
Mike Melasecca of Pennsylvania’s
All Star Window Cleaning said he was ready to 
throw in the towel.

 As a window cleaner who added pressure 
washing as a way to make more money, 
Malasecca found it  costly and extremely time 
consuming. “I was aggravated and ready to stop 
offering pressure washing services altogether,” 
he explained. 

Then he saw that Jack Kramer of A Brilliant 
View Power Washing and Seal Coating was 
offering a two-day pre-seminar class in his 
area, and Melasecca decided to attend. “I’m 
so glad I did. Jack taught me what I was doing 
wrong and how to work faster and more 
efficiently. Today, I do more pressure washing 
and roof cleaning than windows. Jack’s class 
completely changed my business.”

In fact, Melasecca was so happy that 
he took Jack’s class again last year at the 
Bethlehem, Pennsylvania event, this time 
bringing his brother along. “It’s always good to 
refresh, and I definitely picked up some new 
things the second time.”

Jeff Scott – owner of Green Window
Cleaning Services and founder of Safety Green 
High Rise Rope Access / RDS Training – attended 
Jack’s pressure washing class this past January in 
New Orleans. “I needed instruction. I had seen 
people cleaning roofs and studied up online, but 
I was still doing it wrong,” Scott explained. “I 
was ruining pumps left and right and it was very 
frustrating.”

After leaving Jack’s in-depth course, Scott said 
it was some of the “best money” he ever spent. 
“I had heard nothing but great things about Jack 
and his class, and everything I heard was correct. 
I walked out feeling confident, prepared and 
satisfied that I had made a wise investment. Jack 
taught me in four hours what I hadn’t figured out 
in months of doing it on my own.”

Meet 
Jack Kramer
Co-Host of the 2015 Pressure Washing 
Seminar and Networking Event, & 
Trainer for the Pre-Seminar Pressure 
Washing and Wood Restoration 
Classes

Events

Jack Kramer (right) with one of the 
many giveaway winners at last year’s 
Pressure Washing Seminar & networking 
Event in Bethlehem, Penn. 
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Cody Downs, Operations Supervisor for 
PowerWash.com, also attended Jack’s New Orleans 
class because he wanted to learn more about 
residential cleaning, and especially roof cleaning. 
“When I told Michael (Hinderliter) I wanted to 
take a class in New Orleans, he asked who was 
teaching it. When I explained it was Jack Kramer, 
Michael said I definitely needed to participate.”

Cody had gained most of his training through 
the staff at PowerWash.com, and was pleased to 
find out that he had been taught well. “Jack’s class 
gave me new confidence in doing my job and 
helping our customers. I realized that I already 
knew most of the information that was taught 
during the introductory portion of the course. 
However, it has taken me about 1.5 years to learn 
the things that Jack taught in just a couple of 
hours. And I picked up some great tips as well that 
will make me a better distributor in the long run.”

A Natural Teacher
Before starting his pressure washing business 

14 years ago, Jack Kramer worked for Cullinet 
Software, where he taught numerous classes 
and led several presentations at large national 
conferences. 

Today, Jack primarily cleans residential, 
offering house and roof cleaning, apartment 

and condominium cleaning, cement and paver 
cleaning and sealing, deck restoration, window 
cleaning and driveway sealcoating. “We clean 
approximately 200 roofs per year, and have 
cleaned and sealed hundreds of decks, including 
over 150 decks in a single condominium complex,” 
he explained. While most of the decks in his area 
are pressure treated pine or cedar, he has restored 
many hardwood decks as well.

It’s Jack’s 14 years of professional cleaning 
expertise – combined with his experience as a 
professional trainer – that makes his pre-seminar 
class such an excellent opportunity, particularly 
for those who are new to pressure washing or 
wood restoration.

The comprehensive class covers many topics, 
and runs from 8 to 6 on the first day. “Jack held my 
attention the entire time, and that is saying a lot 
with me,” Downs explained. 

Mike Rego of Dunrite Property Services 
agreed. “Jack is a very good instructor. He’s 
engaging and knows how to keep the drier subjects 
interesting. I picked up several useful tips at his 
class last year in Bethlehem, Pennsylvania.”

The Pre-Seminar Class
The first portion of Jack’s class is business 

basics and shows you how and why to create a 
business plan. “Without a business plan you have 
no direction or goals,” he explained.

The class also covers equipment – including 
pressure washers (both hot and cold), GPM, 
PSI unloaders, guns, hoses, nozzles, chemical 
applicators, tanks, and much more so everyone 
understands what equipment they will need.

The house wash section covers how to wash a 
house efficiently, how to identify possible issues, 
as well as cleaner mixtures.  It also covers how the 
different surfaces such as vinyl, brick, etc., differ in 
their cleaning process.

In the roof cleaning portion, students are 
taught how to clean roofs properly without 
damaging them. He provides students with 
documentation from national roofing authorities 
supporting this method.

Jack also offers a wood restoration class, which 
can be taken along with the pressure washing 
class, or individually for those who already know 
the basics of pressure washing. 
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HELP WANTED
SALES CONSULTANT/ESTIMATOR
Seeking a full-time experienced sales professional.  
Required to know the services we provide and how 
we perform the services. This position is primarily a 
b2b sales role. Responsible for cold calling, attending 
networking events, developing referral partner 
networks and running company developed leads 
through advertising, trade shows, etc. Required to 
attend sales meetings, forecast meetings and new 
services training. Primarily be focused on recurring 
revenue streams through property management firms, 
multi-location businesses, janitorial businesses, 
and individual businesses that value their presence. 
We are willing to relocate someone with excellent 
qualifications. Pay is base plus commission and 
DOE.  Please email resume with cover letter to don.
windowcleaning@yahoo.com. 



Beyond the Classroom
At the end of the class, Jack provides attendees 

with all of his contact information, and intends 
for them to contact him. In some cases, he may be 
able to do even more than simply help by phone.

For instance, not only did Jack teach Melasseca 
in the classroom, he traveled over two hours away 
to help him on a deck restoration job. “Jack is a 
guy who really cares. He’s not only a teacher, he’s a 
mentor, and I’m proud to call him my friend.”

 “To learn from Jack was an amazing 
experience,” Cody added. “In fact, I was so blown 
away that before I left I had to give him a big hug – 
and I’m generally not a hugger.”

Jack’s son, Kyle, also helps with every class and 
participants agreed that he was a great addition to 
every class. “Kyle helped demonstrate and reiterate 
the points that Jack was making, and he did an 
excelleng job,” Scott explained. 

March 5-8 in Bethlehem
Jack’s next classes will take place March 5-6 in 

Bethlehem, Pennsylvania, as a pre-seminar to the 
2015 Pressure Washing Seminar and Networking 
Event. 

Once again, the event will be hosted by Jack 
Kramer, along with Tom Vogel of ACR Products and 
Thad Eckhoff, co-founder of the Pressure Washing 
Resource Association (PWRA). The knowledge and 
experience of these three gentlemen, when combined, 
makes this regional event one of the most dynamic 
weekends of the year. The weekend will be filled with 
seminars, breakout sessions, vendors, and some of the 
best networking opportunities around. 

“I like to run an event that really encourages 
contractors to meet other contractors as well as 
vendors,” Jack explained. “That’s why our event 
includes a networking reception, lunch and a delicious 
dinner buffet.  With everyone sitting together and 
eating, it almost forces you to meet other like-minded 
professionals.  I also try to introduce the students in 
my class to successful professionals that do the same 
type of work they are looking to do.”

To learn more about Jack’s classes 
or the Pressure Washing Seminar and 
Networking Event, visit www.PW-
Seminar.com.

Want more
Residential
Work?

Contact us to learn more:
800.311.8360

www.PerfectPowerWash.com

We are hiring subcontractors
in your area.   Just sign up,
show up, clean, and get paid!



The pressure washing industry is in 
Russell Arthur’s blood, and has been since 
he started selling cleaning chemicals back 
in 1975. In those days, Russell had “never 
sold a thing in his life” and so he had to 
figure it out on his own. That meant not 
only understanding how chemicals worked, 
but how pressure washing equipment 
operated and how to fix it in the field. 

“He can take a pump apart and put it 
back together in the dark,” explained his 
wife, Judy Arthur. “He understands the 
equipment inside and out. And we both 
love helping people.”

Over the past 40 years, Russell worked 
for several different pressure washing 
chemical manufacturers before deciding 
to go out on his own.  In 1999, Russell 
and Judy opened their own business in 
Gadsden, Alabama, which they named 
Coosa Valley Chemical. 

Through Coosa Valley Chemical, the 
couple developed several popular products, 
including automatic truck wash soaps such 
as their popular Pro Foam Plus, as well as 
degreasers, concrete removers, aluminum 
cleaners, and other specialty cleaners.

However, it’s their ability to custom 
blend products, as well as to find ways 
to keep product costs down, that led the 
Russells to begin Wholesale Cleaning 
Chemicals, a new company designed 
with the contract cleaner’s needs in mind. 
“Our goal is to bring quality products to 
the contract cleaner at wholesale prices,” 
explained Russell. 

Because Russell has such vast 
experience in the pressure washing 
industry, Wholesale Cleaning Chemicals 
is able to custom blend, match products 
currently being used, or suggest products 
for specific cleaning situation. “If you 
have a product you like that is no longer 
being made, or one that costs too much to 
ship, we may be able to create a matching 
product at a less expensive price,” Judy 
explained. “We know how to help cut 
prices without cutting quality.” 

For example, kits are available 
containing no water, as are super 
concentrates, both of which save on freight. 
Wholesale Cleaning Chemicals also 
offers free samples and free shipping to 
customers on their first order. 

In addition to 40 years of pressure 
washing experience and chemical wisdom, 
Russell and Judy believe that the quality 
of their products and customer service 
sets them apart from other chemical 
manufacturers. “Russell has learned this 
industry from being out in the field, so 
if you have a machine problem, give us a 

PWNA Vendor Profile

Heavy Duty Cleaners for Heavy Duty Jobs



call. He may very likely be able to walk you 
through how to fix it over the phone, saving 
you an unnecessary and expensive service 
call.” 

The Arthurs can also help customers 
figure out which product is needed 
for a specific type of job. “Many times, 
contractors need a special product for a job 
and are not sure what to use. We are here to 
help in those situations,” Judy explained.

Over the years, Russell and Judy 
have been a member of other industry 
organizations, but were wanting to have 
more contact with the actual users of 
their products. They joined the Power 

Washers of North America in 2014 and 
attended their first PWNA convention last 
November. 

“Our experience with the PWNA 
convention was wonderful,” added Judy. 
“We met a lot of great people and can’t wait 
for this year’s event in Charlotte, NC.”

Finally, Judy adds that she and Russell 
both love the pressure washing industry, 
and are proud that they’ve “chosen to go 
a different route by starting Wholesale 
Cleaning Chemicals and helping 
contractors maintain quality while cutting 
expenses.” She concludes, “We love this 
industry and we love our customers.”

To learn more about Wholesale Cleaning Chemicals,  
visit their website

www.WholesaleCleaningChemicals.com
or Call 

(877) 793-1859



This is a sponsored article

The Power Washers of North America 
(PWNA) recently launched a new online 
bulletin board – www.PWNAforum.org. 
The new bulletin board will allow industry 
members to stay up-to-date with industry 
happenings as well as PWNA association 
news. 

“Social networking is such an 
important aspect of marketing these days, 
and bulletin boards are a proven way to 
keep industry members up-to-date on what 
is happening in the industry,” explained 

John Tornabene, who is helping oversee 
the project. 

The purpose of the new PWNA bulletin 
board is twofold. First, the new board will 
serve as a way to get information about 
PWNA and industry happenings out to the 
masses. Second, the new bulletin board 
should also help build PWNA membership. 
“When the PWNA had its own bulletin 
board back around 2004, the association’s 

P W N A Power 
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Industry Bulletin Board



To Learn More or to Join the PWNA
Visit www.PWNA.org
email info@pwna.org
 or call 800-393-7962

membership exploded,” Tornabene 
explained.

Tornabene, who is one of the new 
bulletin board’s administrators, has 
years of experience as a bulletin board 
administrator and moderator on several 
other well-known industry boards.  As 
such, he says he plans to keep viewers 
in the loop of what is happening in the 
industry and the organization by posting 
often. “Also, with the PWNA being the 
oldest and longest running power washing 
organization in the industry, I have at my 
fingertips many very experienced members 
who I can call upon to get information 
from and/or to have participate online,” he 
added.

The new bulletin board is expected 
to grow as Tornabene and others work to 
build the site’s popularity and benefits. “I 

will always be looking to improve the board 
so that PWNA members and other power 
washing contractors and vendors can 
continuously gain something positive from 
the PWNA.”

In addition to the public forum, 
there is also a private, PWNA members 
only section. This can be found at www.
pwnaforum.org/forumdisplay.php?37-
PWNA-members-only-Conference-Room.

The new bulletin board is just one 
of the avenues the PWNA is looking 
to increase its social networking 
capabilities. “Facebook, Twitter, Instagram, 
webinars  and whatever else comes down 
the net pipeline that involves social 
networking...everything will be on the 
table for discussion with the PWNA Board 
of Directors & the PWNA members as to 
which avenues they want to explore.”



In January, a Massachusetts newspaper 
article reported that several New England fire 
departments have experienced accelerated 
corrosion or even cracked frames that required 
them to be pulled from service.

The cause? The use of newer, more aggressive 
salt and chemical treatments – such as calcium 
chloride or magnesium – to de-ice roadways. 

Calcium chloride, which works like salt in 
breaking up ice and preventing it from sticking to 
the pavement, is sometimes used in no-salt areas 
and when the temperatures are especially low. 
Magnesium chloride is a pre-treatment that helps 
wet salt to ice. Both are very effective on the roads, 
but extremely corrosive to vehicles.

But even vehicles in areas where salt alone 
is used are at risk as well. Salt that splashes onto 
vehicles leaves a white buildup that can rust 
through their frame, causing permanent damage 
if not quickly washed off. And a corroded frame 

means the vehicle may be unsafe to drive. 
The best way to prevent this kind of damage is 

to wash the undercarriage, and typical car washes 
and truck washes may not be enough. This is bad 
news for vehicle owners, but great news for fleet 
and vehicle washers who can benefit by adding 
undercarriage cleaning to their list of services right 
now, in the heart of winter.

What is an 
Undercarriage Cleaner? 

An undercarriage cleaner (UC) is an accessory 
that connects to a hot water pressure washer 
capable of at least 4 gpm. The pressure washer 
sends the hot water to four spray bars that are on 
the undercarriage swivel. “The higher the pressure 
washer’s gpm, the faster the cleaning,” explained 
Carl Harry, general manager for Steel Eagle. 

The pressure washer sends the water to the 
four spray bars – two longer bars and two shorter 

Featured

Winter Provides Opportunities 
for Undercarriage Cleaning
By Allison Hester
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bars. Steel Eagle installs the 0-degree #2 straight 
nozzles in the longer spray bars, and the 15-degree 
#2 fan nozzles in the shorter spray bars. “The idea 
is when you push the undercarriage cleaner under 
the vehicle, the 0-degree nozzles will do the hard 
blasting and cleaning, as they are installed in the 
long spray bars and clean the surface. Then as you 
push the undercarriage cleaner further under the 
vehicle, the shorter spray bars with the 15-degree 
fan pattern will do more of the rinsing of the 
surface.” Cleaning chemicals are applied through 
the UC’s nozzles directly on the surface being 
cleaned. 

Steel Eagle’s undercarriage cleaners list 
between $940 and $1060, although prices may 
vary through individual distributors. Based 
on the information Steel Eagle has gathered 
from contractors, the charge for cleaning an 
undercarriage can range from $35 to $50 for 
typical situations, and well over $100 per vehicle in 
heavily-covered situations.

The particular model needed depends on the 
height of the vehicle being cleaned. Steel Eagle 
offers three sizes, and the main criterion is the 
amount of clearance required with each model 
under the vehicle:

• 4-inch wheel model takes 5.5-inch clearance. 
Good for lower profile cars, etc.

• 10-inch model works well for pickups. 
Requires 10 inches of clearance.

•  13-inch model works well for large trucks, 
18-wheelers, etc. Requires 13 inches of clearance.

As the models get taller, the unit is designed to 
raise the spray bar so it is closer to the surface to 
be cleaned. 

 While winter roads provide an excellent 
opportunity for using undercarriage cleaners, it 
is not the only time of year that the undercarriage 
should be cleaned. And other types of “vehicles” 
need cleaning as well. For example, lawn mowers 
and golf carts are often coated with fertilizers on 
their undercarriages, causing corrosion, damage, 
and premature wear. 

Undercarriage cleaning protects your 
customer’s property and drivers by helping prevent 
premature damage as well as making them safer 
on the road. Help your customers understand that 
by providing them with undercarriage cleaning 
services, you are actually saving them money, 
downtime and the potential for accidents in the 
long run. 



What Did Santa Bring You? 
(And What Kind of Insurance Does it Need?)

One of the concerns of an insurance agent 
at this time of the year is that everyone has new 
stuff.  Maybe you got the new turbo brush surface 
cleaner that was on your wish list.  Or the dual-gun 
hot water unit you’ve had your eye on.  Or maybe 
your stocking was stuffed with my new favorite 
gadget, FNA-Group’s Dial-N-Wash.

Whether the items under your tree were big or 
small, it’s time to take inventory of your equipment 
and make sure you have proper coverage.  

Coverage for your equipment would typically 
be found on an Inland Marine policy form.  Unlike 
other commercial property coverage, which 
covers belongings found at a particular insured 
premise, Inland Marine coverage protects from 
financial loss of property that may be mobile.  
That’s why this type of coverage is sometimes 
called a “property floater.”  Because you take your 
equipment with you to various job sites, it requires 
insurance coverage that is provided without regard 
to location.

It doesn’t matter if your equipment is new or 
old, high-tech or basic, stored in a locked facility 
or bolted to the back of your old pick-up.  Your 
equipment is a necessary and integral part of your 
operations.  Loss of your equipment means work 
stoppage and an interruption to your income. 
You should protect yourself from financial loss 
due to perils like fire, lightning, theft, vandalism, 
explosion, smoke, hail, windstorm and vehicular 
damage.  Does your insurance policy or program 
include this valuable coverage? 

Equipment coverage can be “scheduled” or 
“unscheduled.”  An equipment schedule is a list 
attached to a policy that specifically describes 
each covered item and assigns a “limit” or amount 
of coverage to each item.  If you have scheduled 
equipment coverage, it is very important to keep 
your list up-to-date.  If you have unscheduled 
equipment coverage, you don’t need to list each 
individual item, but the total coverage limit should 
equal the total value of your entire equipment 
inventory.  A combination of the two can be 
used to schedule your big items without the 
cumbersome listing of each lance, nozzle and 
coupler.

 If you do not update your coverage when you 
purchase new equipment or accurately assign 
adequate values to your scheduled pieces, you may 
fall below the co-insurance requirement spelled 
out in your policy.  This common insurance policy 
condition limits the amount of loss payments 
available to you if you do not maintain insurance 
coverage equal to a specified percentage of the 
value of the covered property.  In other words, if 
your rig is worth $8,000, insure it for $8,000.  

Your policy may include provisions for 
coverage of newly acquired equipment, but you 
should know exactly what those limitations are 
and what you are required to do to make sure your 
new equipment is covered.  Ask questions.  Be an 
informed insurance consumer.

 Here are some other questions to ask about 
your inland marine coverage:

 • If the loss occurs at my location or on a 

Business
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condition of the lost item(s) at the time of loss?  
You should be aware of the valuation method 
so you can adjust your coverage limits for each 
scheduled item up or down as necessary to ensure 
adequate protection.

 This may all sound very technical and 
complicated.  Don’t worry.  That’s what you have 
an insurance agent for.  But there is one important 
point you do need to understand.  No matter 
the monetary value of your equipment, it is a 
valuable part of your business.  It’s what keeps you 
on the job.  Protect your future income and the 
continuation of your business by asking your agent 
how to properly insure your equipment today.

Darla Renk is a Certified Insurance Service Representative 
and Account Manager for Joseph D. Walters Insurance, America’s 
#1 insurer of power washing contractors. To learn more and to 
download your free guide to power washing insurance, visit www.
JosephDWalters.com

jobsite, is the loss of my employees’ tools also 
covered?

 • Does the coverage extend to loss by a covered 
peril causing physical damage to contractor’s 
equipment I have leased or rented from others?

• If I incur a loss of my equipment, will my 
policy provide reimbursement for rental expenses 
for replacement equipment I need to keep me on 
the job while my items are inoperable?

• What is the deductible that would apply to a 
loss claimed against my inland marine coverage? 

In the event of a loss, the amount you will be 
paid is determined by a number of factors.  One of 
the most important of those factors is the valuation 
basis shown on your Inland Marine declarations 
page.  Is your policy written on a replacement 
cost basis, which provides coverage in the amount 
it will cost to replace the lost item(s) with ones 
of like kind and quality or to repair them with 
similar materials?  Or is coverage provided on an 
actual cash value basis, where valuation includes 
a deduction for depreciation based on the age and 

WOW!
Get a fast quote for     

    Power Wash Insurance!
 For a FAST telephone quote: 

    1-800-878-3808  
Get proof of coverage TODAY

 America’s #1 Insurer of  
Power Wash Contractors

www.JosephDWalters.com

$299 for 
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In researching this month’s cover article, I 
looked at Beacon Roof and Exterior Cleaning 
website. (It’s a VERY nice website, btw, and 
worth looking at.) Then I got distracted by an 
email from Runner’s World that linked to an 
article that interested me but  had nothing to 
do with pressure washing , so I went to take a 
look. 

And wallah! There was a display ad for 
Beacon Roof & Exterior Cleaning on the side of 
the page. It was like MAGIC! 

OK, so it really wasn’t magic. It was actually 
a tactic known as “remarketing” – an online 
strategy that allows you to show customized 
ads to your site’s past visitors and potentially 
recover some your site visitors who left without 
taking action. And while it may seem complex 
to set up, it’s really not. 

Remarketing ads work differently from 
traditional web-related display ads used to 
help direct new traffic to your site. Instead, 
remarketing is specific for those who have 
visited your site, or even a specific page on your 
site. By adding a simple tracking code, you can 
store data using “cookies” on your site visitor’s 
computer, and then that data is used to display 
your specific ads to that visitor while he or she 
surfs the web.

Before you can use remarketing, 

you need to obtain and add a custom tracking 
code to your website. You must have a Google 
AdWords account for it to work. Then you can 
create your code through Google AdWords or 
Google Analytics.

If you go through Google AdWords 
it will give you an entirely new code, not 
a modification to your existing Analytics 
tracking code. If you choose to go through 
Analytics, you can gain more insight into your 
visitors’ behavior and a better understanding 
of how the campaign is working for you. So 
this is generally the recommended option.

In Analytics: 
In your “Admin” section, click 

“Remarketing Lists.” (You should see this in 
blue).

• Click on “New Remarketing List” – 
located in the upper left – then name your list 
and connect your AdWords account. 

• Choose which type of marketing you 
prefer: all site visitors, specific page visitors, all 
visitors who completed a specific conversion 
goal, or a custom selection. You can make 
multiple lists based on your goals, but start 
with something basic to get you familiar with 
how it works. 

• After you are finished, you will receive a 
modification to add to your Google Analytics 
code. This needs to be added to every page of 
your site. Then agree to the Google Analytics 
Terms of Service and the Advertisers’ Policy. 

• • 

Magic? 
No, Remarketing

By Allison Hester

Marketing
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You also need to update your site’s privacy 
policy to include your use of remarketing. 

Selecting Your Audience
It’s important to wisely choose your target 

audience. While selecting “all visitors” may 
give you a larger overall audience, creating 
multiple specialized lists (e.g., one for each 
page of your website) will likely give you 
similar numbers reached but at a higher 
conversion rate. For instance, you won’t be 
promoting your commercial services to a 
residential customer, or solar panel cleaning to 
someone wanting their driveway cleaned. 

Next, you need to determine how long you 
want to store a remarketing cookie in your 
visitor’s computer. It’s tempting to select the 
maximum 180 days, but you may not want to 
barrage (and ultimately irritate) a potential 
customer. Another option is frequency 
capping, which controls how many times your 
visitor sees your ad. 

How to Create an Effective Ad
Your ad’s design is important. Here are a 

few things to keep in mind:
• Make sure your ad matches the rest of 

your branding. Same colors, same logos, same 
look as your other marketing.

• Design an ad that can be used 
consistently across multiple ad sizes. 

• Include a strong call to action. 

One Final Note
With the use of remarketing, you have a 

second chance to convert potential customers 
who visited your site but did not take action. 
They are already familiar with you and your 
services. Remarketing can give them the little 
needed push to make them take action. 

That being said, remarketing only works 
if you have traffic coming to your site in the 
first place. So it’s important to also focus on 
methods for increasing your initial site traffic, 
such as social media marketing, search engine 
optimization, and possibly traditional display 
ads. 

February

March

February 11-14: International Window Cleaning 
Association (IWCA) 2015 Annual Convention, 
Scottsdale, Arizona, www.IWCA.org

February 23-27: Water & Wastewater Equipment, 
Treatment & Transport Show, Indianapolis, 
Indiana. www.WWETTShow.com

February 24-25: Houston Networking & Training 
Event, Houston, Texas, www.UAMCCevents.com

2015 Calendar of Events 
(February - April)

March 4-7: 2015 Painting & Decorating Conttractors 
of America (PDCA) Painting & Decorating Expo, 
Charleston, SC, www.PDCA.org

March 5-: The Northeast Pressure Washing 
Seminar and Networking Event Pre-Seminar 
(Pressure Washing, Wood Restoration & Pump 
Maintenance/Repair Classes), Bethlehem, Penn., 
www.PW-Seminar.com 

March 6-8: The Northeast Pressure Washing 
Seminar and Networking Event, Bethlehem, Penn., 
www.PW-Seminar.com 

March 20: IWCA Safety Training at J. Racenstein 
Facilities, Carson, CA, http://www.jracenstein.com/
safetytraining.html

March 27: IWCA Safety Training at J. Racenstein 
Facilities, www.jracenstein.com/safetytraining.
html

 April
April 22-25: International Kitchen Exhaust Cleaning 
Association (IKECA) Annual Meeting, Ft Lauderdale, 
Florida, www.IKECA.org

March



Small business owners often outsource 
to freelance designers to create their logos, 
marketing materials and more. While using 
online services where hundreds of designers 
bid on your project at the lowest possible price 
can have its place, there are times when you 
need an ongoing, personal relationship with 
a designer—someone you can work with over 
and over again and count on to deliver every 
time.

How can you develop this kind of working 
relationship? Here are some tips.

1. Start by choosing your designer wisely. 
Your local chamber of commerce, personal and 
business connections, other small business 
owners and social media networks are good 
places to look for designers. If you see a small 
business with a marketing piece, ad or signage 
that really stands out to you, contact the 
business owner and ask where he or she had 
it done. Good designers will have professional 
websites where you can check out their 
portfolios to see whether they’ve done projects 
similar to yours. Ideally, you want to look for a 

designer who is not only familiar with current 
design trends, but also has some experience 
in your industry and working with small 
businesses.

2. Make a shortlist of several options and 
contact them for more information about 
their services. Find out:

• How does the designer charge? Some 
designers charge by the hour, others on a per-
project basis. If the designer uses a standard 
contract, ask to see it. Check out factors such as 
how many revisions are included in the price, 
whether you will own all rights to the finished 
product (very important if the designer is 
creating your logo), and whether the designer 
charges a percentage of the fee even if you 
aren’t satisfied with the work.

 • Who will be working on your projects? 
Is this a one-person shop or does the designer 
have partners or employees? You might be 
impressed with one designer’s skills, only to 
find out a much junior person will be working 
on your projects. Does the designer outsource 
to other designers? This isn’t necessarily bad, 
but if the designer is outsourcing to the same 
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type of online design services you were trying 
to avoid, there’s not much point to hiring him 
or her.

• What other companies does the designer 
work for? Asking about clients will give you 
an idea not only of whether the designers is 
conversant with your industry, but also where 
you may fall in the pecking order. If a designer 
has lots of big clients, the reality is you may 
find your projects falling to the bottom of their 
priority list. Be sure to address this concern 
honestly.

• Where is he or she located? Today, it’s 
possible to work well with designers across 
the country or even across the globe. However, 
communicating about design issues can be 
difficult for small business owners. It’s often 
easier to discuss visual issues in person, and if 
this is the case for you, you’ll want to choose a 
local designer who can come by your office.

Once you’ve selected the designer, keep the 
relationship happy and successful by:

• Clearly communicating what you want. 
Find examples of the type of design you like 
and explain what you like about them—is it 
the color? The use of type faces? The graphics 
or photos?

• Being open to suggestions. You hired a 
designer for his or her expertise, so use it. 
You don’t have to accept designs you hate, but 
do give the designer a chance to explain the 
reason behind the design. Perhaps he or she 
will change your mind.

•Limiting your requests for revisions. There’s 
nothing a designer hates more than umpteen 
emails asking to change this, that and the 
other. It’s OK to have a lot of input into the 
design, but instead of sharing every thought 
as it pops into your head, take some time to 
review the work, think about it and discuss all 
the changes you’d like at one time.

• Setting clear expectations and deadlines. 
As with any working relationship, be sure you 
are clear about your standards. Using project 
management and scheduling tools like Zoho, 
Trello or Google Drive is a great way to ensure 
you have the latest versions of files all in one 
place so everyone can look at them and share 
their input.

Rieva Lesonsky is CEO and President of GrowBiz Media, 
a media company that helps entrepreneurs start and grow 
their businesses. Follow Rieva at Twitter.com/Rieva and visit 
SmallBizDaily.com to sign up for her free TrendCast reports. 
She’s been covering small business and entrepreneurial 
issues for more than 30 years, is the author of several books 
about entrepreneurship and was the editorial director of 
Entrepreneur magazine for over two decades.

You'll never regret having a 
logo professionally designed. 
Once, and it's done. I had 
an idea with ours, but the 
professional made it so much 
better.

  – Matt Adwell, Adwell Services
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Clean Up Your Act in 2015
As we begin another year in the 

World of Clean, I would like to put forth 
a checklist of best business practices to 
help improve the possibility of generating 
a profit in 2015. While this is the “short 
list,” and not everything that each business 
must do to make money, I do believe that 
improving upon these key factors will make 
a big difference to the bottom line:

MSDS (now called just SDS) - Audit 
the material safety data sheet files to ensure 
that every cleaning chemical has the latest 
matching sheet. Follow up with refresher 
safety training for all personnel. Why? 
Because it is the law, and OSHA loves to 
write citations with heavy fines.

INSURANCE – Liability, disability, 
vehicle, property, bonding, etc., etc., etc. 

We all hate to go through the fine print; yet, 
one major law suit over a botched cleaning 
job can destroy a business. Get good 
insurance!

OSHA – Be sure to update your 
employment posters. It might be a good 
idea to have all employees read the posters 
and sign statements that they understand 
their rights, copies of which can then be 
attached to their personnel file for future 
reference.

By Rick Meehan, Marko Janitorial
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CUSTOMER SATISFACTION – Poll 
your customers and make sure that their 
needs and concerns are addressed. It is 
better to solve an issue even if it costs your 
company some extra money than to let a 
customer fume and percolate over an issue. 
Word of mouth advertising can be both 
positive and NEGATIVE.

SELLING – Every business must 
sell products or services or both in order 
to survive, so why is it that cleaning 
companies as a rule do not represent 
themselves properly in many cases? If you 
do nothing else on this list, at least do this 
one thing: bone up on selling techniques. 
Develop ways to best represent what your 
company does. 

If you improve on just a couple of these 
facets of your business, you can turn on a 
blast of profitability. Invest the time now on 
all ten points and 2015 can be a banner year. 
Clean up your act and keep it clean to reap 
the benefits for years to come!

EQUIPMENT MAINTENANCE – Go 
through every piece of cleaning equipment 
from the truck mounted pressure washer to 
the mop head and make sure everything is 
working correctly and efficiently. Nothing 
wastes more money than stuff that doesn’t 
work when it needs to. In general, you get 
what you pay for and labor costs can eat 
a cleaning business alive, so cut labor by 
improving tools and materials of the trade.

REVIEW MATERIAL COSTS – 
It is important to compare pricing of 
materials used in cleaning. Towels, toilet 
tissue, neutral cleaners, strippers, waxes… 
the prices on all these staples fluctuate 
in today’s market. (TIP: Always look for 
products that reduce waste, both in labor 
time and usage.)

REPLACE – If equipment or materials 
of any type are not working efficiently, 
find replacements that do. In general, you 
get what you pay for and labor costs can 
break a cleaning business if not managed 
properly.

CONSULTANTS – If you don’t 
have a reliable supply company for 
cleaning materials, one where the 
representatives know about the challenges 
of cleaning businesses, and can make 
recommendations to help save money on 
materials without compromising efficiency, 
find one now! A good supplier can make 
recommendations that many times can save 
a fortune in labor dollars.

BOX STORES – Bigger does not mean 
better. Sure, nearly any cleaning tool or 
chemical may be found in one of the large 
chain stores, and usually at deep discounts, 
but without expertise backing up the 
products, much of the time materials, and 
hence, money, can be wasted on products 
not matched to the job at hand. Sometimes 
paying a little more for expertise can mean 
saving volumes!
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