
Vehicle Washing, it’s all we do...We Have To Be Good

Call Us Today! 1- 877- 917- 7550

Welcome to this issue of AutoAuto Wash News; a periodic newsletter designed specifically for the car wash 
owner and operator.  Our goal is to provide you with timely information that can save you money and help 
increase your business.  If you ever have any suggestions, please give us a call and we’ll do our best to address 
your concerns.  We view the relationship as a partnership.  Our success can only be measured by your success.

Within this newsletter, it is our intent to HIGHLIGHT/SHOWCASE a specific product or manufacturer in each edi-
tion.  In this edition our product showcase is Blendco’s new wall cleaner.  We are seeing very good results with 
this wall cleaner. What operator doesn’t need a wall cleaner?   Whether tunnel, self serve or automatic… it is 
important to have a clean presentable bay. 

Our Mission:
“PROVIDE THE BEST POSSIBLE SOLUTIONS FOR THE CUSTOMER.   DELIVER EQUIPMENT, SERVICES, 

PARTS AND CHEMICALS AT FAIR PRICES, WITH EXCEPTIONAL FOCUS ON INTEGRITY, HONESTY AND PRIDE IN                
EXECUTION…DO THE RIGHT THING!”

Loran Bourdo
President
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Blendco’s new Wall Brite Formula is a super strong acid 
blend designed to clean glazed ceramic tile, painted and 
protected brick and cinder block and FRP walls and sur-
faces.

•	Compare to advertise non-HF wall cleaners
•	Priced economically and available in 6 gallon pails 

and 30 gallon drums.
•	As low as $80 for a 6 gallon container or $388 for a 30 

gallon container.
•	No Scrubbing Required!

Recommended usage:
Use undiluted or as los aw 4:1 depending on the soil load.  
Use low pressure, non-atomizing sprayer to apply.  Allow 
3-5 minutes contact time.  Remove with high pressure rins-
ing.

PRODUCT SPOTLIGHT - BLENDCO WALL BRITE WALL CLEANER

32 TIPS FOR A MORE PROFITABLE WASH!

Advertising tips
1. Advertise satisfaction and guarantee it, list a phone 

number to call if dissatisfied.  The customer will feel better 
and more at ease about coming to your wash.

2. In your advertising, never sell cheap — sell quality. 
You don’t really want the customer that only buys cheap. 

Go after the quality buyer; they’ll spend more, be happier 
and come back for more. 

3. Never use negative advertising.  Instead sell the 
quality of your wash.

4. If you use multiple mediums for advertising, tie 
them together with a common theme.

5. In radio advertising, build a visual image in the lis-
tener’s mind. It always helps to have a little humor in the ad.

6. Advertising budgets should be between five and 
ten percent of gross revenues. 

7. Do not to place all your ads in one medium. 

Vending tips
8. If possible, have the vending machine next to the 

change machine or in line with the foot traffic so you’ll get 
the “impulse” sales.

9. Choose the vending items that sell and don’t be 
afraid to give up on the ones that don’t.

10. The most popular vending items are air freshen-
ers, foaming tire cleaners, Armor All spray, Armor All sponge 
packets and window wipes.
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11. Make sure the vending machine is functioning 
properly. If a customer loses money once, they will be re-
luctant to use the machine again.

Sales tips
12. Offer discounts for fleet customers, seniors, birth-

days, holidays — anything that will reward the customer 
and keep them coming back.

13. If possible, offer discounts in dollars-off rather 
than a percent-off. This way the customer knows the sav-
ings right away without having to do the math.

14. Offer specials for Christmas, Thanksgiving, St. 
Patrick’s Day — any and all holidays. Once customers see 
something on special, they start wanting the special, even 
if they hadn’t thought of it before.

15. When you offer specials, offer three different pric-
es, most people will take the middle of the road. If you offer 
only two, then they’ll take the cheapest one.

16. Give the kids something to remember the car-
wash. The parents will remember the gesture and both will 
want to come back. IE: Give out lollypops.

Credit card tips
17. Accept all major credit cards. It’ll cost you a few 

percentage points off the top, but it’ll also get you the cus-
tomers that don’t carry cash.

Security tips
18. Have lighting, and lots of it, for nighttime secu-

rity, safety and “presence” advertising. When people drive 
by at night and see a well-lit facility, they’ll remember it and 
come back even if they don’t wash at that time.

19. Closed circuit cameras are one of the best (along 
with lighting) crime prevention tools a carwash can have. 
Advertise and announce it all over the wash: on the doors, 
change machines, vending and coin boxes.

20. One of our customers poured a 3” concrete slab 
on the roof over the equipment room in order to make it 
more difficult for someone to break in.

21.  Another customer installed rebar across the air 
conditioner opening so it will take more than just hand 
tools to break in.

22. Install dead bolts on the office and equipment 
room doors that require a key to unlock it from the inside. If 
someone gets in any other way but the door, they have to 
go out the same they came in.  Why make it easy for them 
to just walk out the door? Once they discover this, and pro-
vided the alarm has been triggered, they will shorten their 
visit and most likely get out of there before the authorities 
arrive.

23. Install motion detectors in both the office and 
equipment room tied to the security alarm.

24. Arm the security alarm at night with individual at-
tendant codes. Ensure it monitors all the doors and has mo-
tion detectors in each room. On alarm, it will trigger an out-
side horn (loud enough to scare the heck out of you even 
if you expect it).  Have it dial three phone numbers, one of 
whom is the local police station with a recorded message. 

General tips
25. Put your name and telephone number on the 

door. This shows you are proud of the facility and you per-
sonally guarantee the wash.

26. Train the employees to interact with the custom-
ers while they are doing their job. It is always nice to be 
referred to by name.  Starbucks trains their employees to 
know your name and call you by name at the register.  Feels 
good, doesn’t it?  

27. It is easier, cheaper and better to keep an existing 
customer than get a new one. Remember the motto: The 
customer is always right.

28. If customers don’t need a product or service, tell 
them they don’t need it. Your honesty will build trust, loy-
alty and repeat business.

29. One unhappy customer will tell an average of 20 
people about his/her unhappy experience, while a satisfied 
customer tells only three.

30. Create and distribute an instruction sheet to in-
form your customers about the best and cheapest way to 
wash their car.

31. Keep all areas of the carwash clean and attractive. 
Customers appreciate pulling into a clean bay and many 
will just keep right on driving past a dirty one.

32. Always listen to your customers’ suggestions. 
They may not be right or practical for your wash, but it’ll 
only take one to make the listening worthwhile.
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OUR PARTNERS

HOW TO EVALUATE YOUR WASH QUALITY

In our opinion, every supplier of chemicals should 
provide a written evaluation report that tells you what your 
chemical usage, costs, strengths and cost percentages are 
for your wash?   So ask yourself this question … do they?   
Many chemical companies simply install their detergents 
and tell you — you are “all good” — I have everything “set.”  
What does  “all good” or “set” mean?  This is where many 
companies fall short of the mark in delivering all of the 
facts. If your current supplier hasn’t provided this, maybe it 
is time that you insist that you get a written report detailing 
cost usages and other useful information about your chem-
icals.  Maybe it’s time you ask for a report!   As you consider 
what that report should include, follow these guidelines to 
separate the “Quality players” from the “Players.” 

A quality wash evaluation report should answer these 
questions: 

•	 What is the quality of the product being applied? 
In many cases this is done with drops of titration 
(a measure of the strength of an acid or alkaline 
detergent). 

•	 How does the quality compare to what the in-
dustry norm is? 

•	 How does the quality compare to the “before 
product” in the case of a new product being ap-
plied? 

•	 What is the qualitative rating on foam? 
•	 What is the qualitative rating on color? 
•	 What is the qualitative rating on scent? 
•	 How many ml/ounces were applied per car or per 

minute (in case of self-service wash)? 
•	 What is the cost per car or per minute? 

•	 What is the cost percentage as a percentage of 
the wash cost? 

It should also contain the cost assumptions (what the 
cost of the product was per ounce and should specify any 
dilution tip colors (used to track what the setup dilution 
was in case of a change). 

So ask yourself — does my current chemical supplier 
supply all of this?  If not, why not?  Are you figuring your 
chemical costs by taking your monthly expenditures and 
dividing by the number of cars washed? Using this method, 
any variances take a long time to be discovered.  Also, a 
monthly cost evaluation like this can miss things such as:  
are the strengths where they should be?  Could they be bet-
ter and at what cost? 

So insist on quality … insist on an installation or 
quality report.  Ask for this and give your supplier a chance 
to show you what their capabilities really are.  Get the ser-
vice you are paying for when you buy your chemicals and 
arm yourself with the knowledge.  Any supplier can come 
in after a quality install and “save money” by lowering the 
strength, color, fragrance and foam.  Will you notice?  May-
be or maybe not immediately.  If you have a record of the 
history of these types of settings,  you will make much bet-
ter decisions about which suppliers to buy from.  This in-
formation arms you with more data to help you figure out 
whose product is the best value.  


