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Letter from the Editor:
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WashTrends Direct - Weekly 
New in 2013. A short read coming direct to readers’ email boxes weekly. A mixture of trend 
features, spotlighted washes, product profiles and news.
CarWash Words - Weekly 
Blog written by industry insiders 
WashTrends Magazine - Quarterly 
Flipbook/PDF publication that is a compilation of content from WashTrends Direct and 
WashWords. Content is indexed and readable on our WashTrends “app.”
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Spotlights top industry trends
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Features an overview of products in the carwash industry
Advertising packages available that include logo/link ads, special promotions, and 
classified, as well as conventional display advertising. Call 410.647.8402 or email 
sales@washtrends.com.
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It’s hot out there! And we don’t just mean weather. 
WashTrends has been witness to a wide range of hot new 
trends, like we’ve never seen before. The carwash industry is 
energized with ideas, products and ways to share that we find 
inspiring, and we think you will too. 

Our latest edition of WashTrends brings together all the great 
news we’ve been reporting to you for the last few months. Our 
stories feature information on a wide range of subjects ranging 
from mold removal, steam cleaning, and water saving to 
helping the community, eliminating bugs, and much more. We 
also share social media know-how, profiles on carwashes that 
grab the consumer’s attention with new ideas on providing 
outstanding service, and top-notch wash technology, as well as 

blog posts from industry experts who provide essential information on top-of-mind subjects.

We hope you’ve noticed our revved-up story input coming directly to your email. It’s all part 
of our digital evolution! We know you want the latest news delivered to you in easy-to-read 
formats, and that’s what we now offer. WashTrends Direct is our weekly magazine post that 
brings you current, hot-off-the-press stories 52 weeks a year! Our weekly blog posts also 
offer a diverse range of news from industry experts who have valuable, time-sensitive news 
to share. We want to keep you up to date on what’s happening in the carwash industry 
every week and every day, and now we do that too! You can easily participate in the 
ongoing dynamic carwash conversation with all of our connections on Facebook and Twitter. 
We hope to see you there!

We send our best wishes to you for a wonderful, successful summer. And remember, as 
always, our goal is to bring you unbiased, trendsetting, up-to-the-minute information that 
can move your business to the future with economic success.

Sandy Travis Bildahl 
Editor-in-Chief 
WashTrends

3WashTrends / 2013.2



4 WashTrends / 2013.2



WashTrends Direct….................................................................…………......6

 Mold: The Good, The Bad, and The Ugly....................................................6

 Carwash Association Launches “Wash to Save the Bay”..........................8

 WashTrends Goes to Las Vegas and We’re Telling All...........................12

 Get Steamed..................……...........................….................................15

 Invasion of the Lovebugs.……..........................….................................19

 Sudden Unintended Acceleration.....................….................................22

 WashTrends Asks: Got Blog?..............................……............................24 

 Green Forest Car Wash Goes Wild........................................................27

 Cleaning Up and Helping Out...............................................................29

CarWash Words Blog……………........................................................……..…31

Buyers Guide…………..................................................................……………60

Industry Notes………...............................................................……………….63

Advertisement Index….....................................................................…..……64

CONTENTS

5WashTrends / 2013.2



MOLD
The Good, The Bad, And The Ugly

WRITTEN BY LUCIA REGAN

Mold 
remediation 
project on a 
Suburban.

Photos by Micheal Pena, 

Master Detailer 

NorthWest Auto Salon

Moisture is truly “the good, the bad and the ugly” when it comes to automobiles: Good 
when you have to clean it; Bad when it stays inside of the vehicle; and Ugly when it turns 
to mold…really, really ugly.

So what exactly is mold? The American Heritage Dictionary says: “Any of various fungus 
growths often causing disintegration of organic matter, a fungus that causes mold.” 
And then you have “mildew” which the dictionary describes as “A superficial coating or 
discoloring of organic materials, such as paint, paper, cloth, leather and the like, caused by 
fungi, especially under damp conditions.” Ah, “damp conditions”are words that no proud 
car owner wants to hear. 

I took an unscientific poll of car owners and asked what they would do to remove mold 
from their cars. One said, “Sell the car.” A few recommended products such as Moldzyme 
and Thieves Essential Oil. But the winner was the owner who said, “Detailing!”

Auto Detailing is the way to go when a car has lost the battle of the fungi. Why? Auto 
detailers have the experience, equipment, cleaning solutions and a dry garage all of which 
are necessary to get the mold out.

Three auto detailers contributed their knowledge and suggestions for this story, Stephen 
Reed of Eco Car Café in Seattle, Washington. Blake Siebe and Cortney Galbraith from 
NorthWest Auto Salon in Lynnwood, Washington, and Renny Doyle of Detailing Success, 
a detail training facility in Big Bear Lake, California. Doyle is also the author of “How To 
Start A Home Based Detailing Business.” He also led the team that detailed Air Force One.

Renny Dolye was asked if steam is the best way to remove mold. He said. “Yes and no, while 
steam can play a big part in the remediation of mold, you need a system that combines 
knowledge, products, equipment and safety. Before you start on any mold project, contact 
your local health department and see if they are aware of any strong or dangerous lines of 

6 WashTrends / 2013.2



molds that are currently growing within your local area. Always wear eye, skin and breathing 
protection as mold can be very hazardous.”

Doyle continues, “The key to having steam be a part of your mold remediation is killing 
and removing the source of the mold. Lifting carpets and removing excess water and then 
cleaning the baseboards of the car can be required on extreme cases. In lighter cases, 
removing the mold from the surface with dry extraction methods is an important step. At 
this point, I like to pre-mix a solution that has worked well for us. In a gallon container, I mix 
in eight (8) ounces of Hydrogen Pro-oxide in one gallon of water. This easy to use product/
water mixture can be a great resource for killing off the mold and helping to secure that it 
will not come back. Now, add in steam and a heavy mist of the Hydrogen Pro-oxide in one 
gallon of water mixture and steam on high and you will see nice results!”

The Eco Car Café uses a high pressure steam cleaner (which consumes only 1 gallon of 
water per car) and biodegradable cleaning products on their clients’ cars. Their “Express” 
package ($34.99) includes: Steam Wash Exterior, Hand Dry, Quick Vacuum, Dash Dusting, 
Windows Polished, Door Jams Wiped, Tire Dressing.

Stephen Reed, one of the owners of Eco Car Cafe said, “Where the mold is makes a big 
difference in the cost and time to clean it and remove it. To remove mold from the rubber 
window seals, door jambs and car interior would take more time and cost more.”

There are numerous auto detailers, car dealerships, marinas and car rental companies that 
use ozone machines in vehicles and boats to remove musty smells and even mold. There are 
two types of ozone generators: corona discharge (CD) or ultraviolet (UV). It is easy to spot 
the difference between the two machines. The UV machine has a very visible blue-violet 
glow. The UV machines are the latest in safe, clean ozone. This machine produces a very 
low wavelength of ultraviolet light which produces a lethal biocide and germicidal grade 
of ozone. This is better for the car because the corona discharge (CD) machine generates 
corrosive nitrogen. This gas combines with humidity present in the air which makes harmful 
and corrosive nitric acids which can damage leather, rubber seals and some electronics.

NorthWest Auto Salon, a highly regarded auto detailer in the Seattle area, is known for 
exterior paint correction and interior detailing. They provide a wide variety of services 
including detailing, vehicle wraps and protection. Blake Siebe and Cortney Galbraith talked 
about the use of ozone machines in mold remediation. “The mold removal process is quite 
extensive and in most cases an ozone machine is necessary to cleanse the vehicle, kill 
bacteria, and make it safe to drive. If the mold is mainly in the trunk, rather than the cabin 
of the vehicle, the ozone machine usually isn’t necessary. We use a wide variety of products 
depending on the vehicle, extent and color of mold, and surface of the vehicle.”

As you can see, a lot of work goes into mold removal. It is a dirty job and a good auto 
detailer can win a customer for life with a thorough cleaning. It is an example of the good, 
the bad, the ugly and the good clean.

Eco Car Café in Seattle, WA • www.ecocarcafe.com
NorthWest Auto Salon in Lynnwood, WA • www.NWAutoSalon.com
Detailing Success in Big Bear Lake, CA • www.detailingsuccess.com
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Carwash Association Launches 
“Wash to Save the Bay”

Carwashes in the Chesapeake Bay watershed now have the opportunity to make 
a difference in the health of the Bay, while gaining visibility as champions of the 
environment. The Mid-Atlantic Carwash Association has launched “Wash to Save 
the Bay.” On June 1, participating washes donated a portion of each wash sold to 
the Chesapeake Bay Foundation, an organization whose focus is on saving the 
Chesapeake Bay.

Leaders of the Mid-Atlantic Carwash Association share a strong environmental 
ethic, and many live along the creeks and rivers that feed into the Bay. It is only natural 
that the group would be attracted to this environmentally focused fundraiser. This 
innovative program speaks to the important role professional carwashing plays in 
keeping soaps, road salts, and other chemicals out of our waterways. The amount 
of water used to wash a car professionally is usually much less than consumed in 
driveway washing. Many washes in the region actively reclaim and reuse rainwater. 
Of course, water that is not reclaimed goes into the sewer system, rather than the 
storm drain. Dan Callihan, chairman of the fundraiser and owner of Glen Burnie 
Carwash says, “I am proud that our association can take the lead in facilitating 
donations to the Chesapeake Bay Foundation, while at the same time educating 
the public about the environmental advantages of professional carwashing.”

“Wash to Save the Bay” grew out of a planning meeting. While the group has 
raised money for good causes, this is MCA’s first venture into fundraising and 
public education. President Dave DuGoff, owner of College Park Car Wash, one 
the nation’s most active self-serve washes, has long been concerned about the 
damaging effects of driveway washing. In many of the region’s communities the 
storm drains are labeled as going into the Chesapeake Bay watersheds, but water 
draining from impervious driveways makes its way into the Bay just as surely. 
According to DuGoff, ‘Wash to Save the Bay’ is a great opportunity for washes to 
make a strong public statement about the value of washing responsibly.”

MCA
Mid-Atlantic

CARWASH

Association

WRITTEN BY PAT TROY

Wash to
Save the Bay
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Similarly, charity carwashes that drain into the street also contribute to the 
degradation of the Bay. Many worthy causes are helped through this kind of 
parking lot washing, but at the sacrifice of the Bay, this area’s greatest resource. 
MCA began this project by asking to meet with Chesapeake Bay Foundation 
officials. The initial meeting was very helpful for both organizations, and led to 
an immediate connection through shared interests. MCA leaders Dave DuGoff 
and Dan Callihan, shared information about carwash reclamation and CBF 
officials provided an overview of their work. Once there was agreement on a 
basic framework for the project, MCA began their work in earnest. They talked 
with other carwash leaders who conduct special events. Also, they consulted with 
wash owners throughout the region to determine what tools they would need to 
make such an event successful.

Recognizing the importance of branding, the board commissioned Annapolis 
illustrator and long-time WashTrends cover artist, Phyllis Saroff, to create an 
original logo. Board member Matt Bascom developed the concept of the vivid red 
crab wearing a hat that says “Car Wash.” Phyllis Saroff created a jaunty crab, now 
lovingly dubbed by MCA members as the “Crab in the Hat.” Over a matter of a few 
days, MCA staff members had developed all the necessary templates for a variety 
of banners, signs, handouts and news releases and posted on their Web site. They 
secured the help of Nelson Anderson and Minuteman Press of Glen Burnie, MD to 
offer discounted printing services to participants.

On March 27, the initiative was launched at the Maryland spring membership 
meeting. Brian Wessner, CBF “Volunteer of the Year” gave the attendees an 
overview of the Foundation’s work. It was clear from the engagement level of the 
attendees that there was genuine excitement. All of the wash owners, who attended 
that evening, eagerly signed up to participate. Discussions with regional media 
reporters have led to commitments for publicity. This event is of media interest 
because of the pubic misconception that carwashes are not good environmental 
stewards. Operators have a strong appreciation for the fact that professional 
carwashes use sanitary sewers to discharge waste and many use environmentally 
friendly chemicals and make significant use of reclaim technology.

As part of the ‘”Wash to Save the Bay” program, participating washes can give 
customers educational handouts, both prior to the event and the day of the event. 
Participation in “Wash to Save the Bay” is free for washes that are members of 
MCA. For non-members a $100 fee applies. Dues are $200 for a single wash and 
$400 for multiple washes. Operator members also get to send two members to 
each of MCA’s four meetings per year at no cost.

For more information on Wash to Save the Bay, go to http://www.mcacarwash.org.
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“C-Start accommodates the business owner who wants to streamline payment  
processes, and the car wash user who prefers a cleaner, easier-to-use system that  

can be managed through a simple swipe of their credit card or input of a code.”

—Rich Carpenter, Director of Product Development, Unitec

www.startwithunitec.com
7125 Troy Hill Drive, Elkridge, MD 21075  |  443.561.1200

C-Start™ is the latest addition to 
Unitec’s advanced and innovative product 
line. Designed to simplify the transaction 
experience for car wash customers and site 
owners, it’s the smart choice for petroleum 
market operators.

n User-friendly touch screen operation
n Integrated marketing tools to build 

customer loyalty and boost revenue
n Remote management capabilities
n Works with in-bay automatic or  

conveyor wash systems
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WashTrends Goes to Las Vegas

and We're Telling All

Viva the Carwash Industry!

PAT TROY
WashTrends Publisher

I got the idea for WashTrends when I attended my first Car Wash Show about nine 
years ago. At that time I noticed the tremendous energy that surrounds the show 
and the friendliness of the attendees. Having some experience as a journalist, I 
sensed immediately that there were stories to be shared.

What truly impresses me about the carwash industry is that it is constantly 
changing. One operator comes up with a better idea and the industry follows. 
Innovation is not something just for the major players; it happens at the grass 
roots level.

At each show, I enjoy talking to people and learning from them. Some attendees 
literally glow with excitement when describing their new products or carwashes. 
I see our job at WashTrends as telling their stories.

At the Car Wash Show, exhibitors say to each other “have a good show!” The 
2013 Show felt especially “good.” There was a vibe that shouted “the good times 
are coming back.” It is a good sign when the people who are staffing the booths 

are engaged with attendees almost continuously. For 
us, it is a “good show” when we leave with a plastic bag 
filled with business cards. These cards contain the contact 
information for new subscribers, story ideas, blog writers, 
and advertisers.
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SANDY TRAVIS BILDAHL
WashTrends Editor-in-Chief

Attending the world’s largest carwash convention and trade show that featured 
over 305 exhibiting companies and almost 6,000 industry professionals who 
attended three days of “everything carwash” was inspiring. Business solutions and 
products, education and communication created an energized arena of valuable 
information.

There’s a lot of talking that goes on at a trade show and I had the pleasure of 
enjoying hundreds of discussions about trend setting new ideas, services and 
inventions that are hitting the market and changing the carwash industry in 
exciting new ways. The mood was friendly…the sharing was open and helpful…and 
I met a lot of really nice people. I returned home with terrific ideas for stories that 
we’ll be featuring in our new and informative weekly news feature WashTrends 
Direct, as well as in our WashTrends magazine. I also received wonderful feedback 
about the role of WashTrends in an industry that always has innovative news to 
share. I can’t wait until next year to see what happens next. The carwash industry 
is thriving!

DEBRA MOWBRAY-CONROY
WashTrends Account Executive, National Sales

Although I have relatives who’ve owned carwashes (and yes—I’ve even worked in 
a few) I realize just how limited my knowledge of the industry was before joining 
WashTrends. Attending the ICA show enabled me to get a crash course in car 
washing 101! I am especially intrigued by all the technological innovations within 
the industry, and with the ecological advantages of using carwashes.
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Pictured left to right:  
Pat Troy, Daune O’Brien,  
Sandy Travis Bildahl  
& Debra Mowbray-Conroy

In my role as the new National Sales Manager for WashTrends, I intend to help our 
advertisers showcase their products efficiently and effectively in the marketplace 
through our state-of-the-art virtual venues. I also hope to use my communication 
skills to raise the publics’ awareness about the many benefits of using carwashes. 
If the attendance at the show and the enthusiasm of the attendees are any 
indication, the carwash business is looking bright for the future!

DAUNE O’BRIEN
WashTrends Digital Media Coordinator

A lot of my work takes place behind-the-scenes of social media platforms and 
online spaces where introductions and information sharing are communicated 
via avatars and digital profiles. The beautiful thing about the digital climate— and 
the ultimate goal of any digital media enthusiast        —is the way in which it fosters 
authentic communities and networks of like-minded individuals.

How do these online communities and social networks relate to the Car Wash 
Show? Social media and the rising digital culture is all about enhancing the visibility 
of our stories so that we can share them. Attending the Car Wash Show provided 
an exciting glimpse into the transformative nature of a thriving online community 
that comes full circle in-real-life venues.

The interactions I observed at the Car Wash Show between industry participants 
across the spectrum were intellectual, diverse, generous, and energetic—all the 
things we work toward when we engage our online communities. It’s great to 
see how the unique work we do in our digital spaces, generates creative content 
development, facilitates important connections, and nurtures relationships both 
on and off-line.
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Through the rolling billows of steam, a car appears. What looks like a TV ad is just 
business as usual at EcoCarCafe. Steam cleaning isn’t just for carpets anymore. 
It is the main tool used by Stephen Reed and Vitaliy Gordeyev of EcoCarCafe in 
Seattle. “People walking by are very intrigued by the steam that they see us using 
to wash the exterior as well as clean the interior. It can draw quite a commotion. 
Most of the people have never seen the method before,” said Stephen Reed.

Actually, when the steam clears there are many things about EcoCarCafe that 
attract environmentally aware automobile owners. Like the fact that they use one 
gallon to wash a car—really, one gallon. That amount would be for a wash on 
the exterior of a car. For a full exterior/interior detail on a very dirty car Eco will 
use five gallons. Reed says he finds, “that people are very surprised with how 
little water we use, but it really takes educating our customers about how water 
conscious we are!”

The detailing company is located on the third floor of a mall-parking garage, right 
next to the bridge that takes shoppers to the mall. Across the street from the 
garage is the Northgate Park-n-Ride which zips commuters to their jobs downtown. 
A customer can go shopping and have the car detailed and EcoCarCafe will text 
the customer when they are finished. Or when you get off the bus after work, you 
can pick up your newly cleaned vehicle without having to add a carwash to your 
weekend errands. Speaking of weekends, EcoCarCafe has a mobile detailing unit 
that will take the steam clean to the customer. Convenience is a big draw to the 

Get Steamed
WRITTEN BY LUCIA REGAN
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business. 

When asked about the their first year of business, Reed says that “Each month 
gets better & better (busier & busier). As some people say ‘the first year is the 
hardest,’ I hope that’s true. Also, I’ve heard, ‘In business you overestimate what 
you can do in 1 year and underestimate what you can do in 10’. I’ve definitely 
overestimated what we would accomplish this year. Interestingly enough in a 
pretty saturated market we have been able to gain customers.” He estimates that 
about 10 percent of their customers make their appointments online, 60 percent 
call to schedule a time and 30 percent stop by or just drive up because they have 
seen the steam cleaning in action. EcoCarCafe uses geo-targeted web ads to 
promote their business as well as print ads, A-boards and their wrapped vehicle.

When it comes time to checkout, Reed and his associates bring out the iPad and 
the Square plug-in credit card reader. They swipe the card and email the receipt to 
the customer. The transaction is easy and quick. At EcoCarCafe they are proud to 
be paperless; they use less water and less paper. Reed notes that “The paperless 
feature is great— some customers ask for a paper one (receipt) but we don’t even 
have a printer on site! We are very accommodating to customer requests but this 
is one that we have taken a firm stand on. The funny thing is, that there are a few 
people who do not have smart phones or even an email address for us to send 
their receipt to.” 

Advances in technology make this point of sale system easy for a business to utilize. 
In a New York Times story about tablet-based cash registers titled, With Tablets, 
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Businesses Ring Up at More Fanciful Cash Registers, journalist Nick Wingfield 
(May 8, 2012) says, “With the advent of tablets, particularly the iPad, many stores 
have traded in their clunky cash registers for mobile devices. He adds that “The 
most prominent of these – a card reader, app and payment system from the San 
Francisco company Square – turns the earphone port of an Apple or Android tablet 
or smartphone into a credit-card reader.” Wingfield suggests that, “Eventually, 
the need for receipt printers and cash drawers may vanish entirely as electronic 
payments through smartphones and other devices become commonplace.”

EcoCarCafe’s Reed is happy with this new technology and says “What I like most 
about them (www.squareup.com) is their upfront system, no weird residuals, 
monthly or startup fees. Just an easy percentage based on a one-time monthly 
fee. It’s very ‘Apple’ clean, easy to use, glossy and beautiful. No wonder it’s actually 
a marketing company that conceived it, not a banking institution.”

Any business that is providing a service while keeping its eye on the environment 
is attractive to many customers. Carwashes that use less water, recycle the water 
that they use, and go paperless demonstrate their commitment to helping the 
community that they serve. But, always, the bottom line is a clean and shiny car—
always. 

Video link here!
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I N VAS I O N  O F  T H E  L O V E B U G S
Good For The Carwash Industry
WRITTEN BY LUCIA REGAN

Cleaning cars is a dirty business. And one of the dirtiest things is Lovebugs. 
No, I’m not talking about that old movie about a Volkswagen named 
“Herbie.” I’m talking about the real deal, Plecia nearctica, known around the 
Gulf Coast States as Lovebugs. May and September are usually the worst 
months for Lovebug swarms, which is when carwash companies can see a 
significant boost in business. And Lovebugs aren’t just annoying, they can 
ruin a car’s paint and clog a radiator in a very short amount of time.
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Some background on the subject is provided by Professor J.A. Jackman, Extension 
Entomologist at Texas A&M who writes; “Lovebug larvae develop in moist habitats 
high in organic matter such as ditches and swampy areas. Adults fly mainly during 
daylight hours and spend time sipping nectar from flowers and mating. They are 
naturally attracted to open or semi-open areas such as roadways and ditches 
often in areas with woods.” According to Professor Jackman, “they often fly while 
still coupled during mating. The female is larger than the male and the female will 
fly off dragging the attached male.” 

These flies will swarm over highways and busy roadways creating difficult driving 
conditions. But the worst condition is the bug guts that are left on a car. This bug 
residue can cover a radiator and can cause it to overheat. Also the sticky bug 
goo contains an acid which will bond with the paint and pull it right off if it is not 
washed off as soon as possible.

In some Gulf Coast states the highway rest stops have windshield washing stations 
because the insects can smear windshields and make visibility impossible. Keep 
in mind that the Lovebug swarms are thicker in swampy areas and they move 
around. For instance, a carwash in Orlando or Ocala can be busier than a carwash 
in Ft. Lauderdale because of the Lovebug population. But one thing remains the 
same, carwashes in Lovebug states are always much busier in May and September.

So what can a car owner do to keep the finish on their car smooth and shiny? 
During Lovebug season, wash the car every day to keep the acid in the “goo” from 
etching the paint and to protect your engine. 

And now that the word is out about the environmental hazards of washing cars 
at home, it’s clear that going to the carwash on a regular basis is one of the best 
things a car owner can do.

Sam Bryant, General Manager of Octopus Car Wash in Orlando, Florida emphasizes, 
“The best protectant is a good wash and wax, weekly if necessary.” Octopus Car 
Wash has also seen a spike in their business, Bryant continues, “We are extremely 
busy. We have nearly doubled our business during this season.” At Octopus Car 
Wash they use a variety of products to remove the sticky, gooey Lovebugs. Bryant 
explains, “We mix our own product but we also use products from Zep and Stinger.” 
Richard Palacios owner of Ultimate Car Wash in Ft. Lauderdale clearly states what 
owner/operators need to remove damaging Lovebugs, “You need lubrication and 
elbow grease. We use a biodegradable standard degreaser.” When asked what 
the impact of Lovebugs has been on his business, Mr. Palacios replied, “It’s good!” 
Even though the two Ultimate Car Washes are located in Ft. Lauderdale, south of 
the major swarms, he has seen “an uptick of 5% [in business] this season.” 
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When carwashes want to give advice to their customers, they can offer the 
following tips: 

•	 Keep the car in the garage.
•	 Drive at night when the Lovebugs are much less active.
•	 Put a net over the front grill to keep crushed bugs from damaging the radiator.
•	 During Lovebug season, wash the car every day.

Also, if you’re traveling into Lovebug territory, “wash and wax the car before 
traveling” says Walter Reeves, the Georgia Gardener, the garden guru in the 
Southeast and the author or co-author of nine books on gardening. But most of all 
– make visits to the carwash more frequent in this annoying season of Lovebugs. 
It’s not just about having a clean car, it’s about protecting cars from damage that’s 
almost unavoidable if you’re in the path of a Lovebug swarm. As the saying goes, 
“It’s a dirty job, but [carwash owners] have to do it!” When the Lovebug season 
hits it is a good sign for carwash owner operators. Click here for video!
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Sudden Unintended Acceleration
COURTESY OF THE INTERNATIONAL CARWASH ASSOCIATION

Vehicle Handling Best Practices
In an effort to assist carwash operators in avoiding incidents of “sudden unintended 
acceleration,” whereby a vehicle – seemingly uncontrollably – accelerates, the 
following “best practices” have been gathered.

ENTRANCE CARE
1. Have only experienced employees or customer-owners operate vehicles.
2. Have employees wear seatbelts when operating vehicles.

WASHING CARE
1. Provide sufficient conveyor spacing when washing.

EXIT CARE
1. Keep employees and customers to the side or behind vehicles.
2. Honk the horn prior to moving the vehicle from the conveyor in order to 
alert employees.
3. After exiting the conveyor, place the vehicle in park and engage the 
emergency brake.
4. Fully depress the brake pedal – and visually verify.
5. Start the engine.
6. Watch the tachometer and wait for engine speed to decline after ignition.
7. Release the emergency brake.
8. Place one hand on the ignition and the other hand on the gear shift.
9. Shift into drive and, if necessary due to unintended acceleration, turn off the 
engine immediately.
10. Slowly release the foot brake and proceed. 
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Hogs Hair FoamMaster® 
Product #212302 

 
 
 
 
 
 
 
 
 

Hogs Hair Tri-Level Squeegee  
Product #224906 

 

ERIE Hogs Hair Brushes Achieve: 
 

 Less Wear 
 Produce a cleaner car 
 INCREASE your profits  
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WashTrends Asks: Got Blog?

GOT BLOG? MILLIONS OF PEOPLE DO!

According to media experts, nearly 200 million blogs 
exist worldwide—a communication trend rapidly 
gaining momentum in the continually expanding 
and powerful digital revolution. The voice of today’s 
blogger has dramatically increased the resources 
available to readers who look for valuable information 
within an industry community that matches their 
own interests. Clearly, bloggers offer a new kind of 
communication that’s compelling and influential.

THE DIGITAL COFFEEHOUSE: WHY IS THE BLOG TRENDING? 

The blog might easily be considered the new coffeehouse—the latest 
trend of roundtable discussion in which bloggers and readers explore the 
Web to make connections and create communities with folks who share 
similar interests and experiences. Long gone are the days when news was 
produced to feed a voiceless audience. Thanks to digital technology and 
blog platforms, today’s audience can talk back. Nowadays, the voice of 
collaboration, conversation and networking are thriving, and readers can 
simply pick up their smartphones or tablets and connect—anywhere, anytime.

WRITTEN BY DAUNE O’BRIEN
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This new interactive and personalized conversation has the potential to make 
a significant impact on carwash owners who want an effective resource to 
connect with their customers and the community. Lourdes “Lulu” Wydra, owner 
of Lulus Carwash—and recent CarWash Words blog contributor—says a blog 
would provide carwash owners an opportunity “to interact and inform” their 
customers. Lourdes believes that “conversation is the way you really get your 
customers involved,” and given the growing popularity of blogs, is considering 
developing her own carwash blog community.

Like many other social media platforms, blog spaces are used to generate 
global discussion between author and audience    —or, for example, company 
and customer. Expanding the scope of digital conversation, blog authors share 
news in the form of image, video, audio and text. They offer diverse, immediate 
content, which is a highly effective way to create relationships with customers.

BLOG SIMPLY: A FEW SIMPLE STEPS TO GET STARTED

1. Purchase your .com, .net or .org through an Internet domain registrar such as 
GoDaddy

2. Pick a Web host provider like Bluehost, DreamHost, or HostGator

3. Choose a blog platform to post your content. The most popular blog 
platforms, such as WordPress and Blogger, are designed to be fairly 
accommodating and user-friendly

The key to blogging is to experiment, connect with your audience, and have fun.

Happy blogging!

BUT I USE FACEBOOK— WHY SHOULD I BLOG? 

Without question, Facebook is a useful tool for creating an online 
presence. Experts agree that Facebook increases visibility and helps 
strengthen industry communities. But there are also limitations related to 
terms of service and rules and restrictions that can significantly impact 
content production and ownership.

Blogs give the author more control and minimize risks to their content. 
Flexibility, creativity and personal style create a connection between 
author and reader. The types of blog posts that authors use in their space 
vary from in-depth informational pieces to quick blurbs, image-texts 
or YouTube videos. The beauty of the blog lies in the author’s ability to 
change the tone and depth of voice on a day-to-day basis. Experts agree 
that regular blog posting generates the most sustainable traffic.
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• Diverse Customer Base – Our systems have been
installed at over 3,000 sites, representing a wide
cross-section of the car wash industry.

• Commitment to New Technology – We lead the
way with new products that allow you to manage and
market your businesses more effectively. Our recent
breakthroughs include The SiteWatch® Automatic
Recharge Module® (ARM®) for selling monthly passes,
the FastPass® wireless acceptance system, and
SiteWatch SmartCodes™ for accepting mobile phone
barcodes.

• Investing In Your Future – DRB Systems combines
extensive experience in the car wash industry with a
relentless drive to explore new technologies that will
contribute to the success of our customers. Over
50 of our team members have been with us for more
than 10 years; so they have a deep understanding
of car washing.Working with the best and brightest
new talent, they help keep our products – and our
customers – on the cutting edge.

• Choice of Industry Leaders – The majority of the
50 largest car wash chains are our customers; as are
over 75% of the past 25 ICA presidents.

• Dedicated Support Team – Our commitment to
customers goes far beyond selling products Working
out of our 45,000 square foot headquarters in Ohio,
the 68 highly-trained technicians on our support team
are dedicated to helping customers resolve technical
issues quickly. A good indication of this commitment
is our 24/7 phone support.

DRB Systems, Inc.® – A Record of Partnering with Car Washes

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

800-336-6338 Green, Ohio / www.drbsystems.com
© Copyright 2013. All rights reserved DRB Systems, Inc.

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

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

Proven Performance
in the Real World
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When Tricia Knott decided to open a carwash in Hawthorne, California, she 
knew she wanted to do something different. “Carwashing is a chore,” she says, 
“so why not make it fun?” And that’s exactly what Knott achieved when she 
opened the Green Forest Car Wash four years ago.

Take note of the giraffe outside the entrance and it’s clear this is not your 
typical carwash; it’s an experience! The green striped building design provides 
the perfect natural backdrop to Knott’s fiberglass menagerie that awaits visitors 
just inside the entrance. Setting the stage for a safari experience, patrons are 
greeted by a gorilla at the gates to the carwash tunnel, and once the wash 
selection is made, it’s on to the jungle.

From beginning to end, animals of every size and shape keep watch over the 
special leaf-shaped cloths that clean the passing vehicles. Trailing flower vines 
and the occasional monkey hang overhead while the cars are rinsed, soaped 
and rinsed again. But just when you think your wash is about to end, the final 
rinse features a tropical rain storm complete with “lightning.” You emerge with 
a clean car and a refreshed attitude. Located just north of Anaheim, California, 
natural habitat of Disney’s animatronic characters of every shape and size, 

It’s A Jungle In There: 
Green Forest Car Wash Goes Wild
WRITTEN BY SANDRA LOEPKER
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Green Forest Car Wash is a perfect fit with its neighbors. Knott jokes, “It’s like 
Disneyland, but cheaper, with no long lines.”

“Our customers are mainly local residents and commuters,” she adds, “so we 
want to provide a fast but efficient carwash. The Los Angeles area is very fast-
paced, and people need to get in and out quickly. Still, it’s nice to have a bit 
of entertainment thrown into the day.” Clearly, the jungle and its inhabitants 
are a big hit with the car-seat crowd. Carwash employees hand out stickers 
and removable tattoos to children while their parents are waiting to enter the 
carwash or when they are using the complimentary vacuums. It doesn’t take a 
marketing genius to figure out that if kids like to come to the carwash, they’ll 
be sure to point it out to their parents, frequently! As a sightseeing venture, 
local preschools bring carloads of students to see the animals at the wash 
and Green Forest also provides older students the opportunity to sell carwash 
coupons as fundraisers for their schools. The operation also promotes its eco-
friendly operation by reclaiming wash water, using low-energy motors to run its 
equipment and top- quality soaps and polishes. It even has synthetic grass on 
the floor of the wash tunnel to collect brake dust and grease, which is then wet-
vacuumed so it stays out of storm drains.

Knott’s inspiration for Green Forest came from Thomas Ennis, who manufactures 
carwash equipment. Its success and the popularity of the safari and green 
approach to carwashing has inspired future plans to open three more locations 
in the Los Angeles area, and plans are in the works. Giving the animals more 
character with movement and sound will add to the dynamic experience 
everyone enjoys. Without question, Knott has made it fun to go to the carwash, 
and visitors and residents alike know that when they want to take a ride on the 
wild side, they just need to visit the Green Forest Car Wash for a thrill and a nice 
clean car.

Visit the website at www.greenforestcarswash.com or see the video at 
carwashtv.com. Select: Wash Tour: Green Forest or follow the link:  
http://carwashtv.com/#!prettyPhoto/38/
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Cleaning Up and Helping Out
WRITTEN BY SANDRA LOEPKER

Sean Larkin has owned Westminster Carwash and Detailing in Westminster, 
Maryland, for nine years, but he has lived in the area all his life. It seems a bit 
unusual that Larkin would be in the carwash business. His family started Larkin 
Seafood way back in 1867, and he grew up working there. So when that business 
closed, one would assume Larkin would pursue a career in a related industry.

“I looked into the carwash business and thought it would be a good fit for me,” 
explained Larkin. He bought an existing carwash, gave it a facelift, spruced up 
the employees’ uniforms and started offering full-service washes and detailing 
for the greater Westminster community. Carwashes range in price from $11.50 to 
$31.00, and extra detailing services can include something as simple as cleaning 
out the cup holders for a nominal fee of $1.75 to cleaning and polishing every 
inch of a vehicle for up to $300.

If that were the extent of the story, Sean Larkin would surely be considered a 
success in his business, but his thriving operation just scratches the surface. 
Long before Larkin took over Westminster Carwash, he was active in the Special 
Olympics program in the area. Larkin, his employees and his friends have 
raised $47,000 by taking part in the annual Polar Bear Plunge every January. 
Yes, January. Participants bravely jump into the Chesapeake Bay in Annapolis, 
Maryland, in what some people regard as a totally crazy effort to raise money 
for Special Olympics.

For many years, Larkin has also worked with Mosaic, Inc. an affiliate of the 
Sheppard and Enoch Pratt Foundation. Mosaic Community Services is the 
largest community-based behavioral health service provider in Maryland, 
serving over 8,000 children, adolescents and adults annually through 20 
programs located in Baltimore City and Baltimore and Carroll counties. The 
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group also provides vocational services for people needing to reintegrate into 
the workforce.

“At any given time, we have two or three Mosaic employees working with us,” 
Larkin explains. “It has been good for us and them.” Larkin downplays the 
significance of his efforts, but they certainly haven’t gone unnoticed by the 
community.

Westminster Carwash and Detailing was recently awarded Mosaic’s Employer 
of the Year Award, edging out many much larger retailers in the area. “Mosaic 
Community Services was pleased to honor Larkin with this award,” explains 
Paula Lombardo, Mosaic’s manager of special events. ”This award is given to 
an outstanding employer who works with the Mosaic Career and Vocational 
Programs to hire and retain clients.”

Obviously, community involvement is a big part of this company’s credo. The 
carwash regularly contributes to fundraisers. Larkin belongs to the Chamber of 
Commerce, and he and his employees participate in the Grace for Vets program, 
Wash for the Chesapeake, and the Maryland Special Olympics Torch Run.

When asked why he feels it’s necessary to spend time, effort and money in 
these causes, Larkin really doesn’t have a complicated answer. “I have a big 
heart,” he says, half-kidding. “Seriously, though, it’s important to give back to 
the community.”

Additional information on Westminster Carwash and Detailing can be found 
at www.wcwdetailing.com. The Mosaic Community Services website is www.
mosaicinc.org.

Left to Right:  
Marc Lawson, Westminster Carwash and 
Detailing’s employee; Jeff Richardson, 
executive director of Mosaic; and Sean Larkin, 
owner of Westminster Carwash and Detailing. 
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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

APRIL 18, 2013
BY CRAIG HANSON
WashTech

Car Wash Show + Vegas!
Let’s GO…

Twenty-seven years and I am still excited about going to the ICA Show.

Next week will be my 27th consecutive ICA Show. I am thinking about little else. To me 
this is the time of year I have to focus on my business plans for the next year. Being 
an East Coast guy, I will have some travel time to gather my thoughts. I will see my 
contemporaries, learn what has been working in their businesses and develop my 
own strategies for my operations. No other time during the year am I away from my 
business, yet still focused on it.

One thing that I find unique to our industry is the open willingness of operators and 
vendors alike to share ideas. The meetings ICA hosts are always full of operators 
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discussing experiences. If you are not taking advantage of this time you’re missing a 
real opportunity. Las Vegas is a fun town–– it’s a little distracting. This year I am staying 
an extra day to get in a mountain bike ride. That will be my reward, the rest of the week 
I am there to focus on business.

Seeing all the cool new products is fun and you can bet that I will get down every row. I 
have heard about some of the new stuff so I am anxious to see it.

Most of all, after 27 years of doing this I am excited to see my friends, for many of us 
this is the only time of the year we get to spend together. As it turns out, most of my 
friends have very similar experiences to mine and I hate to say it but we talk about 
business. My wife quickly learned that going to the ICA show for me is work and I am 
all about it. She doesn’t come anymore.

That’s not to say don’t bring the wives, I think it just means I am pretty boring.

That being said, I am ready to go talk about washing cars!!! See you there. 

1., 2., 4.:“Franchising World,” January 2005.

•	 MoverTrends.com, More on New Movers, © 2009. http://www.movertrends.com/
more-on-new-movers.aspx

CRAIG HANSON: 

Craig Hanson is president at Mid Atlantic Car wash 
Technology Inc.; DBA. Washtech; 1997- Present. Lives 
in Charlottesville, VA, with his wife and three children. 
Prior experience includes Vice President at The Clean 
Machine Inc., a full service car wash company with seven 
locations. 12 years Captain of the United States Marines 
Corps. Infantry. B. A. English at Ithaca College, Ithaca, NY.
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APRIL 25, 2013
BY JASON FLETCHER
Manager of Business Development, LEED Green Associates

Use Google Now or Siri – 
“I want to wash my car today.”

Wouldn’t it be great if you could say to your phone, “I want to wash my car today” and 
it would give you a list of places to go and rank them by how good they are?

Apple and Google have made this possible by creating personal assistants for their 
mobile devices. Google has Google Now for Android devices and Apple has Siri for 
their products. Who hasn’t seen the iPhone commercials with celebrities asking Siri 
to find them a restaurant or schedule an appointment? If you want Siri and Google 
Now to find your car wash when asked, it’s important to know how they search for 
information. Here are 3 things to do to ensure you show up:

Make sure your location is listed on any online directory. The software on these mobile 
devices is designed to scan these websites and it is important that they find your car 
wash. Here are some top ones to consider

•	 Yelp
•	 GooglePlaces
•	 Yahoo

In your listings make sure you are descriptive and consistent with your information. 
Use key words that help set you apart like “touch less” or “self-serv.” Even when writing 
your street address and how you abbreviate words like “drive” or “dr.” can make a 
difference. If each listing is consistent, your car wash will show up multiple times as the 
same location. This will help Siri or Google Now to sync your multiple listings and you 
will show up higher in their ranking.

It’s important to generate positive reviews and lots of them. These programs use the 
reviews from Google Places, Yelp, and Yahoo to search for businesses. So you need to 
encourage your customers to get online and write about their experiences. The more 
reviews you have, the higher rank your car wash will receive.

Here is where the technology is really about to take off; Google is creating a way to 
use the information they already know about customers to improve their daily lives. 
For example, if Google Now knows a costumer’s route to work in the morning, it will 
automatically let the customer know if there is an accident and offer them an alternate 
route. Or if a customer is at work late, it will suggest ordering take-out and a give a list 
of options that are close by.

33WashTrends / 2013.2



It’s only a matter of time before Siri and Google Now become your sales people. There 
will come a point when after every rain or snowstorm they could say “Would you like to 
wash your car today? Here are list of car washes in your area.” Make sure your car wash 
information is listed, descriptive & consistent, and has positive reviews to ensure you 
make the top of that list.

Resources:

1. 3 Simple Steps to Get Siri & Her Friends to Talk Up Your Local Business- http://
searchengineland.com/3-simple-steps-to-get-siri-her-friends-to-talk-up-your-local-
business-100858

2. How Your Business Can Get on Siri’s Radar – http://www.entrepreneur.com/
article/222796

3. How Siri and Google Now could change the social media landscape-http://www.
businessesgrow.com/blog/page/5/

(NOTE: Video on how to use Google Now http://www.google.com/landing/now/)

JASON FLETCHER

Jason is “The Makar Company’s” Manager of Business 
Development. He lives in Ashburn, VA and has spent the 
last 5 years working for Makar. He has experience in project 
management, estimating, sales, and marketing. While at 
Makar, he has worked on gas station, convenience store, 
and carwash projects all over the Mid-Atlantic Region. 
Jason is currently working on opening his first car wash.
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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
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MAY 2, 2013
BY DE’ANDRE SIMMS
Hanks Car Wash

The Customer Is Always Right?

I prefer to say that I have the “right” customers. This goes when they are easy and 
when things get difficult. That adage has been used for many years. A customer is 
making in your eyes “unreasonable expectations” or is just upset about something that 
you do have the intention on fixing. We’ve all dealt with difficult customers and have 
challenged this philosophy, but are they always right? In the car wash world we all 
know what cars will get clean and which cars will not.

In this world some people only believe in washing their vehicles once in a blue moon 
but when they DO wash it they expect it to return back to its showroom glory. Now, 
when their vehicle has baked on mosquitos from two Fourth of July’s ago still hanging 
on to the front bumper for dear life, there’s a good chance you will encounter your 
version of a difficult customer. It may be hard for some of us to grasp this concept but 
you have to be empathetic. Remember before you entered into the “car wash world” 
and if you would have paid $12, $16 or even $20 for a carwash— what would your 
expectations have been?

I want to switch gears for a moment. The other day I went to a new barbecue 
restaurant in town with a friend to pick up a to-go order. When we arrive to the counter 
we are greeted by a woman who is more than enthusiastic about us being there. We 
exchange pleasantries while she gathers our order and another gentlemen arrives to 
give her assistance with it. They touched on how their potato salad was made with 
baked potatoes instead of boiled and how they really hoped that we liked the meals we 
had chosen. I can’t remember feeling so special. When I walked out of that restaurant 
my friend and I bragged on the customer service that was exhibited. Now here’s the 
kicker— the meal was mediocre at best, the ribs lacked flavor and the serving size was 
too small in my opinion. But ask me if I would go back and the answer is a resounding 
YES! Why? Because I know that when I go back and if I am inclined to mention my 
past experience that they will honestly try to make me happy. I will go there again 
(probably not try the same dish) and give them another chance. It’s in how you treat a 
customer. This happens before the sale and after as well. When customers are on your 
property say thank you, greet with a smile and be attentive to their needs before any 
issues arise. This may soften a situation if for some reason your products or services 
do not meet their expectation. Showing a genuine interest in your customer may make 
them think like I did. Maybe their car didn’t get as clean as they would like but they are 
more apt to give you and your business a second chance because your efforts on the 
frontside. When you find yourself in a situation with a difficult customer after a sale, 
first find your empathy.
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So how do you parlay that into car washes? If I have a customer that is not pleased 
with the result of their wash, my first step is to put myself into their place as a 
customer, not as car wash employee. I listen to their complaints and regardless of the 
what for and the why it didn’t, I go into action to resolve their problem. I know that 
they probably would’ve faired better if they wouldn’t have chosen the basic wash to do 
the Ultimate Wash’s job. All that does is give me an opportunity to educate and to put 
a positive spin on a potential negative situation:

“Your car’s not clean? Well I can’t have that. How about we do this. Let’s run that car 
through again and see if we can get you all spic and span! You got the basic wash 
right? Oh, well this time we’re going to GIVE you our Ultimate Wash on the house! Did 
you know you get X, Y and Z when you choose the Ultimate?”

First things first— I take care of the immediate issue. That’s all a customer wants you 
to do. Then once a plan of action is in the works, then I mix empathy with education, 
sprinkle a smile in there and let them know that anytime they have an issue to not be 
afraid to let me know. My goal is a clean car!

See, a person can have a bad experience in their eyes at your facility, but whether or 
not they come back has a lot to do with you!

Remember, that if it wasn’t for difficult customers you would never have a reason to 
strive to be better.

DE’ANDRE SIMMS

Born in Atlanta, 37-year-old De’Andre Simms works at 
Hank’s Car Wash in Broken Arrow, OK. In 2012 JD Power 
and Associates named him “Carwash Attendant of the 
Year.” As a former customer service manager and salesman 
he believes that car washing doesn’t have to be boring. 
Future goals include specializing in online marketing and 
making people smile. He doesn’t want to rule out being 
a TV and Film star or a photographer, but right now he’s 
concentrating on the car wash industry. De’Andre likes short 
walks on the beach, his favorite movie is Steel Magnolias 
and he isn’t a fan of watermelons.
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MAY 9, 2013
BY HEATHER STEINES
All Paws Pet Wash

Pet Washes Are A Good Thing

Can we say it all together? Four-legged friendly! Four-legged friendly! Four-legged 
friendly! If you haven’t caught the wave yet, get ready for the rush. The pet wash 
industry is soaring. One year ago the pet wash industry was just awakening, just 
starting to make its mark. Today we are noticing that the simple novelty of a pet wash 
has morphed into a bonafide industry of its own. It really isn’t a wonder, though.

According to the American Pet Products Association, it is estimated that Americans 
will spend $55.53 billion on their pets this year with $4.54 billion allocated to grooming 
alone. I had to whip out my trusty calculator and calculate APPA’s numbers for myself. 
The result? The pet industry has increased over $38.5 billion in less than twenty years. 
That is a whole lot of quarters. Way more quarters than the general spending economy 
is increasing as of late. In fact, the Congressional Budget Office reported earlier this 
year that, “Economic growth will remain slow this year(2013), as gradual improvement 
in many of the forces that drive the economy is offset by the effects of budgetary 
changes that are scheduled to occur under current law.”

All this to say, pet washes are a good thing. If the numbers don’t speak for themselves 
outright, just ask yourself (or your neighbor) when the last time you (they) let their 
pet wallow for days in their dirtiness. It is summertime and dogs will be— well, dogs. 
Oh to have a dog’s life: chasing after squirrels, hopping in the lake, and digging up the 
petunias. Needless-to-say, there will be no shortage of dirty pets. Built-in clientele? 
Check! With time comes experience and with experience comes optimization. Pet wash 
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HEATHER STEINES

Heather Steines is the Executive Vice President for CCSI 
International, Inc., a multi-faceted family business since 
1964. Her one and only pet was a beloved peekaboo 
named Pepsi Cola, who would have totally loved a trip to 
an All Paws Pet Wash.

manufactures have learned a thing or two over the past few years. Now many are offering 
units that comply with the Americans with Disability Act (ADA) design standards. This 
design standard is making the process of installing them in your local communities much 
easier. Now, more user-friendly options, such as credit card readers are commonplace. This 
type of optimization has opened new markets, alongside car washes, and is making it a 
cinch to join in on the pet wash phenomena. It has been neat to see the birth of an industry 
through to toddlerdom. Just like a toddler, the pet wash industry has had many bumps and 
bruises along the way, but now is outrunning everyone around them.
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MAY 16, 2013
BY MARK ELLIS
Xpert Solutions

Washing With Foam

Since the 1990’s we’ve used closed cell foam at our washes as our cleaning material of 
choice. We utilize a single mitter with cloth, a tire brush with bristle, and the balance 
of our equipment uses closed cell foam. There are significant differences between 
foam and cloth, but either can provide a clean car. There are a couple of significant 
advantages to foam, which is why it’s our washing material of choice.

When using cloth, the rotational speed of brushes is 65 – 75 RPM’s. The hydraulic 
motors used with equipment geared to wash with cloth are sized to provide this 
speed. Cloth needs to be rinsed with plenty of water, as it can hold grit from prior 
washes. Thus the amount of water used needs to be significant, reducing the relative 
working strength of the chemistry. Cloth is an aggressive cleaner, and it provides more 
“scrubbing” than foam. In tests cloth has been shown to hold grit for several cars, so 
that prepping (removal of solids) prior to entering a cloth tunnel is critical.

Foam brushes don’t hold water, so they don’t gain weight (although as they reach 90% 
of their useful life, they break down). Because foam brushes don’t gain weight, they are 
easier to keep adjusted. Foam does not provide the “scrubbing” that cloth does, so in 
order to clean with foam, it should spin at higher speeds, 90-100+ RPM. This requires 
different motors than cloth. Foam is a “plastic” which has been manufactured into its 
final form, and it does require lubrication to keep from being “grabby.” Often we think 
of lubrication as “soap bubbles,” but there are some carwash lubricant detergents that 
lubricate exceptionally well and many that do not. Since foam does not hold water, 
the “flushing” which is necessary with cloth is not necessary with foam. Water used 
with foam will be one fifth the amount of water, which allows a much better chemical 
to water ratio. So the cleaning with foam is derived from a well-balanced chemical 
application, and higher speed rotation.
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As with any manufactured goods, all foam is not equal. There are a few top quality 
independent suppliers of foam products. For the serious operator, learning about 
the differences in the many foam products is important. Foam is measured by 
density (which is essentially the amount of raw material per cubic foot), flexibility (or 
stretch), and then depending upon the tooling available to the manufacturer, cut into 
differing thicknesses. Top brushes did not return to vogue until 2002, when foam had 
established itself, which meant that a top brush would not change weight throughout 
the day (critical to safe operation). We believe that the advantages of foam are the 
shine it produces (less surface disturbance) and the fact that it won’t hold sand 
and mud so that risk of damage to paint is much less. Keep in mind that chemistry 
(lubrication) and rotation speed need to be addressed properly to make foam work.

MARK ELLIS

Mark Ellis has washed cars his entire life. His father 
started their business with a 1950 pull-chain conveyor in 
downtown Grand Rapids, Michigan. Mark and his son Sean 
currently operate 5 well known and successful carwashes 
(Southland Auto Wash) as well as a carwash distribution 
company (Xpert Solutions). 

42 WashTrends / 2013.2



43WashTrends / 2013.2



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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MAY 23, 2013
BY DEE MEURKES
Enviro-clean Car and Dog Wash

Partnerships: Key To Car
and Dog Wash Success

A CAR AND WHAT WASH?

Yes, our business consists of a car and a dog wash! When my husband and I first 
decided to bring this concept into our city, we had people say “a car and what wash?” 
You have got to be kidding me?” Well, we definitely were not kidding and we opened 
up our first location in 2007 and our second location in 2010. We are a locally owned 
and operated business – Enviro-clean Car and Dog Wash in Chatham, Ontario Canada. 
I always say if you wash your dog at our place once, guaranteed you will be back to see 
us. It is so easy and you leave the mess with us. Our dog Jake even agrees. The door 
leading into the dog wash says….. Jake recommended!!

TOOLS FOR SUCCESS: GIVING BACK TO YOUR COMMUNITY

I would say that one of the most important tools at your fingertips in today’s market 
place would be networking and developing partnerships. If your business is equipped 
with a dog wash, go visit your local branch of your SPCA or dog shelter. When we first 
opened our business, for every dog that was adopted at our local shelter, his or her 
first bath was free on us. We also have a partnership with our local branch that when a 
dog gets adopted and if they are too big for their own tub, we will wash them for free 
so they are nice and clean to go to their forever home. We also sponsor many of the 
fundraising events that our shelter holds.
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PARTNERSHIPS THAT PAVE THE WAY TO SUCCESS

We also developed a great partnership with our local off-leash dog park. This is a win-win 
situation for everyone involved. We are able to advertise our dog wash at the park with 
signs and we in turn will sponsor fundraising endeavours that they hold throughout the 
year. We received a great testimonial from the committee chairperson which can be found 
on our website and I must say that word of mouth is the best advertising a locally owned 
business can have. I truly believe that in order for a business to succeed you need to pay 
back to your community.

I love being an entrepreneur. I always worked for other corporations or organizations and 
in 2007 my husband and I decided to take on a new venture. Am I glad I did? I couldn’t be 
happier. I meet such nice customers, suppliers and yes dogs. Until next time…

DEE MEURKES

Dee has been in the self-serve car wash 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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MAY 30, 2013
BY BUDDY ROYAL

Handling Insurance Subrogation
In The Car Wash Industry

CUE THE QUIET NOISE OF A TUNNEL SHUT-DOWN

The day started bright, sunny and warm with calm winds following three days of light 
drizzle; the perfect car wash day was at hand (my first clue of a pending opportunity to 
“wow” a problem customer). By noon we were into our third straight hour of “100+ Car 
Hours,” we were all geared up for a tremendous day. I was just lifting the top bun on 
my Big Mac to make sure I had two all-beef patties and all of the special sauce, lettuce, 
cheese etc., etc., etc. (Yes, I eat healthy just like you) when I heard the quiet noise of a 
tunnel shut-down. My radio earphones quickly summoned me to the area by the wraps. 
In the tunnel I found three cars sitting bumper touching-bumper-touching bumper.

TENDING TO THE DRIVERS

We have excellent managers and supervisors who quickly and calmly broke into 
3-teams. They visited with each driver, took appropriate pictures, guided the vehicles 
out of the tunnel to the parking lot for a more detailed discussion of events, and 
visited with the non-involved drivers already waiting in line. The tunnel was inspected, 
equipment tested, waiting drivers each given a complimentary wash for their next 
visit (making sure they come back for a better experience), and the wash restarted all 
within 20 minutes. So far, so good.

HANDLING AT-FAULT DRIVER CLAIMS

We gathered insurance information from the lead driver who had stepped on her 
brake, jumped two rollers (according to our security video) and started a three-car 
chain reaction that took 30 seconds for us to discover and shut down the conveyor. We 
had a miss-hap and came out of it with satisfied customers now and for the future. Or 
so I thought! (I was an observer as I only get involved when customers become overly 
disagreeable which did not happen that day, or when insurance companies or lawyers 
get involved which did happen two weeks later).
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We always make sure our customers are taken care of satisfactorily and are not put in a 
confrontational position with each other. We then take on the responsibility of getting 
reimbursement from the at-fault driver and their insurance carrier

We informed the at-fault driver that we would submit vehicle repair bills to her for 
reimbursement to us for fixing the other two damaged vehicles. We sent the 2nd and 
3rd vehicles to get repaired, then sent the estimates to the at-fault driver and her 
insurance carrier requesting reimbursement within 15 days. This took us a week. We 
contacted the insurance carrier by phone inviting them to send a claims adjuster to our 
wash to view the security video and investigate the incident.

Two weeks later we received an insurance subrogation letter from the at-fault 
driver’s insurer. They demanded payment for repairs to their insured’s vehicle, there 
was no mention of reimbursement to us on our claim. Their letter stated that, “our 
investigation has determined that your insured is responsible . . . “. We wondered—
what investigation? And, who was our insured? We responded by Registered, Receipt 
Requested letter.

HOW TO WORK WITH INSURANCE COMPANIES

It is important to note that when responding to an insurance company’s demand you 
need to be direct, specific, factual, and use certain “key word” language. We noted 
in our response letter that no claims adjuster had been to our car wash to view the 
security video and investigate the incident as we had invited them to do. We stated it 
appeared to us that, “the insurer had not performed a ‘good faith’ investigation,” and 
had not responded to our request for reimbursement. At the bottom of the letter we 
put; “CC: State of _______ Insurance Commissioner.”

Five days later we received a letter from the Insurance Commissioner’s Office that had 
a “CC” to the insurance company and At-Fault Driver. The Commissioner’s letter stated 
that the Commissioner would look into this matter. Miraculously, in just two days we 
received a phone call from the insurance company telling us payment of our claim was 
on the way, and to please disregard their previous letter.
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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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THE MORAL OF THE STORY

Lessons when handling a tunnel collision:
• Treat each customer professionally
• Communicate with each customer immediately and independently
• Immediately perform a thorough investigation
• Taking pictures before moving the vehicles
• Immediately inform the at-fault driver and the insurer of their responsibilities
• Invite the insurer to investigate the claim in person at your wash

Lessons when responding to an errant insurance claim
• Be specific, short and timely in your response
• Use key phrases like, “your investigation was not done in good faith”
• Copy-in the State Insurance Commissioner
• Set a short time limit for their response

Good luck, and keep those 100+ car hours rolling.

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 car wash 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 Car Wash” 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. 
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JUNE 6, 2013
BY BUDDY ROYAL

How To Fling A Mouse From A Wrap: Teaching 
Tools For CarWash Managers

CHECK LIST DISCIPLINE

It seemed as though this day would start as usual. Our opening manager was running 
through the opening Preventative Maintenance Check List and finding absolutely 
no problems. We were looking at a couple of employees as possible Opening Shift 
Supervisors and our Opening Manager was taking one young man along for the ride. 
And what an interesting ride it turned out to be…

PREVENTATIVE MAINTENANCE CHECKLISTS

We are big believers in using Preventive Maintenance (PM) Check Lists to ensure 
that our general managers and our opening and closing managers were dutifully 
performing the required preventive maintenance. Yet, we still had those annoying 
problems of bolts coming loose at untimely times, bearings running dry of grease, 
dryer fan output being reduced because air intakes were blocked by debris, and etc., 
etc., etc. We suspected that some of our PM Check Lists were simply being “Pencil 
Whipped” —checked OK without an actual inspection—rather than being filled-out 
during detailed inspections. I realize no other car wash operator has such problems, 
but we sure DID.

On this day, Opening Manager ‘Jim’ (we changed all names to protect the innocent) 
was walking eager-beaver ‘Bill’ through the tunnel with the Opening PM Check List 
in hand. Jim, carrying the Check List, would look at the list, call out the item and say: 
“Loader Guide-Bolts Snug – check… Conveyor Chain free of obstruction – Check,” and 
so on through the tunnel.

They reached the wraps and Jim called out: “Wrap One Connection Bolts Snug – 
Check; Wrap Two Connection Bolts Snug – Check; Wrap Three Connection Bolts Snug 
– Check; Wrap Four…”
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That’s when eager-beaver Bill mumbled something like:

Bill – “Excuse me sir, is ‘that…thing’ supposed to be on top of Wrap Three?”

Jim – “Don’t interrupt me. We’ve only got 10-minutes to do this tunnel!”

Bill – “Got it, but I don’t think…“

Jim – “That’s right, you’re not supposed to think, you’re just supposed to watch and 
learn!”

And on went the Opening Preventative Maintenance Inspection through to completion. 
Jim and Bill were standing at the end of the tunnel —with Jim explaining how he could 
see three or four things at the same time in the tunnel and didn’t need to look at each 
detailed item on the PM Check List to know it is ok and to check it accordingly— when 
a blood-curdling scream came roaring through the tunnel. Zach, our opening shift 
cashier, arrived at work and took a short-cut through the tunnel to get to his work 
station. Walking by the wraps, Zach saw what Bill had seen . . . and he didn’t handle it 
well.

MOUSE-ON-A-WRAP (You just can’t make this stuff up!)

There on top of Wrap Three, right where “Connection Bolts” had been declared “Snug” 
by Jim, was a wide-eyed little mouse, shivering with fright (meanwhile Zach was 
headed shivering to the men’s room to change some of his clothes.) Yes, in the middle 
of a bustling 2-million population city, there are mice. How this one got on top of a 10’ 
wrap in a car wash tunnel is anyone’s guess.

Jim now had two distinct problems:

1. How do I get the mouse off the wrap?

2. How do I explain to the general manager that I missed seeing the mouse that Bill 
saw?

Jim said, “Hmmm, we’ll just move the wraps a bit by hand and the mouse will surely 
jump off.” The mouse thought, “I ain’t movin’, and don’t call me Shirley.”

So, Bill said, “Let’s turn on the wraps and fling the mouse off.” Have you ever seen a 
mouse spin in circles at 100 rpm…and NOT move? Well this mouse just hunkered down 
and stuck like glue. Bill held up his smart phone and videoed the whirling “Mouse-on-a-
Wrap,” a real sight to see:
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CLICK TO SEE MOUSE ON A WRAP VIDEO

Jim then had Bill get a ladder, put on rubber gloves and go up after the mouse. Bill got 
up the ladder. Bill would reach, the mouse would change sides of the wrap, Bill would 
jerk back (shaking the ladder violently). After such three attempts, down the ladder 
came Bill, he was done.

Fortunately our bookkeeper, kindly referred to as “Grandma Sharon” by one and all, 
was in the office. The scream brought her to the tunnel as quickly as her “Grandma” 
feet could get her there. “Grandma” surveyed the scene and said, “boys, boys, boys 
just calm down, I’ll get the mouse.” She got a hand towel, climbed the ladder (with two 
sets of manly hands steadying the ladder for her), tossed the towel over the mouse, 
scooped him up inside the towel, twisted the towel shut and handed it down to Jim 
(Bill wouldn’t touch the towel and Zach was still in the men’s room).

Guard Against Pencil Whipping: Teaching Tools For Carwash Managers

Problem #1 is solved! Problem #2? Jim had no good solution for problem #2. He had 
to admit that he had been “Pencil Whipping” the PM Check List, and not just on this 
day. In the end, the “Mouse-on-a-Wrap” video made an awesome teaching tool. We 
use it for our new monthly Preventative Maintenance Training class for managers and 
supervisors when we talk about “Pencil Whipping” check lists.

How do you train and measure the success of your preventative maintenance training?

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 car wash 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 Car Wash” 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. 
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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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JUNE 21, 2013
BY DEE MEURKES
Enviro-clean Car and Dog Wash

Radio: How This Car Wash Owner
Connects To Her Community

PERSONALIZING YOUR CAR WASH PROMOTION WITH RADIO

Since becoming a carwash owner, I have used all types of media to promote our 
business. I can only speak from experience but radio works. I tend to voice my own 
commercials. I feel it is a personal way of communicating with your customers and with 
the business name of “Enviro-clean Car and Dog Wash” I even add our dog Jake to our 
commercials. I cannot tell you the number of people that I have had come up to me 
and say “I heard your commercial this morning” or “is that really your dog Jake barking 
at the end of your ad?” Best of all, when you come to wash your car or truck at our 
washes, our local radio stations are playing in the bays at both of our washes. We also 
tweet and Facebook each other to build stronger working relationships.

The General Manager of our local radio station was at our wash a few weeks ago 
washing his car and my husband said to him, “I really was not sold on radio at the 
beginning, but I am now.”

It may not be the “cheapest” form of advertising but it is the best. I feel it is the best 
way of keeping your name out there and telling your customers what is new and 
upcoming with your business. Advertising with radio is about branding your business 
with a good base campaign and adding additional features or promos that get your 
name mentioned throughout the day.

HOW GIVING BACK STRENGTHENS THE CAR WASH INDUSTRY

I feel that I have a great relationship with our local stations and everyone there works 
with you to promote your business. We have a reverse osmosis water system at both 
of our locations. We supply the drinking water for the local stations as part of our 
advertising promotion. We currently sponsor the CKSY “Water Cooler Question of 
the Day” on our local morning radio show. I have been advertising on this program for 
almost two years. What better way of getting across to your customers and potential 
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customers? Contestants call in to guess the “Water Cooler Question of the Day” at 6:40 
AM when they are getting ready for work or getting their kids ready for school and if 
they have the correct answer they win a re-loadable $10.00 giftcard to our car and dog 
wash. If you get a chance, you can listen live in the mornings at: www.943cksy.com. 
We also sponsor a feature on our local country station (www.country929.com) called 
Pick’em Racing Challenge. Again, it is keeping our name out there in the community.

We are the “exclusive wash facility” of Blackburn Radio in Chatham-Kent, for which we 
feel very proud. It is so nice to see their shiny station vehicles at remotes, community 
events and parades and know that we are a part of their success too.

My first car & pet wash blog was on partnerships. This one may be on the importance 
of using radio as your media— but again it is about building partnerships in your 
community.

DEE MEURKES

Dee has been in the self-serve car wash 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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JUNE 28, 2013
BY NICOLE FERREIRA
Emzone

How To Safely Remove Bugs From A Car

Detailers and car washers alike often get frustrated trying to remove bugs from the 
car’s exterior. Bugs tend to get really stuck on the surface making it more difficult 
to remove than other dirt and residue. It doesn’t seem to matter where they end up 
sticking to, whether it’s a windshield or on the hood of your car, they are still just as 
difficult to remove. Some bugs contain acidic substances which makes it easier for the 
bug to destroy your car’s paint. As a result, when removing bugs you need to be far 
more careful to prevent damage of your car’s exterior appearance.

Some think that the best bug remover is scrapping the bug off with a tool. This can 
easily damage the car’s surface (paint or clear coat). Instead, a specialty formulated 
product is much safer as it loosens and lifts the bug from the surface and won’t 
damage the car’s paint. You can buy a bug remover from your local automotive or 
hardware store. You can also scrub with a microfibre cloth to remove the bug from the 
car. Using an ordinary cloth or towel can potentially cause damage. Also, microfibre 
cloths don’t leave behind lint. Whether it is your own car or a customer’s, you want 
to ensure that you treat it very carefully. It is very easy to chip the car’s paint when 
removing bugs from a car if you use the wrong tool. 

WHAT’S THE SAFEST WAY TO REMOVE BUGS FROM A CAR?

1. Use a product that is specifically formulated to remove bugs from cars—a bug 
remover. You’ll first want to test the product out in a smaller area to ensure that it 
doesn’t spot.

2. Shake the can well before you spray it.

3. Spray the product onto the surface of the vehicle and let it sit for about 30-60 
seconds. The bugs should be easier to remove.

4. Use a microfibre cloth to gently remove the bug from the surface.

5. If necessary, repeat process.

6. Once the entire car is free of bugs, clean the entire car for that spotless finish.
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TIPS:

•	 If the bug is on the windshield, after it is removed, use a glass cleaner that doesn’t 
contain ammonia to keep that glass looking clean.

•	 Wax the car after the entire car is clean as bugs can damage the paint’s clear 
coating. Waxing protects the vehicle’s paint and clear coating.

•	 Clean bugs as soon as they end up on your car. Many often allow the number of 
bugs to build up on their vehicle causing for more work when they get around to 
cleaning it. Also, from an aesthetic perspective, cars with countless bugs can be 
visually unappealing.

•	 Don’t force the bug off the car as you may potentially damage the paint.  
Re-painting the car can be costly for the customer.

•	 The sooner you clean the vehicle, the easier it is to remove any insects.

NICOLE FERREIRA

Nicole Ferreira is the Marketing Coordinator of emzone,  
the brand of Empack Spraytech Inc. She graduated with 
a Post-Graduate Certificate in Public Relations. Prior to 
working for Empack, she was an employee of a Honda 
dealership where she developed her love of detailing and 
the automotive industry. She believes in doing a thorough 
clean of the car to keep it looking at its best. She is not a fan 
of using dish soap to wash your car. You can follow her on 
Twitter at @NicoleMarFer or for automotive cleaning tips 
follow @emzoneproducts. Nicole resides in Toronto, Ontario.
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Equipment, Chemicals, Supplies, and Service 
HOWCO dedicates itself in providing superior quality 
car wash equipment, supplies, and chemicals. Above 
all else though, HOWCO is about supporting car wash 
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 car 
wash 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 car wash 
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 
car washing 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 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!  
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
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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 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®.
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 car wash 
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 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. 
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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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, 
environmentally-friendly car wash products, packaging 
and equipment. This allows you to create an extraor-
dinary Car Wash Experience�for you customers, while 
controlling operating costs, and improving safety and 
handling. Lustra’s™ global network of distributors pro-
vides 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 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. 
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

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. 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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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 car wash 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
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PDQ’s PRODUCT OF THE YEAR

PDQ LaserWash® 360 in-bay automatic 
wash system was

named “Product of the Year 2013” at 
Poland’s International Petrol Station 
Trade Fair.

Manufacturer of in-bay automatic 
vehicle wash systems, PDQ’s 
LaserWash® 360 was selected in the 
category Group III: Equipment Services 
Related at the 2013 fair. The event 
was held May 8-10 at the Warsaw 
International Expocenter in Warsaw, 
Poland.

The Product of the Year competition 
is aimed at highlighting the leading 
products and services that are 
presented during the Petrol Station 
Trade Fair, all of which must have 
certifications and permits for use in 
Poland. 

PDQ’s innovative LaserWash 360 
vehicle-wash system fit the contest 
parameters because it has been 
designed to deliver significantly 
faster wash times that help maximize 
revenue-generating vehicle throughput 
opportunities. The LaserWash 360 
also has unlimited wash-package 
configurations and multiple service 
offerings that give customers a full 
array of wash choices. The LaserWash 
360 has also been designed to 
optimize operator costs by minimizing 
water requirements, reducing electrical 
consumption and lowering chemical 
usage. In April, PDQ announced the 
latest upgrade to the LaserWash 360 
system--the LaserGlow Illumination 
Effect System--which has been 
specifically designed to improve 
customer flow by illuminating wash 
bays day or night while helping safely 
guide customers through the vehicle 
entry process. 

NETHERLANDS DISTRIBUTOR 
ADDED

Washworld continues to expand 
its international distribution with 
the addition of Netherlands-based 
SAVONA. Founded in 1968, the 
company is owned by Vincent Van den 
Dungen, who is the second generation 
in this family-owned carwash company. 
Van den Dungen also serves as 
president of the Dutch Carwash 
Association. 

SAVONA is a supplier for several 
oil companies and is a leading 
manufacturer of self-serve carwash 
equipment in Europe. SAVONA is 
selling the Washworld touchless 
carwash system as part of its turnkey 
AUTODOES aimed at unattended 
sites integrated to POS systems of gas 
stations. 

HYYRO-SPRAY AND BELANGER

Hydro-Spray recently partnered 
with Belanger Inc. With exclusive 
distribution rights in western 
Pennsylvania, Hydro-Spray teams up 
with Belanger’s in-bay product line, 
including the Freestyler Soft Touch 
Automatic, Saber and Kondor Touch 
Free Automatics. In addition, Hydro-
Spray will expand its offering to 
include Belanger’s Tunnel Systems in 
Pennsylvania and surrounding areas. 
Company president Cliff Reed says the 
new partnership will promise growth 
and strength for Hydro-Spray while 
offering a diverse product and service 
offering to carwash operators in 
Pennsylvania and surrounding areas. 

NEW LOW-pH FOAMING SHAMPOO 
FROM WARSAW CHEMICAL 

Warsaw Chemical Co. Inc. introduces 
Formula 582 Ultra Cloth, a non-
corrosive, low-pH foaming shampoo 
concentrate designed to remove the 
toughest soils and road film. Ultra 
Cloth removes excess alkalinity and 
dehydrates water to allow the vehicle 
to dry faster while helping to brighten 
glass, chrome and the vehicle finish. 
This low-pH shampoo is devoid of the 
dangerous ingredients found in most 
low-pH products. It is designed for 
friction tunnels and in-bay automatic 
carwashes. Available in 15-, 30- and 
55-gallon plastic drums and a 5-gallon 
plastic tighthead.

SONNY and WASHTECH

SONNY’S The CarWash Factory 
announces the addition of WASHTECH, 
Mid-Atlantic Carwash Technology, 
Inc. to its SSO (Select Service 
Organization) network. WASHTECH 
will distribute, install and service 
SONNY’S Tunnel Equipment and 
AutoPilot CarWash Control Systems in 
Virginia, Maryland, West Virginia and 
Eastern Pennsylvania. WASHTECH 
is located in Charlottesville, Virginia, 
and has local service operating out 
of Baltimore, Northern Virginia, 
Richmond, Virginia Beach, Lynchburg 
and Whitehall, Pennsylvania. It is the 
mid-Atlantic’s largest carwash supplier 
and installer with the staff, experience 
and resources to support all aspects of 
a carwash operation.

BOOMERANG

The Boomerang Carwash chain, 
which includes 29 express carwash 
locations, is now owned by the new 
company, Boomerang Holding LLC. 
A recent announcement stated that 
the new company is headed by CEO 
James Burks. It is also overseen by a 
board of directors that includes five 
representatives.

“We were able to achieve this 
structure by the in-kind contribution 
of franchisee and facility owners of 
the Boomerang Carwash locations,” 
Board Chairman John Bailey stated. 
“Individual ownership equities in the 
various properties were all contributed 
for stock ownership in Boomerang 
Holding LLC.” The company said it 
plans to improve operations through 
new training programs and through 
new technologies and features.

Currently, the chain employs 150 
employees and has locations in 
Arkansas, Oklahoma, Tennessee, Texas, 
Louisiana and Mississippi.
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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 WashTrend 
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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