borrow a friend’s car and just park it somewhere where you have 
a good view of your facility (a pair of binoculars are a great addition). Then sit and 
watch. You won’t get the audio but you might see some interesting things.

WHAT I FOUND WHILE WATCHING FROM THE MALL PARKING LOT

It was a Saturday night and our crew of mostly high school and college kids were in a 
bit of a hurry to depart for traditional Saturday night youthful activities. Closing was 
not happening correctly.

• The closing tunnel inspection had occurred at 7:45 p.m. between two of the last 
four cars allowed in the tunnel, making the last three cars have to wait about 
5-minutes before getting washed.
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BUDDY ROYAL

Buddy Royal has survived life through over 45 years 
of management and business ownership experience in 
manufacturing, insurance, advertising, and most recently 18 
years in the convenience store and carwash industries. 

A combat veteran Army Officer with a Masters Degree in 
Communications, Buddy Royal worked through the world of 
muscle cars and hippies in the late 60’s, the disco “Workin’ 
At The Carwash” 70’s, the booming 80’s, the growth of 
the 90’s, to Y2K, 9/11, the “Great Recession”, the so-slow 
recovery and finally retirement. Technology has changed 
unbelievably over the years, people and the basic truths for 
running a successful business have not. Sometimes we just 
need to take a moment and look back to learn what’s going 
to work best for the future. 

• Two employees left early (without clocking out).

• At 7:57 p.m. the lights went out and two cars in line, but not yet at the pay-station, 
were turned away.

• At 8:00 p.m. just as my blood had reached the boiling point, and I was reaching for 
the car’s ignition switch a most interesting event occurred.

• The lights came on.

• The two cars that had been turning around to exit the wash were now heading  
to the pay station.

• The two employees who left early were pulling back onto the lot.

John, our Operations Manager who would be opening the next morning (and had Saturday 
off), was standing at the tunnel entrance. It seems John had been doing his own off-duty 
“incognito” watching. Not wanting to open Sunday morning with a dirty facility, in need of 
preventive maintenance, and facing a couple of unhappy customers, John decided to watch 
the Saturday night closing “incognito”. His handling of the situation was likely much better 
than mine would have been; you know, blood-boiling and all. All I could say to John was, 
WOW!!!

Our manager training program was working, and working better than I ever imagined; 
thank you John.
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AUGUST 16, 2013
BY MAGGIE RIVERA-AMICO

Free Car Advice: How Sharing Information  
Helps Secure Carwash Customer Loyalty

OFFER YOUR CUSTOMER FREE ADVICE!

Today’s consumer loves information. In owning a carwash or repair facility combination, 
certainly you, the business owners, have vast knowledge of many different tricks, or 
processes that you can divulge to the public. Now I don’t mean anything proprietary, just 
some little tricks or steps involved that you don’t mind telling people about. In fact, isn’t it 
possible you already do this when you are trying to make the sale for a specialty service for 
your customer?

You go through the explanation of processes and steps that are entailed to perform 
services such as:

• A full detail

• Light scratch removal

• Ink stains from their leather

• Brake line system flush

You explain why it is necessary for them to maintain their vehicles. How many times have 
you been asked “what am I getting for my money?” which leads to:

• Explaining why a full detail can be 4 or more hours: “the carpets are shampooed, and 
then dried before you pick up your vehicle,” etc.

• Showing the customer how thick and dark their brake line fluid is, and then explaining 
the process of how to evacuate the lines, flushing, etc…

When your customer hears how many steps are involved in a full detail or even an oil 
change, they will most likely be very surprised to hear why it takes the amount of time 
that it takes. Or why you need to charge what you do for that service. When you do this 
you are showing your customer that you care, and you have valid interest in their vehicle. 
Doing this, you are of course keeping them happy so that they continue their loyalty to you. 
Having face to face conversations and taking the time to offer free advice will go very far 
in customer retention. The majority of the consumers out there will not attempt to perform 
the little trick or process you may have divulged on your website, however, they will be 
grateful just knowing that you thought enough of them to offer in the first place.
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We all know time is money, and money is time. With that said if you don’t want to actually 
sit down at your computer and type up paragraphs or pages of “hints & tips” or go through 
the rigorous details of processes for a coolant system flush, or any other number of 
common, typical services, then use any of the big three Search Engines to your advantage. 
Just type in “how to…” when you find what you are looking for, share the article and— 
ALWAYS with full credit to the author— put it on your website or Facebook page.

Something like: here’s an article we found on the “ How To Process of…” this service that we 
offer here at our facility, we thought our customers would enjoy reading about.

Remember you can do this on Facebook too, which in fact is extremely easy to do. You can 
easily share articles, pictures & whatever else on Facebook by just selecting and sharing.

www.thepersonaltouchofrye.com

MAGGIE RIVERA-AMICO

Maggie Rivera-Amico is co-owner of “The Personal Touch of 
Rye, Inc..” DBA Rye Station Garage, a full service facility hand 
carwash, detailing center, mobile marine detailing, auto repair, 
auto body facility, located in Rye, NY. 

She grew up in Pelham Manor, NY and attended Mercy College 
in Dobbs Ferry, NY where she obtained a Bachelor’s Degree in 
Business Administration specializing in Marketing. She and her 
husband owned “The Personal Touch of Pelham” an all hand 
carwash from 1995-2009. 

In the early years of owning the Pelham shop she spent her 
days off from the marketing world at their Pelham location. 
On April 18th, 2006 her life and her family’s life was changed 
forever. Her ten year old son, Jarrid, was struck and killed by 
an elderly male driver while he was riding his bicycle in their 
neighborhood. She immediately left the marketing world, and 
for at least 6 months did absolutely nothing. 

She then began running the Pelham location full time, while 
her husband ran the Rye location and his mobile marine 
detailing units. They sold the Pelham shop in 2009. In 2010 
they moved their Rye location to a bigger facility nearby. They 
incorporated their hand carwash, detailing business with full 
auto repairs and auto body repairs.
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AUGUST 23, 2013
BY MIKI MARKOVICH

Keeping A Recreational Vehicle Clean!

There’s nothing quite like the joy of RV ownership. You’re free to “vacation” whenever 
the mood strikes or you have a couple of days off. No matter what town you find 
yourself in, you know exactly who used the commode last and who’s been sleeping 
in that bed. You can cook delicious meals for your family… even if you find yourself 
camping in a Wal-Mart parking lot. Yet, with all this joy, it’s not uncommon to hear 
groans and moans float up from a crowd when the topic of cleaning RVs comes up. 
However, it doesn’t have to take a lot of time or money to keep your coach in tiptop 
shape. With a plan and a bit of diligence, clean up can be a snap.

PREVENTION:

• Install awning toppers over your slides to eliminate a lot of extra cleaning. You 
won’t have to clean leaves and debris from something that was covered and 
protected to begin with.

• Get annual roof inspections which can often be conducted free of charge at 
quality service centers. Be sure to reseal the roof every couple years or as 
needed so water doesn’t leak in causing damage and creating an additional mess 
for you to clean up.

• Scotchguard® your upholstered furniture and carpet for extra protection against 
spills, dirt and grime.

• Use wheel covers when your coach is not in use to eliminate the cracking that 
might occur while parked or stored.

• Put things away, right away. Even though your coach can seem large, especially 
with the slides out, clutter can quickly overtake space. If you keep everything in 
it’s place, you won’t have to worry about cleaning… before cleaning.
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BASICS:

• Wash your roof once or twice a year. You may even consider using a blower to 
remove dirt and leaves.

• Debris from the road can damage your coach’s exterior if it remains too long. Use a 
cotton cloth and some RV cleaner to gently remove it thereby keeping your paint 
job and your sealant in top condition. Another option is to use a pressure washer to 
clear away grime. However, if you have decals on your coach, you’ll want to be careful 
utilizing this method.

• Use a vacuum or broom to clean your floors. This is your vacation-home-on-wheels, 
so you’ll find many of the tools used in your traditional house, work in your RV as well.

• Make the interior shine by using glass cleaner on surface tops and windows.

• When you’re ready to leave the RV park, after you’ve dumped your tanks, add a cup 
or two of Lemon Joy dishwashing liquid and a bag of ice to your black tank. This will 
act as an agitator when driving home to thoroughly clean the inside of your black 
tank. Ah… lemon fresh.

If you have any specific questions about how to clean your RV, the Guaranty RV Super 
Centers team is happy to assist.

wendy.mcclaughry@guaranty.com

800-379-5332

www.guaranty.com

Follow us on Twitter

Like us on Facebook

Visit our youtube channel

MIKI MARKOVICH

Miki has been the Marketing Specialist for Guaranty RV 
Super Centers since November of 2011 and has been an RV 
enthusiast for as long as she can remember. Raised on the 
road, but a born again Oregonian, Miki enjoys the foods, 
festivals and characters of the Pacific Northwest planning to 
call it home for a long, long time.
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AUGUST 30, 2013
BY MARTIN KOSTADINOV

Experimenting with Clay Bar

I would like to discuss some of the various applications of clay bar. For those who 
might not know already, “clay bar” is a piece of clay specifically designed to remove 
various substances from the car’s paint. This include pieces of metal, tree sap and paint 
overspray. The repeated use of clay bar (I like to do it once a month of my car) gives 
and maintains that “factory” shine.

Now, when I first started using it, I was exclusively using it for cars’ paint. I love Mothers’ 
products. I’d get the kit which comes with 2 bars, the spray and a towel. The process is 
pretty straight forward:

1. Wash and completely dry vehicle

2. Flatten the piece of provided clay to make it easier to work with (you may also 
wish to break it apart in two to get the most of each piece)

3. Rub the clay bar on the area you sprayed

4. If the clay bar sticks of is leaving behind residue (the bars I use are yellow and 
therefore they leave behind yellow residue), apply more spray.

5. The clay bar will pick up dirt/debris. Therefore it is important for you to keep 
turning the clay to use the clean parts of it

6. Wipe off with the microfiber towel

7. Use a dry towel to remove any extra spray left over

I started experimenting on other parts of car. I found great results when I used it on the 
windows to remove dead bugs, tree sap, etc. However, instead of using the spray I used 
Invisible Glass Cleaner. You can still use the spray. However, I do not like doing so since 
it is much like spray wax and it may leave a greasy film on the windows. Sure, this can 
be removed but you would just be adding an additional step to the process. In cases 
when I run out of the provided bottle of Mother’s spray, I switch to regular Spray-On 
Wax (I prefer Turtle Wax). Once you saturate the area, you repeat the same steps as 
above.

It also works miracles on chrome bumpers and front grills. The main thing I believe 
merits repetition is that the area must be soaked with the spray (or wax) you use. 
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Otherwise, the clay bar will leave residue behind and this might be difficult to remove. The 
last thing you would want is to leave the area you are working on looking worse than before 
you started working on it.

It also works miracles on chrome bumpers 
and front grills. The main thing I believe merits 
repetition is that the area must be soaked with the 
spray (or wax) you use. Otherwise, the clay bar will 
leave residue behind and this might be difficult to 
remove. The last thing you would want is to leave 
the area you are working on looking worse than 
before you started working on it.

Once the clay bar reaches its “maximum capacity” 
(it will be very dirty) you can use it to clean your 
wheels. Sometimes I have had a particularly hard 
time removing the brake dust/grime from the 
wheels. The best part is that the clay bar is not at 
all damaging on any type of wheel. I have used 
it on aluminum hubcaps and chrome wheels 
and have seen really good results with both. You 
may also use it to clean the painted area within 
the wheel well. Again, the same steps as above 
would be repeated to clean any of the parts I have 
discussed.

Martyscardetail.com

Like us on Facebook

Before the clay bar

After using clay bar

MARTIN KOSTADINOV

Marty is originally from Bulgaria. He came to the US at the 
age of 15. He lived in Syracuse for 15 years. He has customers 
in Buffalo, Syracuse and Binghamton. He worked as a 
carwasher/detailer for a Saturn dealership in the Syracuse, 
NY area for over 2 years. He loved cleaning cars and after 
leaving Saturn, he decided to pursue his passion. Marty has 
had many satisfied customers over the years. What makes 
him stand out from the competition is that he will come to 
your house and do your vehicle in a place of your choosing.
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SEPTEMBER 6, 2013
BY BUDDY ROYAL

Damage Claim: You Took the Paint Off My Car!

AN INTERRUPTION

Accepting that my waistline was telling me, “no more all beef patties, special sauce, 
lettuce, cheese etc., etc., etc., I was just taking a luscious (but stringy) bite of my 
crisp green celery stick when I heard a loud discussion of “NO WE DIDN’T – OH YES 
YOU DID – NO WE DIDN’T – OH YES YOU”— well, you get the idea. Either two of our 
teenage employees were discussing who left who at the mall, or there was an unhappy 
customer not receiving our best damage claim denial. It turned out to be the latter.

THE INCIDENT AND OUR RESPONSE

Mr. “B” had just brought his 1998 Toyota Camary through our wash and was now 
showing one of our supervisors that the clear coat was almost entirely missing from 
the hood and roof. Obviously the chemicals and brushes in our wash had stripped off 
the clear coat which would soon result in ruined paint (actually we don’t use brushes 
but rather soft mitters and wraps).

There are two very important aspects to accomplishing a successful damage claim 
denial: Kind and fair treatment of the customer:

• Being kind and fair means listening to the customer then performing your due-
diligent investigation, before informing the customer of your decision.

• Know, understand and believe in how all parts of your wash process function:

You must completely believe that your chemicals and equipment will cause neither 
clear coat nor paint damage and you must inspect the wash to ensure there were no 
breakdowns or errors.

We did not do #1 but jumped right to our denial decision which, of course, the 
customer did not accept. Even my calm, eloquent prose and sweet demeanor were 
unable to convince Mr. “B” that the problem was his and not ours. He left unsatisfied 
and unhappy, but at least he was gone.
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SMALL CLAIMS COURT

A few weeks later I opened a letter from the County Sheriff inviting me (a subpoena 
actually) to attend Small Claims Court to defend my carwash against a $2,000 paint 
damage claim. Every county operates its Small Claims Court under the general guidelines 
of the State and under the specific rules of that county. It is wise to learn how your 
county Small Claims Court operates. For example, in one of our counties you are ordered 
to mediation before the judge will hear the suit. In another county the judge hears it 
immediately.

I performed exhaustive research into the make-up of the chemicals we use in part by 
tapping into the bank of information available through the ICA (International Carwash 
Association), and from the chemical manufacturers. I also learned the details of how the 
auto manufacturers apply paint and the chemical make up of their paint and Clear coat. I 
had pictures, charts, letters and testimonies all ready for the judge. Mr. “B” had photos of 
his car from when he bought it in 1998 and after our 2012 carwash. I felt very comfortable 
with our position. However, I’ve learned over the years that what is obvious to a carwash 
operator is not always the same as what is obvious to the judge.

Our case was called, the judge asked the plaintiff, Mr. “B”, to present his claim. Mr. “B” went 
into great detail on how perfectly he always kept his prized possession (his car) and how 
completely destroyed both the clear coat and paint finish were following his experience 
in our wash. He was quite emotional as he presented his photos (he’d watched too much 
afternoon TV in my humble opinion).

THE JUDGE’S DECISION

Now it was my turn to present our defense, but before I could even layout all of my 
materials in the bench the Judge stopped me and said he’d made his decision. Boy was I 
hot. I was ready to explode just waiting now for the Judge’s verdict.
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BUDDY ROYAL

Buddy Royal has survived life through over 45 years 
of management and business ownership experience in 
manufacturing, insurance, advertising, and most recently 18 
years in the convenience store and carwash industries. 

A combat veteran Army Officer with a Masters Degree in 
Communications, Buddy Royal worked through the world of 
muscle cars and hippies in the late 60’s, the disco “Workin’ 
At The Carwash” 70’s, the booming 80’s, the growth of 
the 90’s, to Y2K, 9/11, the “Great Recession,” the so-slow 
recovery and finally retirement. Technology has changed 
unbelievably over the years, people and the basic truths for 
running a successful business have not. Sometimes we just 
need to take a moment and look back to learn what’s going 
to work best for the future. 

The Judge said, “Mr. ‘B’, I’ve personally been through that carwash dozens of times with 
my Lincoln, my F-150, my wife’s Mustang and my daughter’s 2000 Camary, I’ve never seen 
a mark, a scratch, or even so much as a slight discoloring of the finish. Their managers and 
staff are super friendly, and they really care about their customer’s cars. This carwash did 
NOT cause you any damage. “BANG”, Next Case!”

Wow, I was blown away. I didn’t have to say a single word. Thank you to my staff for being 
diligent in your daily duties, and fantastic in the treatment of our customers. You never 
know when treating customers the right way will result in an extra boost to your business 
when you least expect it. And all was not lost from my studies about automotive paint and 
carwash chemicals, that information is now part of our training program.
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SEPTEMBER 14, 2013
BY PAT TROY

Innovation Starts with Individuals

I love being a part of the carwash industry! I am in the segment of the industry that 
doesn’t wash cars or sell equipment or chemicals. As publisher of WashTrends and 
as the Executive Director of a regional carwash association, I can view the industry in 
some ways as an outsider.

What really strikes me as special about the carwash industry is that innovation starts 
with an individual who has a smart idea. This individual could be wash owner or 
manager or sometimes a kid drying off cars. Or this individual might be the CEO of a 
major company or a sales rep out in the field.

If you type in the words carwash (or carwash) and just about any other consumer 
item or service, you will find that someone out there has paired it with a carwash. For 
example, just now I Googled “tacos and carwash” and sure enough – there are lots of 
places you eat tacos while getting your carwashed.

When I go to the trade shows, I make a point of talking to operators and asking them 
what they are doing that is innovative. I have heard about home grown software 
systems, water conservation, marketing ideas, social media, customer loyalty programs, 
different types of carwash configurations, and charity washing. It often turns out the 
person with whom I am speaking developed the innovation and will talk about it to 
anyone who will take the time to listen.

When I ask the same question of industry suppliers, most companies have something 
innovative to share. It could be a way of formulating chemicals, conserving energy, new 
kinds of lighting, new ways of dispensing chemicals, improved measurement systems, 
better brushes, better towels, and complex credit card gateway systems, and the list 
goes on. Often I am told that I should talk to “John” because he was the one who came 
up with the idea.

It is clear that innovation spreads throughout the industry through trade shows, 
publications and association meeting programs. While I have heard occasional 
reports prototypes disappearing at trade shows, this is rare. There is healthy industry 
competition and the result is better products and a climate of innovation.
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PAT TROY

Pat Troy is president of Bay Media, Inc., which she founded in 
1989. She has been involved in publishing for more than 40 
years, while also working as an educator and an association 
manager. She is the president of Next Wave Group, LLC, an 
association management firm which manages among other 
groups, the Mid-Atlantic Carwash Association. Three times, 
Pat was named one of the Top 100 Maryland Women by the 
Baltimore Daily Record. She is author of Flex: The Virtual 
Office Advantage.

Operators are very free in sharing with one another. It doesn’t hurt an operator in Florida 
to share his great idea with an operator in California. Now we are seeing innovative ideas 
spread from continent to continent through social media.

If the industry were dominated by washes run by a few big box retailers, the process for 
innovation would be entirely different. It would be top-down, instead of bottom-up. For 
sure, it would not be as much fun and it would take longer.
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MIKE MOUNTZ

Mike is the former owner of Lancaster, Pennsylvania’s highly 
regarded Cloister Carwash and the founder of Grace For 
Vets. He has been inducted into the International Carwash 
Association Hall of Fame.

SEPTEMBER 20, 2013
BY MIKE MOUNTZ

How to Register Your Carwash 
in the Grace for Vets Program

Grace For Vets was created with one mission in mind: to honor those who have served, 
or are currently serving their country. We just so happen to be in the carwashing 
business though, right? What better way to show our appreciation for military service 
personnel than to offer them a free carwash on Veterans Day?

An international program, Grace For Vets unites the carwash industry every year on 
November 11 by providing a free carwash to all Veterans and military service personnel. 
It’s our way of saying “thank you” to those who have sacrificed to serve their country.

We encourage all carwashes to sign up and join us on November 11, free of charge. 
Military service personnel can check the 2013 Participants page to find a participating 
carwash location nearby.

Stand United. Wash United. 
www.graceforvets.org

info@graceforvets.org

Follow us on Twitter

Like us on Facebook
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SEPTEMBER 27, 2013
BY DEE MEURKES

Carwash Swag: Branding and Giving Back

When is the last time that someone said to you “thank you for coming to our 
business?” Well at Enviro-clean Car and Dog Wash in Chatham, Ontario, we think it is 
the most important two words that you can say to your customers. When I hand them 
an Enviro-clean Car and Dog Wash air freshener, I have so many customers saying 
“wow thank you, this is great.”

Why not give something back to your customers for your using YOUR carwash? They 
made the choice to use your facility and not the one down the street or on the other 
side of town. When we opened up our first location in 2007, I came up with the idea 
of designing our own air fresheners and giving them out to customers when they were 
waiting in line or on a busy weekend. We then had customers asking us if we could sell 
them instead of selling the competitor ones. They said that they loved them and that 
they lasted so long.

I cannot tell you the mileage we have received from this little promo piece. We hand 
them out to our local Chamber of Commerce for the grab bags for their local golf 
tournament. I also hand them out as “swag” for other fundraising events.

I cannot stress the importance of “branding” your carwash with a logo that is clear, 
concise and noticeable. We also have golf shirts, jackets, t-shirts and hats that we 
wear at our carwash promoting our business and you always look so professional. Our 
grandson even promotes for us.
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We all know that there is a cost of doing business but what better way of promoting 
your own business. The company I deal with has always been helpful and their service 
is great. I always take the time to go and talk to him at tradeshows and catch up on the 
newest trends and fragrances.

I always tell my husband that my goal is to have one of these air fresheners in every 
car in our municipality. The pride that I receive from seeing our logo hanging from 
someone’s mirror is so fulfilling.

www.caranddogwash.com

Follow us on Twitter

Like us on Facebook

DEE MEURKES

Dee has been in the self-serve carwash business  
(Enviro-clean Car and Dog Wash) with her husband Jim 
since 2007. They opened up their second location in 2010. 
Both washes are located in Chatham, Ontario Canada. Dee 
won the Chatham-Kent Chamber of Commerce Award for 
Entrepreneur of the Year in 2011 and volunteers as Director 
of Registration for the Chatham-Kent Cougars Football Club. 
She loves NASCAR (#34 David Ragan in particular), RVing, 
country music, and spending time with friends and family.
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Equipment, Chemicals, Supplies, and Service 
HOWCO dedicates itself in providing superior quality 
carwash equipment, supplies, and chemicals. Above 
all else though, HOWCO is about supporting carwash 
investors and operators with the hands on assistance 
they need to keep their projects moving. HOWCO’s 
strength is in its people, experience, and reputation. 
Utilizing the latest equipment and processes, HOWCO 
employees provide assistance in sales, project 
planning, installations, parts, chemicals, and service in 
the Southeast and Mid-Atlantic geographical areas. 
HOWCO is a full line distributor of professional 
carwash chemicals. We offer three choices: Turtle 
Wax, Armor All Professional, and HOWCO private 
label brand. Our relationship with our manufacturers 
allows us to be a cost effective distributor of the 
items you need. We know the demands professional 
carwash operators have and we are proud to offer 
the most innovative items in the industry to help 
you achieve cleaner cars. Turtle Wax and Armor All 
Professional offer a comprehensive line of products to 
meet your carwashing needs. Using these two name 
brand manufacturers can help you earn co-op points 
towards your marketing efforts.  
Product List: 
HOWCO Inc., Turtle Wax, Armor All, Hanna Jim 
Coleman, Istobal USA, Autec, Inc. 
HOWCO, INC.
1521 East Third Street • Charlotte, NC 28204
Ph: 704-731-2073 • Fax: 704-333-4399
Email: howcosales@howco.com
Website: www.howco.com

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. 
Product List:
P2400 Wall Panel, P1300 Ceiling Panel
Colored Panels, Corrosion-proof PVC Doors
Extrutech Plastics, Inc.
5902 West Custer Street • Manitowoc, WI 54220
Ph: (888) 818-0118 • Fax: (920) 684-4344
Email: info@epiplastics.com  
Website: www.epiplastics.com

Manni’s Wash Systems has been in business for 34 
years! Buy direct and save today. 
Product List:
In-bay automatics, Complete Self-Serve, Floor 
Heat, Change Machines, Parts and Supplies
Manni’s Wash Systems
1131 Greensburg • Lower Burrell, PA 15068
Ph: (800) 552-4492 • Fax: (724) 337-8554
Email: Frank@manniwashsystems.com  
Website: www.Manniwashsystems.com

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 carwash 
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!  
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 
23 East First Street, SE • Leesburg, VA 20175 
Ph: 571-220-6997 • Fax: 703-777-7994
Email: tighegillis@carwashsolutions.net
Website: www.carwashsolutions.net

Buyers Guide

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.  
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
1340 East 289th • Wickliffe, OH 44092
Ph: (440) 585-1100 • Fax: (440) 585-1195
Email: customerservice@diamondshine.com  
Website: www.diamondshine.com

Computer solutions for the carwash 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®.
Product List: POS Systems, Self Pay Terminals, 
Tunnel Controller, RFID
DRB Systems, Inc.
3245 Pickle Road • Akron, OH 44312
Ph: 800-336-6338 • Fax: 330-645-2299
Email: info@drbsytems.com
Website: www.drbsystems.com 

Washtech sells services and supplies carwash 
equipment to all segments of the carwash Industry. 
We operate the largest service department in the 
industry with same and next day service throughout 
our DE, NJ, PA and WV. 
Product List: 
PDQ, LaserWash, MacNeil, Carolina Pride,  
Lustra, Ginsan, Unitec, Ultraflex
Washtech 
P.O. Box 573 • Earlysville, VA 22936 
Ph: 1-800-448-4735 • Fax: 434-978-4328
Email: washtech@laser-washtech.com
Website: www.laser-washtech.com 
Facebook: www.facebook.com/Washtech 
LinkedIn: www.linkedin.com/pub/craig-hanson/17/
bb9/876

Unitec develops, manufactures and services 
automatic payment stations for unattended 
carwashes. Our technology enables carwashes 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 carwash control 
system. We design custom solutions, as well. 
Product List: 
C-Start, Sentinel, Portal, Wash Select II, 
WashPay and EZ Trak
Unitec 
7125 Troy Hill Drive • Elkridge, MD 21075 
Ph: 443-561-1200 • Fax: 410-579-6827
Email: marketing@startwithunitec.com 
Website: www.StartwithUnitec.com

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. 
Product List:
Arimitsu Pumps 
Arimitsu Pumps 
700 McKinley St., NW • Anoka, MN 55303
Ph: (763) 205-8341 • Fax: (763) 433-0404
Email: greg@arimitsupumps.com
Website: www.arimitsupumps.com

Buyers Guide
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computer or mobile device. 

Tunnel Master® wbc
Our web-based tunnel controller’s embedded design 
delivers reliability that PC-based solutions cannot 
match, ensuring stability and longevity. 

Tunnel Master® Jr. 
A versatile and affordable tunnel controller that has 
been the carwash industry workhorse for years. It’s 
simple yet highly capable.

Auto Sentry® flex
Our industry leading payment terminal provides the 
ultimate in customer satisfaction.

Auto Sentry® Petro
Designed for in-bays and tunnels where cash accep-
tance isn’t necessary. 

Auto Passport™
When paired with the Auto Sentry flex, our vehicle 
identification system offers superior options for fleet 
accounts, limited and unlimited wash clubs.
Innovative Control Systems
1349 Jacobsburg Rd. • Wind Gap, PA 18091
Ph: 610-881-8000
Website: www.icscarwashsystems.com

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 repre-
sented Performance, Dependability and Quality with 
outstanding products, and support that contribute to our 
customers’ profitability. 
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). 
PDQ Manufacturing, Inc.
1698 Scheuring Road • De Pere, WI 54115
Ph: 920-983-8333 • Fax: 920-983-8328
Email: sales@pdqinc.com  
Website: www.pdqinc.com

Lustra™ offers high-quality, innovative car care products, 
exceptional service and creative marketing. Ultraflex is 
Lustra’s™ advanced system of ultra-concentrated, envi-
ronmentally-friendly carwash products, packaging and 
equipment. This allows you to create an extraordinary 
Carwash Experience�for you 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.
Lustra™ Professional Car Care Products
1997 American Blvd. • De Pere, WI 54115
Ph: (800) 225-2231 • Fax: (920) 337-9410
Email: cwsales@lustrabear.com
Website:www.lustrabear.com
Product List: 
Presoaks, Bases, Boosts, Sealants, Condition-
ers, Drying Agents, Accessories

Cleanedge is a custom blender of carwash 
chemicals. We will design products to meet your 
specific chemical needs. We Service Belanger and 
many other major brands of equipment. Our service 
department is open 7 days a week. 
Products List:
“CleanGreen” earth friendly products, 
Clean-Concentrate” super concentrates,
Refillable containers- eliminates drum disposal 
and cost of 55 gallon drums, “Safe-Acid” wheel 
cleaners (non HF formula)
Clean Edge Co.
3121 Wilmarco Drive • Baltimore, MD 21223
Ph: 443-524-0864 • Fax: 800-982-2436
Email: info@cleanedgeco.com 
Website: www.cleanedgeco.com

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 repre-
sented Performance, Dependability and Quality with 
outstanding products, and support that contribute to our 
customers’ profitability. 
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). 
PDQ Manufacturing, Inc.
1698 Scheuring Road • De Pere, WI 54115
Ph: 920-983-8333 • Fax: 920-983-8328
Email: sales@pdqinc.com  
Website: www.pdqinc.com

Blendco Systems manufactures and supplies a full line 
of transportation cleaning products, including formulated 
powder and liquid detergents, patented SuperSat® Cus-
tom Detergent Systems and RedRhino® sealants and 
protectants. Blendco has been providing the professional 
carwash industry with innovative detergent solutions for 
more than 30 years. Blendco prides itself on providing 
excellent service and support to customers with its highly 
trained carwash professionals and its outstanding net-
work of professional distributors. Blendco is dedicated to 
providing you with the very best in carwash products to 
take you where you want to go- putting out cleaner cars 
faster and improving your bottom line. Blendco Systems 
is a division of DuBois Chemicals, a leader in sustainable 
cleaning solutions since 1920.
Blendco Systems
1 Pearl Buck Court. • Bristol, PA 19007
Ph: (215) 781-3600. • (800) 446-2091
Fax: 215-781-3601
Email: blendco@blendco.com
Website: www.blendco.com
Product List: 
SuperSat® Custom Detergent Systems, RedRhi-
no® waxes and protectants, Tunnel Vision® 
detergents and protectants, SuperBlend™ 
detergents and protectants, Blendco liquid 
and powder formulated presoaks, detergents, 
wall cleaners, auxiliary products and pet wash 
products

Buyers Guide

The Polycarbonate Door With All The Benefits
Unsurpassed Quality
Reliable Operation
Low Maintenance

Call us today to talk about your project
1-800-233-1487
Ask Us About Our STAINLESS STEEL HARDWARE

A downloadable brochure is available at:
www.carwashdoors.com

Innovative Control Systems is the leading provider of 
innovative business solutions for the carwash indus-
try. Our mission is to help operators achieve success 
through advanced control products and manage-
ment solutions. We maintain an extensive distribution 
network throughout North America and Australia. 
Products List:
WashConnect®
Manage your entire organization with real-time data 
and statistics over the internet from any Windows 

Quality, innovation, service and value are the four 
guiding principles that make JBS Industries a 
trusted chemical provider for the carwash industry 
since 1979. We simply deliver higher dilutions, more 
fragrances, brighter colors, shinier vehicle finishes 
and cleaner cars. We are Just Better Soap. 
JBS Industries
2550 Henkle Drive • Lebanon, OH 45036
Ph: 1-888-745-0720
Email: sales@jbsindustries.com 
Website: www.jbsindustries.com
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ICE Inaugural Trade Show

The International Cleaning Experts (ICE) 
announces its inaugural trade show 
January 30 and 31, 2014, at South Point 
Hotel and Casino in Las Vegas. For the 
first time ever, this show combines Auto 
Detailing, Carpet Cleaning, and Janitorial 
Products and Restoration all under one 
roof. ICE was conceived by cleaning 
industry manufacturers who saw a need 
to serve the growing number of cleaning 
professionals. Offering this showcase of 
products and services in one location 
solves the common problem of cost to 
travel to many shows and extensive time 
away from work. Convenience, financial 
benefit and great resources in one 
location is the model. Visit www.iceexpo.
org or call 760.518.9686 for more info.

Lustra Appoints Shifflett

Lustra™ recently appointed Anthony 
Shifflett regional sales manager for the 
mid-Atlantic region of the United States. 
He has direct experience in carwash 
chemical sales and service. “There has 
been an expanding base of opportunity 
in the Southeast, and to be a truly local 
partner we have added Anthony to our 
sales team,” says Doug Marquis, assistant 
vice president at Lustra. Shifflett will 
cover the mid-Atlantic region of the 
United States. He is based in Ruckersville, 
Virginia.

News from National Pride

Ashland, Ohio-based National Pride 
Equipment has announced the opening 
of its newest distribution facility, NPE-
Memphis. In conjunction with this 
opening, National Pride has acquired the 
assets of Internet and catalog carwash 
parts distributor Carwash Superstore. 
National Pride Equipment, manufacturer 
of self-service equipment and distributor 
of parts/supplies since 1963, purchased 
the assets of Carwash Superstore on 
August 1, 2013. Plans are for Carwash 
Superstore to work in step with National 
Pride’s warehouse in Ashland, Ohio, 
to provide the best logistical solutions 
for product delivery. “Utilizing two 
distribution points will strengthen the 
company’s distribution network and offer 
quicker delivery times to our customers,” 
says NPE Owner and General Manager 
Trent Walter.

Much of what has become familiar to 
the Superstore’s many customers will 
remain, including its website, www.
carwashsuperstore.com and toll free 
number 877-ONE-WASH.

Ingersoll Rand Expands EXP Series 
2:1 High-Pressure Pump Portfolio

Ingersoll Rand, known for creating 
and sustaining safe, comfortable and 
efficient environments, has expanded 
its EXP Series 2:1 high-pressure air 
operated diaphragm pump product 
line to include 1.5-inch and 2-inch ports 
for lower flow rate applications. The 
2:1 pumps are designed for chemical, 
pharmaceutical, metallurgical, food and 
beverage manufacturers, and wastewater 
treatment plants. They provide effective 
fluid handling solutions for high-viscosity 
applications and manufacturing facilities 
pushing fluids up vertical lines or through 
long pipes traveling across large plants.

Unlike most air-operated diaphragm 
pumps, the 2:1 pump uses the effective 
surface area of both diaphragms to 
double the input pressure, making the 
pump more powerful than one-chamber 
air-operated diaphragm pumps. They 
have conductive polypropylene air 
motors to help protect against static 
electric discharge. The 2:1 pumps also 
have stainless steel wetted sections to 
reduce stress and material fatigue, which 
can potentially cause the pump to leak.

The SimulShift™ and Quick Dump valve 
technologies help increase the 2:1 pump’s 
durability and reliability. The SimulShift 
valve provides ultra-positive, reliable shift 
signals to prevent the pump from stalling, 
while the Quick Dump valve eliminates 
moisture from the system to help avert 
freezing or breaking.

Shiners Carwash Systems of 
Australia Joins Washworld’s

International Distributor Network

Shiners Carwash Systems has joined 
Washworld’s International Distributer 
Network. Shiners joins current distributor 
CTSI, which will further enhance 
Washworld’s representation in the 
Australian market.

Located in Port Melbourne, Shiners 
has been supplying U.S.-manufactured 
carwash equipment to the Australian 
market for over 20 years and, according 
to founder and CEO Richard Davison, 
“the Washworld Touch-Free line of 
equipment is a perfect fit for our 
business.” Davison continues, “After 
we opened one of the very first multi-
bay self- service carwashes built in 
Australia in 1993, a site we still own and 
operate today, our business expanded 
into distribution. We subsequently sold 

and installed many self-serve systems 
and added Touch-Free Automatics 
to our product line in 2000. We have 
now supplied and installed over 200 
automatic wash systems in Australia. 
Over this time we have become acutely 
aware that for every customer wanting 
a fixed gantry design, there is another 
who either simply prefers ‘Inverted L’ 
technology or needs it due to tight 
or short bays, and until now we have 
been unable to supply these customers. 
Washworld’s product line is a perfect fit 
for our business and provides us with 
the unique opportunity of being able to 
offer the absolutely very best of both 
technologies.”

Brown Bear Carwash celebrates 
56th anniversary 

(August 22)

To celebrate its 56th anniversary, Seattle-
based Brown Bear Carwash offered 
free washes on August 22. Providing 
27,223 free “Bear Essential” carwashes 
at 21 tunnel locations throughout the 
Puget Sound brought the total of free 
carwashes to 186,511 over the past 
eight years. The company also provides 
free carwashes to current and former 
members of the military on Veterans Day.

“The pace was fast and furious, and it’s a 
tribute to our team that we were able to 
serve so many customers,” said Brown 
Bear founder and owner Vic Odermat. 
“It’s our way of saying thank you to the 
communities we serve, and hopefully we 
introduced new customers to the kind of 
service and value we deliver year-round.” 
Odermat said the promotion requires a 
major commitment by employees, who 
also received bonus compensation for 
their work and service to the company.

Lustra™ Introduces Laundry 
Detergent 750 

Lustra™ Professional Car Care Products 
announced today the newest addition 
to its Ultraflex® product line – Laundry 
Detergent 750. Laundry Detergent 750 
is a premium, non-phosphate laundry 
detergent with optical brighteners and 
a synergistic surfactant system. The 
product is designed for washing towels 
and other items made from natural and 
synthetic fabrics. Laundry Detergent 750 
provides fast removal of oil, particulates, 
stains and other types of dirt from 
fabrics, simultaneously depositing optical 
brighteners on fiber leading to cleaner 
looking towels.
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Watch for WashTrends Direct 
every Tuesday in your E-mail in-box.
WashTrends Direct will be a quick and interesting read about the carwash 
industry. One week it might be a trend article, while the next it might be a 
spotlighted wash or industry leader. 

Quarterly - WashTrends Direct articles and Carwash Words content will be 
consolidated into a quarterly issue of WashTrends in the accustomed Flipbook 
and PDF format, as well as an “app” version free on your smart phone or tablet. 
WashTrends magazine will be indexed and searchable. 

New Advertising Options - Advertising packages will now offer WashTrends 
Direct logo/links as well as logo/links in WashWords. In addition, advertisers may 
purchase special promotional ads in WashTrends Direct. Classified advertising is 
also available in WashTrends Direct. 

For details, go to www.washtrends.com. To submit story ideas or inquire about 
advertising, call 410.647.8402 or e-mail sales@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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