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J U N E 2014

Welcome to WashTrends!

The sizzle of summer is nearing and so are the latest trends and 
sources of information, coming to you in our latest edition of 
WashTrends.  We’ve looked for the news and found it… and it’s 
all right here in the following pages.

First, we’d like to challenge you with a story on evaluating risk 
and opportunity. Are you missing out on growth and success?  
We got an inspiring story on industry leader Kevin Collette. He’s 
a problem solver with a track record of success, and he shares his 
ideas on effective management and how to create value in your 
company. And congratulations to Belmont Carwash. They’re 
celebrating a benchmark 50 years and their commitment to 
customers, communication, community and their employees.  
This is one success story you won’t want to miss. We’ve also 
investigated the benefits of Groupon. Check out whether this 
marketing venture would open new doors for your business 
-- or not.  

There’s so much to learn about and share with our readers.  
The carwash industry seems to attract people who want to 
communicate, share and stay up to date with the latest trends 
and stories.

And have you checked out our Facebook page, Twitter 
conversations and our blog? There’s a lot of industry interaction 
happening. There’s a lot of valuable sharing going on.

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

We hope you enjoy this issue of WashTrends.

Sandy Travis Bildahl
Editor in Chief
WashTrends
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The car wash starts here. Welcome your customers with a “wow”  
by partnering with Unitec, giving  them much more than simply  
a spot to pay. Your car wash payment entry system can create an  

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

Learn more about our products and the 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.

4 WashTrends / June 2014



5WashTrends / June 2014



Fifty years ago, Studebaker Cruisers, Ford Falcons and Chevy Corvairs were cleaned to sparkling 
perfection by Belmont Car Wash & Detailing in Belmont, Massachusetts. Today you aren’t likely to 
see any of those models at Belmont, but you will see something that has been there constantly 
since 1964: dedication to customer service excellence. 

“Hard work and listening to the customer is a building block of success,” explains Belmont’s 
owner, Adam Tocci. “We go above and beyond by taking the good and the bad, and constantly 
fine-tuning our finished product.” To achieve this, customer feedback is very important, and Tocci 
pays attention. “Sometimes you really can’t ‘see the forest for the trees,’ so who better to turn to 
than your customers,” he asks rhetorically. “Whether they are first-timers or frequent visitors, your 
customers give you a perspective that’s tough to get anywhere else,” he concludes.

Tocci continues telling the secrets to Belmont’s success by explaining the importance of 
communication, noting that social media such as Facebook, Twitter and Instagram help keep 
the carwash name in front of the public. “Each month we send out e-newsletters updating our 
customers on the special discounts we will be offering. Our offers range from discounts on specific 
washes to giveaways for holidays. We also do fun monthly drawings involving our customer 
surveys. We pull from the surveys received from that month and unanimously pick a winner for a 
booklet of five washes. Another way we like to reward our customers is by offering a six-month 
or one-year unlimited pass for our carwash. It’s a great way to keep our frequent customers and 
allows them to wash as many times as they like for a fixed price. This unlimited pass is available for 
each wash service we offer.”

BY ELLEN KINSELLA

50 Years and Counting. What’s the Secret to Success?
Belmont Car Wash & Detailing Knows the Answers

Photos courtesy of Belmont Car Wash & Detailing
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Car Wash Cameras.com

Patent # - 7,764,194

866-301-CCTV
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 by

Bringing the Best to  
Your Car Wash Business

www.HydroSpray.com  |  800-528-5733

Looking to upgrade your touchless in-bay equipment?  
 

Find a match in the Kondor® or the Saber®.  
 The Kondor® product suite is customizable to fit 
every bay and every budget! Featuring a sleek design 
in an open environment and LED lighting designed for 
in-bay navigation and marketing aesthetics, this series 
is sure to impress. The suite includes a one-arm KL1 
series and a two-arm KL2 series, each available in four 
custom models.  
 The Saber® SL2 is a true wash and dry touchless 
automatic with built-in appeal for both operators and 
customers. This machine is built to maximize an opera-
tors ROI via reduced maintenance needs, auto-reset-
ting breakaway arms and high vehicle output software. 
Standard features include two-step presoaks, triple 
foam, two wax applications, and the DuoDry® system 
that offers on-board and drive-through drying all on the 
same machine.

In need of Soft-Touch In-Bay Equipment?  
 

 The Freestyler® soft-touch automatic features a 
ClearBay® design created for an open, airy and pleas-
ant wash experience. The powerful five-brush system 
provides a fast and effective wash sure to please cus-
tomers and operators alike. Additional benefits of this 
machine include an overhead gantry design, a variable 
frequency drive, and damage prevention technology. 

Looking to upgrade your self-serve system?  
 

  An Elite Pro or an Elite Series 
Self Serve System is sure to fit 
your business needs. Both sys-
tems easily adapt to existing 
car wash equipment. Featuring 
variable speed motor control, a 
plug and play design, a compact 
stainless steel frame, and a  
multi-pressure system, these 
systems are some of the best on 
the market. 

For More Information Contact Cliff Reed at Hydro-Spray
800-528-5733  |  511 Spruce Sreet, Suite 1  |  Clearfield, PA 16830  |  cliff@hydrospray.com

Offering unmatched delivery 
performance that your  

customers will recognize! 

6-bay system shown

 by

Designed for  
rapid and  

sustained return on investment.

 by

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

An easy and  
smart decision  
for all operators.

 by

®

8 WashTrends / June 2014



Belmont also believes in respecting employees, noting that each one is treated as an internal 
customer. Tocci says, “We listen to their concerns and ideas – many have panned out to help 
Belmont Car Wash become a more efficient business. We also make sure their training is 
comprehensive and is followed up by a period of oversight. Then we meet with the employees on 
a regular basis for what I call ‘continuing education,’ making sure the systems in place are being 
followed and they all brush up on the proper way to perform their duties.”

One area of the business Tocci is particularly proud of is Belmont’s involvement with the local 
community. At least once a month the carwash sponsors a charity fundraising day for various 
groups. These nonprofits supply the manpower of drying the cars at the exit end, and then they 
get to keep all of the tips throughout the day. “We also donate a portion of our proceeds that day 
toward their cause,” states Tocci. “It’s a fun way for large groups to get together and partner with 
the carwash for a cause.” Belmont also donates wash books or gift cards for various charity raffles 
and fundraisers, and their picture is frequently seen in local papers handing a “big check” to the 
sponsor of an event.

Evidently these philosophies have been 
successful, as 50 years is quite a boast-
worthy age for a carwash. In 2014, as 
Belmont prepares to celebrate its golden 
anniversary, an immense renovation has 
been undertaken in both the interior and 
exterior of the facility. Complementing 
the beautification of surrounding 
Waverly Square, the new and improved 
Belmont Car Wash & Detailing will now 
provide an even bigger and better 
customer experience.

The renovations feature all-new state-of-
the-art equipment in the wash tunnel, consolidating what would typically be offered in two tunnels 
into one. Four new turn-around brushes, a front-to-back mitter, two small brushes for the bottom 
portion of the car, a tire brush and a wheel blaster (a high-pressure water hose that reaches the 
wheels on both sides) have been added to the tunnel for washing perfection. Additionally, new 
vacuums are being installed for customers.

The exterior of the building is getting a facelift with noticeable modifications, including repaving 
of the driveways, but perhaps the most visible improvement is the new customer waiting area. 
Viewing ports have been installed in the wash tunnel so customers can have a clear view of the 
car-washing process, which children especially enjoy. New insulation has been added so customers 
can enjoy the view without the nuisance of the noise. 

The waiting area offers free Wi-Fi and a 60-inch TV surrounded by comfortable seating. A 
separate children’s playroom features a TV, toys and books. The most popular children’s attraction, 
however, is the giant Super Soaker squirt gun, which allows children to shoot water and soap at 
the cars passing by in the tunnel.
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Arimitsu 313
Upgrade From All Brands

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

Self Serve

313

516

Dual Gun Prep

508

Why to ask for Arimitsu Pumps:

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

arimitsupumps.com  l  763.205.8341  l  greg@arimitsupumps.com

Upgrade Now

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

Quiet & Simple

Etowah Valley 
Equipment

Coleman 
Hanna 
Carwash 
Systems Sonnys Carwash 

Factory

National 
Pride 
Equipment

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

Arimitsu 516
Upgrade From All Brands

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

Arimitsu 508
Upgrade From All Brands

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

QUIET

SIMPLE

QUALITY

PROVEN
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Today’s Belmont Car Wash & Detailing is a far cry from the Belmont of 1964. Tocci explains how 
it was back in the day: “When we first opened, we used to have pits in the floor where men had 
to raise their arms and wash the car manually as it was towed by.” The biggest change over the 
years has been the advent of computer technology in the industry. “From chemical cost to power 
consumption, tracking frequent customers to marketing, and everything in between, I can say it’s 
had the most positive impact on our industry.”

To keep current with trends, Tocci stays active in various associations both within the industry 
and outside. He reads all the literature he can find, and he also visits and keeps up relationships 
with others in the business. One trend that is here to stay is concern for the environment. “People 
who wash their cars in their driveways are flushing oils and toxic chemicals into the storm drains,” 
cautions Tocci. “Professional carwashes are the only environmentally safe way to clean your car.”

There is, however, one challenge for carwashes that cannot be overcome by humans, and that is 
the weather. Tocci says the advent of the five-and seven-day forecast in the local news has had a 
huge impact on his industry. “If people see clouds and rain forecast that far in advance – even if the 
day turns sunny – they don’t get their car washed because they’ve changed their plans. The best 
solution to this was our addition of Express Detailing. People love to have their cars professionally 
detailed, and when you can perform a top-notch service in less than 20 minutes, you’ve got them 
hooked. Whether it’s raining or not, the interior (and exterior) detailing gives customers cars that 
‘showroom finish’ look that can overcome the rain outside,” says Tocci.

Belmont Car Wash & Detailing is ever evolving and looking to the future. With the town of Belmont 
moving in the direction of allowing more mixed-use development into the zoning laws, Tocci is 
optimistic this might translate into more cars. But in the grander scheme, he is proud to be helping 
to beautify the town in which he and his brothers grew up. “We care about Belmont deeply,” he 
explains, “and we do everything we can to make sure Belmont Car Wash and the Tocci name are 
synonymous with good neighbors and strong business partners for the town.”

In celebration of their 50 years as one of Belmont, Massachussetts’ longest running family-owned 
business, a full day of activities is planned for Saturday, June 21. Also, 1964 prices will be in effect 
through July 4, 2014. “We are thrilled with the updates and are looking forward to celebrating the 
renovation with our community,” declares Tocci.

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

Instagram: Belmont CarWash
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Imagine a store that operates 24/7 and sells just about everything, anywhere on the globe. It is a 
store that pops up in email or can be opened on your smartphone. And best of all, it’s a store with 
great deals. You may know this selling site already.  It’s Groupon.

The 2500 carwash operators who work with Groupon have more than thought about this 
e-commerce platform.  Many have increased their customer base through seasonal deals. Alex 
Cordero, CFO of Car Pool Car Wash in Richmond, Virginia, spoke positively about their most 
recent experience. “We sold 17,000 Groupons in our last promotion.” 

Bandy Domingo of Hi-Line Auto Detail, Pearl City, Hawaii, likes Groupon too. “We use Groupon 
because it helped our business build customers, especially because we were new and we are kind 
of hidden.  We generated customers from all over the Island. This is the main advantage for us; 
also, new customers do turn into regular loyal customers, and that means a lot to us!”

BY LUCIA REGAN

Wheelin’ and Dealin’ – GROUPON at the Carwash
Good for Some, Not for All
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HAMILTON TRANSACTION KIOSK
ADVANCED TECHNOLOGY. 
RUGGED CONSTRUCTION.

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

PROUDLY MADE IN THE U.S.A.

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

888.723.4858
hamiltonmfg.com 

Hamilton Transaction Kiosk (HTK)

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

Contact – For more information or to request a quote, contact Hamilton Manufacturing Corp. 
directly at (888)723-4858, or visit us online at www.hamiltonmfg.com.

13WashTrends / June 2014





The Groupon Q4 2013 Public Fact Summary reveals some eye-popping numbers:

 93% of merchants agree that their Groupon deal brought in new customers
 74% of customers spend beyond the value of the Groupon
 72% of customers would not have gone to the merchant if not for the Groupon deal
 14% were not even considering the purchase before they saw the deal
 81% of customers say they are likely to return to the merchant again
 83% of businesses that Groupon works with have 20 employees or less
 93% of customers and 72% of merchants are satisfied with Groupon

The company completed an IPO less than 3 years ago and has since experienced phenomenal 
growth. Groupon CEO Eric Lefkofsky writes in the 2013 Letter to Stockholders, “As the CEO of a 
large technology company, you would be lucky to have one business model that over time and 
at scale could increase the size of your company tenfold. I believe we have two. First, we are 
building a local commerce platform that will connect millions of customers and merchants in real 
time. Second, we are in the midst of a mobile commerce revolution that not only affects local 
merchants, but every supplier across all of our categories.”

Marketing Game-Changer
Groupon can be a marketing game-changer for small businesses.  Nicholas Halliwell, 
Groupon spokesman, points out, “We’re very flexible with merchants and will work with 
them to construct a deal structure that’s beneficial to everyone involved.”   The company 
provides merchants with “a suite of products and services, including customizable deal 
campaigns, credit card payment processing capabilities, and point-of-sale solutions….” 
Halliwell highlighted the value of the Deal Builder Platform and the Groupon Works 
website.  These two tools assist owner/operators with creating and implementing “deals” 
to “drive incremental demand when [sales are] typically slow.”
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Halliwell added that the company often advises merchants on how to get the most out of 
Groupon: 

 Prepare staff on the customer service upsell
 Schedule the promotion for seasonality and not more than you can handle
 Calculate your fixed/variable costs with the Profit Calculator
 Don’t run deals on other sites at the same time
 Measure success with the free tools on the Groupon Retailer Impact Report 

So, what’s the cost?  
Domingo of Hi-Line Auto Detail says it best: “They run a deal for us and they take 50 
percent profits from our proceeds, which is a lot, but they have generated us so many 
customers that the 50 percent profit [to us] is well worth it.”  

Car Pool in Richmond, Virginia, has six full-service stores and two exterior-only locations.  
Cordero says that they offer a $21.95 service for $10 on Groupon at their full-service 
stores.  “We can upsell about 33 percent [of customers] about $10 by providing extra 
services that were not included in the offer.”

However…

Not all auto detailers use Groupon. Stephen Reed at Eco Car Café, Seattle, responded to questions 
about the service.  “I have never been a Groupon merchant.  I have used a similar discount service 
like Groupon but one with much more reasonable return.  Groupon requires 50 percent and 50/50 
split, which is pretty outrageous for my already competitive pricing.”

Steve Palmer at Brown Bear Car Wash shared, “We have never used Groupon, although we may 
in the future, but we have used a similar company called Living Social.  If structured properly, they 
can be effective in achieving various marketing initiatives, but in and of itself, it is not a venture 
that will create profitable revenues. As long as the expectations are properly understood, it can 
play a role in strategically positioning a company for future success.”  

Groupon is a powerful tool to help build your customer base but, as Palmer points out, it is 
necessary to have a realistic expectation of what this tool can do for your carwash.

Bottom Line:  

While many businesses have found success with Groupon, there’s always the question of cost 
versus long-term results.  Talking to other businesses in the community to check on their 
experience is one way to investigate whether Groupon is a good choice for you.  If you belong 
to a carwash association, it may have access to feedback from other carwashes. There are many 
ways to generate new customers.  Coupons, social media, charity events, local advertising and 
traditional public relations can also be effective marketing  tools.  The bottom line?  If you’re 
looking to increase business, Groupon is just one more resource that can send customers your 
way.
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Touch Screen 
Payment Terminals
for Every Car Wash 
Business Model

icscarwashsystems.com  |  800-642-9396
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Kevin Collette likes to solve difficult problems.  His first company sold 
chemicals and high-pressure cleaning equipment that washed the exterior, 
engine and undercarriage of all types of big rigs like garbage trucks, paving 
machines and construction vehicles. The wastewater created in these washes 
was a heavily contaminated wastewater that needed to be captured and 
stopped from reaching our environment. The combination of EPA laws, 
contaminated waters and properties were demanding a solution and to Kevin 
Collette this meant opportunity! “You have to contain, capture, separate, filter, 
oxygenate/aerate, store and deliver on demand reclaimed water,” Collette 
explains.  He says the process “is like preparing a Thanksgiving dinner, with 

many steps and dishes to prepare, cook and bring to the table at just the right time.” 

It is a good example of the type of complexity that Collette enjoys.  His career in the carwash 
industry has taken him from Florida to Germany, Spain, and Virginia, and now he is back home in 
Florida with Sonny’s Direct, as vice president of sales for the Compact Tunnel Organization.  We 
caught up with Collette between his travels around the country to learn more about his experience 
in the industry.

Wash Trends: What is your background in the carwash industry? 

Kevin Collette: I started in the carwash business in 1997 after selling my interest in a wastewater 
treatment company in West Palm Beach. I formed a company called Integrated Cleaning 
Systems with my brothers Scott and Mike, and we began placing equipment on a contract basis 
with automobile dealerships and public works operations. The concept was simple: We owned, 
maintained and supplied the wash equipment while the customer paid us on a fixed “cost per 
wash basis.” During the early stages of the business we came in contact with Karcher of Stuttgart, 
Germany, whom I had met while in the water treatment and high-pressure equipment businesses. 
Long story short, we became the master distributor for Karcher carwashing equipment in the U.S. 
By 2005 after we had installed over 700 units, Karcher began to lose interest in the U.S. market.  
We began a transition to Istobal SA of Valencia, Spain. We became the exclusive distributor of 
Istobal equipment for the U.S. and Canada in 2006.

WT: You were a co-founder of Istobal USA. What would you say was your top achievement? 

KC: In 2010, we formed Istobal USA with Istobal and myself as shareholders.  I was named 
president and headed a rapid expansion of the company that entailed purchasing the assets of 
Magic Wand, and successfully transitioning the company from West Palm Beach to Bristol, Virginia.  
We made numerous developments to the product line to help customers overcome the washing 
challenges in this market. We accomplished a tremendous amount, but I’m most proud of the 
friendships and successes created in building a good management team with colleagues from 
Spain and the U.S., and a great distribution network.

Turning a Challenge into an Opportunity: 
Kevin Collette and the Art of Problem Solving
BY LUCIA REGAN

Kevin Colette
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WT: You were named the vice president of sales for the Compact Tunnel Organization for Sonny’s 
in March. What do you see as the biggest opportunity for Sonny’s with this product line? 

KC: Some of the best carwashing bays are located at gas/C-store sites, which have the greatest 
potential to significantly change and profitably grow their carwash business, and mini tunnels are 
best able to maximize that potential.  For years, due to their compact nature, mini tunnels have 
faced technical challenges to deliver a high throughput, high-quality wash in a small footprint. 
What Sonny’s has done with its Xtreme Xpress line of mini tunnels is to adapt all the power of 
a full-size professional tunnel into a 35-foot bay. With Xtreme Xpress, in-bay operators are no 
longer crippled on busy days. They’re able to process spikes in volume and increase dollar-per-car 
revenue without slowing production.  The gas/C-store operator is being squeezed from all sides; 
the opportunity is that for the first time, they have a genuine ability to transform their carwash 
business on the prime real estate they already own and control. Our YouTube video explains the 
benefits of the Xtreme Xpresss Mini Tunnel http://youtu.be/Pwd7PfxcCE0.

WT: What should an owner think about 
when looking at a mini tunnel line?

KC: They should evaluate several key 
things.  First, make certain there is 
physical space not only for the mini 
tunnel equipment, but also for the 
traffic. Washes are going to occur 
in a minute or so with over 50 cars 
washed per hour on busy days, 
which can put a strain on the site’s 
traffic flow. Then, evaluate what the 
competitive carwashing environment 
is inside the immediate market area. 
Next determine what other services 
customers will demand: free vacs, lava 

conditioners, tire dressing. It’s absolutely essential that an owner looking to convert a rollover to 
a mini tunnel has a complete plan. Marketing an entry system that can sell and accept wash club 
memberships? Voice activation for selling and upselling? Every detail must be considered and 
accounted for in a site proforma to see if the investment makes sense. There’s a lot to consider, 
and perhaps the most important challenge is selecting vendors that have real firsthand experience 
to guide new tunnel operators around those pitfalls. That’s what attracted me most to Sonny’s – 
they’ve been washing cars since 1949 and have the people, systems and processes in place to live 
up to their promise of making carwashing easy. 

Collette sums up his passion for the industry with a simple statement: “Everything is about creating 
value.”

Photo courtesy of Kevin Colette

21WashTrends / June 2014



22 WashTrends / June 2014



 LustraFoam with Carnauba Wax gives you the 
opportunity to upsell and experience the technology 
and benefi ts that the Ultrafl ex system of products and 
equipment provides. 
 Call Lustra today to have your customers start 
experiencing the benefits that LustraFoam with 
Carnauba Wax provides. 

®

Div of        

800-225-2231  •  www.LustraBear.com

ONE Product
CAN INCREASE YOUR PROFITABILITY

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

with

Pleasing Unique Scent 

Click the QR code to 
see LustraFoam® with 
Carnauba Wax being 
applied.
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Nobody likes the 
uncertainty and stress of 
going out on a limb and 
(let’s be honest) putting 
your business at risk. But 

making the safest bet 
rarely leads to success. 
Here, I share 10 excuses 
that keep you in your 

comfort zone—and missing 
great opportunities.

Small business owners, can you relate to these scenarios?

It’s time to expand your carwash business.  You might be considering adding a new carwash or 
expanding the one you already have, or you might be thinking about the many new retail resources 
that carwashes are offering customers.  You fully intend to move forward with these ideas—but 
you’re not quite ready yet. You found a possible location for expansion or space on your current 
size for growth, but nothing seems perfect yet, and besides, you’re not sure if the local marketplace 
conditions are right. Maybe next year would be better.

• You’re ready to expand your customer base—almost. However, you’re certain it can’t be done 
without buying and mastering certain software that lets you personalize your marketing efforts. 
And since you’re not ready to do that yet, you’d better hold off.

• Yesterday, you met the best natural salesperson ever. Instinctively, you know she’d be perfect 
for your team, and she hinted that she might be in the market for a job change. You’d love to 
hire her, but the time doesn’t seem right to hire a new person—money is tight and you’re far too 
busy to go through the hiring and training process right now.

Risk Avoiders Are Opportunity Missers:
10 Excuses Business Owners Make (And Why They’re Holding You Back)

BY TOM PANAGGIO
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These hypothetical owners may think they’re just avoiding unnecessary risk. But if you read the 
scenarios again—and if you’re honest with yourself—you’ll have to admit their reasons reek of 
excuse making. And here’s the real problem: Risk avoiders are also opportunity missers.

 When you’re in charge of running a company, it’s easy to convince yourself that playing it safe is 
the responsible choice. Especially if your business is new, going out on a limb is the last thing you 
want to do. But risk is needed if you want to do more than just scrape by—and it may be needed 
just to survive in this economy.

Hoping that sales will get better or that conditions will improve is the wimp’s approach. You can’t 
wait for everything to be perfect because it never will be. You have to take action—in other words, 
accept risk and make those things happen.

I know about risk firsthand. Along with several partners, I have created and built two successful 
companies: Direct Mail Express (which now employs over 400 people and is a leading direct 
marketing company) and Response Mail Express (which was eventually sold to an equity fund, 
Huron Capital Partners). In my new book, The Risk Advantage: Embracing the Entrepreneur’s 
Unexpected Edge, I explain that as those companies have adapted to a shifting marketplace and an 
uncertain economy, I have had to take numerous leaps of faith.

Even with the best attitude and plan, there are times in every business when, as progress slows, 
confusion sets in. You may feel frozen and afraid that any move you make will be wrong. However, 
if you don’t want to stagnate, you have to move. Unfortunately, this type of risk is the most difficult 
one to take. You’ll probably want to find ways to avoid action, which is tantamount to sinking your 
own ship.

Here, I help business owners identify the risk avoidance that may be holding them back by 
highlighting 10 of its most common forms: 

          EXCUSE #1: “The timing isn’t right.” 

As a young commodities broker right out of college, I recall receiving a call from a client named 
Steve each morning. Steve was a “prisoner of hope” who always asked the same question: “Where 
is gold this morning?” When gold was higher than the day before, he’d comment, “Ah, missed 
it again.” If it was trading lower, he said, “Let’s wait and get it at the bottom.” Steve missed the 
biggest increase in gold in over 50 years because he waited for the exact moment to make a move, 
and based on his perception, that moment never came

All over the country, there are entrepreneurs—or wannabe entrepreneurs—who are just like 
Steve. Business plans sit in boxes or on hard drives as their creators wait for the right conditions: 
funding, free time, better economic conditions. And plenty of existing businesses remain less 
successful than their owners would like because those very same owners are hoping that tomorrow 
conditions will be just a little bit better for advancing their goals.

Also, keep in mind that being a “prisoner of hope” doesn’t just apply to growth. Besides forgoing 
an opportunity for success because they are waiting for ideal conditions, many leaders fail to solve 
problems or correct mistakes because, in their minds, the timing wasn’t right. And when you’re 
bootstrapping a business, a mistake can be even more costly than not leveraging a chance for 
advancement.

1
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          EXCUSE #2: “I tried that once, and it didn’t work.” 

Those words are most often uttered by small business owners in reference to marketing. Perhaps 
you’ve been there: You allocated a large part of your budget to producing a television commercial, 
for instance, but barely noticed any increase in your business. Or maybe you offered an online deal 
to new customers, only to realize that the discount you advertised was a little too generous and 
wouldn’t allow you to make any profits. Your one-time marketing failure has convinced you not to 
try again.

Yes, marketing is far from certain. It can be expensive, and it’s hard to accurately predict what 
customers will respond to. But without proactive long-term and consistent marketing, businesses 
die. Avoiding investing in marketing—or even cutting back on it—because one campaign didn’t 
produce the desired results is a risk you can’t afford to take. 

 EXCUSE #3: “If I just had XYZ gadget…” 

“If I just had faster computers, my team could respond to customer emails on a more timely basis.” 
“If I just had the latest supply chain management software, my company could fulfill orders more 
quickly.” When you’re an entrepreneur, there are a million “If I just had…”, and often, they center 
around technology. Remember, though, you can spend forever waiting on the next best thing, and 
often that “next best thing” isn’t as necessary as you thought.

On the infrequent occasions when the Internet in my office goes down, everyone has one concern: 
“What should we do now? Go to lunch?” My answer is always this: “If you were on a deserted island 
with no supermarket, would you just let yourself starve, or would you figure out a way to survive? 
You may not be online, but your phone still works. Pretend the Internet hasn’t been invented yet 
and call a few customers. Survive.”

My point is, by viewing technology as a necessity, we create our own prison. We no longer use 
it as a tool. Instead, we are trapped by it. Remember, the road to success is through action, not 
accessories. Countless success stories have been written with nothing more than ink and paper, a 
rotary phone, and plain determination. While tools, technology, and accessories might be helpful, 
they do not guarantee success. Effort guarantees success—you have to keep your foot on the 
accelerator longer and more often than your competitor.

 EXCUSE #4: “I’m still working on the plan.” 

Let’s say that you want to move to the next level, whatever that happens to be for your business. 
So you begin planning, preparing for every possible scenario. You define contingencies with 
backup plans full of redundancies. You sometimes wonder how anyone could fail with a plan 
that covers all possibilities and that offers each a solution. But here’s what you’re not taking into 
account: While your perfect plan might prevent you from failing, it will also hold you back from 
succeeding if it’s never executed.

To be absolutely clear, planning is a good thing. However, for many entrepreneurs, the solution to 
avoiding the risk of reality is to keep planning. After all, they tell themselves, you must have a plan 
to be successful; “winging it” is a blueprint for failure. 
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The fact is, with planning as a comfort zone, you can easily replace the reality of execution with 
theoretical forecasting and “what-if” modeling. For that reason, many risk-averse entrepreneurs 
miss opportunities and fail to build actual businesses in the act of building virtual businesses. Don’t 
make that mistake.

 EXCUSE #5: “It’s a good idea, but circumstances have changed.” 

“I was ready to pull the trigger, but then the market changed and I had to reassess.” “I had to 
set back the original product launch date because I was just too busy to get everything ready.” 
“Preliminary research showed that this idea might not be as lucrative as we thought, so we 
scrapped it altogether and went back to the drawing board.” Sound familiar? If so, you may be 
moving the target.

Basically, moving the target changes the objective, goal, or focus of your business and thus delays 
plan execution, innovation, or change. In other words, it means changing your plans every time you 
lack certainty or just don’t have enough motivation to move forward. The problem is, each time 
you move the target you have to stop and prepare to fire again. It’s possible to spend an indefinite 
amount of time making excuses in this way without ever accomplishing anything. 

 EXCUSE #6: “I’ll get to it eventually.” 

In my book, I tell the story of a salesperson who did extensive research on each sales lead she 
got. Some of her research files contained more than a hundred printed pages of material. Her 
reasoning? She wanted to know as much as possible about a potential client before she called 
them. On the surface, this level of dedication sounds admirable. But the salesperson in question 
was really procrastinating in order to put off the moment of truth. She was afraid of being rejected 
after making her pitch, and her research was a form of risk avoidance.

A similar scenario plays out with business owners every day. No, you may not be making sales 
calls, but there’s no shortage of delaying tactics that can be used as a buffer between you and risk. 
As an entrepreneur, you have to stop telling yourself the lie that you’ll “get to it eventually.” If you 
immerse yourself in busywork in order to avoid the true priorities, your business won’t last long 
enough for you to tackle them at some undefined point down the road.

 EXCUSE #7: “I’m playing a defensive game.” 

The hardest risks for cash-strapped entrepreneurs to take are often financial. Many business owners 
choose to cut costs and (at least attempt to) do more with less when what they really need is to 
hire new talent, invest more heavily in marketing, upgrade their machinery, or something else. 

Unfortunately for many owners, no business achieves greatness solely by pinching pennies—
although financial responsibility is certainly a big part of sustainability and growth. The truth is, 
you can save your way to mediocrity, but not success. So don’t tell yourself that you’re playing the 
game if you never come off defense. Nobody ever wins without picking up the ball and running 
ahead in spite of obstacles. 
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The fact is, with planning as a comfort zone, you can easily replace the reality of execution with 
theoretical forecasting and “what-if” modeling. For that reason, many risk-averse entrepreneurs 
miss opportunities and fail to build actual businesses in the act of building virtual businesses. Don’t 
make that mistake.

 EXCUSE #8: “Nothing’s broken; why fix it?”

“When you’re facing a crisis that could damage or even sink your business, it’s (fairly) easy to take 
risks. After all, if you don’t act, you’re doomed—and in that situation, there’s probably not much to 
gain by holding back. But what about the times when things are going smoothly, when you may 
have more to lose by going out on a limb? Well, then it’s much easier to convince yourself that 
there’s no need to tamper with the status quo. 

When nothing is actively going down the toilet, it’s easy to tell yourself that things are fine, that 
the future is rosy, and that you don’t need to put yourself out there to improve. However, that kind 
of thinking is a good way to be left behind or to become irrelevant. Customers don’t always leave 
because they had a bad experience with your company; the reason is often that they simply had a 
better one with someone else. Remember, risks need to be taken when business is good and bad if 
you want to stay cutting-edge and competitive.

 EXCUSE #9: “…<crickets chirping, dust falling, grass growing>…”  

That’s the sound of silence. You know, what you hear when you decide to let a project or initiative 
die over time instead of doing what’s necessary to bring it to fruition. Whether you simply lack 
motivation or your surrender is fear-driven, your risk-avoidance behavior may be taking the form of 
lack of follow-through.

For many business owners, the desire to succeed is there—and so are some good ideas—but they 
struggle with making the rubber meet the road. Maybe you’re afraid of being held accountable 
if you don’t meet expectations, or you simply find that you don’t want to put in the extra effort, 
after all. So you sit back and let projects peter out instead of driving them forward, or definitively 
putting them out of their misery. (You may even be fooling yourself into thinking that others don’t 
notice that you talk a big game but don’t deliver.) Don’t allow your mind to sabotage your desire to 
meet your objectives.

 EXCUSE #10: “But I don’t avoid risk!” 

Even if you, the business owner, have conquered your fear of risk and move into uncharted territory 
without hesitation, progress paralysis might still be affecting your company through the actions 
(or inaction) of your employees. If you as the owner don’t, well, take ownership of your team’s 
counterproductive behaviors, you could miss out on a lot of opportunities. 
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Your salespeople might be stuck in the comfort zone of creating safe, but boring, pitches, 
for example, or your ad designer might be creating a backlog because she’s a prisoner of 
perfectionism. If that’s the case, maybe you’re simply so focused on leading your business that you 
haven’t kept a close eye on its inner workings, trusting your team to be as bold and efficient as you 
are. Or, more likely, you have noticed risk avoidance behaviors that are slowing your organization 
down and are simply reluctant to confront your employees—a form of risk avoidance in and of 
itself!

Risk avoiders live in a false reality. The temporary comfort you gain from rationalizing your inaction 
just postpones the inevitable. Hoping that something will change will result in defeat, the end of 
your dream. Success comes only via constant forward progress, which requires making something 
happen. As a leader, your example of enthusiastically seeking opportunity to execute, improve, and 
deliver results will be the beacon that guides all who follow you. So stop avoiding—and start acting.

About the Author: 

Tom has enjoyed a 30-year entrepreneurial career as cofounder of two successful direct marketing 
companies. As a result, he can give a true perspective on starting and running a small business. His 
practical approach to business concepts and leadership is grounded in the belief that success is the 
result of a commitment to embracing risk as a way to ensure opportunity.

His is also the author of The Risk Advantage: Embracing the Entrepreneur’s Unexpected Edge by 
River Grove Books. For more information go to www.TheRiskAdvantage.com.
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Carwash Words is a weekly blog, with 
a new post each weekend. Posts are 
written by an array of carwash industry 
folks on carwash related topics of their 
own choosing. It is my observation 
that innovation in the carwash industry 
springs from individual hard work and 
flashes of genius, coupled with a healthy 
competitive environment. 

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

BY PAT TROY, PUBLISHER OF WASHTRENDS

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

BLOG

• Wash to Save the Bay 2014

• Car Washes, Baseball, and the Grand Canyon! 
 by Buddy Royal

• ...more to come. Visit www.washtrends.com/blog.

JUNE

• Optimizing Car Wash Profits 
 by Greg Paul

• How to Create and Optimize A Facebook Page For Your Carwash 
 by Alec Gardner & Aldo Bocanegra

• Record-Keeping 101: Behind The Scenes of Your Carwash & Detailing Business 
 by Clint Allerton

• LED: Cost-Efficient Carwash Lighting 
 by Andrew Brose

• Top 10 Twitter Accounts in The Carwash Industry: 2014 Edition 
 by Daune O’Brien

MAY
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Buyers GuideBuyers Guide

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

American Garage Door Supply Inc. designs and 
manufactures door, operator and radiant heater 
products specifically for carwashes. Manufactured 
products include the Survivor Polycarbonate Carwash 
Doors, Supralift and NuMax Air-Powered Operators, 
Stainless Steel Track & Hardware, Magnum SP 
Rollers, Daystar Stainless Steel Infrared Heaters, and 
products designed for maximum performance in tough 
conditions. Complete line of universal and brand name 
replacement products for renovation or repair.

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

Since 1923, Arimitsu Pumps has been providing 
these customer recognized benefits: Quiet.Simple.
Quality. Proven high efficiency and reliability, Arimitsu 
delivers lower cost of ownership. Learn why more 
owners and operators now specify Arimitsu Pumps 
on their new or existing equipment while migrating 
away from old and costly habits.

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

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

CARWASH SOLUTIONS
23 East First Street, SE
Leesburg, VA 20175
571-220-6997 (phone)
703-777-7994 (fax)
tighegillis@carwashsolutions.net
www.carwashsolutions.net
Product List: Belanger equipment-Belanger 
manufactures the following well known brands: 
Vector™, Freestyler™, Enduro Class 60™, Pro Class 
100™, insta-Kleen™, Duratrans™, DuraShiner™ and 
QuickFire™

Carwash Solutions is a service-driven company with 
customers in Virginia, Maryland, Washington DC, North 
Carolina, South Carolina parts of West Virginia and 
Pennsylvania. Our customers are car wash retailers, gas 
station operators and auto dealers. Carwash Solutions 
proudly sells Belanger equipment. In addition to our 
products, we also offer the following value-added 
services to include: site evaluation, site design, financial 
consultation, engineering support, project management, 
installation expertise, sales training, service training, and 
marketing support. We look forward to earning your 
business!

CLEAN EDGE CO.
3121 Wilmarco Drive
Baltimore, MD 21223
443-524-0864 (phone)
1-800-982-2436 (toll-free)
info@cleanedgeco.com
www.cleanedgeco.com
Products List: “CleanGreen” earth friendly 
products,”Clean-Concentrate” super concentrates, 
Refillable containers- eliminates drum disposal and cost 
of 55 gallon drums, “Safe-Acid” wheel cleaners (non hF 
formula)

Clean Edge is a custom blender of car wash 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.

DIAMONDSHINE
1340 East 289th Street
Wickliffe, OH 44092
440-585-1100 (phone)
440-585-1195 (fax)
customerservice@diamondshine.com
www.diamondshine.com
Product List: Green&Clean, WeatherGuard, Black 
Diamond, Vividplus, Sensations, Assault, GrimeBuster, 
Cleantech, Foamtech, Fast Break X55, Bead Up, 
Premium, Wheel Guard, Blitz, Infusions

Diamond Shine Inc., headquartered in Wickliffe, Ohio, 
is a family-owned business manufacturing quality 
chemical solutions for more than six decades. Products 
are manufactured and distributed globally from its 
106,000 sq.ft. facility, allowing for sustained growth 
now and into the future. Diamond Shine has built its 
reputation on long-term relationships and customer 
satisfaction and prides itself on providing cutting-edge 
chemistry and cost-efficient solutions. Diamond Shine 
offers premier service and marketing support through a 
team of distributors and representatives committed to 
helping operators achieve product performance, cost 
effectiveness, and profitability.

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

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

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

Dultmeier Sales has been supplying and manufacturing 
equipment and supplies for the carwash industry 
since 1982. Bill and coin meters, triple foam systems, 
pumping stations, foam brush, spot-free rinse systems 
and pressure washers are just a few of our product 
offerings. Dultmeier also represents over 460 product 
lines and manufacturers. With two warehouses and over 
a million items in stock, we can easily meet your supply, 
parts and equipment needs. Give us a try!!

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

Extrutech Wall and Ceiling Panels create a bright, 
clean, inviting experience for your customers. For use 
in self-serves, automatics, tunnels and perfect for new 
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.

37WashTrends / June 2014



38 WashTrends / June 2014



ICS (INNOVATIVE CONTROL SYSTEMS)
1349 Jacobsburg Road
Wind Gap, PA 18091
610-881-8000 (phone)
icscarwashsystems.com
Product List: WashConnect®, Tunnel Master® wbc, 
Tunnel Master®, Jr., Auto Sentry® flex, Auto Sentry® 
Petro, Auto Passport™

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

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

Quality, innovation, service and value are the four guiding 
principles that make JBS Industries a trusted chemical 
provider for the car wash industry since 1979. We 
simply deliver higher dilutions, more fragrances, brighter 
colors, shinier vehicle finishes and cleaner cars. Call 
us today at 1-888-745-0720 or visit us online at www.
jbsindustries.com. We are Just Better Soap.

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

Lustra™ offers high-quality, innovative car care 
products, exceptional service and creative marketing. 
Ultraflex is Lustra’s™ advanced system of ultra-
concentrated, environmentally-friendly car wash 
products, packaging and equipment. This allows you 
to create an extraordinary Car Wash Experience for 
your customers, while controlling operating costs, 
and improving safety and handling. Lustra’s™ global 
network of distributors provides local support when 
you need it. Let Lustra™ make your car cleaning and 
product offerings the best in your market.

MANNI’S WASH SYSTEMS
1131 Greensburg Rd.
Lower Burrell, PA 15068
(800)552-4492 (phone)
(724)337-8554 (fax)
Frank@manniwashsystems.com
www.manniwashsystems.com
Product List: In-bay automatics, complete self-serve, 
floor heat, change machines, parts and supplies

Manni’s Wash Systems has been in business for 34 
years! Buy direct and save today.

PDQ MANUFACTURING, INC.
1698 Scheuring Road
De Pere, WI 54115
920-983-8333 (phone)
920-983-8328 (fax)
sales@pdqinc.com
www.pdqinc.com
Product List: PDQ’s products include LaserWash® and 
Tandem® RiteTouch in-bay wash systems, WashTools 
tunnel wash systems, MaxAir dryers, Access® 
Customer Management Systems, Wash Access Loyalty 
Systems (WALS), and Site- Management Systems 
(SMS).

LaserWash® Touch Free In-Bay Vehicle Wash System 
— PDQ Manufacturing, a Dover Company, is a leading 
designer and producer of vehicle wash systems. 
LaserWash® and Tandem® brands of in-bay systems 
and WashTools conveyor tunnel products are cleaning 
vehicles in thousands of facilities around the globe. 
PDQ also provides wash marketing, customer loyalty 
and wash payment products under the ACCESS® 
brand name. Since 1984, PDQ Manufacturing has 
represented Performance, Dependability and Quality 
with outstanding products, and support that contribute 
to our customers’ profitability.

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

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

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

Warsaw Chemical Co., Inc. offers over two hundred 
Car Choice® Brand car wash and Maintenance 
products internationally and throughout the United 
States.  The Car Choice® line includes products for 
self-service, automatic, and conveyor carwashes, 
including pre-soaks, detergents, foam brush shampoos, 
clear coat conditioners, the MicroDrum® ultra-
concentrate packaging line and Green Line Solutions™ 
environmentally friendly products.   

WASHTECH
P.O. Box 573
Earlysville, VA 22936
800-448-4735 (phone)
434-978-4328 (fax)
washtech@laser-washtech.com
http://laser-washtech.com
Facebook: facebook.com/Washtech
LinkedIn: Click to view
Product List: PDQ, LaserWash, MacNeil, Carolina Pride, 
Lustra, Ginsan , Unitec, Ultraflex

Washtech sells, services and supplies car wash 
equipment to all segments of the Car Wash Industry. We 
operate the largest service department in the industry 
with same and next day service throughout VA, MD, NJ, 
DE, PA,and WV.
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1-800-975-5910 

www.PosTechSolutions.com

sales@PosTechSolutions.com 

Accept Wright Express  
& Other Major Credit Cards

Text Message  
Error Alerts

Internet  
Ready

Remote  
Management

Emailed  
Reports

Liberator easily connects inside your Hamilton Auto-Cashier 
to give you these additional features:

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

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

by

TURBO CHARGE
Your Hamilton Auto-Cashier
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SONNY’S The CarWash Factory has recently revealed a new Express Detailing Startup Kit 
product line. The Startup Kit includes 12 pressurized cans of cleaning liquid. The kit consists 
of two  cans of each detailing product: Fabric & Upholstery Cleaner, Carpet Spot, Detailing 
Instant Shine, Instant Detail Wax, Crazy Clean Multi-Purpose Cleaner, and Leather Cleaner. 
SONNY’S decided to create the Startup Kit to complement its 19–ounce Factory Finish 
Glass Cleaning Spray that is also contained in a pressurized can. The glass cleaner is not 
included in the Express Detailing Startup Kit but can be ordered separately.

“At SONNY’S our goal is to make carwashing easier; that’s why we decided to establish 
an affordable Detailing Startup Kit for our clients,” said Paul Fazio, CEO of SONNY’S 
Enterprises Inc. “The pressurized cans give carwash operators the ability to quickly and 
easily detail the interior or exterior of vehicles.”

SONNY’S is currently offering complementary shipping to all customers within the 
continental U.S. who order a pallet of their popular Factory Finish Glass Cleaner Spray. To 
learn more about SONNY’S new express detailing product line, visit: www.sonnysdirect.com

Between May 17 and May 31, carwash fundraisers throughout Alameda County 
demonstrated how these events can benefit organizers while minimizing water use and 
protecting local waterways from pollution caused by wash water runoff entering the storm 
drains. Once in the storm drain system, that water goes directly to creeks, wetlands and the 
Bay without any treatment.

With help from the Alameda Countywide Clean Water Program, four fundraising groups 
have partnered with local self-service carwash businesses to use the facilities for the 
duration of the events, ensuring proper treatment of the wash water. Just like during 
traditional carwash fundraisers, organizers will wash patrons’ cars for a donation. 

“We don’t want to put a damper on carwash fundraisers, but at the same time we need to 
protect our local creeks, wetlands and the Bay from the toxic runoff these events typically 
create,” stated Clean Water Program Manager Jim Scanlin. “Partnering with commercial 
carwashes offers a viable solution. These fundraising events also help us communicate how 
serious a problem curbside carwashing is,” he added.

SONNY’S RELEASES NEW LINE OF DETAILING PRODUCTS

WIN-WIN FOR ORGANIZERS AND WATERWAYS
TEAMING UP WITH COMMERCIAL CARWASHES 
SAVES WATER AND PREVENTS POLLUTION
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Besides harsh detergents, carwash water contains motor oil, lubricants and heavy metals 
from brake linings, tires and exhaust—all washed off the car along with regular dirt and 
grime. When cars are washed on the curb, these pollutants enter the storm drain system 
and are carried directly to local creeks, wetlands and the Bay, harming fish and other 
aquatic life.  Commercial carwash businesses are required to collect and treat the wash 
water before discharging it to the sanitary sewer system, which carries the wastewater to 
treatment plants.

Commercial carwashes also use significantly less water than home carwashing—a critical 
aspect in light of the current drought. While 10 minutes of home carwashing with a typical 
5/8-inch garden hose uses more than 100 gallons of water, washing a car at a self-service 
carwash with a high-pressure wand uses only 11-13 gallons per three-minute cycle, according 
to the International Carwash Association. In addition, many commercial carwashes recycle 
the wash water for multiple uses before discharging it to the sewer system.

Prospective carwash investors looking to visualize their dream of either an express or full-
service tunnel now have a truly advanced and cutting edge technology tool in the MacNeil 
Carwash Configurator, a software-based virtual simulator from MacNeil Wash Systems. 

Developed exclusively for MacNeil distributors and sales associates, the state-of-the-art 
configurator enables clients to build and customize both three-dimensional perspective 
and plan-view layouts of a carwash tunnel with a simple series of clicks and drag-and-drop 
movements where the future owner-operator can move various components of the wash 
into place and expand and contract the tunnel based on planned space availability. For 
international customers, an added bonus to the system includes the ability to align right- 
and/or left-hand layouts to accommodate driver-directional patterns.

This configurator completes the beginning of the ownership experience for the customer 
by adding those necessary elements of speed and precise design. 

Integral to the new tool is an “overlap” feature, which creates an internal proof of the  tunnel 
rendering to root out any design flaws or tunnel configuration errors so that they can be 
easily edited. Upon completion, the eye-catching tunnel illustrations can then be exported 
in a color jpeg format and immediately handed to the client or emailed to the customer for 
other uses, such as obtaining financial approvals. For further simplicity, the program has 
been designed to allow distributors to place orders directly from the software application, 
rendering the sales process more efficient.

MACNEIL WASH SYSTEMS INTRODUCES  
A VIRTUAL TUNNEL CONFIGURATOR
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The second annual Connected Car Conference (C3), to be held on June 24 in New York 
City as part of CE Week, provides a forum for thought leaders on the cutting edge of 
technology from the automotive and consumer electronics industries as well as experts 
on policy and research to discuss the future of the connected car – its opportunity and 
challenges.

Produced by automotive technology expert and writer Doug Newcomb, C3 2014 will 
feature panel discussions and a media/networking closing reception, as well as other 
special media events. The program will also be broadcast on the ABC Radio Network and 
webcast by CE Week TV.

Panel discussions at C3 2014 will focus on driver distraction, the networked car, self-driving 
vehicles and privacy and security. “By bringing the Connected Car discussion to the media 
capital of the world, C3 provides an ideal venue for facilitating discussion on these crucial 
topics with key stakeholders,” stated Newcomb. “The goal of C3 is to bring the top decision 
makers together to discuss and drive action in this rapidly evolving space and also identify 
the potential of the connected car and any impending roadblocks.”

Warsaw Chemical Co. Inc. introduces the new Formula 704 Wave Shield Hot CARnauba 
Shine High Foaming Polish as part of the Car Choice line of products.  This high foaming 
polish features advanced polymer technology with the durability of carnauba to provide 
a high shine protective barrier on paint, chrome and trim.  Hot CARnauaba Shine Polish 
features premium surface protection and is ideal for all foaming wax arches.  

Hot CARnauba Shine is available in 15-, 30- and 55-gallon plastic drums and in 5-gallon 
plastic tighthead.       

Warsaw Chemical Co. Inc. offers over 200 Car Choice® Brand carwash products and 
maintenance products internationally and throughout the United States.  The Car Choice 
line includes products for self-service, automatic and conveyor carwashes. 

Website: www.warsaw-chem.com.

THE SECOND ANNUAL CONNECTED CAR CONFERENCE  
(C3) ANNOUNCES PROGRAM SCHEDULE AND SPEAKERS

NEW HOT CARNAUBA SHINE HIGH  
FOAMING POLISH FROM WARSAW CHEMICAL 
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Belmont Car Wash & Detailing, one of the community’s longest running family-owned 
businesses, recently sent a major donation to the One Fund Boston, an organization with 
the purpose of helping those most affected by the tragic 2013 Boston Marathon bombings. 

The wash held a weeklong fundraiser, running from Marathon Monday, April 21, through 
Friday, April 25, in which portions from each wash and detail service were collected for the 
fund. The Belmont team was able to raise a total of $509 for the fund. 

“We are delighted to be able to participate in raising funds for the organization,” says 
General Manager Adam Tocci. “It is fantastic to see the Boston community come together 
for this mission, and we are happy to do our part in contributing.”

BELMONT CAR WASH & DETAILING  
SUPPORTS THE ONE FUND BOSTON 
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A Weekly Blog Posting from 
WashTrends and the Industry Leaders 
From the WashTrends.com website

BLOG

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

Place an ad in our new classified 
section to maximize your exposure 
and reach just the right audience!

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

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

WashTrends markets visibility with social media, and creative thinking.

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

If you would like an EXCLUSIVE TOUR of WashTrends magazine in the 
digital format contact us today at Info@WashTrends.com
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Yes, there is an App for us! 

Download Now at the Your App Store

Our new 
WashTrends 

apps puts the 
trends at your 

fingertips. 

See our trends, 
tips, and 

resources all 
available on 

Android, iPhone 
and iPad.
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