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Dollar tokens
give Lynnwood
Car Wash their
identity back

by David Blumenfeld

America’s Car Care Business

CRISIS

at is the most important part of your car wash business? Some

consultants will tell you that it is your brand, or your identity, or

what image 15 invoked in your customers’ minds when they think

of your car wash ., After all, these are the customers that come back time and again.

At least that's the plan, right? Whatever moniker is used to describe this phe-

nomenon, most experts will agree—for a business that relies on repeat cus-
tomers, there is nothing worse than an identity crisis!

Unfortunately, an identity crisis is EXACTLY what Ed Kirschner was facing
when he purchased The Lynnwood Car Wash, a busy three-bay self-service car
wish in San Bernardino, Calif. four years ago.

“There were two car washes which were owned by the same person within
one-half mile of each other,” recalls Kirschner. Naturally, both locations used
the same 30-cent brass tokens to power their wash bays and vacuums, While that
was ideal when both were part of the same *family™ it was less than optimal after
Kirschner bought one car wash and the other was sold to another entity.

“We tried for years to negotiate a sale of the other property,” says Kirschner.
When it became obvious that the negotiations “weren’t heading where we wanted
them to go” Kirschner decided that something had to be done. Until then, he was
using the same tokens as his competitor. Since the competitor’s wash was not
well maintained, customers would start out there, purchase tokens and then
realize that the wash {or vac) was not working, and end up at The Lynnwood Car
Wash —with competitor tokens in hand. Worse than having them in hand—they
successfully used them in Kirschner’s wash bays! So Lynnwood was vending the
service without the benefit of selling the tokens —for a “double whammy."

Something’'s Gotta Give

In addition to losing cash because he was vending services which customers
were not paying for—there was the “soft-side problems™ of negative imagery, or
being associated with the poorly equipped car wash, In customers’ minds, both
car washes were still pretty much the same—afier all, the tokens still worked in
both locations the same as they always had.

In addition to receiving tokens from his nemesis car wash down the street,
Kirschner was also seeing tokens from nearby arcades, pizza parlors and other
arcade-type venues nearby. Worse than the dispensing of services for these “free-
loading™ tokens was the fact that sometimes these foreign tokens would cause
jams —thus rendering that bay useless until Kirschner or one of his crew could
spot and clear the jam.
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